
60.45% 214

21.19% 75

17.51% 62

34.46% 122

64.41% 228

Q1 What outlet(s) does your the
organisation publish to? You may choose

multiple answers
Answered: 354 Skipped: 0

Total Respondents: 354  

# Other (please specify) Date

1 News agency 9/30/2014 10:12 AM

2 Social Media 9/19/2014 11:47 AM

3 Billboards 9/11/2014 3:30 PM

4 Mobile, iPad 9/3/2014 9:31 PM

5 News provider 9/3/2014 4:44 PM

6 Ipad and mobile 9/3/2014 4:37 PM

Newspaper

Magazine

Television

Radio

Online
(including...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Newspaper

Magazine

Television

Radio

Online (including bloggers and social media)
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69.21% 245

35.31% 125

5.08% 18

1.13% 4

21.19% 75

2.54% 9

2.26% 8

Q2 Which best describes your occupation?
You may choose multiple answers

Answered: 354 Skipped: 0

Total Respondents: 354  

# Other (please specify) Date

1 Entertainment Reporter 10/1/2014 5:53 PM

2 On Air Presenter 9/30/2014 5:06 PM

3 Author 9/30/2014 4:21 PM

4 + Social media publisher and mod 9/30/2014 1:58 PM

5 General Manager 9/30/2014 12:23 PM

6 Radio broadcasting 9/30/2014 12:04 PM

7 Broadcaster, Manager 9/19/2014 11:47 AM

8 Radio columnist/Entertainment Contributor 9/19/2014 10:05 AM

9 Radio Presenter 9/19/2014 9:59 AM

Journalist

Editor

Photographer/Ph
otographic...

Video Editor

Producer

Professional
Blogger

Personal
Blogger

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Journalist

Editor

Photographer/Photographic Editor

Video Editor

Producer

Professional Blogger

Personal Blogger
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10 photographer/journalist 9/15/2014 6:21 PM

11 Reviewer 9/13/2014 6:31 PM

12 General Manager Media organisation 9/13/2014 8:22 AM

13 Consoloe Operatoer / Chairman 2REM 9/12/2014 9:46 PM

14 freelance to newspaper 9/12/2014 9:30 AM

15 Manager 9/11/2014 8:53 PM

16 Broadcaster 9/11/2014 4:53 PM

17 Anchor 9/11/2014 4:47 PM

18 Film critic 9/11/2014 1:29 PM

19 trade marketing 9/11/2014 12:54 PM

20 General Manager - Radio Stations 9/11/2014 12:32 PM

21 Account Manager 9/11/2014 12:09 PM

22 Manager 9/11/2014 12:08 PM

23 Presenter 9/11/2014 12:07 PM

24 Programmer 9/11/2014 12:02 PM

25 Content Director 9/11/2014 12:01 PM

26 General Manager 9/11/2014 12:01 PM

27 Opinion columnist 9/11/2014 12:00 PM

28 radio programmer 9/11/2014 11:57 AM

29 Entertainment public Relations & marketing also 9/5/2014 6:31 PM

30 Photo Researcher/Editorial Coordinator 9/4/2014 10:19 AM

31 Commercial 9/3/2014 4:44 PM

32 Announcer (none of the other options) 9/3/2014 4:39 PM

33 Radio Presenter 9/3/2014 4:32 PM
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1.26% 4

9.43% 30

9.12% 29

0.94% 3

5.97% 19

6.29% 20

4.09% 13

49.06% 156

7.55% 24

2.52% 8

3.77% 12

Q3 Which of the following best describes
your specialty?
Answered: 318 Skipped: 36

Automotive/Moto
rcycle

Entertainment
(Music)

Entertainment
(Film/TV)

Fashion

Finance

Government/Poli
tics

Health

News

Sport

Technology

Travel

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Automotive/Motorcycle

Entertainment (Music)

Entertainment (Film/TV)

Fashion

Finance

Government/Politics

Health

News

Sport

Technology

Travel
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Total 318

# Other (please specify) Date

1 Work across multiple areas. 10/1/2014 2:47 PM

2 Property/real estate 10/1/2014 11:23 AM

3 A Bit of Everything 9/30/2014 5:06 PM

4 International news 9/30/2014 5:03 PM

5 Food and Wine 9/30/2014 4:21 PM

6 plus stage, music, books, arts and travel 9/30/2014 3:30 PM

7 Boating, fishing, marine, marine environment 9/30/2014 1:58 PM

8 Food and wine 9/30/2014 1:40 PM

9 Food 9/30/2014 11:43 AM

10 Transport, Agriculture, Marine, RV, Industry 9/30/2014 10:56 AM

11 Indigenous Australian arts and culture 9/30/2014 10:42 AM

12 Breaking news which includes all of the above 9/30/2014 10:12 AM

13 real estate 9/30/2014 10:10 AM

14 current affairs 9/30/2014 10:00 AM

15 Rural and regional issues 9/30/2014 9:51 AM

16 All entertainment and Fashion 9/22/2014 10:02 AM

17 design and architecture 9/22/2014 9:55 AM

18 Business 9/22/2014 9:06 AM

19 human interest 9/19/2014 8:52 PM

20 General 9/19/2014 5:28 PM

21 Community News (btw, this isn't so obscure that it should come under "other") 9/19/2014 3:16 PM

22 Arts and entertainment 9/19/2014 12:04 PM

23 Local News and Information 9/19/2014 11:47 AM

24 Education 9/19/2014 11:11 AM

25 agriculture 9/19/2014 10:13 AM

26 property 9/19/2014 10:07 AM

27 Online content 9/19/2014 10:01 AM

28 + General interest 9/19/2014 9:59 AM

29 Food Gardening 9/16/2014 4:59 PM

30 Permaculture, Green, Sustainability 9/14/2014 3:08 PM

31 commercial radio and on-line broadcasting 9/13/2014 8:22 AM

32 Presenter 9/12/2014 9:46 PM

33 Kids design lifestyle 9/12/2014 9:12 PM

34 Food 9/12/2014 7:12 PM

35 Property / Real Estate 9/12/2014 11:12 AM

36 Current Affairs 9/12/2014 10:05 AM

37 Education 9/12/2014 9:52 AM

38 Entertainment (Books) 9/12/2014 3:24 AM
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39 Court 9/11/2014 11:02 PM

40 Lifestyle 9/11/2014 7:09 PM

41 Food 9/11/2014 6:43 PM

42 All areas Entertainment 9/11/2014 5:14 PM

43 Current Affairs 9/11/2014 4:53 PM

44 crime 9/11/2014 4:37 PM

45 Personal profiles 9/11/2014 3:21 PM

46 Lifestyle, beauty, travel, health, fitness 9/11/2014 1:47 PM

47 Geographic area - covering the Gold Coast to Byron Bay 9/11/2014 1:21 PM

48 Human Interest 9/11/2014 1:20 PM

49 Local Issues 9/11/2014 1:17 PM

50 Food 9/11/2014 1:15 PM

51 Crime 9/11/2014 1:10 PM

52 Industry 9/11/2014 12:54 PM

53 Business, Family, Health 9/11/2014 12:51 PM

54 wine 9/11/2014 12:51 PM

55 Agriculture 9/11/2014 12:41 PM

56 World news 9/11/2014 12:37 PM

57 education 9/11/2014 12:36 PM

58 Community 9/11/2014 12:35 PM

59 Agriculture, 9/11/2014 12:33 PM

60 Media - Radio - Entertainment - Music - Sport - News 9/11/2014 12:32 PM

61 current affairs 9/11/2014 12:28 PM

62 Features 9/11/2014 12:25 PM

63 Crime 9/11/2014 12:22 PM

64 Education 9/11/2014 12:22 PM

65 Broad range 9/11/2014 12:15 PM

66 All local issues 9/11/2014 12:13 PM

67 also health, entertainment, court 9/11/2014 12:07 PM

68 History 9/11/2014 12:04 PM

69 careers, professional advice 9/11/2014 12:03 PM

70 Crime 9/11/2014 12:03 PM

71 Radio Broadcasting 9/11/2014 12:01 PM

72 We have 3 radio stations, covering a wide demographic 9/11/2014 12:01 PM

73 Lifestyle and entertainment 9/11/2014 12:01 PM

74 Music 9/11/2014 12:01 PM

75 features and special publications 9/11/2014 12:00 PM

76 Food, Human Interest, Arts, Books 9/11/2014 12:00 PM

77 Feminism and social justice 9/11/2014 12:00 PM

78 and arts and music 9/11/2014 12:00 PM

79 Agribusiness/agriculture 9/11/2014 11:58 AM
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80 Arts 9/11/2014 11:57 AM

81 Community news 9/11/2014 11:57 AM

82 public affairs 9/11/2014 11:56 AM

83 general 9/5/2014 1:28 PM

84 General interest for localised radio 9/4/2014 1:57 PM

85 Features 9/4/2014 12:44 PM

86 sexuality and lifestyle 9/4/2014 11:56 AM

87 Arts 9/4/2014 10:19 AM

88 all 9/4/2014 9:23 AM

89 Lifestyle - arts, sports, beauty, TV, products 9/3/2014 6:37 PM

90 general news, info & current affairs 9/3/2014 6:06 PM

91 Indigenous Affairs 9/3/2014 5:43 PM

92 General features 9/3/2014 5:25 PM

93 News, comedy, light entertainment 9/3/2014 5:12 PM

94 Court and crime 9/3/2014 5:04 PM

95 Also News and editorial for advertising. 9/3/2014 4:49 PM

96 Wine, beer spirits. None of the buttons go close, so pls ignore 9/3/2014 4:44 PM

97 general business 9/3/2014 4:39 PM

98 Lifestyle 9/3/2014 4:34 PM

99 sport 9/3/2014 4:27 PM

100 Real Estate, local commercial interests 9/3/2014 4:26 PM

101 Rural and regional issues 9/3/2014 4:24 PM

102 Entertainment (all) 9/3/2014 4:24 PM

103 Lifestyle 9/3/2014 4:24 PM

104 human interest daily column 9/3/2014 4:23 PM

105 Real estate 9/3/2014 4:22 PM

7 / 65

PR Perceptions vs Media Realities SurveyMonkey



18.64% 66

16.67% 59

9.04% 32

29.94% 106

25.71% 91

Q4 About how many employees work at
your organisation?

