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How we got here today 

Barcelona 2010 
Barcelona Principles 



Barcelona Principles – summarised: 

Important to PLAN & SET TARGETS 

Measure OUTCOMES not just OUTPUTS 

Link to ORGANIZATIONAL OBJECTIVES 

Use QUANTITATIVE and QUALITATIVE methods  

AVEs are INVALID  

INTEGRATE SOCIAL MEDIA   

Be TRANSPARENT, CONSISTENT & VALID 

 

 
(B.P.s In full: http://bit.ly/2pIBlAK) 

http://bit.ly/2pIBlAK


How we got here today 

Barcelona 2010 
Barcelona Principles 

Lisbon 2011 
Valid Metrics Frameworks 

Madrid 2013 
Social Media Measurement 

Frameworks 

Amsterdam 2014 
User Guides 

Stockholm 2015 
Barcelona Principles 2.0 

London 2016 
IEF – The Integrated Evaluation 

Framework 



Meaningful measurement matters 







Britain’s No 1 most influential person? 



To communicate the right message  

 

to the right target audience… 

 

… to achieve an objective 

 

What are we trying to do? 



Outputs Out-takes Outcomes 

Outputs, Out-takes and Outcomes 



Integrated Evaluation Framework awareness levels 
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77 % of AMEC members use or 

planning imminently to use the 

Integrated Evaluation 

Framework 
 



amecorg.com/amecframework 

‘Operationalising’ the Barcelona Principles 









Objectives 1 

Organisational Objectives: 
• To help as many people as possible to 

achieve their dream weight 
• To become the world’s leading 

authority in weight management 
• To build success through customer 

delight 
Communication objectives: 
• Increase awareness of Slimming World 
• Increase positive reputation of 

Slimming World 
• Increase understanding of how 

Slimming World works 
• Increase purchase consideration of 

Slimming World for people who want to 
lose weight 

• Increase visits to the website 
• Increase number of people searching 

for their nearest group on the website 
• Increase in people joining Slimming 

World 
 
 

Inputs 2 Activities 3 

Target audience: 
• Men, women and families  at all life 

stages who would like to lose weight 
and lead healthier lives 

Strategy: 
• Demonstrate effectiveness through: 
• Published research showing that people 

who set ambitious targets lose more 
weight 

• Success stories of members who have 
achieved their dream weight 

• How the eating plan works – through 
recipes and eating plans 

• Encouraging people to seek support for 
successful weight loss by offering free 
membership 

 
 

• Research  published in the Journal of 
Human Nutrition & Dietetics featured 
an academic and Slimming World 
expert Dr Amanda Avery as a 
spokesperson and a case study story of 
a successful slimmer  

• Photocall events for ‘Mr  Sleek’ and  
‘Miss Slinky’ are attended by national 
media  who hear how they have lost 
weight and transformed their life 

• Healthy recipe booklets and eating 
plans promoted to consumers through 
media partners including Daily Mirror, 
Daily Record and Reveal, while Woman, 
Bella and More featured eating plans 
and recipe extracts. Free  membership 
offers are provided alongside all of 
these. 

 
 



Outcomes 4 

• 607 articles 

• 66% of UK adults reached 

• Reach to men increased from 40% to 
67% 

• 58% of coverage delivered a key 
message 

• 29% of coverage featured a 
spokesperson, an increase from 22%  

• 35% of coverage featured a call to 
action, an increase from 19%  

 
 

Out-takes 5 Outcomes 6 

• 74% of people said they had read about 
Slimming World, with 54% saying they 
had read positive things 

• % of people with a good or very good 
knowledge of Slimming World 
increased from 27% to 35% 

• % of people saying that Slimming World 
had a positive reputation increased 
from 61% to 73% (men increased from 
49% to 62%) 

• % of people associating Slimming World 
with ‘helping to achieve their dream 
weight’ increased from 56% to 68% 
with the biggest increases coming from 
men. 

