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Statistics – cum grano salis

� This survey was carried out in January 2009 on www.surveymonkey.com
� A total of 133 PR pracitioners and journalists from 39 countries answered the

questionnaire
� Due to the greatly varying number of individual responses per country and in order to 

reach a meaningful data base for different statistical analysis, responses were grouped
into the following regions:

– Western Europe: Belgium, France, Germany, Netherlands, UK, Switzerland
– Eastern Europe: Croatia, Macedonia, Lithuania, Montenegro, Poland, Romania, Russia, 

Serbia
– Northern Europe: Finland, Sweden, 
– Southern Europe: Greece, Italy, Portugal, Spain
– North America: Canada, USA

� Results per market were drawn from countries with at least 20 individual responses
– Germany: 20
– UK: 20
– US: 25

� Responses from other countries were not broken down further due to the low number of 
responses per market (e.g. for Africa, Asia), but only reflected in the totals
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Influence of Traditional Media – Key Markets
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Influence of Traditional Media – Findings

� Traditional media are considered to have a „very strong“ or „strong“ influence by almost
100% of respondents. 

� Viewed region by region, North America stands out as 8% of the respondents do not
believe in a strong influence of traditional media – compared to only 1% in Western 
Europe and 0% in Eastern, Southern and Northern Europe.

� A closer look at the key markets shows that in Germany, 100% of the respondents
quoted „very strong“ and „strong“ whereas 5% of UK respondents and even 17% of US 
respondents think that the influence of traditional media is limited („so-so“).



�

Question 2:

How is their influence developing?
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Trend Traditional Media - Total
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Trend Traditional Media - Regions
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Trend traditional media – key markets
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Trend Traditional Media - Findings

� While more than half of all respondents consider the influence of traditional media to 
remain „stable“ in the future, almost one fourth thinks the influence of traditional media 
will decrease in the future.

� Viewed region by region, Northern Europe stands out: 45% of the respondents believe
that the influence of traditional media is decreasing – compared to only 33% in Southern 
Europe, 27% in Western Europe and 17% in North America and Eastern Europe, 
respectively.
Of note, in Eastern Europe, 75% of respondents think that the influence of traditional 
media will remain „stable“ in the future.

� A closer look at the key markets shows that 66% of the respondents in Germany and in 
the UK, respectively, consider the future influence of traditional media  to remain „stable“
compared to 41% in the US. An equal portion in the US, 41%, thinks the influence of 
traditional media will decrease in the future.
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Question 3: What is the level of public trust the public
have in reporting by traditional media?
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Public Trust in traditional media reporting
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Question 4:

How strong is the influence of online media on the
public opinion in your market?
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Influence of Online Media – Regions
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Influence of Online Media – Key Markets
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Influence of Online Media – Findings

� The majority of respondents considers online media to have a moderate („so-so“) to 
„strong“ influence.

� Viewed region by region, 13% of the respondents in North America and Northern Europe 
and 12% in Western Europe actually believe in a „very strong“ influence of online media 
– compared to 0% in Southern and Eastern Europe. Apart from North America with 2% 
no region believes that online media has „hardly any“ influence.

� A closer look at the key markets shows that none of the German respondents thinks that
the influence of online media is „very strong“, compared to 33% in the UK and 27% in 
the US.



�

Question 5:

What is the level of trust the public have in reporting by
online media?
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Influence of Social Media – Total
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Influence of Social Media – Regions
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Influence of Social Media – Key Markets
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Influence of Social Media – Findings

� Social media are considered to have a moderate („so-so“) or „strong“ influence by the
majority of respondents.

� Viewed region by region, Northern Europe stands out: 62% of the respondents believe in 
a „strong“ influence of social media – compared to 42% in Southern Europe,  39% in 
Eastern Europe, 33% in Western Europe and 32% in North America.

� A closer look at the key markets shows that none of the respondents in Germany quoted
„very strong“ or „hardly any“ whereas half of all US respondents and almost the half of all 
respondents in the UK quoted „very strong“ and „hardly any“.
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Question 7:

How would you distribute a press release in your
market?



