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The Benchmark was launched on 27 March 2016, with the 

goal of developing the region’s largest data source on the 

work of the public relations industry. The study invites heads 

of agencies, heads of in-house communications departments 

and independent consultants to share their views on current 

trends in the industry, through a series of questions that will 

be repeated on an annual basis. In these cases, respondents 

were asked to rank items on a scale of 1-5, in which 1 was 

least and 5 was most important.

In addition, the study asks heads of agencies and heads of 

in-house departments to rank their organisations, in terms of 

practice (policies, processes and controls) and performance 

(delivery of results) across a range of 12 areas of activity 

in public relations. The resulting tool, The Benchmark, 
provides a powerful way for agencies and communications 

departments to rate their operations against the wider 

industry – and to track progress on an annual basis.

The survey has been conducted on-line, through a 

SurveyMonkey questionnaire. It has been invitation only, 

both to MEPRA members and non-members. The Benchmark 
is self-scored, with guidance included within the questions. 

We asked respondents to be as objective as possible in their 

views and, while there are a handful of companies which gave 

themselves very high self-scores across all elements, the 

overall spread of results suggests that the vast majority of 

participants have kept this objectivity. In future iterations, we 

will aim to include more specific guidance on scoring.

For the purposes of production of this report, a cut-off date 

of 4 May 2016 was taken, for analysis of results. Multiple 

respondents from a single office or department were not 

allowed for The Benchmark; in such cases, the most senior 

respondent was left in and others were removed.

The Benchmark will continue to remain open, with the 

goal of attracting more participants during the year. 2016 

participants will then be encouraged to track their progress 

on an annual basis.

Methodology
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The Benchmark by 

MEPRA is the largest 

research project into 

the views, performance 

and aspirations of 

the public relations 

industry in the  

Middle East.

Over the month of April 

2016, we sought the opinions of senior practitioners – heads 

of in-house departments, agency chiefs and independent 

consultants – across a wide range of topics. We asked about 

their experiences in 2015 and their expectations for 2016.

Those results give a picture of an industry generally in good 

health, one which is growing in skills, in confidence and 

in scale. Across nearly every major metric, respondents 

were positive about 2015 and saw growth, in many cases 

significant growth, into 2016.

It is an industry which is embracing social media – but is 

one which expects employee engagement and integrated 

communications to grow more in importance in 2016.

It is an industry which recognises the need to demonstrate 

results and prove a return on investment as critical issues in 

2016 – but is one in which practice and performance in these 

areas still has room for improvement.

It is an industry in which the chill winds of budget cuts are 

starting to be felt more keenly - but is one which overall 

expects investment to grow (just!) during this year.

It is an industry which employs thousands of professionals 

across the region – but is one which needs to pay more 

attention to finding, training and retaining the best people. 

This is particularly the case for graduates and local talent; 

the statistics in this report provide a wake-up call for the long 

term health of the sector.

Finally, it is an industry which demonstrates clearly a link 

between practice and performance. The most successful, 

world class organisations in public relations, be they agencies 

or in-house departments, are those which have invested in 

policies, processes and quality control procedures; these 

deliver the strongest results. 

The Benchmark, our new data set allowing companies to 

evaluate themselves against the wider industry, will be a key 

tool to help the Middle East’s public relations industry to get 

even bigger, even better and even smarter. 

We thank all the participants for sharing their views with 

us; each will receive a copy of this report. I’d also like to 

thank in particular Stephen King, of MEPRA, for creating 

and managing the survey process, as well as Simon Buerk, of 

Blue Rubicon, who is also on MEPRA’s Industry Engagement 

Committee, for his help in this project.

Ray Eglington 
Board member, MEPRA 

Group managing director, Four Communications Group

Bigger, better, smarter

The Benchmark 2016
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The goal of the survey was to reach individuals who could 

speak on behalf of agencies or in-house departments across 

the Middle East.

A total of 138 senior PR professionals took part. 

They represent 100 in-house communications teams and 34 

agency offices; four independent senior consultants also 

participated.

The study could count on plenty of ‘grey hair’, with more than 

1,780 years of experience being brought to bear from our 

respondents. On average, each member of the sample had 

more than 13 years’ experience, rising to more than 17 years’ 

experience from agency participants. 

Who we are: The sample

The 138 respondents surveyed together represent agencies 

and departments with more than 1,611 employees working in 

communications across the Middle East. 