Answered: 354 Skipped: 0

Total 354

1-10

10-50

50-100

100-1000

More than 1000

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

1-10

10-50

50-100

100-1000

More than 1000
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98.86% 348

5.11% 18

0.57% 2

0.57% 2

0.57% 2

0.00% 0

0.00% 0

0.00% 0

Q5 Where is your publication's major
market?

Answered: 352 Skipped: 2

Total Respondents: 352  

Australia

New Zealand

USA/Canada

UK/Europe

Asia

Middle East

Africa

South America

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Australia

New Zealand

USA/Canada

UK/Europe

Asia

Middle East

Africa

South America
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13.28% 47

1.69% 6

72.60% 257

12.43% 44

Q6 Do you maintain a blog or other social
media as part of your job?

Answered: 354 Skipped: 0

Total 354

I write a blog
and maintain...

I write a blog
only

I maintain
social media...

I do not have
a blog or ot...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

I write a blog and maintain other social media

I write a blog only

I maintain social media accounts only

I do not have a blog or other social media accounts
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42.11% 136

59.44% 192

11.15% 36

37.46% 121

73.07% 236

45.51% 147

Q7 What are the main reasons you use
social media? (You may choose multiple

answers)
Answered: 323 Skipped: 31

Total Respondents: 323  

# Other (please specify) Date

1 Also to Tweet breaking news to the masses 9/30/2014 6:54 PM

2 to meet new people and interact in that space 9/30/2014 10:42 AM

3 As a supplementary source 9/30/2014 10:12 AM

4 To keep in touch with what people are talking about 9/30/2014 10:06 AM

5 Test out things such as bad business practices to see if others have experienced the same thing to find other
interviewees

9/22/2014 9:06 AM

6 publish content 9/19/2014 11:47 AM

7 I dont as yet 9/19/2014 10:07 AM

8 On-line is complimentary to our commercial radio services. We use on-line to extend our programming,
information and community involvement

9/13/2014 8:22 AM

Develop
contacts wit...

Crowd sourcing
to get break...

Receive PR
material for...

Keep up with
friends

Promote your
publication

Research your
area of...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Develop contacts with other media

Crowd sourcing to get breaking news

Receive PR material for a company

Keep up with friends

Promote your publication

Research your area of expertise
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9 To troll other news websites 9/12/2014 9:32 AM

10 Develop contacts with industry 9/12/2014 3:24 AM

11 News gathering 9/11/2014 5:32 PM

12 Promote my stories/myself 9/11/2014 1:15 PM

13 i don't uise social media 9/11/2014 12:36 PM

14 To maintain contact and preserve loyalty with listeners and advertisers 9/11/2014 12:32 PM

15 find contacts for stories 9/11/2014 12:19 PM

16 Monitor what stories are important to readers 9/11/2014 12:04 PM

17 Promote our product 9/11/2014 12:01 PM

18 Social media is one of the main ways we make our news stories available online. 9/11/2014 12:00 PM

19 Inform followers of good/bad movies, books, music 9/5/2014 6:31 PM

20 I don't support social media 9/4/2014 4:38 PM

21 To engage with others. 9/4/2014 12:51 PM

22 Promote my work/connect with readers 9/3/2014 6:36 PM

23 We are not a publications 9/3/2014 6:06 PM

24 combination of the above 9/3/2014 5:04 PM

25 As an archive of my published work 9/3/2014 4:44 PM

26 Develop talent contacts 9/3/2014 4:24 PM

27 Peer pressure 9/3/2014 4:23 PM

28 Frequently my work is cut by editors -- I use the blog as an archive so the full, authorised version is on record 9/3/2014 4:23 PM
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47.25% 163

52.75% 182

Q8 Are you male or female?
Answered: 345 Skipped: 9

Total 345

Male

Female

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Male

Female
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13.87% 48

26.01% 90

27.17% 94

21.68% 75

11.27% 39

Q9 Which category below includes your
age?

Answered: 346 Skipped: 8

Total 346

18-29

30-39

40-49

50-59

60 or older

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

18-29

30-39

40-49

50-59

60 or older
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4.36% 15

25.29% 87

64.83% 223

5.23% 18

0.29% 1

0.00% 0

Q10 How proficient are you at using the
Internet to find information?

Answered: 344 Skipped: 10

Total 344

I secretly
developed...

Expert

I usually find
what I need...

Just Google it
(average user)

I can't set up
a Twitter...

Where do I
find this...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

I secretly developed Google but prefer working in the media

Expert

I usually find what I need (proficient)

Just Google it (average user)

I can't set up a Twitter account (not very confident)

Where do I find this "Internet"?
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22.90% 79

77.10% 266

Q11 Have you ever worked as a PR or any
other role in corporate/government

communications?
Answered: 345 Skipped: 9

Total 345

Yes

No

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Yes

No
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32.17% 111

30.72% 106

25.80% 89

11.30% 39

Q12 Which format do you prefer to receive
media releases?
Answered: 345 Skipped: 9

Total 345

PDF

Word doc

Plain Text

HTML

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

PDF

Word doc

Plain Text

HTML
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25.59% 87

27.06% 92

15.29% 52

4.12% 14

21.18% 72

6.76% 23

Q13 How often do you or your publication
use supplied image content?Please also

include online versions of your
publication/outlet

Answered: 340 Skipped: 14

Total 340

Daily

Most days

Once a week

Once a month

Rarely

Never

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Daily

Most days

Once a week

Once a month

Rarely

Never
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23.91% 77

28.57% 92

7.76% 25

6.52% 21

33.23% 107

Q14 What specifications do you prefer for
images?

Answered: 322 Skipped: 32

Total 322

# Other (please specify) Date

1 I hate having large files directly emailed to me by PRs, I have limited mailbox space 9/30/2014 5:05 PM

2 1024 x 683 9/30/2014 1:59 PM

3 Hi & low res for print and online 9/30/2014 10:57 AM

4 I just ask for a big jpg file usually 2 MB plus is fine for print quality 9/22/2014 9:07 AM

5 Depens if for print or online 9/19/2014 9:59 AM

6 I prefer them to be supplied direct to the picture department. They just clog my email. 9/14/2014 9:17 PM

7 550px wide 9/12/2014 9:14 PM

8 It depends 9/12/2014 10:16 AM

9 I don't put images together 9/12/2014 9:31 AM

10 Prefer images on request 9/11/2014 7:10 PM

11 jpeg format important 9/11/2014 1:23 PM

12 Broadcast quality 9/11/2014 12:30 PM

13 Depends 9/11/2014 12:08 PM

4000 pixels on
the longest...

3000 pixels on
the longest...

2000 pixels on
the longest...

1000 pixels on
the longest...

Don't know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

4000 pixels on the longest side jpeg (approx 3Mb)

3000 pixels on the longest side jpeg (approx 1.5Mb)

2000 pixels on the longest side jpeg (approx 0.8Mb)

1000 pixels on the longest side jpeg (approx 0.5Mb)

Don't know
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14 varies 9/11/2014 12:02 PM

15 bigger is always better 9/11/2014 12:01 PM

16 not important, provided the image is properly processed/compressed 9/11/2014 11:59 AM

17 never taken too much notice of sizes 9/5/2014 6:32 PM

18 Not important, our pics don't run larger than 310px on longest side 9/3/2014 10:54 PM

19 I only deal with text, someone else does images/layout 9/3/2014 6:37 PM

20 not applicable 9/3/2014 6:07 PM
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7.41% 6

64.20% 52

28.40% 23

Q15 Please tell us why you rarely or never
use images

Answered: 81 Skipped: 273

Total 81

# Other (please specify) Date

1 I'm likely use social media to link to stories created online by online content producers within my
company/network - they'd be the ones who decide whether we use supplied images or not, so I'm not sure

9/30/2014 4:59 PM

2 prefer to take our own 9/30/2014 11:44 AM

3 Google is quicker and easier 9/30/2014 9:54 AM

4 Often they are supplied by our opposition and it is annoying that we were not offered a chance to shoot the
images the way we would have wanted them.