27

Methods of Press Release Distribution – Total
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Methods of Press Release Distribution – Regions
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Methods of Press Release Distribution – Key Markets
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Methods of Press Release Distribution – Findings

� The majority of respondents distributes a press release via e-mail. 

� Viewed region by region, Southern Europe stands out: 16.7% of the respondents still 
distribute a press release per post and fax – compared to 0% in Western, Eastern, 
Northern Europe and North America.

� A closer look at the key markets shows that in Germany, the UK and the US, press 
releases are only distributed per e-mail or multimedia website – post and fax are no 
longer used as methods of press release distribution in these markets.   



�

Question 8:

How would you distribute a more complex press kit in 
your market?
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Methods of Distributing a Complex Press Kit – Total
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Methods of Distributing a Complex Press Kit – Regions

Distribut ion of press kits Western Europe

32,4

5,4

54,0 51,8

0,0
10,0

20,0
30,0
40,0

50,0
60,0

post fax email mult imedia
website

Distribution of Press Kits Eastern Europe

83,3

0,0

80,7

0,0
0,0

20,0

40,0

60,0

80,0

100,0

post fax email mult imedia website

Distribution of Press Kits Southern Europe

58,3

0,0

58,3
41,7

0,0

20,0

40,0

60,0

80,0

post fax email multimedia
website

Distribution of press kits Northern Europe

25,0

0,0

62,5 62,5

0,0

20,0

40,0

60,0

80,0

post fax email multimedia
website

Distribution of press kits NA

53,5

4,0

24,0

57,5

0,0
10,0
20,0
30,0
40,0
50,0
60,0
70,0

post fax email multimedia
website

Distribution of press kits Western Europe Distribution of press kits Eastern Europe 

Distribution of press kits Southern Europe Distribution of press kits Northern Europe 

Distribution of press kits NA 



34

Methods of Distributing a Complex Press Kit – Key Markets
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Methods of Distributing a Complex Press Kit – Findings

� The preferred way to distribute complex press kits is by e-mail. Post and multimedia
websites rank second and third by a clear margin.

� Viewed region by region, Eastern Europe stands out: as no one of the respondents in 
this region uses multimedia websites to distribute a complex press kit – compared to 
62,5% in Northern Europe, 57,5% in North America, 51,8% in Western Europe and 
41,7% in Southern Europe.

� A closer look at the key markets shows that in Germany 67% of the respondents
distribute a complex press kit per post whereas in the US only 40% and in the UK only
20% distribute a complex press kit per post.



�

Question 9:

What would be characteristics of a product press 
release in your market?
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Characteristics of a Product Press Release – Total
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Characteristics of a Product Press Release – Regions
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Characteristics of a Product Press Release – Regions
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Characteristics of a Product Press Release – Regions
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Characteristics of a Product Press Release – Key Markets
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Characteristics of a Product Press Release – Key Markets

Characterist ics of Press Releases UK
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Characteristics of a Product Press Release – Key Markets
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Characteristics of a Product Press Release – Findings

� For most of the respondents it is important that a product press release contains a 
„quote from a spokesperson“, is written „as short as possible“ and „serious“. 

� Viewed region by region, only 48.5% of the respondents in North America think that it is
important for a product press release to contain a „quote from a spokesperson“ –
compared to 87,5% in Northern Europe, 76% in Western Europe, 75% in Eastern 
Europe and 66,7% in Southern Europe.

� A closer look at the key markets shows that 27% of the respondents in Germany 
consider „as elaborate as possible“ as an important characteristic for a product press 
release while in the UK and in the US no one quoted this characteristic.



�

Question 10:

Would journalists respect an ‚embargo date‘ on a press 
release in your market?
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Respecting Embargo Dates – Regions
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Respecting Embargo Dates – Core Markets
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Respecting an embargo date depends upon…
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Respecting Embargo Dates – Findings

� The majority of respondents believes that „it depends“ if embargo dates are respected or
not.

