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In the Information Age, news deadlines have become rolling targets. The Internet makes 
it easy for reporters to conduct research—and for consumers to read news—anytime, 
day or night. The result is an unending cycle of news coverage, leading to an intense 
race for headlines and scoops. And because leads can come in at all hours, a journalist 
on a story is very likely to hit the Internet before picking up the phone. That’s why, 
according to the Pew Research Center, 98% of daily newspapers have Internet access 
today. 
 
This sense of urgency and immediacy makes the corporate website a critical conduit for 
reaching journalists with the information necessary for creating the right corporate 
perception.  
 
To learn more about the why and how journalists are using websites, Vocus conducted a 
survey of 1000 reporters from print publications to include daily newspapers, newsletters 
and magazines.  The Ten Essential Elements for an Online Newsroom were born out of 
the results of the survey. 
 
 
The Bad News: Most Corporate websites Don’t Deliver 
 
Like most PR-savvy organizations, your company may already post media-related 
information—press releases, contact information, and the like—on your website. You 
might be surprised to learn, however, that journalists using corporate websites to gather 
information find most of them difficult to access and inadequate. 
 
In fact, 9 out of 10 reporters that responded to the Vocus study said they are usually 
unable to find the information they need from corporate websites. This doesn’t bode well 
for these companies since most journalists determine whether to include a company in a 
story based on what they found on the website.   
 
You know journalists are using the Internet and corporate websites to do some basic 
research. To improve the likelihood that the journalist will leave with a better and more 
favorable impression of your organization, there are some key design and functional 
elements to consider for your online newsroom. 
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As Figure 1 demonstrates, reporters are using to the Web to research an organization. 
 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The vast majority of reporters aren’t finding what they are looking for on company 
websites, as Figure 2 illustrates.  This is very bad news— if the information in your 
corporate website is unclear or difficult to find, your company won’t be included in the 
story – or worse yet, the journalist will leave your site with a negative impression. 
 

FIGURE 1: Percent of time web sites are used to gather 
information about a company:
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Question 1: “What percent of time do you use websites to gather information about a company?” 

FIGURE 2:  Percentage of Corporate Web sites that 
Provide the information a journalist is looking for:
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Question 2: “What percentage of corporate websites provide adequate information for your needs 
when researching a story?” 
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Resist the temptation to be an information gate-keeper.  Remember that your website 
puts your company or organization on display.  Rather than have browsing journalists 
take away your sales message and try to decipher what’s unique about your company, 
your products or services, make sure they can easily access the information they are 
looking for from your website.  Tight deadlines are forcing journalists to use the Internet 
as a resource.  Don’t send the reporter away empty-handed from your site – give them 
the information they need to do a better story. 
 
Information posted on the company website can help make or break your company’s 
overall PR efforts. So what are reporters looking for, and how can you make sure they 
get it? 
 
Make It Easy to Make News 
 
The best way to ensure that you deliver the right message to journalists and your public 
is to create a special “online newsroom” that can be accessed directly from the main 
page of your corporate site. An online newsroom provides visitors with a clearinghouse 
of news-oriented information and helps you focus your PR efforts in a single area.   
 
Make sure your site isn’t disorganized or too chocked-full of information, or you may 
leave visitors wondering where to begin. A simple, easy-to-navigate site will take visitors 
further in addition to being easier to manage. 
 
Next, make sure that your online newsroom captures the data journalists are looking for. 
Vocus survey respondents were asked to select their three top choices from a list of 
twelve options. Of those twelve, the top three items they wanted from an online 
newsroom were press releases, 24-hour contact information, and corporate data (see 
Figure 3). Also interesting to note is the broad range of information most sought-after by 
journalists on corporate websites. 
 
 
 

Question 3: “What are the top three items a website should provide in its newsroom to better help you?” 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3:  Most Sought-After Information on Corporate 
Web Sites
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Finally, instill confidence in your site as a valuable source of information by keeping your 
newsroom current. Commit to a plan for updating, changing, and adjusting the content in 
your newsroom at a moment’s notice. When issuing a news release, simultaneously post 
it to your online newsroom. Journalists, clients, prospects, and employees will come to 
your site first for breaking news. If they don’t find it, they won’t come back for more.  
They will find other sources for the news to fill the void left by your website. 
 