Their organisations have 233 communications department 

offices or agency offices in 14 countries, reaching from 

Algeria to Oman. 

There was some bias towards the UAE, which accounted  

for 41.0 per cent of agency and communications department 

locations. With two well-established media free zones, and 

many regional corporate headquarters, this was perhaps  

no surprise. 

Yet many other Middle East countries were also represented 

in depth, with notable scores from companies operating in 

Qatar (10.8 per cent), Saudi Arabia (10.4 per cent) Egypt (7.5 

per cent) and Kuwait (7.1 per cent). We can feel confident the 

views in the study truly represent PR professionals operating 

across the Middle East.
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The services we offer

Agencies and in-house departments share many of the same 

specialisms, most closely in terms of corporate PR, social, 

internal communications and consumer PR. 

However, agencies appear more focused in three key areas 

– integrated communications (offered by 79.4 per cent of 

agencies but only 47.5 per cent of in-house teams), financial 

communications (offered by 52.9 per cent of agencies but 

only 27.3 per cent of in-house teams) and government affairs 

(offered by 50.0 per cent of agencies but only 32.3 per cent 

per cent of in-house teams). The latter two can be explained 

by the specialist nature of those skills in this market but 

The sample includes many of the best-known names in the 

Middle East, from established consumer brands, to major new 

Gulf projects and government departments, to agencies of all 

Participating organisations
sizes. Many agreed to publicise their participation, which in 

turn encouraged more organisations to take part; we thank 

them all. These are shown on the back cover of this report.

in-house teams may wish to consider how they expand their 

integrated communications capabilities, given other results 

in this survey.

In-house teams offered more focus in only two areas: internal 

communications (78.8 per cent to 61.8 per cent) and social 

(76.8 per cent to 67.6 per cent). This last result is particularly 

interesting: does it suggest agencies in the region have been 

too slow to lead on these skills or could it mean in-house 

teams have been able to develop skills more effectively in 

newer areas such as social media?
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The work we do

Trends in public relations
We started by asking about the types of work we do, who 

we serve and who we reach, and the issues that matter to 

people - and how respondents believe all of that is changing. 

In each case, we asked for their views of what happened in 

2015, and what they expect in 2016.

The most overwhelming response is that in almost every 

single area, participants see things growing or improving 

in 2016. The importance of various communications 

disciplines, reporting lines into the C-suite and the need  

to reach more audiences are all seen as growing in  

importance in the year ahead.

The work we do
For a region in which print media penetration remains 

higher than in many other parts of the world, it is perhaps 

not surprising that media relations was seen as the most 

important discipline in 2015, followed by social media and 

integrated communications.

It is possible, however, that 2015 was the year in which media 

relations peaked. While respondents see every other discipline 

increasing in importance in 2016, media relations is seen as 

dipping slightly. 

Social media is seen as becoming the most important 

discipline this year, although the highest growth is 

seen in influencer engagement (up 12.4 per cent), 

employee engagement (up 10.0 per cent) and integrated 

communications (up 9.2 per cent).

There are some differences between in-house departments 

and agencies. In-house teams put more importance than 

agencies on events, employee engagement and corporate 

social responsibility in 2016, while agencies put more weight 

on media relations and social media.
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Who we serve
For agencies, the most important reporting function is the 

in-house PR department, unsurprisingly. It is a sign of a 

maturing industry that so many organisations, both agency 

and in-house, see the important reporting lines as being 

into the CEO and other C-suite executives.

For in-house departments, however, the most important 

reporting line is into the marketing department, both in 

2015 and this year.

Who we reach
General business, business and government audiences are 

seen as the most important for communications campaigns 

in the region, with youth and international audiences some 

way behind. However, these latter two are seen as growing 

most in importance in 2016.

Who we reach

2015 2016
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The work we do

The issues that matter
It is no surprise that social media is seen as being one of the 

most important issues facing the industry, last year and into 

2016. That is a global trend in communications.

The most important issue seen to be facing the PR industry in 

the Middle East in 2016, however, is the need to demonstrate 

results, with return on investment not too far behind. Both 

are seen as becoming much more important during the year, 

jumping 9.1 per cent and 11.7 per cent respectively on 2015. 

These are particularly interesting when one looks at  

The Benchmark, which shows that practice and performance 

in both of these areas are behind many other elements, 

particularly for in-house departments.