� Viewed region by region, North America stands out: 37% of the respondents think that
embargo dates are not respected – compared to 28% in Eastern Europe, 19% in 
Southern Europe, 9% in Western Europe and even 0% in Northern Europe.

� A closer look at the key markets shows that 57% of the respondents in Germany and in 
the UK, respectively, believe that embargo dates are respected compared to only 29% in 
the US.



�

Question 11:

Would a journalist whom you know personally treat an 
'off the record' piece of information appropriately?
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Respecting Off-The-Record Agreements – Total
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Respecting Off-The-Record Agreements – Regions

Respect ing Off -The-Record Western Europe

39%

7%

54%

Yes No It depends…

Respecting Off-The-Record Western Europe Respect ing Off-The-Record Eastern Europe

92%

0% 8%

Yes No It  depends…

Respecting Off-The-Record Eastern Europe 

Respect ing Off -The-Record Southern Europe

42%

33%

25%

Yes No It  depends…

Respecting Off-The-Record Southern Europe Respecting Off-The-Record Northern Europe

63%
0%

37%

Yes No It depends…

Respecting Off-The-Record Northern Europe 
Respecting Off-The-Record NA

68%
2%

30%

Yes No It depends…

Respecting Off-The-Record NA 
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Respecting Off-The-Record Agreements – Key Markets

Respecting Off-The-Record Germany

7% 0%

93%

Yes No It depends…

Respecting Off-The-Record Germany 

Respecting Off-The-Record US

69%
3%

28%

Yes No It depends…

Respecting Off-The-Record US Respecting Off-The-Record UK

50%

7%

43%

Yes No It depends…

Respecting Off-The-Record UK 
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Respecting an off-the-record agreement date depends upon…
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Respecting Off-The-Record Agreements – Findings

� The majority of respondents thinks that Off-The-Record Agreements are respected.

� Viewed region by region, Southern Europe stands out as 33% of the respondents think
that Off-The-Record Agreements are not respected – compared to 7% in Western 
Europe, 5% in North America and  0% in Eastern and Northern Europe, respectively.

� A closer look at the key markets shows that 69% of the US respondents and 50% of 
those in the UK believe that Off-The-Record Agreements are respected whereas in 
Germany only 7% think that this is the case.



�

Question 12: 

Would journalists in your market accept payments or 
gifts in return for providing you with editorial coverage?
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Acceptance of Gifts and Payments – Total
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Acceptance of Gifts and Payments – Region

Acceptance of payments/gif ts Northern Europe

0%

25%

75%

0%

Yes, quite common Off icially not, but does happen Totally against the rules Other

Acceptance of payments/gifts Northern Europe Acceptance of payments/gif ts Southern Europe

0%

43%

32%

25%

Acceptance of payments/gifts Southern Europe 

Acceptance of gif ts/payments Western Europe

0%

34%

46%

20%

Yes, quite common Off icially not , but does happen Totally against  the rules Other

Acceptance of payments/gifts Western Europe Acceptance of gif ts/payments Easteren Europe

69%

30%
1% 0%

Yes, quite common Off icially not, but does happen Totally against the rules Other

Acceptance of payments/gifts Eastern  Europe 

Acceptance of  gif ts/payments NA

0%

33%

49%

18%

Acceptance of payments/gifts NA 
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Acceptance of Gifts and Payments – Key Markets

Accept ance of  payment s/ gif t s US

0% 10%

71%

19%

Yes, quit e common Of f icially not , but  does happen Tot ally against  t he rules Ot her

Acceptance of payments/gifts US 

Accepat ance of  payment s/ gif t s Germany

0%

36%

35%

29%

Yes, quit e common Of f icially not , but  does happen Tot ally against  t he rules Ot her

Acceptance of payments/gifts Germany 

Acceptance o f payments/gifts UK

0%

46%

54%

0%

Yes, quite common Officially not, but does happen Totally against the rules Other

Acceptance of payments/gifts UK 
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Acceptance of Gifts and Payments – Findings

� More than a third of all respondents stated that gifts and payments are „officially not
accepted, but does happen“ while only less than a third consider gifts and payments as 
„totally against the rules“.

