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COSTS v BENEFITS: WHY USE US? 

 

Potential clients sometimes ask us to provide a financial evaluation of the likely return 
on their proposed expenditure on our services. While the benefits our work delivers are 
considerable, it is hard to attach a financial value to editorial coverage that is simply not 
available to buy, so we’ve summarised our response below: 

 We are exceptionally successful in arranging substantial TV and radio coverage for 
our clients on local and international channels, focusing on financial performance 
and key activities and industry issues.  

 We create a continuing appetite within broadcast media for our clients’ stories and 
interviews. 

 We are able to position our clients with broadcast news media as a source of 
authoritative comment on generic industry and regional or national or global issues, 
as well as on their own business affairs.  

 Typically, the cost of arranging a live satellite-linked broadcast interview session in 
a location outside the UK will be around £25,000. Within the UK the cost is likely to 
be significantly less.  

 We believe that it is impossible and inappropriate to assess the return on 
investment in financial terms. Rather, we suggest that benefits should be judged in 
terms of the following criteria:  

 Quality and geographical range of coverage  

 Impact on perceptions of the client company in its native country/region and in 
the wider world  

 Awareness of the company and its activities outside its native country  

 The international profile of the company and its senior spokespeople  

For more detail about our work, the evolving media environment and the background to 
evaluation of coverage, please see the information below or www.onlib.com. 

 

 

CASE STUDY  

On Line Broadcasting was commissioned to arrange and produce a schedule of live-
linked interviews about a South African company’s interim financial results on local 
African and international TV and radio channels from the company’s presentation 
venue in Johannesburg. 

In addition to arranging and producing a series of satellite linked interviews (see 
schedule below) we also produced and edited an interview with the CEO for the 
company’s own website and distributed background footage for broadcasters to use to 
illustrate their interviews.  

 

 

  

http://www.onlib.com/
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Sample Interview Schedule 

CHANNEL/ 
PROGRAMME 

LENGTH AVE* COMMENTS 

Al Jazeera 
(English) 

7’30” 
(6’ 

interview 
+1’30” 

discussion) 

no 
advertising 

Reaches more than 250 million households in 120 
countries. This interview was broadcast four times on the 
weekly ‘Counting the Cost’ show and made available on 

the channel’s website. 

BBC World 
Service Radio 

Focus on Africa 

 
7’30” 

no 
advertising 

Africa focused radio interview on a programme which 
reaches an annual broadcast audience of 166 million and a 

weekly web audience of 10 million. 

BBC World 
Service Radio 

World Business 
Report 

 
4’08” 

no 
advertising 

Globally focused radio interview on a programme which 
reaches an annual broadcast audience of 166 million and a 

weekly web audience of 10 million. 

Bloomberg 0’25” £1,100.00 
(ad space 
available 

only on 
Bloomberg 

TV, not 
terminals) 

On average, viewers of almost 300,000 Bloomberg 
terminals around the world manage assets totalling at least 

$1billion. Bloomberg TV’s global network broadcasts 24-
hours a day via 10 networks in seven languages, reaching 

over 200 million homes around the world, including 130 
million households in Europe where it is the most widely 

distributed business channel.  N.B. For client reasons this 
interview had to be pre-recorded and was shorter than the 

normal three minutes. 

CNBC Africa 7’46” not 
established 

Local CNBC channel focused on African business issues 

CNBC Europe 5’08” £10,000.00 Audience 3 million per week across Europe. During the day 
the station jointly broadcasts some output with CNBC 

studios in the US and Asia. Some programme output also 
carried by CNBC stations in regions such as Africa. 

CNN 

Quest Means 
Business 

3’12” £29,650.00  CNN International reaches 200 million households in 210 
countries.  Richard Quest’s show is broadcast worldwide at 

peak audience time. 

ETV 6’41” not 
established 

Local TV channel 

Reuters African 
Service 

2’44” no 
advertising 

Distributed by Reuters to almost 40 French and English 
speaking TV station subscribers in Africa, Asia, Europe and 

the US. 

Reuters Insider 5’55” no 
advertising 

Transmitted to 550,000 Reuters screens in financial and 
investment institutions around the world watched by 

financial professionals, interviews are also made available 
on Reuters.com, a service targeted more towards retail 

investors that receives about 24 million hits a month. 
Reuters wire service also lifts stories from video interviews 

and embeds links into its stories. Reuters Insider interviews 
remain available to view in their archive. 

SABC News circa 4’00” not 
established 

SABC’s main national business news programme. 

Talk Radio 702 11’40” not 
established 

Drive-time show on Johannesburg local radio station 

*Advertising Value Equivalent 
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THE EVOLVING MEDIA ENVIRONMENT 

The role of traditional print media is evolving in the face of increased competition from 
broadcast and online media, both of which have the advantage of speed of reaction 
and richness of content. The rest of the world tends to follow the example of the US 
and, according to a 2010 survey by the Pew Research Center, more than 70 per cent 
of American adults now get their news from television. 

In the case of business news, the tendency for business and financial professionals to 
use specialist broadcast and web channels as primary sources is almost certainly 
greater because the editorial output is specifically targeted to their needs and selected 
by trusted gatekeepers. Its attraction is enhanced by being combined with up-to-date 
market information. This is, of course, why the Financial Times and others are so active 
in developing online and video content alongside their traditional print offerings. 