 The Ten Essential Elements of an Online Newsroom 
 
So now that you know the challenge you face in providing journalists and other 
audiences with easy access to company news, how do you go about doing it? Whether 
you choose software to create and maintain an online newsroom, or employ a 
professional Webmaster, these ten steps will help you create a news resource that 
makes news. 
 
 
1. Link directly from your homepage.  
 
The overwhelming complaint in the survey was that journalists couldn’t find what they 
were looking for.  A simple well-marked button will allow journalists to get right to the 
information they’re after. Clearly title your link “newsroom”, “pressroom”, or a similarly 
descriptive name so that reporters can identify it immediately. 
 
The decision as to what goes on your home page is mostly likely maintained outside of 
your department.  Work with that group to clarify the audiences with whom you’re 
communicating.  Most organizations will recognize that journalists are one of three key 
audiences that visit their website. 
 
For some best-practices examples, visit: 
 www.expresspersonnel.com 
 www.farmland.com 
 www.kaiserpermanente.org 
 
 
2. Post press releases simultaneously with distribution to the press. 
  
Many reporters go to your corporate website as their starting point when conducting 
research for a story.  If you’ve sent them a press release but don’t have it posted on your 
site, you instantly lose credibility. How can they be sure that the rest of your information 
is valid and timely when the release you just sent them isn’t posted?  
 
A reporter may also have received your printed release but not have it handy. Posting it 
on your site makes the reporter’s job easier, and shows that your company is dedicated 
to informing the public of important news.   
 
 
3. Maintain a searchable database of press releases.  
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Access to your press releases is the number one item a journalist is looking for on your 
site, but just listing them in chronological order isn’t enough.  To make their research 
easier, provide a way for them to search your press releases.  Help reporters seeking to 
broaden a story angle by keeping an orderly archive of all past corporate news releases, 
searchable by headline, text, type, date and year to allow for a targeted search for 
background news and additional history. 
 
How many press releases will a reporter visiting your site need to wade through to find 
what they are looking for (i.e. specific information to source a quote or to find detailed 
story particulars)? If you have any volume of releases, you need to provide journalists 
with a way to search your press releases. Offer a text-search option on your listing of 
releases by key-words, product name, division, or topic.   
 
Also consider offering a “type” search.  If you are a large company with many divisions 
and a high-volume of releases, offer some sub-category searches for your press 
releases.   
 
Other search options include date and year.  By providing different search capabilities, 
you give the journalist a simple and easy way to quickly find what they are looking for. 
 
For some best-practices examples, visit: 
 www.charter.com 
 www.expresspersonnel.com 
 www.nau.edu 
 
 
4. Make it easy for reporters to reach you. 
 
Providing contact information on your PR department and spokespeople would seem to 
be a no-brainer, yet on many websites, this information is either elusive or omitted all 
together.  If you have resisted adding contact information on your site because of 
concerns about receiving unwanted calls like client complaints, you should reconsider 
since this was the third most requested item in our survey.  
 
Offering a generic e-mail address for reporter requests like pr@mycompany.com is 
ineffective since it give the reporter no idea when they will get a response, or with whom 
they should follow-up.  Part of our job is media relations— how well can we relate if we 
want the media to talk to us through a generic e-mail account? 
 
Give reporters a quick, easy, obvious way to find your public relations contact. A well-
marked link from both your “Contact Us” section and your newsroom main page lets 
reporters find you quickly and easily. If you aren’t easily accessible, reporters may just 
use the information they find on your website to fill in the gaps in their story.   
 
Contact information should include direct office number, e-mail address, after-hours 
instructions, and can even include directions on how to reach an alternate company 
representative should the main public relations contact be unavailable.  
 
