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The Data-Driven Way To Tell Our Story
Today’s Date, 2019
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Our Organizational Goals
How data-driven communications will enhance our success.

Influencer Evolution
Who we are trying to reach and why.

New Tech Opportunity
The tools of the trade have changed. It’s time to take advantage of them.

A Strategic Proposal
How we could work differently and achieve more.

Challenges
‘Devil’s Advocate’ considerations, costs, metrics, and more
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‘XYZ Corp. makes first foray into Europe’
A story in the New York Times Business section looked at our 
growth trajectory and entry into new markets. 

A trade industry publication Q&A showcased the link between 
leadership and our corporate culture

Our team was featured among companies participating in local 
environmental charity efforts

WHY COVERAGE MATTERS: 
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COMPREHENSIVE, PREMIUM DATA

VISIBILITY INTO KPIs AND INSIGHTS 

STRATEGIC RELATIONSHIP-BUILDING
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SMALL TEAM, BIG RESULTS
•

•

•

•

100 ‘GOOD NEWS’ STORIES
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Bad News: 
• The number of U.S. journalism jobs has shrank nearly 10% in the last 

decade. (Bureau of Labor Statistics)
• 21 states no longer have a dedicated reporter covering the activities 

of the U.S. Congress

Good News: 
• New outlets always emerging: Axios, The Outline, Civil
• Non-traditional influencers on social media offer new opportunities

Cision makes 20,000 updates to its database every day.
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Spreadsheet tradeoffs: 
• No ability to centrally manage or share information: A siloed approach
• Always out of date and risk of becoming unwieldy to track necessary data
• Manual and error-prone processes

LinkedIn tradeoffs: 
• Focus is on career-related information versus edcals, beats and contact preferences
• Onus is on the individual user to keep information up to date
• Limited reporting and no monitoring capabilities

Only 32% of U.S. comms pros say they can find the right influencers (PRWeek/Cision
2017 Global Comms Report)
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• Expert commentary/analysis on breaking industry news

• Thought leadership on trends in customer behavior and market evolution

• Risk of competitors taking share of voice 

50% of marketers believe earned media will deliver the biggest return 

‘News’ is not limited to product launches, branch openings et al. 
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• Searching across social media yields inconsistent results (ie, differences in Twitter handles, 
LinkedIn profiles, professional use of Facebook, etc. 

• Difficult to do “social listening” to track when influencers change outlets or jobs. 

• No details on editorial priorities, outreach preferences.

• Still a manual process with limited ability to attribute to performance/results

• limited ability to find e-mail or phone contact or make a detailed pitch on the social platform itself.

Social media is for having conversations but lack true research/planning capabilities. 
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We’ll eliminate redundancies in our 
current data and establish new business 
processes.

We’ll work with IT to look at all potential 
impacts on existing applications and data

TA Media database will give 
us the chance to respond to negative 
coverage faster

We’ll build on some of the cross-functional benefits 
discussed earlier by conducting briefings with all 
relevant LOBs. 
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JANUARY

FEBRUARY

MARCH

APRIL

MAY
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OTHER NEXT STEPS? QUESTIONS?

DEMO + Q&A

SME BRIEFING

PROJECT PLAN COMMS PLAN

COST/BENEFIT
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QUESTIONS?
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