9/22/2014 10:03 AM

5 It's company preference not to use supplied images 9/19/2014 11:22 AM

6 If we need photos, we'll get our photographers to take them. 9/19/2014 10:03 AM

7 N/a 9/19/2014 10:00 AM

8 Not always what we require. 9/15/2014 3:00 PM

9 We prefer to use of oen 9/14/2014 9:17 PM

10 I only publish twice a year. 9/14/2014 3:10 PM

11 usage must be relevant to our community and commercial interests 9/13/2014 8:25 AM

12 We take good imges, thanks 9/12/2014 9:34 AM

13 Better to use our own wherever possible 9/11/2014 11:03 PM

14 We like to take our own when possible 9/11/2014 7:11 PM

15 prefer to use moving pictures rather than stills 9/11/2014 5:42 PM

16 Someone else sources them 9/11/2014 3:32 PM

17 Hard to get sub-editors to use them 9/11/2014 1:56 PM

Lack of
availability

No need for
them

It's company
policy not t...
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Answer Choices Responses

Lack of availability

No need for them

It's company policy not to use supplied images
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18 this is radio 9/11/2014 1:36 PM

19 We prefer to use own images/don't use much PR for stories 9/11/2014 1:22 PM

20 Copyright concerns 9/11/2014 12:53 PM

21 if avoidable, because they are usually crap 9/11/2014 12:53 PM

22 we take our own photos 9/11/2014 12:04 PM

23 Have own photographers 9/11/2014 12:02 PM

24 Graphics are used, supplied photos never. 9/8/2014 3:25 PM

25 Work in radio 9/5/2014 2:35 PM

26 It is our policy to only use them as a last resort 9/4/2014 10:10 AM

27 WE usually have no need but after outsourcing photographic our needs may change 9/3/2014 7:30 PM

28 We are radio 9/3/2014 6:07 PM

29 Quality 9/3/2014 4:41 PM

30 your selection not mine 9/3/2014 4:28 PM

31 Often easier to find file images in our own system 9/3/2014 4:26 PM

32 They generally look cheesy/promoting product 9/3/2014 4:23 PM

33 We have our own 9/3/2014 4:22 PM

34 We're radio 9/3/2014 4:22 PM
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16.36% 54

16.06% 53

9.09% 30

6.67% 22

30.00% 99

21.82% 72

Q16 How often do you or your publication
use supplied video content?Please also

include online versions of your
publication/outlet

Answered: 330 Skipped: 24

Total 330

Daily

Most days

Once a week

Once a month

Rarely

Never

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Daily

Most days

Once a week

Once a month

Rarely

Never
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43.72% 101

29.87% 69

23.38% 54

3.03% 7

Q17 Which format do you prefer to receive
video content?

Answered: 231 Skipped: 123

Total 231

# Other (please specify e.g. 1920x1080 8Mbit/s H.264 MP4) Date

1 Don't know 10/1/2014 2:49 PM

2 don't know 9/30/2014 4:59 PM

3 don't know, not my area 9/30/2014 1:43 PM

4 n/a 9/22/2014 9:07 AM

5 Don't know 9/19/2014 11:23 AM

6 N/a 9/19/2014 10:00 AM

7 YouTube/Online broadcast quality 9/13/2014 6:33 PM

8 Not sure, not my area 9/12/2014 7:13 PM

9 Don't know 9/12/2014 10:16 AM

10 used by the publication but not to do with me 9/12/2014 9:32 AM

11 Not sure 9/11/2014 7:11 PM

12 none 9/11/2014 1:36 PM

13 Standard def for the time being, this may change soon 9/11/2014 12:32 PM

14 You Tube or similar web friendly link 9/11/2014 12:31 PM

High Def

Standard Def

Streaming
Quality

DVD
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Answer Choices Responses

High Def

Standard Def

Streaming Quality

DVD

24 / 65

PR Perceptions vs Media Realities SurveyMonkey



15 N/A 9/11/2014 12:15 PM

16 no idea 9/11/2014 12:05 PM

17 Don't Know 9/11/2014 12:01 PM

18 don't know 9/11/2014 11:59 AM

19 n/a 9/11/2014 11:59 AM

20 no idea 9/11/2014 11:58 AM

21 lklkl 9/11/2014 11:57 AM

22 As a Vimeo/YouTube link 9/8/2014 10:46 AM

23 Unsure 9/4/2014 5:17 PM

24 don[t know 9/4/2014 9:24 AM

25 We do our own 9/3/2014 10:55 PM

26 sorry no idea 9/3/2014 7:30 PM

27 Someone else does, I do text only 9/3/2014 6:37 PM

28 we are radio 9/3/2014 6:07 PM

29 n.a 9/3/2014 4:40 PM

30 No idea 9/3/2014 4:39 PM

31 Audio from the video only 9/3/2014 4:33 PM

32 Don't personally work with video content, so no preference 9/3/2014 4:24 PM
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17.89% 34

65.26% 124

16.84% 32

Q18 Please tell us why you rarely or never
use video

Answered: 190 Skipped: 164

Total 190

Lack of
availability

No need for
them

It's company
policy not t...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Lack of availability

No need for them

It's company policy not to use supplied video
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10.74% 35

11.96% 39

6.44% 21

4.29% 14

33.74% 110

32.82% 107

Q19 How often do you or your publication
use supplied audio content?Please also

include online versions of your
publication/outlet

Answered: 326 Skipped: 28

Total 326

Daily

Most days

Once a week

Once a month

Rarely

Never

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Daily

Most days

Once a week

Once a month

Rarely

Never
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Q20 Which format do you prefer to receive
audio content?(eg "192 kbit/s MP3" or leave

blank if unknown)
Answered: 54 Skipped: 300

# Responses Date

1 wav 10/2/2014 4:08 PM

2 192 kbit/s MP3 10/1/2014 5:54 PM

3 MP3 10/1/2014 11:58 AM

4 Honestly any decent quality file format is fine 9/30/2014 5:06 PM

5 MP3 9/30/2014 12:26 PM

6 MP3 9/30/2014 12:06 PM

7 192 kbit/s MP3 9/30/2014 10:11 AM

8 mp3 9/30/2014 10:02 AM

9 Best possible 9/30/2014 9:55 AM

10 MP3 9/22/2014 10:04 AM

11 n/a 9/22/2014 9:08 AM

12 MP3 9/19/2014 5:10 PM

13 256kbit/s MP3 9/19/2014 10:02 AM

14 .mp3 9/12/2014 9:48 PM

15 not sure not my area 9/12/2014 7:13 PM

16 None 9/12/2014 9:34 AM

17 192 kbit/s MP3 9/12/2014 3:26 AM

18 256 kbit/s BWF 9/11/2014 10:49 PM

19 mp3 9/11/2014 4:49 PM

20 MP3 9/11/2014 3:39 PM

21 MP3 9/11/2014 2:46 PM

22 48000hz 256kbps mp3 9/11/2014 1:39 PM

23 320 kbit/s 9/11/2014 1:31 PM

24 .wav 9/11/2014 1:30 PM

25 Mp3 9/11/2014 1:10 PM

26 mp3 128 9/11/2014 1:01 PM

27 mp3 9/11/2014 12:58 PM

28 wav files 9/11/2014 12:55 PM

29 192 kbits/min 9/11/2014 12:35 PM

30 wav aiff or mp3 9/11/2014 12:32 PM

31 unknown 9/11/2014 12:31 PM

32 N/A 9/11/2014 12:15 PM

33 mp3 9/11/2014 12:11 PM

34 MP3 9/11/2014 12:09 PM
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35 unknown 9/11/2014 12:06 PM

36 WAV 9/11/2014 12:06 PM

37 wav 9/11/2014 12:04 PM

38 MP3 9/11/2014 12:03 PM

39 Don't KNow 9/11/2014 12:01 PM

40 MP3 9/5/2014 8:00 AM

41 MP3 9/4/2014 2:27 PM

42 .wav 9/4/2014 2:26 PM

43 don't know 9/4/2014 9:25 AM

44 no idea 9/3/2014 7:30 PM

45 High quality mp3 9/3/2014 5:49 PM

46 AIF 48khz 9/3/2014 5:14 PM

47 Na 9/3/2014 4:47 PM

48 No idea 9/3/2014 4:39 PM

49 MP3 9/3/2014 4:38 PM

50 MP3 192 9/3/2014 4:34 PM

51 Not my area 9/3/2014 4:23 PM

52 Mp3 9/3/2014 4:23 PM

53 WAV 9/3/2014 4:23 PM

54 MP3 9/3/2014 4:22 PM
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9.05% 20

77.38% 171

13.57% 30

Q21 Please tell us why you rarely or never
use audio

Answered: 221 Skipped: 133

Total 221

Lack of
availability

No need for
them

It's company
policy not t...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Lack of availability

No need for them

It's company policy not to use supplied audio
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0.66% 2

0.33% 1

95.68% 288

1.33% 4

0.66% 2

1.33% 4

Q22 How would you prefer to receive
notification of updated news or PR material

from a company?
Answered: 301 Skipped: 53

Total 301

# Other (please specify) Date

1 Please don't call straight after you email to check it arrived 9/14/2014 9:20 PM

2 Prefer not to. 9/12/2014 9:37 AM

3 Not just notification, actually send the information 9/8/2014 10:48 AM

4 definitely not phone 9/3/2014 6:40 PM

5 Really have very little interest in pr material. Not relevant. 9/3/2014 4:42 PM

Twitter

Facebook

Email
Notification

Phone call
from PR

SMS message

Online Newsroom

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Twitter

Facebook

Email Notification

Phone call from PR

SMS message

Online Newsroom
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5.32% 16

63.46% 191

29.24% 88

0.33% 1

1.66% 5

Q23 Given the choice, how would you
prefer to receive supplied MULTIMEDIA

content from a company or PR?
Answered: 301 Skipped: 53

Total 301

# Other (please specify) Date

1 Only on request and by email or courier 9/22/2014 9:13 AM

2 None 9/16/2014 1:59 PM

3 For use online, via direct download - for review purposes, via post. 9/13/2014 6:37 PM

4 Prefer if pr people moved to their own nation where phones have not been invented 9/12/2014 9:37 AM

5 directly and email 9/12/2014 9:34 AM

6 no idea 9/11/2014 1:27 PM

7 N/A 9/11/2014 12:03 PM

8 Really should be linked from the release 9/8/2014 10:48 AM

9 But on request only 9/3/2014 6:41 PM

10 we don't use it - see earlier response 9/3/2014 6:09 PM

11 Email with link, don't attach materia 9/3/2014 4:52 PM

12 Wouldn't want it. 9/3/2014 4:42 PM

Directly from
company or P...

Email

Direct
download fro...

Social media
channel (eg....