Budget constraints and the oil price follow these other 

three issues in importance. Comments from a number of 

respondents link these issues with the increasing importance 

of showing results and a return on investment. In tougher 

economic times, demands for such proof of value become 

more important.

The Dubai World EXPO and FIFA World Cup may have been 

generating headlines globally and here in the region, but the 

PR industry currently sees them as less important.

“Political, economic and budgetary pressures 

are mounting as we’re moving into an 

economic downturn. Value propositions are 

influenced fundamentally.”

In-house executive

 “Affordability, value for money and 

demonstrable results are increasingly on 

the minds of our clients. But corporate 

communications is - so far - seeming to 

maintain a robust constant, compared, 

say, to advertising, recruitment or 

launching new business initiatives.”

Agency executive

The issues that matter
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Investment in PR

Despite those falling oil prices, 2015 was clearly a good 

year for the industry in the Middle East. Almost nine in ten 

respondents (87.0 per cent) saw investment in PR staying 

the same or rising. Four in ten (40.7 per cent) saw budgets 

increase. 

2016 suggests more caution, with the proportion of people 

who expect investment in PR to drop more than doubling, 

from 13.0 per cent to 34.0 per cent. This is particularly marked 

among agencies, 50.0 per cent of which see investment in 

PR falling during 2016, compared to just over half of that 

proportion of in-house departments (27.3 per cent).

Despite this caution, 35.1 per cent expect increased 

investments in 2016, with almost one in six expecting budget 

growth of more than 20 per cent.
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Innovation, disruption and relevance

The PR industry in the Middle East is more 
innovative than the industry in other regions

Middle East PR campaigns are not afraid to 
‘disrupt’ – to ignore established convention – 
to stand out and achieve results 

The Middle East PR industry embraces innovation

The theme chosen for MEPRA’s 2016 Leadership Majlis 

was ‘Innovation, disruption and relevance’. We used the 

research project as an opportunity to seek opinions from 

Middle East practitioners on the regional industry’s ability 

to innovate.

At first glance, the results could be seen as a little 

disappointing. Using the same scale as our other opinion 

questions, the scores for the industry’s ability to innovate 

are lower than in any other area.

Relatively few people agree with the statement that ‘The 

PR industry in the Middle East is more innovative than the 

industry in other regions’, and not many more agree that 

‘The Middle East PR industry embraces innovation’.

In addition, there is relatively strong agreement for the 

statements that ‘PR in the Middle East tends to favour 

conventional campaigns and tools’ and ‘The PR industry 

in the Middle East follows the industry in other regions 

rather than innovating itself’.

2015

2016

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.5 5.04.0

2015

2016

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.5 5.04.0

2015

2016

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.5 5.04.0



11The Benchmark 2016

PR in the Middle East tends to favour 
conventional campaigns and tools

The PR industry in the Middle East follows 
the industry in other regions rather than 
innovating itself

However, there are more positive results when looking at 

the changes between 2015 and 2016. In every measure, 

respondents clearly believe that the industry’s ability to 

innovate is improving. 

This reflects, as in other areas of this study, a maturing 

industry, one which is growing in confidence and abilities.

In 2016, respondents see the regional industry as 

increasingly embracing innovation, being unafraid to 

‘disrupt’ in its campaigns and improving its innovation 

capabilities in relation to other regions. It is also seen 

as being less likely to follow other regions and adopt 

conventional tools.
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The Benchmark

A core element of this MEPRA project is the creation of The 

Benchmark, a long term initiative which allows organisations 

to measure their progress in key elements of communications.

The Benchmark measures 12 elements of public relations, 

asking organisations to score themselves on each for their 

practice (formal processes, policies and control mechanisms 

which ensure consistency and quality) and their performance 

(levels of success in delivering results for their stakeholders). 

On each of the criteria, they were asked to score against a 

1-10 range, with guidance being given as to what the scores 

might represent in each organisation.

The 12 criteria are shown below. They were selected to provide 

an overall picture of communications in the region; we expect 

to add additional criteria over time.

A core part of MEPRA’s mission is to promote industry 

standards. We were therefore keen to create a tool that would 

allow organisations to track themselves against 

the wider industry. 

We felt it was important to look at both practice and 

performance. The overall hypothesis was that there would be 

a relationship between the two – organisations which invested 

in formal processes and quality control mechanisms would 

deliver better results.

