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A
ssessing the statistical 

organisation branding
PERSO

N
A
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EN
TITY

REPUTATIO
N

How
 it interacts  

w
ith its  

stakeholders

How
 others 

recognise it and the 
im

age it portrays

How
 it is perceived 

and described by 
others

Considerations

Staff
Custom

er
engagem

ent

Im
plem

entation

BRA
N

D
Evaluate

Definition

Visual
identity

Assess

· Surveys
· Environm

ent
scan

             · Vision
             · Values
          · M

ission
      · Corporate

      strategy
· Desired
identity

· Custom
er research

· Staff consultation
· Environm

ent scan
· Benchm

arking

Com
m

unications
strategy

· Logo/G
uideline

· Language
· Applications, tem

plates
  · Sting/audio

             · Pos. statem
ent

M
arketing

strategy

EVALUATE
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SI

TI
ON

DE
VEL

OP
EMBED

Positioning

GAP TO
OVERCOM

E
D

esired brand
Defined by board

GAP TO
OVERCOM

E
Perceived brand

In the m
inds

of the public

Actual brand
Current position w

ithin
the organisation

PRO
JECTIO
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N
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N
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 ITERATIO
N

M
aturity m

odel

Five m
aturity levels

Initial

Reactive

Structured and Proactive

M
anaged and Focussed

Continuous Im
provem

ent 

4 3 2 15

Strategic com
m

unications

Com
m

unication skill sets

M
anagem

ent  
&

 Leadership

 

M
edia 

relations
Stakeholder 
engagem

ent

Content 
creation

Strategic 
com

m
unication 

and Brand 
M

anagem
ent

W
ebsite 

m
anagem

ent

D
igital, 

design 
and data 

visualisation

Social 
m

edia

Ethical
Independent 
(w

ithout influence)
Honest
Trustw

orthy
Transparent

Values

Inform
ing—

increase 
aw

areness about the 
im

portance of statistics 
in everyday life, prom

ote 
official statistics and the w

ork of the statistical organisation

U
nderstanding—

exchange m
eanings, learn, reduce 

m
isunderstandings and m

isinterpretation of statistical data

Changing attitudes—
shift perceptions 

A
ltering behaviour—

persuade the audience to act differently/ 
heed a call to action

O
bjectives

Principles

Im
partial

Visible/vical
Equal access
Relevant
Tim

ely
Flexible
Confidential/secure
Innovative
Use of appropriate tone, 
content and channel for 
the identified audience

12
3

4
5

6
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Content strategy

 
Identify audience

 
 

Choose channels

 
 

 
Choose content types

 
 

 
 

Develop key m
essages 

 
 

 
 

 
M

atching key m
essages to audiences 

 
 

 
 

 
 

Set the tim
ing or periodicity of your cam

paign

 
 

 
 

 
 

 
Evaluate the im

pact of cam
paign for each channel
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Evaluating

A
ctivity-based—

If no other m
easures are available, 

report on w
hat you did (e.g., 3 new

sletters,  
10 sem

inars and 7 w
ebpages). 

M
easures of com

m
unication channels—

Q
uantitative m

easures, such as num
bers of w

ebpage 
hits and view

s, dw
ell tim

es, phone calls, attendees,  
Tw

itter retw
eets/likes or Facebook com

m
ents/follow

ers, 
indicate the uptake of inform

ation. 

A
nalytical—

These m
easures bring together 

quantitative channels (like those above) and 
com

plem
ent them

 w
ith qualitative understanding. 

These are the m
ost detailed and provide a deeper 

understanding of perform
ance. They address aw

areness, 
understanding, behavioural change, sentim

ent, share  
of voice, ow

nership and the difference betw
een  

creating vs. inform
ing the new

s.

PRO
O

F principles

01

02

0305

04 Pragm
atic: Use the best available source of inform

ation. 
Don’t seek to generate perfect num

bers instantly. M
etrics should 

be fit for purpose. It’s im
portant to use w

hat you have and 
im

prove them
 through iteration.

O
pen: Record and share as m

uch as possible. Don’t hide results. 
Rem

em
ber that com

m
unication objectives and business/

program
m

e objectives are discrete, albeit closely linked.

Realistic: Alw
ays seek to prove the things you can or

acknow
ledge those you can’t. Evaluations should stick to 

the facts and only state w
hat you know

. Don’t extrapolate 
m

eaning or conflate correlation w
ith causation.

Fully integrated: M
ake evaluations ever-present, not an add-on at the end 

of the activity. M
onitoring and evaluation should be em

bedded 
into your com

m
unication strategy. That is w

hy you should start 
m

onitoring and evaluation at the beginning of your project.

O
bjective: Rem

ain honest now
 to learn for the future. 

Recognise both successes and failings. Record the lessons learned.

Issue m
anagem

ent principles

Advance
planning

Evaluation

Executing
the plan

Advance
planning

Evaluation

Executing
the plan

ISSUE AND CRISIS M
ANAGEM

ENT

Internal issues could include:
Statistical – estim

ation errors, m
ethodological shortcom

ings

Corporate – corruption, conflict of interest, incom
petence,  

unw
ise public statem

ents by an em
ployee (especially on social m

edia)

Continuity – system
 failures (e.g. w

ebsite dow
n)

Security – confidentiality breaches.

External issues m
ight include:

Reputational attacks – allegations of bias, distortion, or “fake new
s”

Political interference (real or perceived) – prem
ature disclosure  

of data by political actors, pressure to change or reschedule releases, 
national or international political instability

Continuity – severe w
eather events, cyber-attack,  violence in or  

near the w
orksite

Statistical – stakeholders challenging data (e.g., affected groups disagree 
w

ith organisation’s estim
ates).

Com
m

unicate 
facts as quickly 

as possible

Ensure the safety 
of its com

m
unity 

and the continued 
operation of 

essential services to 
its stakeholders

Provide updates 
as circum

stances 
change

Principles

High
High

M
edium

M
ediumLow

Low

N
ow

 or
im

m
inent

N
ow

 or
im

m
inent

In the
future
In the
future

IM
PACTVS.

TIM
IN

G

IM
PACTVS.

TIM
IN

G

Crisis/Issue M
atrix
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