� Viewed region by region, Eastern Europe stands out as 69% of the respondents believe
that gifts and payments are „officially not accepted, but does happen“ – compared to 
43% in Southern Europe, 34% in Western Europe,  33% in North America and 25% in 
Northern Europe.

� A closer look at the key markets shows that 71% of the US respondents stated that the
acceptance of gifts and payments is „totally against the rules“ and only 10% stated
„officially not accepted, but does happen“. 

� This contrasts sharply to the UK and Germany, where 46% and 36% of the respondents, 
respectively, stated „officially not accepted, but does happen“. 



�

Question 13:

Would media in your market offer editorial space in 
return for placing an advertisement?
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Editorial for Advertising – Total
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Editorial for Advertising – Regions

Edit orial f or Adver t ising Nort hern Europe

0%

60%

40%

0%

Editorial for Advertising Northern Europe 

Edit or ial f or Advert ising East ern Europe

47%

53%
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Edit or ial f or  Advert ising Sout hern Europe

40%

39%

0%

21%

Yes, quit e common Of f icially not , but  does happen Tot ally against  t he rules Ot her

Editorial for Advertising Southern Europe
Edit orial f or Advert ising NA

7%

57%
9%

27%

Editorial for Advertising NA 
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Editorial for Advertising – Key Markets

Editorial for Advertising Germany

19%

57%

0%

24%

Yes, quite common Officially not, but does happen Totally against the rules Other

Editorial for Advertising UK

29%

64%

0% 7%

Yes, quite common Officially not, but does happen Totally against the rules Other

Editorial for Advertising US

14%

48%

19%

19%

Yes, quite common Officially not, but does happen Totally against the rules Other

Editorial for Advertising Germany

Editorial for Advertising UK Editorial for Advertising US
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Editorial for Advertising – Findings

� The majority of respondents stated that editorials in return for advertising do officially not
occur, but nevertheless happen („officially not, but does happen“). Almost a third even
believes that editorials in return for advertising are common practice („quite common“).

� Viewed region by region, Eastern Europe stands out: 47% of the respondents believe
that editorial for advertising is „quite common“ – compared to 40% in Southern Europe, 
29% in Western Europe, 7% in North America and 0% in Northern Europe.

� A closer look at the key markets shows that only 19% in the US think that editorials in 
return for advertising are „totally against the rules“. Besides this, a large majority of 
respondents in Germany, in the UK and the US quoted „officially not, but does happen“.
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Conclusions

1. Generally, International PR is characterized by a high level of similarities concerning the
perception of media and ways to work with media. 
However, there may be great differences between regions concerning single categories
such as influence of traditional media, influence of online and social media, acceptance
of gifts and payments and editorial for advertising.
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Conclusions

2. PR in Northern Europe is most progressive concerning electronic media. 
Press releases and complex press kits are mainly distributed per e-mail or multimedia
websites. The majority of respondents in Northern Europe considers the influence of 
online and social media as strong or even very strong. Furthermore, almost half of 
Northern European respondents think that the future influence of traditional media is
decreasing, which constitutes the highest part of all respondents among the regions.

(cf. influence of traditional media, trend traditional media, influence of online media, 
influence of social media, methods of distributing a press release, methods of 
distributing a complex press kit)
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Conclusions

3. PR in Northern Europe has the highest ethical standard compared to all regions of the
survey.
None of the respondents in Northern Europe believes that embargo dates are not
respected, while off-the-record agreements are considered as mostly respected. 
A sharp contrast can be seen in the accepatability of gifts and payments for journalists: 
75% of the respondents in Northern Europe think that these are totally against the rules
whereas 69% of the respondents in Eastern Europe think that although officially
forbidden, gifts and payments for journalists occur. In addition, editorial for advertising is
quite common (inofficially or even officially) in all regions, except from Northern Europe 
where at least 40% of the respondents think that it is totally against the rules.