It would also allow us to identify a ‘world class’ benchmark, 

showing areas in which an organisation combined high 

scores in both practice and performance. For the purposes 

of analysing the results of this study, we have set this ‘world 

class’ level at 7/10 in each area; we may review this level in 

future studies.

Our data in this area is reported in two main ways. First, there 

is the overall score for The Benchmark. For each organisation, 

this takes the average score across all elements of practice 

that they completed (not all respondents completed all 12 

elements), as well as the same for performance.

In addition, we have then shown the individual practice / 

performance benchmark charts for each of the 12 elements.

In each case, we have plotted the charts as scatter charts, 

allowing easy visualisation of the relationship between 

practice and performance.

Tracking progress
Each organisation that participated in the study 

receives a complimentary copy of this report.

Each participating organisation that is a member of 

MEPRA, or which becomes a member during 2016, 

will also receive a tailored report in which MEPRA 

highlights that organisation’s individual scores against 

industry scores for the The Benchmark itself and for 

each of the 12 elements. 

In this way, organisations can identify areas 

for improvement in their practice and in their 

performance, helping to raise standards of the 

industry as a whole. 

The Benchmark will remain open during 2016 and 

new participants can join at any time, with that same 

ability to measure themselves against the full data  

set. We then plan to run The Benchmark study again 

on an annual basis, allowing every organisation to 

track its progress.
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Graduate recruitment
Attracting local 

(Emirati, Saudi etc) 
talent

Research, insight and 
analysis

Established 
methodologies for 
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Practice and performance in the Middle East

The overall practice / performance index shows interesting 

results. 

First, it is clear that there is a direct, positive relationship 

between practice and performance. Of the almost 100 

organisations that completed this section of our study, nearly 

all show a direct relationship between how strong they feel 

their practices are, and how well they perform.

Second, the Middle East sample is weighted somewhat to 

‘over-performance’. That is, on balance, organisations feel 

they perform slightly ahead (on average, 12.5 per cent) of 

their practices. This is more marked for in-house departments; 

agencies tend to have a closer relationship between practice 

and performance.

This pattern could reflect a maturing market, one in which 

policies and quality control mechanisms are relatively limited 

to date, but one in which organisations perform well.

Third, there are very clear differences in the scores between 

different elements. Overall, four of the five lowest scores for 

practice come in areas related to people (see side bar). The 

highest average scores, in both practice and performance, 

come in the (somewhat tactical) area of development of  

high quality content and the (more strategic) area of ability  

to develop communications strategies that support  

business goals.

Fourth, there do seem to be clear differences between 

agencies and in-house departments. Typically, agencies  

seem to have scored themselves an average of around a 

point higher on our 1-10 scale, with one glaring exception: 

attracting local talent. 

Finally, and perhaps most importantly, the index does 

show a significant proportion of organisations which see 

themselves as ‘world class’ - scoring an average of 7.0 or more 

in both practice and performance on the overall benchmark. 

Nineteen of the 95 that completed The Benchmark fall into 

this category. In every individual element, even those where 

the overall scores are very low, there are companies that see 

themselves as world class.

Additionally, many organisations show more nuanced 

recognition of their strengths and weaknesses in the 

individual benchmark elements.
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Practice and performance in the Middle East

World class, over- and 
under-performers, and 
room for improvement
The Benchmark allows organisations to measure 

themselves against the wider industry here in the 

Middle East. 

For each element, and for the overall benchmark, 

we set an initial target of 7/10 as representing world 

class practice or performance. Companies scoring 

above 7.0 in both can see themselves as world class 

in that particular element.

The Benchmark also therefore allows companies to 

identify where and how they need to improve. In each 

element, there are over-performers – organisations 

which perform better than their practices would 

suggest – and (usually smaller) groups of under-

performers – companies which  

have the right systems in place but are not  

delivering strong performance.

Agencies and in-house 
departments
On average, agencies see themselves in a more 

positive light than in-house departments. A handful 

score themselves at an average of 9.0+ out of 10 for 

both practice and performance. However, outside this 

high self-scoring handful, the picture seems to be of 

an industry in which many in-house departments are 

easily a match for, or ahead of, their agency peers. 

Agencies and in-house departments
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Perhaps the most important group for us as an 

industry is those that sit below all three of these 

areas – the organisations with room to improve in both 

practice and performance. In many of the elements, 

these are the largest groups; The Benchmark gives 

clear guidance to these companies on the areas on 

which they should focus resource to improve.

