
The 
Power and 
Potential 

of Data in PR



The Power and Potential of Data in PR   |   2    

In today’s digital age, we have 
more information at our fingertips 
than ever before. For most 

organisations, this data is priceless. 
But knowing how to harness it to 
our benefit is something that can 
seem overwhelming when there is 
simply so much of it to sift through. 
The challenge is working out how  
to cut through the noise and surface 
the insights that are truly of value to 
your business.

Here, those insights we speak 
about are found in aggregated 
content, which communications 
professionals can leverage for media 
monitoring, sentiment analysis, 
reputation tracking and measuring 
campaign ROI.

The LexisNexis survey, in  
conjunction with PRWeek, looked 
at how important this data has 
become for PR professionals, and 
how it is helping them to improve 
their campaigns, win new business 
and understand their target 
audience better.

The results found that data is 
everything for more than one 
in three PR professionals. It’s 
central to their day-to-day work, 
from accurately measuring how 
many people have engaged with 
campaigns, to knowing instantly 

when a client has been mentioned 
online. More than half even use it 
in crisis management, to monitor 
when negative conversations are 
appearing and nipping them in the 
bud before they get out of control. 

However, the survey also found that 
one in four still aren’t using data 
enough — surprising considering the 
potential it offers. This is perhaps 
a result of nearly half of those 
surveyed “not at all sure” of the 
capabilities of Data as a Service/API. 
This shows there is a knowledge 
gap preventing PR professionals 
from making the most of the data 
available to them, giving their  
rivals a huge competitive advantage 
when it comes to winning and 
maintaining business.

At LexisNexis, we are always 
available to discuss the ways that an 
organisation could benefit from our 
DaaS/API services, and demonstrate 
how our truly flexible approach can 
help push your campaigns forward. 
If there’s anything our survey has 
proven, it’s that data-driven PR is the 
future. Make sure you’re not being 
left behind. 

bis.lexisnexis.com/PRWeek-2021 

Adam Hall, media intelligence expert, 
LexisNexis
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Knowing how successful a PR 
campaign has been is key for  
any public relations plan, and 

data is an integral part of getting a 
deeper insight into a campaign’s hits 
and misses. 

“There has historically been a lot of 
guesswork behind where PR coverage 
goes, and now in today’s digital age 
we can be more accurate,” says Leela 
Bozonelis, marketing director media 
intelligence at LexisNexis. “Data gives 
us economies of scale to see the full 
picture of how our content is being 
interacted with. This in turn helps 
us to make more strategic decisions 
about where to invest our efforts for 
greater success in future campaigns 
and communications.” 

It also helps to provide proof of value 
to clients and stakeholders – and that 
proof is often found in the numbers. 
Our survey showed that being able 
to accurately measure the number 
of people who have engaged with a 
campaign is the leading reason that 
PR professionals value data in their 
work, with 80% saying they use it  
for this reason.

Around 72% use it for the ability to 
track client mentions online in real 
time, the next most popular reason, 
while 54% say it’s invaluable for 
nipping any communications crisis in 
the bud before it gathers momentum.

The ability to have ‘eyes everywhere’ 
is a key benefit of using data in the 
right way, says Hall. “Due to the nature 
of our work in the digital age, it’s 
impossible to effectively track and 
analyse all the places where your 
brand or topic is mentioned manually, 
since it would take a lifetime to do.”

The fast-paced nature of the digital 
age we are working on has an impact 
on where PR professionals take their 
data from, with online news (90%) 
and social media (78%) found as the 
top two areas for inclusion in media 
monitoring. Just over half (58%) still 
track print media, while around two-
thirds (62%) gather data from the news 
behind paywalls.

But how central is data to tracking and 
analysing the success of campaigns? 
For more than one in three PRs, our 
survey shows that data is “everything” 
(38.8%) and almost half of respondents 
(49.5%) use it to back up other insights. 
However, one in four (26.1%) admit they 
still aren’t using data enough, which 
seems like a huge opportunity missed.