(cf. respecting Embargo Dates, respecting Off-The-Record agreements, acceptance of 
gifts and payments, editorial for advertising)
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Conclusions

4. Although 27% of the respondents in Germany believe that the future influence of 
traditional media is decreasing (compared to 41% in the US and only 18% in the UK), 
Germany is very conservative and undetermined concerning the influence of online and 
social media. In addition, the majority of respondents in Germany still distributes a 
complex press kit via post whereas in the US and in the UK e-mail or multimedia
websites are the preferred way of press kit distribution.



�

And at last – some good advice from
colleagues and fellows around the world…
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Do‘s in dealing with media

Always do…

� ask for the editorial feature before they print it for official approval; otherwise you will surprised with the outcome
� Clear, honest and enthusastic messages count.
� Know your media - deadlines, specialist reporters
� try to make personal contact
� behave nicely and openly with them
� send press releases
� have an understanding of what they write about before approaching
� establish vis à vis relationship with journalist in addition to e-mail
� deliver a good story
� France - use releases.  Other countries - pitching works extremely well
� Correctly identifying their area of interest and providing the information accordingly
� Stick to the point
� offer valuable information
� call after sending press release
� be aware of lead times
� Ethic information
� Visit them frequently even when you have no assignment
� be honest
� Dependence on news value of information subsidies, i.e., media releases.
� give to the point and brief info
� state clearly the aim of your call / release
� Treat journalists with respect. They like feeling important
� know their publication or media outlet
� Be relevant
� correct
� deadlines
� Keep in contact with journalists to maintain rapport
� Be honest with journalists
� double check the press release
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Do‘s in dealing with media

Always do…

� provide specific information and details
� provide a local angle
� Fine Targeting (media and journalists...)
� Write press releases in Japanese.
� try to meet them personally, building relations
� Be relevant
� ensure you are contacting the right person in the media
� find the relevant actuality to the " story" you are selling
� respect their work
� know whom  is covering the industry/subject and what they know on the subject
� Correctness
� deliver superior content
� Be Courteous and friendly but at the same time professional
� Diversify releases for different mediatypes
� be nice and polite
� keep your promises
� speak the truth although you do not have to tell all that is true
� Try to personlize your contacts.
� communicate clearly
� consider yourself as service provider to the media
� a serious job
� your homework correctly, keeping in mind the cultural and regional influences
� Personal relationship and off-line meeting
� be honest and informative
� follow up by phone when you have issued a release, invite, etc.
� Provide info personally
� Read/Listen/Review their work before you talk with them
� Respect the Journalists Time
� Respect their editorial deadlines
� keep the deadline and respond to left messages
� Be relevant
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Do‘s in dealing with media

Always do…

� Get to the (topical) point in first sentence
� Respond quickly to their querries.
� Make news topical
� Tell the truth. Reporters can tell when you're bullshitting them and they will lose respect for you and possibly never 

work with you again.
� Provide access to decision makers for interviews, follow-up.
� send a press release
� Write a personal note to a specific editor who is receiving your story
� provide all information needed for placement
� do think like a journalist not like a marketing guy
� inform and accommodate both small and large media equally
� Stay in touch with media covering your industry or company
� offer coherent content to the resource of the journalist
� follow-up on queries
� keep inform them
� Be honest
� identify creative newsworthy angles
� send an email
� Contact the right person with relevant news
� target the right person with the right news
� Set the ground rules before engaging
� Your research before targeting media
� send releases that are appropriate to the editor
� provide them with useful information even if it isnt your own pitch
� call your contacts before sending anything
� Take an appoinment before a meeting with them.
� Stay in touch with them
� focus on the key points
� be reactive when a journalist asks for a comment, interview or whatever
� work in a sense of partnership.
� respect media deadlines
� get the nut of your pitch in the first 10 words of your email - and try to get it into the subject field
� have a point of contact
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Do‘s in dealing with media

