


Unlocking the Insights that Matter

According to the 2021 Global Comms Report, “converting data 

into actionable insights” is the top business challenge for 

communications leaders right now.

At Cision, we talk a lot about insights, but what kind of analysis 

do we recommend to customers getting started on their 

measurement journey?

In September 2021, Cision Insights conducted a media analysis 

for investment firm BlackRock to help them understand key 

indicators driving the conversation around their brand, as well as 

how to use this information to inform their strategy. 

The resulting report provides a shining example of the types of 

analytics communicators across every industry can gather and 

how they can turn that data into meaningful insights for their 

own strategies.

https://www.cision.com/resources/white-papers/2021-global-comms-report/
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Key Analysis: Coverage Trends and Drivers

First, before looking at anything else, communicators should 

understand how coverage of their brand is trending and what 

headlines or events are driving spikes or outliers in coverage.

There is no one metric that tells the full story of your coverage. It’s 

important to pick the right combination of KPIs that align with your 

PR objectives. For the typical customer, we recommend looking at 

volume of brand mentions, reach and prominence (e.g., was your 

brand mentioned in passing, as a feature or in a headline?). When 

you overlay these three metrics, the data transforms into insights 

about your media coverage that reveal opportunities and threats to 

your brand.
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 ■ Examining volume of mentions, BlackRock 

performed in the high-typical range 

compared to their 2021 baseline, but with one 

major spike in coverage on September 7. 

 

The cause? The WSJ published an op-ed 

by George Soros on BlackRock’s launch of 

mutual funds in China. The story was widely 

covered for several days subsequently with 

significant scrutiny from critics. After the 9/7 

spike, volume of coverage fell back within 

more standard levels.

 ■ If you look at audience reach, there were 

two significant spikes in September for 

BlackRock, with potential audience reach 

more than doubling a typical day on 

September 20. 

 

To see this play out in action, let’s look at BlackRock’s media coverage in September 2021:
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The cause? News broke that day that 

Evergrande, a leading lender in China, may 

default on billions of dollars of debt (which 

Evergrande later denied).BlackRock was 

among several companies included in 

related coverage. BlackRock’s pledge 

to invest into Bill Gates’ climate project, 

covered by Bloomberg and WSJ, also 

contributed to the greater audience reach.

Finally, we looked at overlapping data 

on BlackRock mentions. While features 

and headlines mentioning BlackRock 

increased moderately following Evergrande 

coverage,most of said coverage still 

mentioned BlackRock. In comparison, 

BlackRock coverage jumped significantly 

to accompany the Chinese mutual funds, 

exposing the brand to far greater scrutiny.
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What this analysis 
means for you
Understanding the big storylines helps 
brands determine which stories resonate 
with audiences and opportunities to generate 
earned media coverage. 

Looking at the BlackRock example, reach on the 
Evergrande story outpaced volume, indicating 
audiences were particularly interested in this topic, 
which suggests an opportunity for investment banks 
to gain visibility by providing thought leadership and 
commentary on the subject.
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Key Analysis: Audience Demographics and Firmographics
As a communicator, you know the audience 

you’re looking to reach with every campaign 

and story placement. We encourage 

customers to regularly analyze the 

demographic and firmographic breakdown 

of who is engaging with messaging related 

to their brand and industry. This enables 

them to go beyond seeing if they’re 

successfully reaching target audiences and 

identify opportunities to reach new, valuable 

audiences as well.

For BlackRock, we wanted to understand 

the audiences most interested in investment 

news and any notable shifts against the 2021 

baseline. Our research yielded a couple key 

findings:
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 ■ Investment industry coverage tends to 

garner a more female audience than 

general and other financial news stories, 

whereas overall news coverage skews 

more significantly toward male audiences.

 ■ Chinese-speaking audiences increased 

44% in September compared to 2021 

YTD coverage, driven largely by coverage 

of Evergrande, one of China’s leading 

lenders.

 ■ Fortune 1000 audiences as a category 

were up 29% in September vs. YTD, 

perhaps indicating an audience focused 

on China and other related market 

concerns and opinions. 
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What this analysis 
means for you
Tracking audience 
demographics – including 
notable shifts like the ones 
mentioned above – helps 
identify who your active 
audiences are, so you can 
turn around and target them 
with even more focused 
messaging for increased 
engagement.