• % of people who said they would be 
likely to use Slimming World to lose 
weight increased from 36% to 45% 

 
 

• 8.1m sessions on the public website – 
almost double that achieved for same 
period in 2016 

• Dream weight research story achieved a 
peak of 1,108 website sessions on the 
29th December and resulted in 94 
group searches (giving an 8.5% 
conversion rate compared to average 
0.25%) 

• Mr Sleek story achieved 2,712 sessions 
with 30 conversions (1.1% conversion 
rate compared to average 0.25%) 

• Miss Slinky story achieved 7,451 
sessions with 61 conversions (0.81% 
conversion rate compared to average 
0.25%) 

• 17.86% increase year-on-year in the 
number of new members joining 
through reader offers in newspapers or 
consumer magazines  
 



Impact 7 

• Significant increases in positive 
reputation among all audiences 

• % of people considering Slimming 
World for weight loss increased from 
around a third to a half 

• Record number of website sessions 

• Significant spikes in website conversion 
rate achieved through campaign stories.  

• Record number of new members joined 
through reader offers 

• Enabled Slimming World to identify the 
most effective  media for achieving 
objectives and delivering strategic goals 
to increase reputation and attract new 
members. 

 
 



 “January is crucial for us. It’s a time when many people 
pledge to lose weight and, in a highly competitive market, 
breaking through the noise to make Slimming World the 
weight-loss method of choice is both a challenge and an 
opportunity.   

“By measuring changes in brand recognition and reputation, 
tracking website visits and sign-ups, and linking this to media 
analysis that shows reach, tone and quality, we are able to 
understand how our messaging is resonating, who we 
influencing and the impact of our communications. 

 “We are now taking the learnings into the planning for 2017. 
This year we’re expanding further outside of the UK and so 
helping to prove that PR can drive results will ensure that 
earned media remains a key component of the strategy to 
enhance recognition, our reputation and business growth.” 

Jenny Caven  

Head of External Affairs 





Objectives 1 

Organisational Objectives: 

• Lobby Government to continue the 
national Stroke strategy 

• Address “unacceptable” variations in 
stroke care and treatment on different 
areas of England 

Communication objectives: 

• Raise awareness that Stroke is the UK’s 
third biggest killer 

• Direct people to sign a petition calling 
on the Government for a New Era 
Stroke strategy 

 
 

Inputs 2 Activities 3 

Target audience: 

• General public 

• Charity supporters 

• Business leaders 

• Black and minority ethnic groups 

Strategy: 

• Awareness  of the impact of stroke is 
low among the general public  leading 
to a lack of pressure on the 
Government  to maintain a stroke 
strategy 

• Engage the public to raise awareness 
and to lobby the Government by signing 
the New Era petition for new stroke 
strategy. 

 
 

• 2 phased approach – Make May Purple 
and World Stroke Day 

• Launch of petition 

• Mainstream media engagement 

• Social media activity 

• Support from celebrities and health 
bodies 

• Famous landmarks become purple… 

 
 





Outcomes 4 

• Over 600 proactive mainstream articles 

• 51% of all adults reached with key 
audiences successfully targeted 

• 88% of New Era articles delivered key 
message 

• ‘Sign petition’ call to action increased 
from 14% to 28% over the campaign 

• 11 million #NewEra impressions 
 

Out-takes 5 Outcomes 6 

• Petition link shared more than 4,000 
times 

• Awareness of campaign messages 
increased from 2% to 37% 

• Web visits and click-throughs strongly 
correlated with media coverage 
 

• More than 50,000 petition signatures 

• Government responded by 
safeguarding the existing strategy and 
agreed to debate  
 



Impact 7 

• Campaign met objective of gaining a 
Parliamentary debate 

• Learnings from the campaign used to 
start lobbying for the debate 

• People significantly more aware of the 
scale and challenges of stroke survivors 

• Year-on year-decline in Stroke mortality 

 
 



"We have followed the latest thinking from AMEC, using first the 
Barcelona Principles and then the Integrated Evaluation 
Framework. This has helped make our limited resources work as 
effectively as possible and means that we’re able to punch above 
our weight.   

“I’m proud to say that we use measurement to guide our campaign 
activity for better audience engagement and to show the senior 
management team the real impact of our communications.  

“Make May Purple for Stroke has provided the platform to launch 
our campaign activities and seen the benefit of several years of 
learning. We’re now seeing traction in what used to be one of our 
hardest goals – persuading the government to understand that 
stroke treatment and care is a priority" 

Anil Ranchod 

Deputy Director PR & 
Communications 





80 million votes 

3.5 million ‘likes’ 
Increase of 600% 

140,000+ tweets 
60,000 new followers 

2.9 billion impressions 

17 million unique views 

RESULTS: 






