Rising volume of media coverage and organic sessions over time. Spikes in media linked to spikes in hits

to the website
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Brand awareness mapping from Google Trends analysis
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oogle Trends, showing search for BrightHR over time - analysis revealed that the highest level of
search for BrightHR happened around the same time as a Yahoo! item about the sleep stunt was

published
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‘Sleeping on the Job: Nap Room Stunt

Most effective B2B PR campaign - BrightHR: It Pays To Play

SMOKING GUN 4 ‘ smokinggunpr.co.uk



