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Using PR Attribution™ to Drive
Key Business Outcomes

Industry: Personal Genomics and Biotechnology
Customer Success Story
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Founded by Anne Wojcicki, Linda Avey and Paul Cusenza in 2006, 23andMe launched 
its Personal Genome Service® a year later. 23andMe’s mission is to help people access, 
understand and benefit from the human genome. The company currently employs over 600
people, has sold more than 10 million DNA kits, and ships its product to more than 50 
countries worldwide.

As Vice President, Communications at 23andMe, Katie Watson leads the company’s 
internal and external communications efforts. She is responsible for driving the overall 
communications strategy and messaging, with a focus on creative storytelling. Prior to joining 
23andMe, Katie spent almost a decade helping lead product communications at Google, where 
she launched popular products like Google Photos and the Google Assistant. Prior to Google, 
Katie was an Account Director and Partner at tech PR agency LEWIS PR.

About



The ability to attribute the impact of content to actual business outcomes is the link that has 
long been missing from PR measurement. Yet, with millions of new articles being published 
daily, cutting through the noise and pinpointing which stories resonate with your audience 
and get people to take action – for example, visit your website, research your products, or 
make a purchase – is critical to developing winning PR and content strategies. Attribution 
also demonstrates the quantifiable value of a brand’s PR and content marketing efforts and 
provides business results for the executive leadership team. 

Challenges
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KATIE WATSON

We wanted more than just article numbers and reach in a PR analytics
solution. Our team was looking for a way to more effectively see which
messages and campaigns resonated, and with whom. We also wanted to 
attribute coverage to our website traffic and sales, but attribution for earned 
media has been very difficult to do because most articles don’t have a link 
back to the featured company’s online properties.



Onclusive invented PR Attribution™ in 2011 to determine how many people, after having read a 
piece of content about a brand, eventually visit the brand’s website and which actions they take 
– including landing page views, content downloads, sign-ups and purchases. Onclusive can 
make this connection even if there is no direct link back from the article – in fact, earned media 
articles very rarely have a backlink and consumers may not even take that direct route as they 
explore multiple touch points before making final purchase decisions.

Thanks to its proprietary newscrawler, publisher network relationships, advanced marketing 
technology and sophisticated attribution models, Onclusive bridges the gap by providing 
attribution for both direct and indirect traffic that brands are otherwise missing. As a result 
of analyzing billions of articles and evolving its PR Attribution™ technology over the last eight 
years, Onclusive offers the most comprehensive and accurate attribution solution available 
today.

“With Onclusive, for the first time we are seeing that certain coverage drives not just website 
traffic, but also activity on our website. So far, we’ve been surprised to learn that our owned 
media (our blog) drove a significant amount of website actions compared to large media 
outlets,” Watson shares.

“We have also started looking at specific PR initiatives around the launch of a new product 
offering. In addition to having a clear view into the overall performance of each of these 
initiatives, we can also see how different outlets and reporters drove different levels of 
website traffic and actions. With user-friendly reporting functionality from Onclusive, we 
arrive at these insights in a fraction of the time this used to take and easily share them with 
our executive team.”

Solution
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23andMe is using Onclusive’s PR Attribution™ to understand which content directly impacts the 
customer journey and key business outcomes, and then evolve their communication strategy 
based on the best performing messaging, initiatives, publications and reporters.

“PR Attribution™ is starting to help us make decisions about the types of announcements and 
media moments we should spend the most resources on. It is also helping us to identify the 
right outlets and journalists for the right pitches,” outlines Watson. “We are testing different
media strategies for different types of stories or efforts (e.g. exclusives or broad releases; 
events or Satellite Media Tours (SMTs); regional and local pitching versus national pitches) and 
tracking how they perform. Specifically, we are looking at website traffic, website actions, sales, 
and the effectiveness of our messaging.”

“For example, following our recent type 2 diabetes report launch, we discovered that a local 
publication MySanAntonio.com (My SA) was the top earned media website traffic driver for us 
based on its syndication, surpassing tier one outlets CNBC and Fortune. Another interesting 
insight is that Slash Gear – a site highlighting what’s new in personal technology – was also in 
the top five. These are key inputs into our strategy for which outlets to target for our next big 
announcement.”

“In addition, using Onclusive’s message optimization tool, NEO Messaging™, we are looking at 
the key messages and terms that are driving the most website traffic and actions. For example, 
‘research’ is one of our key differentiators, so we track it very closely. So far, we’ve learned that 
if we only looked at message pull through, we would have deemed ‘research’ and ‘DNA testing’ 
to be the top performing sound bytes, while in fact the terms ‘study’ and ‘genetic testing’ 
generated more business impact with less pull through.”

Results
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“We have also been testing a new strategy to leverage industry experts for our product 
launches. For example, for our type 2 diabetes report launch, we included a prominent primary 
care physician into our broadcast media tour. The results confirmed that his engagement 
drove not only a high level of media coverage and social amplification, but also a significant 
amount of website activity on 23andMe.com, compared to other industry experts we have been 
monitoring.”

“By understanding the business impact of 
our earned, owned and newswire efforts, 
we can better shape our broader strategy 
and make data-driven decisions around 
the specific content, media strategies, 
publications and reporters we want to 
focus on moving forward. PR Attribution™ 
analysis also provides our leadership with 
the metrics they want to see, including ROI,” 
Watson concludes.

“As an added bonus, the data from  
Onclusive is boosting close collaboration 
between our earned and owned media 
teams. And this is just the beginning of 
what we think we will be able to do in the 
future using PR Attribution™, message 
optimization, and other PR analytics.”
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Key Takeaways



Onclusive is the data science company for communications. We connect 
content to business outcomes for the first time, and leverage artificial 
intelligence to reveal which communications strategies drive actual brand 
engagement. The result is thousands of high-performance campaigns around 
the world. Onclusive developed the Power of Voice™ metric as a way to 
measure the quality of a brand’s media coverage in relation to its competitors, 
and invented PR Attribution™ to measure the real impact that content is 
having on a company’s bottom line. Onclusive was founded in 2011 and is 
headquartered in the San Francisco Bay Area.

T: (415) 545-8247     E: info@onclusive.com Request a Demo Contact Us

KATIE WATSON
Vice President, Communications, 23andMe

We are still scratching the surface of what we want to do with 
Onclusive’s tools, but we’re already seeing tangible benefits from the 
attribution data. I envision that in the months ahead we’ll be able to 
use the insights from the PR Attribution™ model to better determine 
positive media moments for the company.
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