With growing convergence of broadcast and online media, broadcast interviews are 
increasingly being made available for web access at the convenience of the individual 
viewer across all time zones (as is already the case with Reuters Insider, CNN, Al 
Jazeera and the BBC). This also allows the electronic sharing of content and 
distribution of availability alerts between interested parties. 

N.B. The Economist’s special report on The News Industry ‘Bulletins for the Future’, 
published on 9 July 2011, provides further background reading. 
 

MONITORING & EVALUATION 

Monitoring is a far from exact science (where appropriate we recommend electronic 
watermarking as the most effective method of monitoring). Evaluating the coverage we 
obtain for our clients is not easy and there is no real consensus amongst 
communications professionals as to the best tools and methods to use (for more 
information see report at http://www.benchpoint.com/summit.pdf). 

Even the most sophisticated methodologies available appear to be based on evaluating 
coverage in specific geographic territories rather than addressing the power of the 
international channels we deal with which deliver news simultaneously to multiple 
countries and markets. 

Options for evaluation available include attributing an advertising equivalent value to 

the coverage we generate, but this is only possible in relation to interviews on stations 

that actually carry advertising. The results can be rather startling (for example, a 3’12” 

interview on CNN’s Quest Means Business would cost £29,650.00 if – as is not the 

case – the same amount of advertising air time could be purchased on that show), but 

clearly there is also a significant qualitative difference between the perceptions that a 

discerning audience will have of an advertising message when compared to editorial 

coverage on the same channel. 

More sophisticated proprietary methodologies for evaluation have been developed for 

commercial exploitation. The market leading system assesses the impact of an item of 

editorial coverage by scoring it on a series of factors including prominence (in print 

terms whether the company appears in the headline of the article and whether the 

article appears on the front page); dominance (whether the company is the exclusive 

subject or to what degree it is dominant); extent (how long the mention of the company 

is); presence of visual references/branding; initial mention (at what point the company 

first appears in the item, and tone (the positive or negative sentiment expressed 

towards the company). The system then multiplies the ‘Impact Score’ by the size of 

audience to measure the ‘Net Effect’ of the coverage. Users of the system are asked to 

note that it does not look at placing a monetary value on media content. 

http://www.benchpoint.com/summit.pdf
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USING EVALUATION 

We believe that the Advertising Value Equivalent approach to measuring the 
effectiveness of editorial coverage is too crude and reductive to be credible, even in 
relation to channels on which it is possible to buy advertising. However, to illustrate 
how this measure works we have included some AVE figures in the summary above. 

The more sophisticated proprietary method of evaluation outlined has been designed 
primarily to measure the impact of press coverage and is poorly adapted to evaluate 
highly focused editorial content that is broadcast over a wide geographical area. 
Nevertheless, the operators of the system agree that the coverage secured by On Line 
Broadcasting would, by its nature, score extremely highly on all the key factors they 
use for assessment of ‘Impact’. 

In relation to the multiplication of ‘Impact’ to assess ‘Net Effect’, audiences reached by 
TV stations are measured in millions. Even more significant is the calibre of the 
audience reached by the business stations we work with. As examples, interviews 
transmitted by Bloomberg go out on around 300,000 screens around the world in 
investment institutions managing assets of at least $1 billion, while Reuters’ interviews 
are transmitted globally to around 550,000 screens in institutions and reach an even 
larger investment audience. It is probably safe to assume that a typical multi-interview 
session we arrange will reach – and influence – an audience that commands 
investment funds amounting to trillions of dollars. 

Our own view, based on many years of experience, is that there is no truly reliable and 
effective method of objectively measuring and expressing the effectiveness of what we 
do in financial terms, but it is clear that what we achieve is immensely powerful. 

 

WHY COVERAGE MATTERS 

Viewers and listeners rely on the broadcast channels we service as primary sources of 
information. The broadcast focus we create makes an important contribution to 
maintaining and enhancing the reputation of companies. We believe that the value of 
the editorial coverage we arrange is enormous in disseminating company news, 
consolidating corporate profile and building awareness of individual senior executives. 

This can, if required, be further leveraged as part of a wider PR programme that makes 
the CEO or other senior spokespeople available to the media between results and sees 
attendance at major events such as the World Economic Forum (WEF) in Davos. 
Research conducted by global public relations and communications firm Burson 
Marsteller in Belgium in 2003 (http://issuu.com/burson-marsteller-emea/docs/ceoreport) 
found that 58% of investors said that the reputation of a CEO would to a very great, or 
great extent influence their decision to invest in a company, while 62% of analysts said 
that the CEO’s reputation would cause them to recommend a stock, or not. The same 
survey found that 70% of journalists said that the CEO’s reputation would help to 
maintain confidence in a company if the share price was lagging. 

It can be particularly effective to develop broadcast and public awareness of senior 
executives as reliable and authoritative spokespeople on generic industry-wide issues. 
A number of broadcasters tell us that once they have established an interview 
relationship with a CEO, they tend to seek out these individuals for interview at events 
such as WEF. This can further enhance their standing and profile, as we observed 
following our work with the CEO of WPP, Sir Martin Sorrell and the former CEO of 
Zurich Financial Services, James Schiro. 

We believe live TV and radio interviews that enable viewers to see and hear interaction 
between the CEO and trusted independent third party interviewers as soon as financial 
results are released are the most immediate and far-reaching way to communicate to 
an investment audience. For more information see www.onlib.com. 

http://issuu.com/burson-marsteller-emea/docs/ceoreport
http://www.onlib.com/