Always do…

� be nice to journalists and accommodating; otherwise they boycott your events unanimously
� Have in mind the editorial aims and the very current situation of the editor/ journalist.
� Show respect, honesty and accuracy
� show respect and gratefulness
� try to say the truth as much as possible
� call, recall and call call call them to see if they got your pitch.
� target pitches to specific reporters/publications
� take into account media ownership structure
� see that your informations has relevance to the audience
� Respect the deadlines and promises you’ve make
� Don't waste time sending stuff people don't want to receive
� prepare a professional press kit
� be honest, tell truth
� tell them why your story is important
� Figures and detailed data
� Remember their birthdays/join them for a funeral in their close family/Have social contact as well as professional 

contact
� be clear, stick to the facts
� transparent, open communication
� keep it short
� Always prepare for them by having press releases/kits ready for them
� respect their time
� Say something new
� transparent (not necessary complete)
� be more knowlegeable about your client or story
� Answer queries promptly
� Be available
� provide the news and the context
� speak with local media contacts to tailor the story
� Helpful formats and contents



76

Do‘s in dealing with media

Always do…

� Respect rules of press club system.
� give them news that perfectly suits with their publication
� Be concise
� have an awareness of copy deadlines so you're not sending a press release in for a publication or issue thats already 

gone to print
� substanciate your story  pref - third party endorsment
� follow their time schedule
� include figures, context data be ready with a proper Q&A list
� Always available
� provide texts they can recycle
� address by name and read up on profile of media person if one on one meeting including recent articles.. must be 

aware of the publication/media house he/she represents.. pays as makes person feel that you have taken interest
� Call the journalist personally for a sell-in
� deliver the promise
� keep in touch with the media
� your homework. Be well prepared before talking to journalists
� Work out press releases that appeal to their audience.
� communicate honestly
� provide appropriate releases or written statements 'ready to use'
� always be in contact with the main media
� Incorporate as interesting info as possible into press-releases
� ensure you have planned keeping in mind media deadlines
� research to find out which journalist is responsible for a certain topic
� Press-kit adapted to the certain type of Media
� Ask howthey like to receive information like stories, photos, interview schedules, etc.
� Beware of deadlines
� Respond as quickly as possible to media inquiries
� authorize quotes and interviews
� Be accessible
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Do‘s in dealing with media

Always do…

� Avoid jargon & spell out initials on first use
� Tell the truth.
� Be honest, don't oversstate
� Return phone calls & emails. Even if you can't help them, let them know. Don't keep them waiting, esp. when they are 

on deadline.
� Include photos, graphics, or media clips.
� provide a contact person
� Work in person with an editor whenever possible.  This makes a journalist feel "special," and can produce significant 

results
� respect the journalist's time
� do respect the job of a journalist and he will respect your job
� Present news, not advertising
� address your press release to a real person
� abide to the journalist's rules
� answer quickly to their requests
� be newsworthy
� provide multimedia content
� keep it relevant to the publication
� Respond immediately
� be short and precise
� Get back w/in set deadlines
� Ensure well researched, nwe newsworthy material
� keep releases no more than one page, two max
� make them feel like royalty and follow up with thank you notes and/or token gifts
� give as much information as possible in your press release
� Ensure that you know the subject and are armed with all rlevant facts and figures. They do not like to meet up with 

dolls
� Rely on intermediaries to them
� show the journalist what the story is
� read the article previously written by a journalist prior pitching him
� be a reliable and trustworthy source of news and information.
� send newsworthy press releases only
� start a phone conversation with 'is this a good time to talk?'
� assure official quotes are available
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Don‘ts in dealing with media