Post

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Directly from company or PR representative

Email

Direct download from an online source

Social media channel (eg. Twitter, Facebook, Youtube)

Post
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13 backbox or similar software 9/3/2014 4:42 PM
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19.87% 59

75.08% 223

5.05% 15

Q24 If multimedia content is supplied as
part of a media release, what would you

presume to be the copyright status?
Answered: 297 Skipped: 57

Total 297

Copyright free

Copyright free
for media use

Copyright
applies and...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Copyright free

Copyright free for media use

Copyright applies and permission must be sought for usage
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Q25 Presuming you were researching a
news item about a company/organisation,
please rank the following as a source of

information on a DAY-TO-DAY basis.NOTE:
The numbers remain in ascending order but

the words will move according to your
preference.

Answered: 301 Skipped: 53

6.64%
20

5.32%
16

9.63%
29

14.62%
44

35.88%
108

27.91%
84

 
301

 
2.49

2.99%
9

8.31%
25

8.64%
26

19.60%
59

31.56%
95

28.90%
87

 
301

 
2.45

21.26%
64

19.93%
60

20.93%
63

21.59%
65

6.64%
20

9.63%
29

 
301

 
3.99

37.21%
112

29.57%
89

19.93%
60

7.64%
23

2.99%
9

2.66%
8

 
301

 
4.82

27.24%
82

23.26%
70

24.92%
75

12.96%
39

8.31%
25

3.32%
10

 
301

 
4.38

4.65%
14

13.62%
41

15.95%
48

23.59%
71

14.62%
44

27.57%
83

 
301

 
2.87

Twitter

Facebook

Phone call to
PR...

Company/Organis
ation's webs...

Google

Other news
outlets

0 1 2 3 4 5

 1 2 3 4 5 6 Total Average
Ranking

Twitter

Facebook

Phone call to PR representative

Company/Organisation's website or online
newsroom

Google

Other news outlets
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Q26 Presuming you were researching a
news item about a company/organisation,
please rank the following as a source of

information during a CRISIS
situation.NOTE: The numbers remain in
ascending order but the words will move

according to your preference.
Answered: 301 Skipped: 53

10.30%
31

22.59%
68

22.26%
67

21.26%
64

13.29%
40

10.30%
31

 
301

 
3.64

20.93%
63

32.89%
99

20.27%
61

11.96%
36

6.98%
21

6.98%
21

 
301

 
4.28

3.99%
12

9.30%
28

10.30%
31

19.27%
58

30.23%
91

26.91%
81

 
301

 
2.57

44.52%
134

14.95%
45

10.96%
33

13.62%
41

7.64%
23

8.31%
25

 
301

 
4.50

7.97%
24

10.63%
32

19.27%
58

21.26%
64

25.25%
76

15.61%
47

 
301

 
3.08

12.29%
37

9.63%
29

16.94%
51

12.62%
38

16.61%
50

31.89%
96

 
301

 
2.93

Other news
outlets

Company/Organis
ation's webs...

Facebook

Phone call to
PR...

Google

Twitter

0 1 2 3 4 5

 1 2 3 4 5 6 Total Average
Ranking

Other news outlets

Company/Organisation's website or online
newsroom

Facebook

Phone call to PR representative

Google

Twitter
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32.67% 98

31.67% 95

25.00% 75

10.67% 32

Q27 Do you think it's important for a
company/organisation to have a corporate

online newsroom?
Answered: 300 Skipped: 54

Total 300

Very Important

Important

Somewhat
Important

Not important

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Very Important

Important

Somewhat Important

Not important
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20.27% 61

34.88% 105

14.29% 43

26.91% 81

3.65% 11

Q28 How often would you visit a
company/organisation's online newsroom?

Answered: 301 Skipped: 53

Total 301

Daily

Once a week

Once a month

Rarely

Never

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Answer Choices Responses

Daily

Once a week

Once a month

Rarely

Never
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Q29 In regards to features you may find on
a corporate online newsroom, how

important is it to have:
Answered: 271 Skipped: 83

Search
function for...

Email
notification...

Latest Media
releases

Downloadable
images
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Downloadable
video

Downloadable
audio

All related
multimedia...

Content placed
into categories
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Archive of
media releases

Compatibility
with mobile...

Access to the
company's...

Ability to
share conten...

Ability for
public and/o...
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63.06%
169

28.73%
77

7.09%
19

0.37%
1

0.75%
2

 
268

24.54%
66

26.77%
72

29.00%
78

13.01%
35

6.69%
18

 
269

71.11%
192

21.85%
59

6.30%
17

0.37%
1

0.37%
1

 
270

Extremely Important Very important Somewhat Important

Not very important Unimportant

PR Contact
Information

Text message
notification...

Direct link to
newsroom fro...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

 Extremely
Important

Very
important

Somewhat
Important

Not very
important

Unimportant Total

Search function for all content

Email notifications of new content added

Latest Media releases
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42.01%
113

27.51%
74

20.82%
56

6.69%
18

2.97%
8

 
269

22.93%
61

19.17%
51

30.83%
82

16.92%
45

10.15%
27

 
266

19.01%
50

17.49%
46

27.00%
71

20.53%
54

15.97%
42

 
263

22.85%
61

25.84%
69

34.08%
91

11.99%
32

5.24%
14

 
267

21.64%
58

36.94%
99

28.73%
77

10.82%
29

1.87%
5

 
268

46.10%
124

30.86%
83

19.33%
52

3.35%
9

0.37%
1

 
269

25.47%
68

31.84%
85

28.09%
75

8.61%
23

5.99%
16

 
267

22.85%
61

31.46%
84

30.34%
81

9.74%
26

5.62%
15

 
267

17.91%
48

23.13%
62

28.73%
77

18.66%
50

11.57%
31

 
268

11.24%
30

13.86%
37

23.22%
62

29.21%
78

22.47%
60

 
267

73.98%
199

16.36%
44

7.43%
20

0.74%
2

1.49%
4

 
269

6.79%
18

13.58%
36

24.91%
66

31.70%
84

23.02%
61

 
265

41.67%
110

26.89%
71

23.48%
62

6.06%
16

1.89%
5

 
264

# Other (please specify) Date

1 in my experience, it would be nice if they were actually kept current. 9/30/2014 10:01 AM

2 media contacts kept up to date! 9/22/2014 10:09 AM

3 Up to date information on key company executives and their contact details 9/12/2014 12:52 PM

4 The not-market-sensistive releases that tend to be posted to these sites should also be send by PRs to
journalists by email with market releases

9/12/2014 3:31 AM

5 Ability to access without a password or the need to create an account 9/11/2014 1:37 PM

6 Infuriates me when there are no media contact details! Needs to be name of contact, email address, landline
and mobile number. Titles also good if there is more than one media contact so you can work out who is the
best person for your query.

9/11/2014 1:20 PM

7 MOBILE number for PR contact 9/4/2014 11:45 AM

8 PR contact info should include direct phone numbers not just email addresses 9/3/2014 7:36 PM

9 No mention here and in other sections of direct phone or email comms with executives responsible for issues.
This is overwhelmingly my starting point

9/3/2014 4:56 PM

10 Make sure phone numbers are staffed when needed and displayed prominently 9/3/2014 4:36 PM

11 Name, bios and good images of top execs are very useful (ideally more options than just a small headshot) 9/3/2014 4:28 PM

Downloadable images

Downloadable video

Downloadable audio

All related multimedia bundled together with
media releases

Content placed into categories

Archive of media releases

Compatibility with mobile device

Access to the company's social media
channels

Ability to share content with your own social
media channels

Ability for public and/or media to make
comments on releases

PR Contact Information

Text message notification of new content

Direct link to newsroom from homepage of
public website
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Q30 In regards to the information available
to you via a corporate online newsroom,

how important is it to have:
Answered: 263 Skipped: 91

Company/organis
ations...

Crisis
communications

Corporate
background

Executive
biographies

Product
technical...
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Annual report

Multimedia
content

Regular updates

Marketing
initiatives

Contact
Information
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35.38%
92

37.31%
97

17.31%
45

10.00%
26

 
260

68.20%
178

24.14%
63

5.36%
14

2.30%
6

 
261

29.73%
77

46.33%
120

20.08%
52

3.86%
10

 
259

26.15%
68

38.85%
101

27.31%
71

7.69%
20

 
260

15.83%
41

33.59%
87

40.15%
104

10.42%
27

 
259

29.07%
75

34.88%
90

27.91%
72

8.14%
21

 
258

24.62%
64

36.54%
95

31.15%
81

7.69%
20

 
260

43.30%
113

43.30%
113

11.88%
31

1.53%
4

 
261

10.51%
27

23.74%
61

45.14%
116

20.62%
53

 
257

83.91%
219

13.41%
35

1.92%
5

0.77%
2

 
261

Very important Important Somewhat important Not important

Speeches

Awards and
recognition

Media
clippings/pr...

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

 Very important Important Somewhat important Not important Total

Company/organisations financial information available

Crisis communications

Corporate background

Executive biographies

Product technical specifications

Annual report

Multimedia content

Regular updates

Marketing initiatives

Contact Information
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14.94%
39

33.33%
87

39.46%
103

12.26%
32

 
261

7.34%
19

28.57%
74

37.07%
96

27.03%
70

 
259

18.32%
48

35.11%
92

36.26%
95

10.31%
27

 
262

# Other (please specify) Date

1 These are all things that should be on the main site. It is silly to house them in a separate "newsroom" that will
only be too big and therefore likely to get really out of date.

9/12/2014 3:33 AM

2 Only if media clippings are unbiased 9/11/2014 12:15 PM

3 MOBILE numbers for PR contact 9/4/2014 11:45 AM

4 Headshots of executives and photos of key plant sites available to download 9/3/2014 4:42 PM

5 Honest pr person - if they exisit 9/3/2014 4:25 PM

Speeches

Awards and recognition

Media clippings/previous coverage
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Q31 What is your pet peeve in regards to
PR material? Please add comments on how
you think you could be better serviced by a

PR representative.
Answered: 230 Skipped: 124

# Responses Date

1 PR people PLEASE research the contact before you call to pitch to us. We dont want to hear a pitch about
young people dating online if we are a 40-54 year old blokey radio station for example! Also if you call to pitch
something for the Night host and you ring the Breaky producer we are equally going to be annoyed. A simple
google could save you a lot of negative reactions!