 In-house departments 

Agencies
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Our most important asset?
For an industry in which people are deemed to be the 

most important asset, The Benchmark results raise 

some serious red flags.

Overall, four of the five lowest scores for practice 

come in areas related to people: talent acquisition 

(5.26 out of 10), staff retention (5.16), graduate 

recruitment (4.58) and, lowest of all, attracting 

local talent (4.32). Staff development is only slightly 

higher at 5.73. Performance scores in these people 

elements are also amongst the lowest.

What we do best – and worst
By looking at the average scores for each element, we  

are able to see what the industry does best – and worst. 

Agencies and in-house departments feel they are strongest 

at developing communications strategies that support 

business goals, and at developing high quality content.

Many of the other elements then share relatively  

strong scores.

The weakest areas are generally related to people.
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Graduate recruitment and attracting local talent 

represent the lowest overall scores. 

These could reflect the transient nature of societies 

in which the work population is dominated by 

expats. Yet an industry cannot hope to grow over 

the long term if it is not creating opportunities for 

new graduates. Similarly, the levels of practice 

and performance relating to attracting local talent 

suggest serious change is required.
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The Benchmark: Elements of communications

In addition to the overall benchmark, we measured 12 

individual elements involved in running communications 

departments or agencies.  

Almost a third (32.3 per cent) of the organisations  

questioned feel their practice and performance in this area  

is world class. However, the large number of companies  

with ‘room to improve’ scores bring the overall results down. 

Across this benchmark, there is a definite leaning  

towards over-performance.

This is the area in which companies feel most positive 

about their practice and performance in relation to 

people. Agencies in particular feel they do better here, 

with a practice / performance average of 7.21 / 7.39 – 

but in-house departments are 28 per cent and 20 per 

cent lower respectively.

A third of the sample (36.8 per cent) feel they are world class 

in this area. Organisations feel they perform a lot better than 

their practices and, again, there are strong differences in 

favour of agencies here.

In all cases, a correlation between practice and performance 

could be seen – but with different balances in many of these.
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This marks the lowest overall score for in-house departments 

and the second lowest for agencies. The large majority of 

the sample is in the ‘room for improvement’ box. 20.8 per 

cent of respondents give their organisations a 0 or a 1 for 

performance in this area.

There are some bright spots. A quarter (24.4 per cent) of 

organisations feel they are world class in this area.  

More companies should follow their lead.

This gives by far the lowest scores across The Benchmark. It is the 

only element in which average scores are less than 5.0 for both 

practice and performance. A greater proportion of companies (25.0 

per cent) score 3.0 or less in both practice and performance, than 

reach the world class standard (20.5 per cent). 

Agencies are the worst offenders, with an average of only 2.86/10  

for practice and 3.14/10 for performance in this area. A third of 

agency respondents (37.1 per cent) give themselves the lowest 

practice score of 1/10 for this category, while a fifth (18.5 per cent)  

do likewise for performance.

28.6 per cent of companies feel they are world class when 

it comes to research, insight and analysis. Agencies feel 

they are stronger in this area, with average scores 27.8 per 

cent and 23.2 per cent higher in practice and performance 

respectively.
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The Benchmark: Elements of communications

Perhaps reflecting their perceived better skills in research, 

insight and analysis, agencies feel they are a lot stronger 

in delivering communications strategies that support 

business goals, on average scoring 31.3 per cent (practice)  

and 26.5 per cent (performance) better.

Overall, this is an area in which a very large proportion of 

organisations – 45.9 per cent – see themselves in  

the world class category.

This is the benchmark in which agencies feel strongest of all, 

with average practice of 8.11 and performance of 8.57.  

More than three in five (61.6 per cent) of all organisations feel 

they are world class in this area, suggesting a strong belief in 

the value that public relations brings to their organisations.

In a world in which ‘content is king’, the Middle East industry 

clearly believes it is world class in this area, with average 

scores of 7.08 and 7.65 for practice and performance.  

57.6 per cent of the respondents feel their organisations  

are world class, spread across both agencies 

and in-house departments.

Established methodologies  
for communications strategies
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The Middle East may have taken a while to catch up to the 

rest of the world on social media but high mobile device 

penetration, a hunger for content sources and increasing 

engagement by brands and influencers have all had a 

positive effect. This is reflected in the PR industry’s views of 

itself, with half of the organisations believing they are world 

class. This is one of four areas in which agencies believe, 

on average, their offer is at a world class level.