Don’t ever…

� snub a journalist no matter how "unprofessional" you think he/she are
� Do not talk so much about competition/ competitors.
� Lie
� lie to them
� lie
� pitch the same story to multiple reporters at the same time.
� take for granted that journalists speak/understand English
� try to tell only half of the story
� Expect the journalists to answer the phone or emails
� Be to pushy
� Be rude
� give old information or information you don't understand
� tell what is not true
� send a press release without any follow-up
� Too much detailed informationin the press release
� Do not affiliate yourself with any group
� lie
� give false info
� write a long/intricate explanation
� Give gifts especially monetory (bribes). You lose your integrity
� spam them
� Lie
� Pay money
� abuse their intelligence
� Offer gifts
� Lie
� let journalist do all your work
� lie
� just distribute a central, international news release
� Press them "too much" to publish
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Don‘ts in dealing with media

Don’t ever…

� write names of your PR agency staff as the contacts of press releases.
� give them an "old" news
� Offer payment for editorial
� harass a reporter by doing a hard sell on the phone - theyre either interested or theyre not. Find out what their interest 

areas if its not with the subject of your press release
� write 4 pages propositions
� underastimate them
� respond with corporate bla-bla, be factual
� Confuse
� provide an advertising text as PR text
� criticize the country, political leaders, or national policies
� Be lengthy and boring
� be rude and sarcastic
� use a false assertion
� try to be more important than your message
� Send in bulk press releases.
� promise anything you can't deliver
� store too much personal information about your contacts on a company computer
� try to "buy" journalists from reputable media
� send unpersonilized press-releases, if you really want them to be used
� insult the country
� call them when there is an editorial deadline
� Pay for the article
� Miss a deadline you committed to.
� Send an off-topic email pitch
� Try to 'sell' a story that's lacking in newsworthiness
� ignore a question
� Not listen
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Don‘ts in dealing with media

Don’t ever…

� phone to see if they got the release - if you don't trust your ISP, change them....
� Say "No comment".
� Wing it
� Drop in on them.
� Call and ask if they got your release.
� send release at the last minute
� Use boastful or promotional "selling" language in a news release
� not return phone calls/emails
� force a journalist to publish any news because you are also buying advertisement in his media
� offer pay for play
� Lie
� be arrogant even if journalists are
� don't spam
� contact them, to ask if they have received the presspack - they would feel disturbed and angry
� say no comment
� be too aggressive with follow-up
� as always, call them about every tiny piece
� Offer presents or money
� waste time of journalists
� Go off the record
� send attachements, unless editor is expecting them
� disrespect their deadlines
� send anything to the media before checking with your client everything is accurate
� Try to fudge the details
� Underestimate their intelligence
� send irrelevant releases
� Start a phone conversation by "did you receive my press release"
� lie.
� lie to a journalist (better don't tell anything than to tell a lie)
� insist on talking when they're on deadline
� stretch any press trips unneeded
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Don‘ts in dealing with media

Don’t ever…

� place journalists at the wrong side of the room; they feel they should be treated with importance
� Do not too often give your prodcts away as gifts.
� Manipulate
� stir them against each other
� hide a story
� rely on a press-release-only strategy and hope for big coverage
� disregard hierarchy within media
� tell lies
� Never attack persons but principles
� Lie
� tell them what their job is
� call to critisize why they did not publish your press r.
� call an editor when on a deadline
� Just recall the journalists after sending them information
� Try to influence them through their boss
� be slow
� send mass emails to bloggers
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Don‘ts in dealing with media

Don’t ever…

� invite journalists for a conference in the afternoon
� underrate their capacity to interpret your information/situations
� expect coverage
� Over-spin
� lie
� lie
� Suggest angle for the story - just present facts
� Say no comment
� hide
� just rely on email and newswires
� Ask them to see/check the newspiece before its published
� Don't use too much technical terms in your press releases as many mainstream media are generalists rather than 

specialists.
� ask them to read the article before they spread it
� Trust a journalist
� send a press release without a contact for reporter for more information if required
� use internal jargon
� neglect them
� break the promisse for a response
� Arrogant
� waste their time with a low content event
� get drawn into discussing competitors
� Just send a release and expect it to be published
� make a non official chats
� avoid to react on a journalists request
� think journalists are your best friends. They want a scoop.
� Send out random (poorly organized) information.
� lie to journalists
� lie
� give false information
� use material or behavior that is gender denigratory
� invite them to events with no content/marketing focus
� Send out press release in common letter
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Don‘ts in dealing with media