Data gives us economies of 
scale to see the full picture 
of how our content is being 
interacted with.”
Leela Bozonelis, marketing director  
media intelligence, LexisNexis
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1. The role of data in PR

Around 72% use data for 

the ability to track client 

mentions online in real time

72%

54%
54% say data is invaluable for 

nipping any communications 

crisis in the bud

26%
of PRs surveyed admit they 

still aren’t using data enough
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2. Harnessing the power 
of data to drive growth

It’s clear that data is a powerful 
tool in PR campaigns. It gives 
insight where previously there was 

none, can give more detail on the 
target audience and their behaviours 
and help forecast trends for future 
campaigns. This all ensures growth, 
whether the goal is winning new 
clients and keeping current ones, or 
ensuring campaigns offer solid return 
on investment.

mmi Analytics is a company that 
knows this only too well. Specialising 
in providing media and online retail 
insights for the beauty industry, 
it wanted to deliver global media 
insight services for its global client 
base of prestigious beauty brands. 

“The data as a service offering by 
LexisNexis has enabled us to grow 

our business,” says Christian Eckley, 
CEO of mmi Analytics. “Through 
global content coverage that is 
so comprehensive, scalable and 
reliable, our clients can now track 
the performance of their global PR 
investment and build market insights 
that support competitive advantage.”

Furthermore, it has done so in a  
cost-effective way by keeping IT  
costs down whilst increasing  
access to content. The end benefit  
for our clients is that by having  
access to such a comprehensive 
content database, they can  
effectively plan, monitor and  
review their PR performance  
to establish whether they are  
getting ROI from their PR activities, 
identify new trends, and view year  
on year performance.”

Through global content 
coverage that is 
so comprehensive, 
scalable and reliable, 
our clients can now 
track the performance 
of their global PR 
investment and build 
market insights.”
Christian Eckley, CEO, mmi Analytics
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The responses to our survey back that 
up. “Data drives insight. Insight drives 
strategy. This adds up to growth, 
always”, said one. “Frequently it’s data 
magic that makes things happen”, 
says another. Adam Hall agrees.

“Having visibility into how effective 
our communications and campaigns 
are is invaluable to driving growth. 
We know how expensive and time 
consuming successful campaigns are. 
Data gives us clear insight into what’s 
working where and with whom.”

However, the survey also uncovered 
a lot of frustration in the lack of data 
usage. “We don’t do it enough”, was 
a common response, and this was 
often despite an awareness of its 
advantages. “We do use data, but 
would love to access it more,” read 
another response. “It is key to building 
our insights and understanding how 
best to advise our clients on strategy.”

Frequently it’s data magic 
that makes things happen.”
Survey respondent
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With such positive 
sentiment towards 
the use of data and the 

possibilities it offers, what is it that 
stops PRs from leveraging external 
sources and media insights to 
determine their PR strategy?

Expense was cited as the biggest 
obstacle (48%), despite the 
widespread acceptance that 
investment into data repays itself 
with better campaigns.

“The benefits always outweigh the 
costs, since it means every dollar is 
spent with purpose,” says Hall. “If an 
agency has not taken any steps to 
invest in data and analytics it can be 

daunting, but the key is choosing the 
right solution for your needs.”
His top tip? “Start small and 
allocate funds from a campaign 
on a small scale — this can help 
prove results and make a business 
case to invest more.”

Time was also listed as one of the 
biggest obstacles, with just over a 
quarter (27%) of PR professionals 
suggesting that they simply don’t 
have the hours in their day to get 
good data gathering processes up 
and running. Once again, Hall says 
this is a case of short-term effort to 
reap long-term gains, with tools and 
a good data provider helping to save 
time in the long run. >>

3. The obstacles

27%
of PR professionals surveyed 

suggest that they simply 

don’t have the hours in 

their day to get good data 

gathering processes up 

and running

Start small and 
allocate funds from a 
campaign on a small 
scale — this can help 
prove results and 
make a business case 
to invest more.”
Adam Hall, media intelligence expert, 
LexisNexis

cite expense as the biggest 

obstacle to using external 

sources and media insights to 

determine their PR strategy

4%



<< “The biggest time investment is 
upfront in diagnosing the needs, the 
right solution, and bringing everyone 
up to speed internally with effective 
data analytics — particularly when 
there is a marriage between external 
data and proprietary data. But it’s 
important for agencies and PR teams 
to know that the providers are here to 
help them through this process and 
guide them every step of the way.”

