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The Association of Colleges (AoC) represents nearly 95% of the 257 colleges in 

England incorporated under the Further and Higher Education Act 1992. 

 

Why evaluate?  

Evaluating the success of a PR and media activity campaign is as important as 

the work carried out and the coverage secured. It gives you the opportunity to 

demonstrate what the activity achieved and the beneficial impact the campaign 

has had on the organisation. Effective evaluations which enable you to see 

what activities did and didn’t work can also help you to develop future 

campaigns.   

 

Whether reporting monthly, quarterly or annually, evaluating your campaign is 

vital to demonstrating its impact to your team, as well as the senior 

management at your college.  

Where to start - PR Planning   

The evaluation process starts at the planning stage of a PR campaign. In writing 

an annual PR strategy, or planning an individual campaign, you need to set out 

your aims and objectives.  These are used at the end of a campaign to evaluate 

your achievements. Objectives must be specific, measureable, achievable, 

realistic and timely (SMART). Your plan should also include the key messages 

you want to get across as part of the campaign. This will act as another aspect 

in measuring success.  

 

It’s also important to identify the target audience and key media targets.   

In preparing a PR plan, begin by assessing where the organisation is now. Look 

at the organisation, its reputation and any external factors that might impact 

on it and the campaign you’re working on, both positively and negatively. This 

creates an opportunity to decide how and where to target the campaign, as 

well as identifying any risks and preparing to counteract them.    

Remember to allow time at the end of any campaign to carry out the evaluation 

as soon as possible to give you a chance to reflect and implement what you’ve 

learned.  

  

Media coverage log  
Keeping a record of all media coverage is vital to conducting a PR and media 

evaluation.  
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Creating a log book will serve as a reminder of all the coverage achieved. This 

can be as simple as a spreadsheet with headings such as the headline, 

publication, circulation figures, which campaign it links to (or target from the 

strategic plan) and the date of the cutting. A simple calculation will show what 

the overall circulation (or campaign reach) is. This is a useful indicator of the 

success of the campaign. Make sure to include content that appeared online 

and you can also track social media impact if that is necessary for that 

campaign.  

 

There are several ways to track coverage and find circulation, which can be as 

simple as setting up a Google Alert or as complicated as using a paid-for media 

monitoring service. There are several companies that provide media 

monitoring services, such as Gorkana, Meltwater, Cision or Vuelio. This is not an 

exhaustive list so it’s worthwhile doing some research, finding out what 

different services provide and getting a free trial with them to find out which 

one works for you. Alternatively, the Press Gazette website has circulation 

figures for national newspapers and magazines. Your local media should be 

able to supply their own figures.  

 

It is important to track how campaign messages were used in any coverage, as 

this will indicate how well they were absorbed by the media. This is a key 

indicator of the success of the campaign. It is also a good idea to list the 

keywords used to help you find specific stories quickly, alongside details of the 

media spokespeople quoted and any student case studies.    

 

For example:  

  
  

A sample spreadsheet for you to use is on the website.  

  

Analysing and evaluating campaigns  
Look back at the campaign’s aims and objectives and use the collected data 

about the cuttings to see whether the aims have been achieved. You should 

analyse:  

• number of pieces of coverage achieved  
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• source – regional, national, trade, broadcast etc   

• campaign reach – calculated by adding up the circulation of all the 

coverage  

• target audience and target media reached  

• keywords, key messages and spokespeople included.   

It’s important to keep a record of both the positive and negative coverage. Both 

can help you to develop your ‘lessons learned’ later in the process.  

You can help to analyse the campaign by asking:  

• Were the aims and objectives achieved?   

• What tactics worked best?  

• What were the best pieces of coverage and why? Were they in the top 

target media and did they contain the right messages?  

• What impact did your campaign have in terms of media coverage, and the 

impact for the college as a whole? For example, if there is a direct 

correlation between an increase in applications and the PR campaign, that 

is a positive impact for the college.  

Once those questions have been answered, begin to look at what lessons can 

be learned from the campaign – in other words:  

• What worked and what didn’t?  

• How could preparation have been better? What other research could or 

should have been done before starting?  

The format for reporting back on the campaign will depend on who will receive 

the information. A written report may take longer but it means there is a record 

of the success of the activity, which can be printed out when necessary. 

Alternatively, the results could be delivered to the senior management team 

(SMT) or board of governors, in which case a presentation might be 

appropriate.  

 

Whatever method used, remember to break it down into sections which can 

easily be understood, avoid using jargon and keep it simple.  
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Conclusion  

Evaluation is a vital part of any PR and media campaign. It makes it possible to 

look back at a campaign and assess whether the aims and objectives were 

achieved, what worked and, almost as importantly, what didn’t. Being able to 

demonstrate the success of a campaign not only serves the marketing and PR 

team, it also helps to demonstrate to senior managers the benefits PR activity 

can bring to the organisation.  
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