10/1/2014 6:06 PM

2 Poorly written press releases. Stories being dropped to rivals. 10/1/2014 2:57 PM

3 Material which is not audience-targeted, PRs who do not read the papers. 10/1/2014 11:33 AM

4 Straight out advertising or promotion masked as a media release. 9/30/2014 8:35 PM

5 1. Most of them are not trained on the correct time to call a radio newsroom and they'll often call close to the
hour and not straight after the hour. 2. Some insist on reading an entire media release over the phone when
newsrooms are time-poor, then wonder why they receive a rude response. The person at the other end is
multi-tasking and you are taking up VALUABLE TIME. 3. No news sense and will often spruik something that's
clearly an ad. They will also tell you the media release went out "yesterday" but think there's no issue about
running it the next day. It's called immediacy people! 4. Some start a phone conversation with, "Who's that?"
instead of identifying themself and company first. EXTREMELY RUDE. 5. Copy on some media releases
crammed together in small font, when 12pt is far better and easier to read. 6. Reams of copy for one story
when one page will suffice. Two is acceptable. 7. Some releases are very wordy and it's hard to find what the
crux of the story is or if it's to do with technology, it's not in Lehmann's terms.

9/30/2014 7:10 PM

6 Having large files mass-emailed. 9/30/2014 5:12 PM

7 Irrelevant releases (irrelevant to my needs - means that no one has done homework) Bad grammar (means
no one cares enough) and cliches Wrong information (means no one has done the homework, or checked, or
that I am being misled)

9/30/2014 4:30 PM

8 Badly written, Too long. Hide the important info in the body of the text. Getting a phone call from the PR five
mins later asking if I have the email.

9/30/2014 3:35 PM

9 Too much incredible hyperbole, unsubstantiated claims you know, hard sales jargon only this month for
summer, poor grammar, and lack of any real meat about the product in favour of transparent marketing spin
that we have to slash away as the award-winning journalists that we are in this amazing media space.

9/30/2014 2:09 PM

10 Not relevant 9/30/2014 12:45 PM

11 Personalised service 9/30/2014 12:10 PM

12 Press releases coming out via email after the information has already hit social media/not sending out press
releases in a timely manner

9/30/2014 12:08 PM

13 Too much irrelevant material where they clearly haven't researched who they are sending it to. Would do
companies well to have different e-mail lists for different content (ie metro and rural). If I receive too much stuff
that doesn't apply to my readership, I'll eventually cease opening the e-mails and relegate them to junk. Also,
clear contact details. I will ALWAYS want to speak with someone on the phone to verify info if I intend to use
it, so please make it easy for me to contact someone on the telephone.

9/30/2014 11:48 AM

14 Media releases that waffle and don't get to the point, plus releases that read like brochures. 9/30/2014 11:04 AM

15 Not enough relevant information. 9/30/2014 11:00 AM

16 1. Being addressed by my surname in emails shows they haven't done their research in who they are even
sending their media release to. If I see a "Hi (surname), I delete straight away and don't even look at the email.
2. Spelling mistakes and badly written releases as well as the actual point of the story being buried in the third
or fourth paragraph. 3. Also nothing worse than you doing the work for them in finding an angle that fits your
program and then they use it to pitch to other media covering that speciality. Bad form and lazy. If I come up
with the angle, I'd like to think I'm the only one who will get it as I've put the thought behind making the press
release relevant for my audience and that it won't be "shopped around" to my competitors.

9/30/2014 10:55 AM
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17 No major peeve, sometimes the headline can be a bit misleading, but hey its gets you reading the content.
Also being told by a PR person that this particular release is important for you. If there is an established
relationship that is fine, but if they are unaware of the demographic of the Radio listening audience then WE
have a much better idea about what would be relevant content for our audience.

9/30/2014 10:49 AM

18 PR people who send material irrelevant to my area or who display basic ignorance about the type of
publication we are and the type of material we publish.

9/30/2014 10:29 AM

19 I can understand the demands to have a press release look pretty. But why can't we have them available as
plain text documents too? Much easier to work with.

9/30/2014 10:24 AM

20 When PR representatives try to tell a journalist how to do their job. There is a difference between facilitating
coverage and trying to dictate coverage.

9/30/2014 10:17 AM

21 Not coming up with an interesting local angle for community media outlets 9/30/2014 10:16 AM

22 Many PR people bombard me with repetetive emails, 3-4 emails a day... it's too much. Also pretending like the
media release is tailored to my needs when it's so obviously not. Most of the PR I receive is via email, and has
no relevance whatsoever to the type of stories I do, so I don't usually bother opening the email.

9/30/2014 10:11 AM

23 Pitches to multiple news outlets made to look like personal pitches - if it's a mass release, it's a mass release.
Mass releases are fine, if that's what you want to do, but doesn't it make sense to place info in more strategic
ways by releasing to individual outlets first? Irrelevant pitches drive me nuts. At least know what I write about
and what my outlet's slant is - I don't have the time or patience to wade through your crap. Unsubscribe
MEANS I DON"T WANT YOUR RELEASES ANY MORE. I might have changed rounds, or you might be
irrelevant to me. That's life. Respect, people. DON'T ASK FOR DRAFT COPIES OF MY ARTICLES BEFORE
THEY ARE PUBLISHED. I won't - and am prohibited by a very specific company policy - to do that. Don't ask,
it just makes you look silly. And it makes me mad. I will block you. Don't spam. Don't Facebook me with
pitches. Don't pitch something and then not have the talent ready to talk. Do be information providers, not spin
merchants. And remember, while we need you, you need us more.

9/30/2014 10:08 AM

24 My pet peeve about PR material - where do I start? The pestering phone calls that immediately follow the click
of the send button - time consuming and annoying. PDFs sent as an image rather than a plain-text document.
Why make us re-type something they have already typed and desire us to print? Also, the non-relevant
interview subjects which is so far out of our readership areas that it would make no sense to do the story.
They need to understand the concept of local news and be aware of our readership areas. Also, sending low-
res images and including the line "hi-res images available on request" - just send the high res image first!
Blanket emails sent to mass media outlets with releases without the option to unsubscribe. Also, releases
without contact numbers.

9/30/2014 10:08 AM

25 PR representatives who call right on on the newspaper deadline time to ask whether material has been
received. It is not hard to find out when a paper's deadline is before you pick up the phone. Hint: If the paper
is a daily, don't call in the late afternoon. If the paper is a non-daily, DON'T CALL AT ALL on the day before
publication. Requests for PDFs of pages on which a story appeared are also annoying. It is not our job to
maintain your records. Look for the story on line, or here's a brilliant idea - BUY THE PAPER.

9/30/2014 10:07 AM

26 I hate it when a pr doesn't know who they're talking to. If you want to pitch me a story, at the very least, know
who my presenter is and what he does.

9/30/2014 10:04 AM

27 Contact details for a person who is not immediately available by phone, a person who won't be photographed,
or not offering anyone to speak to for further details.

9/30/2014 10:04 AM

28 Detailed information, such as motor vehicle specifications, posted as brochures that cannot be copied for
accuracy.

9/25/2014 7:27 PM

29 Irrelevant releases and unnecessary follow up calls. 9/24/2014 5:49 PM

30 Being asked to conduct interviews and take publicity photos etc of performers for publicity agents who are
paid for providing the media with coverage

9/22/2014 1:44 PM

31 Calling with an idea that is outside of my field of coverage. Calling and speaking for 10 minutes without pause.
Not being aware of what we do - eg. calling during major breaking news events is never a good idea. Being
unavailable on all the contact numbers given for the media team on the websites. Over-exaggerating boring
ideas. Giving standard one-fits-all media solutions and not working with us to create a story idea that we know
will work. Failing to call back in time. Failure to understand that some events should just be covered by the
national news wire and sent to everyone rather than wasting everyones time. If AAP goes why waste
everyone else's time when we can get the best copy from them? Some events should be AAP only so that
web/paper staff can focus on other news stories.

9/22/2014 10:14 AM
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32 The biggest issue is finding the right person to speak with. Media contact details on websites are often absent,
making the process that much longer. I don't think PRs appreciate the increased workloads many of us are
working under. Please don't call to follow up emailed press releases and please please do your homework
before you call so you know who you are talking to and what the publication is. It's not fair to us and it's not
fair to the office junior/intern you've given the job to.

9/22/2014 10:04 AM

33 When it's completely untargeted - I'm not interested in company announcements from Guatemala if they have
nothing to do with New Zealand. I'm not interested in latest fashions or the latest sponsor of breast cancer as
I'm a business reporter. Target, target, target and even better place first and press release later! Know what I
do - and send me suggestions, be helpful. And I really, really hate it when you can't find a PR person to talk to
on the website.

9/22/2014 9:19 AM

34 I get hundreds of emails a day and delete most without opening. What is in the subject line has to grab me. I
won't click on a word document unless I already know what story is and I am interested. Cheers

9/21/2014 8:33 PM

35 email followed up by a phone call three seconds later asking if I got the email. Attachments of 10+MB.
General fake sunny disposition.

9/21/2014 12:26 AM

36 know PR is all about promoting either a person a company or a product, but without the media there would be
no promotion, I think a lot a PR need to keep this in mind, Content unavailable on a website is unacceptable
when you have been trying to access it for days and please keep in mind, not every one has an apple product
and when content is sent through all the time inaccessible, as I don't have an apple product, I then have to
spend needless hrs feeling like a total tit because I cant get to the information and have to keep on requesting
it in another format until I either hyperventilate through sheer frustration or give up, lye on the floor and chain-
smoke while I set up my caffeine iv.