However, the lack of awareness of 
exactly how Data as a Service (DaaS) 
works and how it can help may be 
one of the biggest roadblocks to 
this. Only 15% of survey respondents 
said they were fully aware of the 
capabilities that it offers, with almost 
half (48%) not at all sure and 39% 
only somewhat aware. Speaking to a 
provider is vital to visualising exactly 
what they can do and how much it 
can help, with the very best tailoring 
their offering to suit.

“At LexisNexis, we help our clients 
talk through their goals and needs 
and explain how information APIs 
can help,” says Hall. “One of the 
greatest benefits of our solutions is 
the flexibility of capabilities offered. 
We have made a number of major 
improvements to give our clients 
a more personalised view of these 
insights so we can quickly answer the 
questions they have without them 
even having to ask them.”

This flexibility extends to tackling 
the data blindspots that some PR 
professionals mentioned they had 
found with previous data monitoring 
services, such as tracking sentiment.

“LexisNexis offers powerful sentiment 
data within Newsdesk and our DaaS/
API solutions,” says Hall. “But we don’t 
just offer the data on the article itself 
as a whole, we look at sentiment at 
the entity level as well. This means 
that you can see the sentiment for 
the entire article, or for the specific 
brand, person, or topic you are 
searching for in isolation, which gives 
a much more accurate picture.”

Of course, sometimes true sentiment 
is best handled by humans, and 
that’s an option too. “We offer human 
sentiment analysis which works 
well in conjunction with automated. 
Analysts run the automated analysis 
on the full data set but actually read 
a sample of articles to give a better 
picture of context.”

At LexisNexis, we help  
our clients talk through 
their goals and needs  
and explain how 
information APIs  
can help."
Adam Hall, media intelligence expert, 
LexisNexis

15%
Only 15% of survey 

respondents said they 

were fully aware of the 

capabilities that Data as

Service (DaaS) offers and

were not at all sure.

4%
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Whether PR professionals 
are using it to its full 
potential or not, our survey 

responses show the importance of 
data is not lost on the industry. In 
fact, while most (69%) consider it a 
tool in the box alongside talented 
people, 40% say data-driven PR is the 
future — only 2% are unsure. Yvette 
Turlings, media intelligence general 
manager at LexisNexis, agrees with its 
importance, and has some top tips for 
those looking to utilise data more.

“It’s a great idea for companies to scale 
into it in a practical way by stacking 
data against campaigns. A strong 
media intelligence software tool like 

Newsdesk is a great way of 
turning raw data into something 
that is more accessible and useful, 
as it gives you a good taste of
the types of information 
available. That can be enough for 
many teams.

“However, we are seeing more and 
more clients interested in pulling 
data into their internal systems via 
APIs to layer media insights with 
proprietary information. The best 
way to get started here is to start 
a discussion with a trustworthy 
data provider to help determine 
end goals and technical capabilities 
required to get there.”

4. The future of data-driven PR

Our global survey was carried 
out with 304 PR professionals, 
with 219 of these from the UK. 

Other respondents were from countries 
including Spain, Italy, Germany, France, 
Russia, UAE, Egypt and USA.

Most (54%) of the respondents were 
from an agency, with 37% in-house  
and 10% listed as other. We had staff 
from 111 different agencies respond  
to our survey.

5. About the research

69%
consider data a tool in 

the box alongside 

talented people

40%
say data-driven PR is 

the future

A strong media 
intelligence software 
tool like Newsdesk 
is a great way of 
turning raw data  
into something that  
is more accessible 
and useful."
Yvette Turlings, media intelligence 
general manager, LexisNexis
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Nexis Solutions, a division of LexisNexis, is dedicated to developing 
innovative tools to support data-driven decision-making. Nexis DaaS is 
backed by our decades of experience as a content aggregator. This means  
it has an expansive universe of vetted, credible sources to pull from so it  
can deliver relevant, timely brand data.

● Access large volumes of open web and licensed content
● Use flexible APIs to integrate news and commentary into 
 existing platforms, intranets, products, or services
● Uncover relevant information for market research, strategic 
 planning, and business analytics
● Trace the originating point of negative news and its spread
● Better interpret and understand impact metrics.
 
contact@lexisnexis.co.uk
0330 161 1234

About Nexis® Solutions

mailto:contact%40lexisnexis.co.uk?subject=LexisNexis%20/%20PRWeek%20report%20enquiry