For BlackRock, for example, 
the spike in Chinese-speaking 
audiences was driven by coverage 
of their Chinese mutual funds and 
Evergrande. Targeting Chinese-
speaking audiences with related 
content throughout Q4 could 
entrench readership, transforming 
this audience segment from 
occasionally engaged to actively 
engaged with BlackRock’s brand 
on a long-term basis.

The bottom line: Granular insights 
into where different audiences are 
engaging with which messages 
and how they’re feeling are a 
treasure trove for communicators 
trying to reach the right audiences 
with messages that will resonate.
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Key Analysis: Reputational Pillars
We all wish we could position our brands as the best at everything 

under the sun, but in today’s crowded media landscape that’s 

unrealistic for most organizations. Instead, we advise customers to 

look at their core competencies and select three to five “reputational 

pillars.” These are the themes or attributes you want your brand to be 

known for. Maybe it’s innovation (think Apple or Google), maybe it’s 

thought leadership (McKinsey or PwC), sustainability (REI), customer-

first (Southwest), a combination of those, or something entirely 

different. Whatever pillars you decide on, your external messaging 

should reinforce those themes.

We can’t in good conscience reveal BlackRock’s reputational 

pillars (sorry!), but let’s just say that, with their reputational pillars 

established, our research analysts at Cision Insights bucketed all 

relevant media that fit BlackRock’s pillars, then examined their media 

presence and volume of coverage of each core pillar. Then we looked 

to see if one pillar drove more coverage than others.

From there, we looked to see what news drove said coverage, 

performed a sentiment analysis, and compared competitor coverage 

on these same themes. This analysis enabled us to get to the source 

of what was driving that spike, and in turn, make recommendations 

for how to create messaging and drive the narrative back to their 

focused pillars. 



Why this analysis 
matters
Expanding your understanding past your brand’s overall 
media performance to more granular analysis of key themes 
provides a more holistic view of your brand. With this 
approach, you can gather the data needed to plan future 
campaigns to build on successful messages and correct 
where things have fallen off course.

(It’s worth noting that organizations can dive deeper into these pillars, 
looking at performance by audience, region, channel, etc. to drive even 
greater insights for their PR strategies.)



Final Takeaways
So what do all these metrics and analysis add up to? We reviewed a high-level analysis of what 
these insights mean and how to apply them moving forward. While these were specific to 
BlackRock’s analysis, they provide takeaways that communicators across all companies can 
apply to their strategies as well:

Look at multiple 
metrics before drawing 

conclusions

Hijack the news by 
tapping into what 

audiences are already 
following

Investigate your 
audiences to determine 
new and trending active 

segments

Dive into granular data 
to unearth valuable 

opportunities for strategy 
optimizations



Again, the above metrics and analyses 

are just a few of the many out there that 

communicators can track in order to inform 

your strategy. It all depends on your unique 

goals. What is universal is that a strategy 

without the right data to inform it, isn’t a 

strategy at all.

Want to get customized insights that you can 

use to create a competitive communications 

strategy? 

Schedule a meeting with a Cision Insights 

expert today.

Turn Insights Into Action for YOUR Brand

https://www.cision.com/lp/insights-analysis-meeting-request/


About Cision

As a global leader in PR, marketing and social media management 
technology and intelligence, Cision helps brands and organizations 
to identify, connect and engage with customers and stakeholders 
to drive business results. PR Newswire, helps companies meet 
their communications and disclosure needs. A network of 
approximately 1.1 billion influencers, in-depth monitoring, analytics 
and its Brandwatch and Falcon.io social media platforms headline 
a premier suite of solutions. Cision has offices in 24 countries 
throughout the Americas, EMEA and APAC.  
 
For more information about Cision’s award-winning solutions, 
including its next-gen Cision Communications Cloud®, visit 
www.cision.com and follow @Cision on Twitter.
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130 E Randolph St. 7th Floor Chicago, IL 60601, USA | 866.639.5087

https://www.prnewswire.com
https://www.falcon.io
http://www.cision.com
https://www.twitter.com/cision
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