9/19/2014 9:18 PM

37 Sent the same info more than once! 9/19/2014 5:20 PM

38 Irrelevant press releases - PRs not understanding or caring about our business, and therefore filling our inbox
with rubbish and/or omitting us from things we'd like because you don't understand us well enough.

9/19/2014 11:55 AM

39 Non-newsworthy and non-local material with jargon-speak that would never be used in news, radio or TV
copy.

9/19/2014 11:39 AM

40 Pet peeve is the press release that is sent as a Jpeg format (that's right - as a photo - infuriating) or any other
format that is locked and does not allow info to be selected, cut and pasted and edited. Another key peeve is
when press releases are sent out to multiple staff on the same newspaper which can lead to a clash in the
paper on the same day which is a disaster with limited space available _ or even worse, when they shop the
release to numerous other journos first and then say: "We've already sent this to Bill, Betty, Julia and Kevin
and they don't want it so we thought we'd offer it to you." or "Bill said he didn't want it so you might like it." I
have seen this lead to all journalists involved opting not to run the release as it makes them so angry.
Cardinal Rule No. 1 - journalists want to be first they don't want to be offered something that the entire world
has been offered before them. Journos also want to be given things exclusively, ie, that means truly exclusive,
to them alone. I have had PRs say: "That's right we're offering you an exclusive. It's an exclusive to you for
education, we've also given it to Jackie as an exclusive on Arts, and to Bruce as an exclusive for News and to
five people in different areas at The Daily Bugle as an exclusive to them." An exclusive means "exclusive" - to
one person only. I also hate releases that don't have all the basic Who, What, Where and When information
which means I am forced on deadline to call PRs to check what should be in a release - ditto spelling and
grammatical errors (sorry if there are some in this - I'm doing it quickly!). I also dislike call backs by junior
staff/work experience students minutes or hours after a release is sent to see if 1. I received it and 2. I intend
using it. I'm also turned off by phone queries about "when are you going to run my press release". Journos
feel they are not in the business of running peoples press releases but will certainly run a story if the release
contains one. Hope that helps. Cheers

9/19/2014 11:38 AM

41 1: Follow up calls - or any calls - that target the News Director/Chief of Staff. It's disruptive and a little rude
and makes us not want to help you. Call the journos, talking to you is part of their job and you're much more
likely to get a foot in the door. 2: Email subject line that does not give us an idea of what you're pitching (or
worse, with nothing in it - we treat that as dangerous content and delete it). 3: Massive email attachments. We
don't like sitting waiting for your 30Mb video to download, just give us a DropBox link and if we want it we'll
download it.

9/19/2014 10:26 AM

42 PDF files are a big impediment 9/19/2014 10:20 AM

43 Juniors phoning after emailing a release to ask: "did you get it? If I got it and I am interested, you'd know
already. If I don't contact you, I am not interested and don't waste my time please - I am too busy.

9/19/2014 10:13 AM

44 Far too often I feel as if I should direct PR representatives to our advertising department. They seem to just
want free coverage of unnewsworthy events or groups.

9/19/2014 10:12 AM

45 Hidden sales pitches...basically a product push disguised as News or any hidden truths for that matter. 9/19/2014 10:06 AM

46 No opt out facility 9/19/2014 10:04 AM
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47 Inappropriately targeted releases 9/16/2014 5:16 PM

48 When PR people make a request for a feature story and they clearly don't know who you write for and/or what
you write about. Know your media landscape! Also when they send out spam emails under the guise of it
being an email just to you.

9/16/2014 2:03 PM

49 PR people need to have an atlas handy to know just where they are sending info. One such instance is we
live in the Burnett so i get press releases about one of our towns highlighted in the Burnett Valley - there is no
such place as the Burnett Valley.

9/15/2014 6:33 PM

50 Phoning the news desk after 4pm to see if we've received a media release. It's frustrating to get these calls on
deadline, especially when it is in regards to releases that are not timely.

9/15/2014 3:04 PM

51 Not relevant to my newspaper's target audience. 9/15/2014 12:13 PM

52 No after hours contacts available. Talent not available when press release is issued. 9/15/2014 12:11 PM

53 Badly written releases make me wonder why I bother - if they can't be, why should I? Bundled media packs -
let me choose what I want to download, rather than make me download everything. Lack of information about
image credits etc. Lack of direction to where to access images and video content. Lack of Youtube links for
local releases (movies/dvds).

9/13/2014 6:41 PM

54 PR reps calling close to deadline. Wanting to pitch on the phone instead of sending info via email. Media
releases that lack vital info (eg date, times, location). Media releases that aren't relevant to a news
organisation.

9/13/2014 1:00 PM

55 Used by major clients as a substitute for advertising spends. For instance, some major companies use major
press and television advertising campaigns and expect news and pr releases to be covered in our
organisation's community and news areas.. We will support those who support us.

9/13/2014 8:37 AM

56 lack of accessability 9/12/2014 9:54 PM

57 Very frustrating to receive blanket releases that are not relevant to my blog content (clearly outlined on my
submissions page). Most pr emails I receive are from people who have obviously not read the homepage or
about section of the blog at all (e.g. I only write about products designed in Australia/by Australians yet receive
most press releases about international products - from both local and international pr). I also find persistent,
aggressive follow-ups requesting feedback/reply to be off-putting. A preferred approach would be "just
checking in on this press release; no need to respond but if you need more details/images please do let me
know".

9/12/2014 9:27 PM

58 That they send material, chase for inclusion in stories, but then ask for copies because they don't subscribe or
want to buy the paper to check for stories published... clipping services seem to no longer be used, or perhaps
are not able to keep up.

9/12/2014 7:20 PM

59 * Large attachments. Just send me a link. * Badly written releases. Hire decent staff. * Cold calls "following
up" a release. If I need more info I will call you. * Expectations of quote approval. It won't happen, let's not get
awkward about it. If you want that much control, send a pre-approved quote and we will run it if we are
desperate otherwise you will get ignored. You will get better coverage with a media-trained articulate
spokesperson who is candid and quotable.

9/12/2014 12:57 PM

60 1. Sending the same material multiple times - in the hope of interesting me. If I'm not interested the first time
I'm even less interested the second time and now you've just annoyed me (read pissed me off). 2. Sending
multiple emails with single high-res photos attached because of the large file sizes. It takes forever to
download them and process them individually. That's what dropbox was created for!! Get yourself an account
and save me the time and bother. 3. Incessant phone calls trying to find out WHEN something submitted will
run. The answer will always be when I have space. And no, I can't tell you when that will be because I simply
don't know. And no, I will never guarantee something will appear in a certain way on a certain date. News
dictates what we do and every week there are great stories that have been pulled off a page simply because
some earth-shattering news story came along. That's life, get over it. 4. You don't know what I do. Please
build a relationship with me so that you know what I want and how I roll. Then go off and find me stories that
work within those parameters. Then you become one of my go-to-people. The PR people who can find what I
want when I want it are the ones on my speed dial. If I'm looking for a case study on short notice they are the
ones who will get the call and possibly end up with a great news story when they weren't pitching - all
because they knew what I wanted. I'm happy to spend some time at the start of our relationship explaining
how it works - if I think you can become a valuable asset rather than a pain in the bum.

9/12/2014 11:25 AM

61 Follow-up calls to see if a release is of interest. If it's of interest we'll be calling you. 9/12/2014 11:12 AM

62 I think PR people could be a little more selective on who they send their releases to - ie target the market
better. For instance it is no good sending out a release about products that are not available in the media
coverage area.

9/12/2014 11:05 AM

63 Slow response or no contact details on media releases. No Media contacts listed on webpage or not easily
accessed.

9/12/2014 10:17 AM
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64 When people bug you saying they have a good story when it's clearly PR fluff. A release should speak for
itself.

9/12/2014 9:57 AM

65 Awareness of deadlines - often receive material after deadline which has to go in the bin. Understanding by
PR of the journalist's audience. PR reps that understand our markets and promote their shows accordingly get
much more coverage. I think its a fairly simple thing, just important for reps who are usually really helpful to
understand a bit about the way we work, our deadlines, what is important to us. If asked I'm really happy to
help - I'd rather be asked what I need than just sent random stuff.

9/12/2014 9:41 AM

66 Not writing to journalistic style guides. Minimal captialisation should be used to copy is more quickly usable.
Passive voice is used too frequently in releases, and wording, including names and job titles should be written
in active voice, e.g. "Microsoft chief executive Satya Nadella said", not "Satya Nadella, chief executive officer,
Microsoft said"...

9/12/2014 3:37 AM

67 Biased information - formulaic writing style. Many PR representatives do not take the time to consider or ask
the broadcasters' wishes or needs

9/11/2014 10:55 PM

68 The follow up phone call - email it and if I'm interested I'll call/email you back. Even the follow up email is
annoying and will make me LESS LIKELY to look favourably on the material.

9/11/2014 7:16 PM

69 Too much emphasis on a product without clever and meaningful delivery 9/11/2014 6:43 PM

70 Burying the story in the final paragraphs of the media release. Confusing, wordy and/or lengthy releases. Lack
of essential information such as: WHEN, WHERE, WHO, CONTACT DETAILS. And it's extremely frustrating
when the PR contact listed doesn't answer their phone for hours, after issuing a press release on the same
day. 'Media Registration' seems to be a current craze. Unless heads of state are present and we need to be
registered for security reasons, this is extremely annoying.

9/11/2014 5:51 PM

71 The annoying follow-up calls to see whether material has been received. 9/11/2014 5:37 PM

72 Receiving releases about subjects that are not suitable for my role 9/11/2014 5:29 PM

73 Not including press releases in the body of the email, instead having them as an attachment. Not including a
full list of contact details including mobile numbers.