Measurement and evaluation is seen as solid by the 

industry in the Middle East, with average scores of 

6.05 and 6.47 for practice and performance showing 

some room for improvement. 

Given that two of the three most important issues for 

PR professionals in 2016 are the need to demonstrate 

results and return on investment, it is clear this latter 

area needs more focus. The average scores are lower than 

many other benchmarks, at 5.33 and 6.35 for practice and 

performance respectively. 44.3 of all respondents are in 

the ‘room to improve’ box.

Social media strategies and engagement
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A benchmark is only useful if it is used as a tool for 

improvement. The Benchmark was developed by MEPRA 

precisely with that goal in mind. 

A key part of our mission is to improve industry standards in 

the region and we believe The Benchmark can help do that.

Moving forward: 
Improving practice and performance

A number of clear conclusions appear to come from the first 

year’s results, for consideration by agency chiefs and heads of 

in-house departments.

In-house 
departments 
should aim to 
catch up to  
agency scores
On average, agencies scored 

themselves 18.6 per cent higher for 

practice and 15.5 per cent higher 

for performance than in-house 

departments. While there is a case 

to be made that agencies should be 

better – otherwise, why hire them? 

– the Middle East benchmark shows 

agencies scoring stronger on 11 out 

of 12 benchmarks. In-house teams 

should focus on where to catch up 

and overtake the agencies. 

There is 
correlation 
between practice 
and performance
It may seem an obvious hypothesis 

but it is one that has now been 

proven for the Middle East: there 

is a clear correlation between the 

practices of an organisation and 

how it performs, when it comes to 

communications. Organisations 

which invest in improving these 

practices – through policies, 

training and quality assurance – 

will improve delivery.

There is an 
appetite for 
measurement
The Benchmark was launched 

in late March 2016 and quickly 

became the most extensive piece 

of research into the PR industry in 

the Middle East. Organisations are 

continuing to join, as this report 

goes to press. It is clear they see 

value in a tool which allows them 

to benchmark themselves against 

their peers.

The Middle East industry  
is generally strong…
Overall, respondents feel positively about 

their organisations, in terms of both practice 

and performance in public relations. This is 

particularly the case when looking at strategy and 

implementation elements; the overall results are 

pulled down by weaknesses in how the industry 

finds, develops and retains people.

…but it is an over-performer
Generally, scores are higher for performance than 

practice. This suggests a maturing market, one in 

which organisations don’t yet have all the right 

processes in place but nevertheless are focused on 

delivering results.
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We must invest 
even more wisely 
in our young 
people
Companies that do not invest in 

graduate recruitment make short 

term savings at the expense of 

long term skills development. This 

industry cannot flourish in the long 

term if it does not bring in the new 

generation of PR professionals.

We must invest 
more wisely in our 
people 
That four of the five worst practice 

scores are to do with people is 

embarrassing for an industry 

which claims people are its most 

important asset. There is a clear 

wake-up call for senior industry 

professionals to review how they 

find, train and retain employees.

Use The Benchmark
Finally, we urge all participants to use their tailored reports – 

available to all MEPRA members – as that tool for improvement. 

Your agency or department can set clear goals by recognising 

where it is strong or weak in comparison to the rest of the 

industry – and can see progress next year against those goals.

We must invest 
even more wisely 
in our local people
Attracting local talent is the lowest 

of all scores in The Benchmark. 
Agencies in particular need to 

review how they can engage with 

this important demographic – and 

the industry as a whole needs to 

step up its game.
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Join The Benchmark
The Benchmark is a MEPRA initiative which allows PR 

agencies and in-house teams to measure themselves against 

the wider industry in the region. Participants score their 

practice (policies, processes and control mechanisms)  

and performance (delivery of results) across a range of 

elements. MEPRA members – and those who join MEPRA  

as part of this process – then receive a tailored report showing 

their own organisation against the wider industry,

www.mepra.org
US$ 75

overall on The Benchmark and on individual benchmarks  

for each of the 12 elements. Participants will be able to  

track their progress on an annual basis.

The Benchmark is a long term project and you can join  

at any time. If you would like to take part, please email 

community@mepra.org to request further details.

Participants include:
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