
Ris ing volume o f  media coverage and organ ic  sessions over time. Spikes i n  media l i n k e d  to  spikes i n  h i t s
 to   the website 
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Spikes in media linked to 
spikes in hits to the website

Chart  demonst rat es 
clearly t o our client  t hat  
t here was a correlat ion 
bet ween t he rising level 

of  media coverage 
(out put )  and rising 

levels of  hit s t o t he sit e 
(out come)



Brand awareness mapping f rom Google  Trends ana lys is  
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Google search for BrightHR
Google search for HR 
Software

Using Google Trends data 
(search) as a proxy for brand 

awareness, it was evident that 
brand awareness was low for 

BrightHR



Google  Trends,  showing search for  Br igh tHR over  t ime -  ana lys is  revea led that  the  h ighest  leve l  o f  
search for  Br igh tHR happened around the same t ime as  a  Yahoo!  i tem about  the  s leep s tunt  was 
pub l ished 
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Sleep Stunt coverage in Yahoo!
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‘Sleeping on the Job’: Nap Room Stunt