9/11/2014 5:22 PM

74 Lack of contact details and contact names 9/11/2014 5:07 PM

75 Sent too early - daily papers don't want to know about your November event in August. No thought about
images - a good pic will sell it better than any words.

9/11/2014 5:00 PM

76 Clickbait. Selling talent that have no news value. 9/11/2014 4:53 PM

77 PRs that don't understand Australia has several different time zone. PRs that don't bother to check what your
beat is before ringing to pitch a story, and PRs that ring you to tell you they've sent an email about a release
(unless they have some real value to add to the statement, or a bit of gossip about something else).

9/11/2014 3:50 PM

78 Copywriting is often terrible. The story angle is often at the bottom of the page. This means if it isn't read
carefully, your story could be passed up. Also often expert contacts are never available, despite the fact they
have been mentioned in a press release, released that day.

9/11/2014 3:47 PM

79 Give me the headline as to what you're spruiking first - if I have to hunt for why you're emailing me I'm
deleting your email and don't call me within half hour of sending it! Your email isn't the only one I relieve and
whilst it may be urgent for you, it may not be for me

9/11/2014 3:40 PM

80 Batch emails - not targeted but masquerading as personal emails. Immediate deletion. Poor spelling. 9/11/2014 3:26 PM

81 US releases that are not relevant or accurate for Australia. No availability of local spokespeople. 9/11/2014 3:13 PM

82 Over sending infomation!! If I receive details on the same event multiple times i'm likely to tire of it, on one
wants to be bombarded. Also advising of an event too early is annoying- as a journo I often can't commit to
anything too far in advance. But nothing is worse than a PR rep who hasn't found out relevant infomation
BEFORE making contact. Don't contact me until you have a subject/idea for a story/photo etc!

9/11/2014 3:05 PM

83 I prefer to talk to a credible source, not necessarily a PR person. 9/11/2014 2:31 PM

84 Triviality, worthy feelgood displays of organisational virtue, lack of specific, newsworthy information, vague
copy

9/11/2014 2:09 PM

85 Ring to sell the product and don't know the publication(s) Cold calls to place content in editorial features such
as buyer guides for father's day etc

9/11/2014 2:08 PM

86 lack of access to company execs 9/11/2014 2:03 PM
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87 PRs who "follow up" the second a release lands on your desk. 9/11/2014 1:53 PM

88 Inappropriate pitches. Calls from people who have no idea about the programs. Pitches where talent being
offered haven't been secured. Double dipping and a lack of understanding of the competitive news
environment.

9/11/2014 1:51 PM

89 People pitching ideas when they don't know the media outlet and its style that they are pitching to. Research
the outlet first!

9/11/2014 1:50 PM

90 Irrelevant media material being sent through and follow up phone calls on busy days. 9/11/2014 1:41 PM

91 Requiring content and discovering it is either not available or that I need to register somewhere first or that I
need to recall a long forgotten password. Also, frustrating to be supplied with content and to then be told there
are conditions attached in terms of how it can or can't be used.

9/11/2014 1:40 PM

92 Getting too many follow-up phone calls from PR people - just email us the media release and if it's a good
story, we will probably run it.

9/11/2014 1:32 PM

93 Too much like spam. Badly directed, poorly executed 9/11/2014 1:30 PM

94 PR is loaded to the source - it may not be the real truth. PR reps are employed to give the positive outcome 9/11/2014 1:23 PM

95 I hate it when PRs send fancy press releases that are different colours/fonts that you have to change. Keep it
simple so we can copy and paste - also better for you! Also hate press releases sent in PDF format as often
you can't copy and paste them.

9/11/2014 1:22 PM

96 You do a good job in a tough situation when most journos are time poor - and running up against hard
deadlines - so immediate responses are appreciated (agility) and try avoid too much intrusive follow up - we
don't need calls asking why we didn't use your release.... Thanks :)

9/11/2014 1:09 PM

97 Information "offered" but withheld, presumably to make the PR officer feel more important. And
material/information/research said to be "new" when it's not!

9/11/2014 1:09 PM

98 PR people who constantly contact us to find out if something ran in the paper, particularly as 90% of their
releases are binned.

9/11/2014 1:07 PM

99 I believe that PR people need to have a better understanding of media outlets needs and deadlines.
Unfortunately many don't answer request in a timely fashion and it can be very frustrating.

9/11/2014 1:01 PM

100 getting too much, non-relevant press releases. Can I please get a copy of the results report from this? I would
be interested in the results.

9/11/2014 1:00 PM

101 I get a lot... But that is the nature of the game I do not want to talk to a PR person, I want to get straight to the
source ...vary wary of spin

9/11/2014 12:59 PM

102 We need always a headline that will stand out from the rest when trawling endless emails. Also it needs to be
specific and to the point and outlines what the item it, who is available for interview, when and where at the top
of the article.

9/11/2014 12:49 PM

103 Unsolicited, trivial commercial puffery material that is irrelevant to my round/interests, presumbly contacted
via shared media contact lists. Too many self-made PR people doing poor quality work

9/11/2014 12:46 PM

104 Press releases are badly written waffle and often incorrect. Questions to PR companies often take days to be
answered which is not good enough. I don't know how they manage with a daily when they often miss the
deadline for a weekly.

9/11/2014 12:46 PM

105 PR that is not a glorified ad. 9/11/2014 12:42 PM

106 I through generic releases in the garbage. If they have local angle I will consider them 9/11/2014 12:42 PM

107 sending an all-out general release email of a marginal story that would not be run in my publication and then
following up with emails and phone calls to gauge my interest. Read the paper and you'll know what I'm
interested in, then send a email tailored for me and my publication

9/11/2014 12:42 PM

108 poor quality graphics, broken links, incomplete information, 9/11/2014 12:41 PM

109 Pr people who don't understand needs of tv news 9/11/2014 12:37 PM

110 Follow up phone calls to media releases are annoying. If the copy has been sent and is relevant to me I will
use it or draw a relative angle from it. I don't need to be called by someone to make sure I've got it.

9/11/2014 12:36 PM

111 Company or organisation websites that don't include mobile phone numbers for the media contacts. Websites
that use email on enquiries. Useless!

9/11/2014 12:29 PM

112 Getting a phone call five minutes after receiving an email. 9/11/2014 12:28 PM
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113 Lack of relevance; content not newsworthy. Care should be taken to find a *relevant* journalist. To do this you
must know their publication/platform, and know what type of material they produce before offering content.

9/11/2014 12:27 PM

114 Where do I start (sorry!).... I am the point of contact for a three hour breakfast program. My pet peeves: PRs
who don't know a thing about my program before they pitch. Pitches that oversell the story - journos are
cynical and 'amazing story' or shocking statistics' aren't going to win us over. We'll see the story value without
the flowery rubbish. Don't pressure me for an answer. I'm more busy than you could imagine. Honestly ! Long,
badly written emails or releases that bury the lead and take us too long to read will get ditched. If you want to
pitch to an 0600 breakfast show - pitch a couple of days before. Don't forget we know exactly what an
embargo entails so won't leak your media release/report. Don't make me sign complicated copyright
agreements about image content etc - get your clients to clear it first. I don't have time to deal with it and it will
make me reluctant to bother next time. Don't pitch the story to everyone in my organisation and if you are
talking to another program, tell me if you are. I don't want to do hours of work or have three long
conversations for nothing. If you pitch to the ABC remember we have editorial guidelines so don't try to hid
who you're working for - different rules apply to us which is fine, just think about whether you should bother
trying. If I come to you for help or an inquiry or interview request, please respond, even if it's a flat out no.
Many of the larger corporate teams will not even return calls, which doesn't help build the relationship. I know
you're probably going to say no but I have to ask - and I'm more than happy to hear 'no'. If you pitch a guest,
make sure they're available, before I mentally book them in and get excited only to find they'll be on a plane all
morning. In saying all that I work with lots of very efficient, pleasant, helpful PR people and without them I
would not fill my program! And I'm sure the rant about journos would be twice as long...

9/11/2014 12:25 PM

115 fluffing, not getting to the point 9/11/2014 12:23 PM

116 Not news; poorly written; assumes reader is brain dead. 9/11/2014 12:23 PM

117 I dislike PR material posing as news when it's actually advertising. 9/11/2014 12:22 PM

118 It is often irrelevant and clearly not targeted at my coverage areas as a journalist. As a result, I tend to dismiss
material arriving in my inbox from that PR outlet.

9/11/2014 12:19 PM

119 Large attachments. too much spam from some companies 9/11/2014 12:18 PM

120 Phone calls to check a release has been received. Don't mind to check contacts are up to date... But
assuming PR rep has generic and specific journo emails... It's annoying and unnecessary in modern world to
call.

9/11/2014 12:17 PM

121 Expectation it will run and requests for timelines of when that will happen. That is unrealistic in a daily
publication which has a news priority.

9/11/2014 12:15 PM

122 1. Not getting my name right 2. Not understanding the outlets I work on 3. Not understanding deadlines
(calling when I am on deadline)

9/11/2014 12:15 PM

123 too much followup 9/11/2014 12:15 PM

124 Can be far too verbose. More succinct explanations in regard to releases would be preferred. Further details
can be gleaned if story is interesting.

9/11/2014 12:14 PM

125 People following up an email with a phone call to "make sure you got it". Trust that your email works. Trust
that the person you sent it to can decide whether to pick up the phone or not. The more you ring, the less
likely the email will be acted on.

9/11/2014 12:13 PM

126 When they send you something via email and then ring you constantly about it before you have had a good
chance to look at the release.