For after-hour options or for large companies concerned with the number of consumer 
calls that would result by posting contact information, consider a pager or an answering 
service that provides you with a way to screen calls, but allows you to respond in a 
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timely manner.  If your PR group is fairly large, include a searchable database for 
specific experts or spokespeople. Do whatever it takes to make it easy for a reporter to 
get to the person he or she wants to interview on the first try. 
  
Another benefit of keeping an up-to-date “Media Contacts” area on the Web is that you 
can eliminate contact information on your online press releases so when a contact 
leaves or moves to another department you don’t have to spend your time on updates.   
 
If your website also features a “General Contact” section, include your public relations 
contact information there as well.  Journalists will appreciate that you have provided 
them with clear and easy way to reach your organizations’ representatives. 
 
For some best-practices examples, visit: 
 www.bestbuy.com 

www.charter.com 
 www.expresspersonnel.com 
 www.nau.edu 
 
 
5. Offer online media kits. 
 
Including every detail in a press release isn’t practical, so create a place for reporters to 
get the detailed information they need to write a complete story. Photos, diagrams, 
illustrations, related releases, audio or video demonstrations and technical 
specifications—any related details the media may call for—should be available online for 
easy download. Online availability means reporters can access this information anytime, 
which may increase the likelihood that your news will be covered. 
 
The items you used to send out in your paper media kits should be the items you offer 
digitally now.  Previously, you may have limited distribution of the information based on 
budget or resources constraints.  Today, we can provide these details to everyone faster 
and with little or no added expense. As the survey demonstrates, online media kits were 
ranked in the top three items a journalist wants from your online newsroom.   
 
The Web provides an easy way to enhance the user’s experience and the information 
you are providing.  Instead of morphing the paper release into an electronic one, 
reconsider the components of your news release.  The news release hasn’t changed, 
but your ability to include the complete media kit along with your press release at no 
additional cost has changed. 
 
Can you provide an animation or drawing that will help explain a concept you are trying 
to describe in writing?  Do you have photos of someone using a new product you are 
launching or floor plans to offer for a new building opening? Can you include a client 
testimonial for credibility (and decrease the burden on your client)?   
 
By enhancing your news release you are providing the journalist with the information 
they need to write a better, more complete story.  Offer links to you electronic resources 
from within the press release that is posted on your website and include the link for the 
complete digital media kit on all communications, whether you are notifying the 
journalists via wire, e-mail, fax or letter. 
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For some best-practices examples, visit the Vocus newsroom at www.vocus.com and 
view a few of our press releases. 
 
 
6. Provide additional tools and information. 
 
As Public Relations professionals, we strive to be good resources for the media. It is 
important to apply this approach online, too. Are you providing content for reporters to 
take advantage of when they hit your site? 
   
Northern Arizona University (www.nau.edu) provides an experts database in their online 
newsroom.  They allow the journalists to search by topic to find a list of professors and 
educators who are “experts” on that topic.  They receive a list of matches and additional 
information on the expert that includes phone and e-mail contact information. 
 
Offering an expert or spokesperson resource is a great way to make website a valuable 
resource to the media.  As a University, do you have a list of educators that can be 
offered as an expert on a particular subject?  As a member organization, do you have 
certain members that could provide additional insight into a specific issue?  If your 
organization is large and you have internal spokespeople, could you provide that 
information in a database that a journalist could query to find organizational contacts to 
field specific types of questions?    
 
Kaiser Permanente included a searchable health-information database from their 
newsroom.  Charter Communications provides information on their community 
involvement. Determine if your organization can provide a similar useful resource on 
your website. 
 
Close to 20 percent of the journalists ranked photos, and another 20 percent listed links 
and additional resources as being one of the top three items that should be included in a 
corporate media center.  Include downloadable logos, product photos, video 
demonstrations, annual reports, and other information that is helpful to reporters on a 
tight deadline.  With tighter deadlines and smaller budgets, finding a product photo or 
illustration on your site may be all that is needed – make it available.   
  
