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Evaluating nuclear communications

Nigel Middlemiss, CARMA International

Information is power, and no-one is more powerful than the media in affecting and reflecting
attitudes and opinion. The media influences the way people vote, buy and think, not least
those who are the nuclear industry's stakeholders. Capturing the impact of the media is
essential if management and communicators in the nuclear business are to measure their
performance, consider their options and plan for the future.

Multiple studies have shown a strong correlation between what the media reports and what
the public believes. For years market researchers have understood this important correlation.
They have tried to analyse individual stories from clipping services, but found it slow and
incomplete. Until recently the principal way of measuring public perception and media impact
was by polling individuals in labour-intensive and expensive opinion surveys, focus groups
and depth interviews.

Today, with sophisticated computer programmes a new way to measure trends in media
coverage and therefore public opinion has been developed - one that gives faster, and more
complete, research intelligence. By analysing hundreds, or even thousands of news and
opinion pieces, and by putting them into a meaningful context, a wealth of information can e
gained for tactical and strategic purposes. The cumulative effect of taking a snapshot of
perceptions and then overlaying information over time makes it even more powerful. Trends
can be identified, and opportunities for improvements in communications strategy
determined.

Examples will be given of the effective use of media analysis in the nuclear and
environmental arenas, where organisations and their communicators face particularly strong
challenges, including hostile campaigning by pressure groups, e.g.:

* how die-out of an issue for the European paper industry followed introduction of a
Producer Responsibility campaign.

* how nuclear industry items moved up and down the media agenda in the context of
opening a major new plant, and how messages on nuclear safety, economics, waste and
exports were accepted and rejected by the media.

* how large the payback can be from proactive - not just reactive - media work, as
evidenced in an analysis for an industrial group involved in North Sea oil plant
decommissioning.

A demonstration will be given showing the parameters that can be measured by media
analysis and presented through charts, tables and other graphical means: totals of media
"impressions", favourability ratings for companies and industries, leading issues, leading
publications or TV/radio programmes, leading sources of information or opinion quoted in the
media, successful and unsuccessful corporate messages, and leading "bylines".
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