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INTRODUCTION
Chameleon, a UK-based public relations agency, has 
been described by The Holmes Report as “small but 
mighty”. Chameleon likes to partner with companies that 
do things differently and try to change the industry or 
themselves. 

Chameleon looks for innovative ways to help their clients grow and shape 
their success. A key component to this success is to include insights and 
measurement in every stage of their communications strategy.  

“We don’t believe in getting coverage for coverage’s sake and 
take a more strategic approach to communications strategy, 
and it all starts with measurement.” 

- Theresa Meredith-Hardy, Director at Chameleon.

Chameleon identified 7 steps to help B2B companies take their 
communications strategy to the next level using measurement.

https://www.holmesreport.com/


UNDERSTAND THE 
CONTEXT
Chameleon’s priority with every client is to 
ensure they understand what the bigger 
business goals are, and from there, work back 
to the marketing and comms priorities by 
creating comms strategies that help answer 
those bigger business issues. 

It is important to sit down with all 
stakeholders to understand the bigger 
picture and overall context.  

 ● What are the goals for your comms team? 
Marketing team? Sales team?  

 ● What are your business objectives?  
 ● How does your communications strategy 

tie into your overall organization goals?  
 ● What does success look like  

for your team?  
 ● How are you measuring success?

All important questions to ask yourself in 
order to make the data more meaningful.  

“We make it a priority to sit down with all 
stakeholders and align with their goals,” said 
Meredith-Hardy. “It’s an important step that 
cannot be overlooked.”
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START (AND END) WITH INSIGHTS  
Whenever Chameleon is working to win new business, they always present 
insights-heavy pitches. 

It’s very important to gather as much relevant, 
actionable data as possible. Chameleon found 
that these types of data usually matter the 
most to clients:  

 ● Position the company within its market 
 ● Key messages for which they are known  
 ● Level of brand awareness 
 ● Share of voice 
 ● Social engagement 
 ● Media analysis 
 ● Competitor analysis 
 ● Audience analysis  

“We use measurement across every part of what we’re  
doing, from new business acquisition to campaign  
review and strategy,” 

- Theresa Meredith-Hardy, Director at Chameleon.

It’s important to tie the data back to business objectives to be able to identify 
opportunities and articulate a true analysis with actionable recommendations.  
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ANALYZE COMPETITORS 

In order to shape your communications strategy, it is imperative to 
understand where your company stands in the marketplace. A competitive 
analysis helps you identify trends in the industry, shows what has worked for 
competitors, and which audiences they are reaching.  

“A complete competitive analysis goes a step further by 
analyzing which strategy has not worked for competitors, 
identify why and learn from it,” said Meredith-Hardy. “It is also 
important to identify where the ‘white spaces’ are. See where 
your competitor is not talking so you can target that audience.” 

-- Theresa Meredith-Hardy, Director at Chameleon.
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DRAW CONCLUSIONS & IDENTIFY OPPORTUNITIES
Once you have gathered the data, competitive intel and have spoken with all 
stakeholders, it’s time to bring it all together. Identify what trends stand out, 
and if the data supports your current communications strategy. Do you need 
to make changes? Are there audiences you could be reaching and currently 
are not? What content resonates with your main audience? 

Chameleon uses Cision to get a wide array of insights. They monitor what 
people are reading about right before going on their client’s website and use 
that to shape their recommendations for areas such as their content strategy.  

“We have found that for one of our clients, a lot of their customers are reading 
about football before they go on their website (our client is not in the sports 
industry),” said Meredith-Hardy. “We started asking how we can make content 
relevant on their website, using the readers interests to get them to learn 
about the company’s products. Can we do something about what the client 
does and a key football moment for example.” 
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“In another example we turned the traditional tiering of media 
titles on its head. By analyzing where the most engaged 
audiences come from, we were able to identify niche titles that 
by the nature of their subject matter were delivering better 
on-site actions than ‘top tier’ press. That allowed us to refine the 
focus of our strategy to deliver greater value.”   
 
- Theresa Meredith-Hardy, Director at Chameleon.

 
“I think this is where it gets really exciting and clever. It gives us something 
different to bring to the table. Without insights we wouldn’t be able to do this 
and have these sorts of conversations without the data to back it up,” added 
Meredith-Hardy.  
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CONTINUOUSLY EVOLVE
 

Once a communications strategy is put in  
place, it’s important to use data to evaluate it as 
it unfolds and then adapt the strategy to react  
to new insights.  

Additionally, putting a communications strategy 
in place can be complex and time consuming. 
Meredith-Hardy believes it’s important to give 
every member of your team the time to interpret 
the data and make their own recommendations.  

“Creativity takes time, but data is 
nothing without a good analysis 
and recommendations. At 
Chameleon, we have a ‘Cision 
challenge’ in the office. Whichever 
team comes up with the best idea 
for a new client based on Insights 
research gets dinner paid for 
their entire team. It really makes 
people take the time to stop and 
think about the insights that we 
get and how we can use that 
information into making informed 
and creative decisions.” 

- Theresa Meredith-Hardy, Director 
at Chameleon.
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MEASURE AND MORE
 
Measurement in communications is not a one and done deal. It is a 
continuous and evolving process.  

“We use measurement across every part of what we do, from 
new business acquisition to campaign review and strategy, as 
well as it being the foundation of our press office work,” 

- Theresa Meredith-Hardy, Director at Chameleon.

Setting the foundation for continuous measurement is key. Understanding 
which data is essential and how often we need to pull that data and review it, 
helps you put in place a measurement strategy. 

Additionally, there are other things apart from data that you might need to 
consider. For Chameleon, the communications team’s feelings about their 
work is an intangible but crucial factor. Did the strategy we put in place give 
the client team a boost? Did they feel proud about the campaign, about the 
coverage they got? Did the sales team say it helped in their meetings? It’s 
really important to marry up all the different types of measurement available 
to us.  
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REPORT TO ALL STAKEHOLDERS
 

Communicate your measurement strategy! Tailor the information you share 
to your stakeholders. If you communicate your strategy and how it impacts 
them directly, clients will more likely be receptive and involved in the process. 
We also make sure our insights are actionable. 

Insights and measurement should be an integral part of your earned media 
strategy, but also on a much wider scale too. Data empowers you to make 
informed decisions and helps your teamwork smarter. To learn more about 
how to take your earned media strategy one step further, read how to 
integrate your earned media into paid and owned.
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https://www.cision.com/us/resources/white-papers/integrating-earned-media-into-paid-and-owned/
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ABOUT CHAMELEON
 
Chameleon’s model is simple (even if the work is often complex). We deliver 
public relations that is unafraid to challenge, committed to putting the 
audience first and focused on supporting our clients’ business growth. 

We consult. We create. We communicate. 

From communications strategy and corporate messaging, through to content 
marketing and influencer engagement, we create value for our clients 
through effective public relations.  

ABOUT CISION
 
Cision Ltd. (NYSE: CISN) is a leading global provider of earned media software 
and services to public relations and marketing communications professionals. 
Cision’s software allows users to identify key influencers, craft and distribute 
strategic content, and measure meaningful impact. Cision has over 4,000 
employees with offices in 22 countries throughout the Americas, EMEA, and 
APAC. For more information about its award-winning products and services, 
including the Cision Communications Cloud®, visit www.cision.com and 
follow Cision on Twitter @Cision. 

https://www.cision.com/us/request-demo/?utm_medium=website&utm_source=pdf&utm_content=ebook&utm_campaign=b2bmeasurement
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