Thirty percent of the journalists listed events information as one of their top three items 
desired in a corporate website.  Listing trade show involvement with descriptions, booth 
numbers and onsite contact information is a positive way to enhance your PR exposure 
with the event.  Also list upcoming shareholder meetings, user conferences or 
educational seminars on your site to demonstrate your organization’s involvement in the 
industry.  
For some best-practices examples, visit: 
 www.charter.com 
 www.kaiserpermanente.com 
 www.nau.edu 
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7. Include corporate and executive information. 
 
Corporate information was the third most popular item for corporate websites.  
Journalists are looking for vital statistics, number of employees, year founded, annual 
sales, revenues and operations, as well as a listing of holdings and subsidiaries.   
 
Reporters will also search your website for basic “who’s who” information that can lay 
the groundwork for their story. Include photographs and biographies of your key 
executives to provide background and give reporters the added option of including a 
photo or playing up a more personal angle. 
 
If you are working to establish and support your CEO and other executives as thought 
leaders and visionaries in their field, make sure your website supports that. Position your 
executives as resources to provide understanding on key issues related to what you do.  
Include links to printed articles along with executive biographies.  Provide a link to a 
speech they gave – support information validates their expertise. 
 
If you aren’t providing this information, the journalist may look to other sources, including 
your competitors, to provide them with the information they need to pursue a story.     
 
For some best-practices examples, visit: 
 www.charter.com 
 www.nau.edu 
 
 
8. Feature a searchable database of recent coverage. 
 
This made it in enough of the journalists top three items to warrant consideration for your 
online newsroom. A journalist working on a breaking story or an exclusive will be happy 
to know whether a particular topic has already been covered. One looking for a tried-
and-true voice may gain confidence when he or she learns that you have been well 
covered by other publications. Posting recent coverage also gives journalists ideas for 
expanding the angle of a story. Include audio and video coverage as well as printed 
clips. Make archived clips searchable by headline, type, and date ranges. 
 
The point is, providing recent coverage and up-to-date information shows journalists that 
your company is committed to providing a level playing field.  It also means the journalist 
won’t have to leave your website to find this information. 
 
For some best-practices examples, visit: 
 www.charter.com 
 www.expresspersonnel.com 
 www.farmland.org 
 www.nau.edu 
 
 
9. Allow reporters to request news. 
 
You got them to your website— don’t let them leave without providing a way to stay up-
to-date on your organization.  Make it obvious and easy for a journalist to request future 
news and self-certify their news interests in your organization. Offer a list of topics about 
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your organization that they can choose from and click to be added to your media lists.  
Once they have told you what they want, you can send them only the targeted 
information they’ve requested.   
 
For some best-practices examples, visit: 
 www.charter.com 
 www.expresspersonnel.com 
 www.farmland.org 
 www.nau.edu 
 
 
10. List awards and recognition. 
 
In our survey, awards and recognition came in last as far as what journalists wanted to 
see on your website. However, that doesn’t mean you shouldn’t talk about them! Awards 
add credibility by demonstrating the recognition of your peers, the industry, and other 
outside sources. They help to establish your standing in the observer’s eye. 
 
For some best-practices examples, visit: 
 www.charter.com 
 www.expresspersonnel.com 
  
  
Better Access to Information Means Better Exposure 
 
Properly crafted, your online newsroom will prove a vital tool for serving journalists—and 
your PR goals—more effectively. But ultimately, the most important feature of your 
online newsroom will be your company’s commitment to it. Keeping your site accurate 
and timely is vital to realizing the true value of a project that has taken considerable time, 
planning, and resources. 
 
Recently, a colleague told me about a story they had lined up with a big name 
publication.  The story was going to be an incredible coup for the PR department and 
was moving along wonderfully.  When the story came out, the organization’s background 
was totally wrong!  The Director of PR followed up with the journalist who sent him back 
to their own website where the information he used was there verbatim. Ouch! 
 
In the end, your efforts will translate into good news for the image and reputation 
projected from your website to journalists, employees, business targets, and all your key 
publics. 
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