Don’t ever…

� Promise an interview and not give it.
� leave them too many messages
� Waste the time of reporters/editors
� treat the journos like they don't know their job
� be too word
� Send photos to radio - amazing how often that happens!
� Never lie.
� Forget to align with credible outside spokespeople
� Bother them when they're on deadline unless you have breaking news.
� Call and ask if you can review an article before it's published.
� write off topic
� Use a news release to annouince or report something that obviously is not newsworthy
� no comment
� forget that 30% of the swiss citizen don't communicate in german (french and italian speaking parts)
� Sugar coat information
� send information that is not double-checked
� tell them to write something nice about you or try to put pressure on them
� stonewall
� organize press events unless you have killer news
� Overtly mention or leverage advertising dollars
� lie on any topic
� Call when they are on deadline
� don't send formated text
� pitch story openly to their competitors
� send anything last minute unless it's last minute news
� Try to be overly friendly with them unless u know them personally
� Overestimate their available time
� lie or mislead a journalist
� say directly your customer is investing a lot of money in advertising in the magazine
� ignore requests or "hide".
� send press releases to all media contact, they will feel bombed each time they see a press release coming from you
� calling to confirm they received the release
� say you don't know their media
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Don‘ts in dealing with media

Don’t ever...

� call or invite journalists last minute unless you specifically state it's a state of emergency and they'd benefit from the 
scoop

� Do not feel permanenly sceptical about media inquiries.
� forget to thank them for their support
� give only to one side a story... Give it to more than two media trusts
� give them too much homework
� Be not prepared in a discussion with a journalist
� Not answer a question
� use to specific terms etc. in the press kit
� be unreachable
� Ignre them once you think they have served their purpose
� show that another media is more important that the one in question
� use only one language to cover the whole country
� Call them late for a planned function
� push their deadline
� Be arrogant
� Act more superior than the journalists
� Avoid communication
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Don‘ts in dealing with media

Don’t ever...

� speculate
� make too many calls to a journalist - if they want the story they will call you
� try to avoid their requests
� Say anything you shouldn't
� mass email media with the same press release - personalise your cover email. Or if you must make sure its in the 

BCC column and not everyone in the TO: line
� treat journalist as your worker
� be arrogant and bossy
� lie
� False statement
� answer questions  which are beyond your domain
� Be to complex
� tell old stories
� just translate Press releases from other regions in the world, but adjust the wording to your local habits
� Work without updated contact lists.
� threaten
� send out permanently tritely information
� tell lies
� use same content to different Media types
� Throw out speculative numbers or dates or names in an interview.
� call them by the wrong name
� Ignore media requests for info - even if you can't help, say so
� be not polite
� Lie
� Ask to see what they have written about you in advance of publication.
� Think blogs and online media aren't important
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Don‘ts in dealing with media

Don’t ever…

� Offer money or gifts in exchange for coverage. This is completely unacceptable in the U.S. and Canada as well.
� say "No comment."
� send general blasts to the all media
� Call an editor or reporter and ask, "Did you receive my news release?"  This insults their intelligence.  If there is a 

practical reason to make a foll9w-up call, fine.  But do this sparingly.
� assume they know anything about your company or client
� Fail to return a reporter's call
� avoid a journalist, but rather have a conversation and try to postpone providng the information they need
� bribe them
� try to 'buy' coverage, even through gifts, etc.
� disclose truly sensitive information, not even off the record
� give out wrong information because you are not prepared
� Assume an email is enough
� call the editor to ask if they recieved your release, they are too busy
� ignore the little guy
� go unprepared for the meeting
� Patronize them
� tell a journalist a release is really important if it isn't
� bad mouth any of your competitors or another media.outlets
� try to openly bribe a journalist; there are other ways to motivate: presents, media trips abroad, etc.
� send them something of no interest to them
� send them a gift, but a product to "borrow"
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