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How to measure internationally

UNICEF is the world’s leading organisation for children 
working in over 190 countries for children’s rights and 
protection, with a particular focus on humanitarian and 
developmental aid.

A measurement framework was needed which UNICEF 
could use to demonstrate the following factors to senior 
stakeholders:

• How the company is perceived within key media areas
• How they benchmark against comparators
• What they’re doing well, and what they could improve

Their previous communication strategy was largely based 
on anecdotal evidence, which impacted the quality of 
discussions as they could not prove the level of success 
against campaign objectives. They needed a set of robust 
KPIs which they could use to provide insight for future 
campaigns.

UNICEF trusted Gorkana, the UK’s leading measurement 
company, to help them understand the media surrounding 
the work they do and to build recommendations on what 
they should be doing in order to be more successful.

Find out more about how we can help you:
Gorkana.com     +44 (0)20 7674 0200  
@Gorkana          salesteam@gorkana.com
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Social, Monitoring and Analysis
“Working with Gorkana has taken our analysis 
program to another level. For the first time we are 
able to have a consistent global overview while 
still retaining the detail that the individual country 
teams need. 

Arturo Romboli, Strategic Planning and M&E Specialist, UNICEF

We are now able to demonstrate the effect that 
our combined communications activity has on 
our strategic goals which we can communicate 
to senior stakeholders, as well as gaining valuable 
insight to improve what we do over time.” 

Gorkana worked with UNICEF to create a powerful 
measurement programme that could track the 
impact of its communications and public advocacy 
work, and inform decision making. 

UNICEF identified three key communication 
objectives (below), and Gorkana then found the 
most effectual metrics for each area in order to 
better understand how the company is perceived, 
and to reveal insights within the following 
parameters:

VOICE: identify the share of voice for UNICEF and 
its comparators, and provide access to data and 
insights on how UNICEF is being perceived. This
includes insight into its leadership within children’s 
issues and the quality of coverage gained at a 
global, regional and country level.

REACH: identify which outlets, audiences and 
influencers are reached by coverage about 
UNICEF across mainstream and social media 
channels and traffic to their website, as well as 
establishing impact and trends across time.

ENGAGEMENT: analyse digital engagement 
with UNICEF on its social media platforms and its 
website, looking at shared content, conversations 
and user actions.

The UNICEF team was delivered a highly 
bespoke measurement and listening tool, 
which uses real-time evidence to enable 
them to:

• Understand and engage in digital 
conversations 

• Recognise how messages are shifting so 
they can adjust their campaigns accordingly

Gorkana now analyse over 18,000 articles a 
year in six different languages for them, which 
they access on a customisable dashboard.

We deliver quarterly in-depth reports highlighting 
what worked, what didn’t work and where 
opportunities are. UNICEF rely not only on our 
analysis, but also on our recommendations for 
potential future activities, based on our insights. 
We use 
third party data, formative research and 
industry studies to support our conclusions, 
and to ensure validity, authority and accuracy.

As a result of Gorkana’s initiatives, UNICEF 
has been able to adapt and adjust its 
communication strategy. This has enabled it to 
easily identify key articles and events, shaping 
its press activities to replicate those that are 
emerging in the media.

Gorkana has allowed UNICEF a wider view of what’s going 
on across all of their activities, and the impact this has on the 
organisation as a whole. We now enable them to manage and 
adapt their work on a more strategic and global level. 
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