9/11/2014 12:13 PM

127 Too much of it is spam quality. Some people in PR outfits are quite good at anticipating the market/media
relationship needs, others aren't really worth the big salaries they enjoy at their client's expense.

9/11/2014 12:12 PM

128 Pitches that are overly worked and too narrow. 9/11/2014 12:12 PM

129 Dishonesty and persistence 9/11/2014 12:12 PM

130 Getting sent material which is not relevant for my market. For example, I work in a Melbourne newsroom. My
time is wasted when I get phone calls and emails about events happening in other cities. PR people need to
think sometimes a bit more about where the appropriate audience is, that would save everyone time getting
told No.

9/11/2014 12:12 PM

131 Lack of relevant facts, figures and newsworthy angle and too much fluff 9/11/2014 12:11 PM

132 Get to the point - you only have our attention for a few seconds so tell us quickly if there's pic talent available,
when it needs to run and if its exclusive or all in.

9/11/2014 12:10 PM

133 PR companies that provide our organisation with relevant to our business. In other words, PR companies
know about the bushinesses they are dealing with.

9/11/2014 12:10 PM
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134 Proofreading. Documents with misspelled names, wrong phone numbers and links to non existent websites
are far mo common than should ever be permitted, not to mention simple things like wrongly placed
apostrophes, etc. For people within a communications industry, nothing makes me hit "delete" faster than a
media release I don't really need that includes errors in the headline and first paragraph. Don't rely on spell
check. Read the document and check the details before sending it out. You get paid for this.

9/11/2014 12:10 PM

135 Too wordy! Get to the point. 9/11/2014 12:10 PM

136 Generally PR people do as pretty good job. 9/11/2014 12:10 PM

137 receiving information that is irrelevant or should not be targeted towards me 9/11/2014 12:10 PM

138 If an email has been sent then there is generally no need to follow up with a phone call....especially as I am
very good at acknowledging emails and whether they are of interest.

9/11/2014 12:09 PM

139 Don't sell me 'exclusives' that aren't. Don't shop the same story around to my competitors. We all talk to each
other more than you realise. And don't offer me sloppy seconds

9/11/2014 12:09 PM

140 "Exclusives" that aren't. 9/11/2014 12:09 PM

141 Missing details, bad grammar 9/11/2014 12:09 PM

142 Lack of research of our market 9/11/2014 12:08 PM

143 Media releases that are full of fluff and sentences that don't say anything. It's much more important to get the
point across clearly than to fill the page with the writer's latest favourite adjectives.

9/11/2014 12:08 PM

144 Receiving information that isn't relevant to a Bundaberg-region radio station 9/11/2014 12:08 PM

145 Sending information on topics that are not the genre of information we use or provide to our customers 9/11/2014 12:06 PM

146 Inundated with unsolicited material of no importance to my work 9/11/2014 12:06 PM

147 Happy for PR to pitch with a personal phonecall if the story is an exclusive or embargo but I don't have time
for follow up phone-calls from PR people I don't know - if we want a story we will call you. When the mobile
phone number for a company/organisation's PR person is NOT front and centre on the home page of the
website or easy to find in a media section. (surprisingly, it's rather common)

9/11/2014 12:05 PM

148 I can't stand being sent PR material which is clearly at odds with what I write about. It demonstrates laziness
on the rep's part. Spelling errors. Material that is too busy or full of superlatives.

9/11/2014 12:05 PM

149 Talent not well briefed on material or how story is originally sold to journalist. Excessive information initially -
for starters, less is more.

9/11/2014 12:05 PM

150 Phone calls from flaks and flaks who email and call inappropriately, just to tick my name off a list. Also flaks
who do not know the product they pitch to.

9/11/2014 12:05 PM

151 Inexperienced pr, pushy pr, aggressive and threatening pr 9/11/2014 12:04 PM

152 Lack of local application 9/11/2014 12:04 PM

153 Sending an email/info then following it up with repeated emails or phone contacts to see if I'm interested. If I
am interested I'll get back to you, otherwise presume I am not. So many PR companies do this and it's
exhausting and disruptive when it happens repeatedly throughout the day - or over the weeks to see if my
interest has changed

9/11/2014 12:03 PM

154 The multiple follow up phone calls. If the information is interesting enough we will use it. No need to keep
ringing to see if we are going to use it.

9/11/2014 12:03 PM

155 Subject lines that do not tell you what the release/email is about (ie IMPORTANT ANNOUNCEMENT FROM
XXXX tells you nothing). PR people who have not done their research on the person they are contacting to
ensure they are the most appropriate.

9/11/2014 12:02 PM

156 Phone calls asking if I received a press release by email. The answer is yes. The reason I have not called or
emailed back is because I am not interested. I also am annoyed when I receive press releases totally
unrelated to anything I cover now or have covered in the past - and even more so when those PRs ring to
follow up.

9/11/2014 12:02 PM

157 Not having direct phone numbers for PR representatives on websites and press releases. Number one
complaint.

9/8/2014 3:30 PM

158 Releases should always be in the body of the email. A press release should not be a pre-written article.
Always include links to supporting material rather than attaching it to the email. Make sure the person named
as the contact point will be available that day! Don't play favourites - send releases to everyone at the same
time.

9/8/2014 10:53 AM
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159 PR material is too generic for all media people from simple bloggers to high end reporters, bloggers need to
be cut-off as they stir up non-facts for hits online

9/5/2014 6:38 PM

160 Too much info in a release. I need a headline, good structure in the release so you have all relevant info in
the first three lines

9/5/2014 8:06 AM

161 Calling to follow up on media releases. If I'm interested, I'll call you. Sending media releases that are clearly
not the type of material that would be of interest to my news organisation or audience. Sending out media
releases but no one is available for an interview. Refusing to write down my query when I call, and insisting
that I send an email.

9/4/2014 5:24 PM

162 That it has to be sourced through CEO before a statement is made available to the press. If these people
specialise in PR matters, why waste a journalists valuable time getting copy approved through a CEO. Isn't
that what they're paid for.

9/4/2014 4:58 PM

163 Information which is sent in mass emails, which is irrelevant to the state and city I work in. 9/4/2014 2:37 PM

164 Media releases that refers or links to a part of company website that is inactive, or directs only to a website
that is so badly structured it is almost impossible to find the relevant information.

9/4/2014 2:34 PM

165 It's not relevant to my job, it's too long 9/4/2014 2:32 PM

166 PDFs!!!!! 9/4/2014 2:16 PM

167 No out of office hours contact. Or releases sent yet no representative avaialble to talk. 9/4/2014 2:06 PM

168 PRs who have clearly not done their research on me and my organization - who get my name, or the name of
my colleagues wrong, who send us things addressed to colleagues who no longer work here (and haven't for
a long time) or who work for the competition. Similarly, PRs who send us things we've already covered, or
which are clearly unsuitable or not of interest to us.

9/4/2014 1:12 PM

169 Tell me if you've shopped the yarn to my competition! If you put out a release make sure the talent is ready.
Realise that I'm not going to reprint your release, I'm going to write a news story which people will actually
read which is actually better for your client because readers won't think it's a puff piece.

9/4/2014 12:54 PM

170 Material that is irrelevant to our location and prepared by individuals/.organisations who have no
understanding of our market/location

9/4/2014 11:36 AM

171 Dear god, unless something is - literally - on fire, don't call me. We read emails. All of them. If your press
release is that thrilling, we'll call.

9/4/2014 10:51 AM

172 PR representatives and senior spokespersons who go missing in action when an organisation is in crisis. ie:
when it is bad news. PR reps court media outlets endlessly with good news items but shut up shop when the
going gets tough.

9/4/2014 10:20 AM

173 Lengthy emails. Just pitch me the basics, I'll decide from there. 9/4/2014 8:55 AM

174 written material that is too long 9/4/2014 8:31 AM

175 Over the top follow up. 9/4/2014 12:14 AM

176 The usual stuff ... i have millions: use of weasel words needs to be eliminated if you want your written material
to get into decent publications; don't think that by ignoring phone calls about bad news stories to do with your
clients it will make the naughty journalists go away; widespread lack of numeracy among PR people working
in the finance sector is a crime; allergy to hard facts and precise words needs to be cured; promotion of
unimportant news like pissy awards from some second rate news outlet that no-one reads needs to be
stopped; do not think for one second that allowing editors to be directly phoned up by your office intern to ask
"what are you working on?" is a good idea, unless you liike seeing negative stories run about your clients
afterwards; removal of editorial staff from PR lists when they go freelance is another curious attitude that
should be reversed; know what your clients actually do and what their views REALLY are before pitching them
to journalists; if you're asked to get a specific client on the phone to comment on a news story, REALLY try
hard to make it happen or there may not be a second chance; don't bother asking journalsits what they're
working on, tell them who your clients are and what they can and cannot talk about.Brief your clients NOT to
use motherhood statements if they are meant to be experts - ie, if they won't make a decent comment that
increases our readers' understanding, don't waste everyone's time trying to get them quoted.

9/3/2014 11:20 PM

177 Badly written 9/3/2014 11:15 PM

178 Just have things to the point. I don't like rambling pieces that I've got to sort through and pick out the best bits.
Just give me the info I want and need.

9/3/2014 11:06 PM

179 Ramming naked PR with little news value down our throats. 9/3/2014 10:36 PM
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180 Being sent PR material or story pitches that are not relevant to my area of expertise - PR people need to do
their research and contact the most appropriate person. Dont call me on deadline between 4.30 and 6.30.
Dont call me two seconds after sending an email.

9/3/2014 7:41 PM

181 Hate getting big media files sent to me I didn't request. A HUGE number of PRs don't actually read
publications/sites so their pitches can be overlooked by annoyed editors. ;)

9/3/2014 6:46 PM

182 Calling to see if I got an email or to pitch an idea. Sending information that can't be copy and pasted -
especially caption infofor products Sending thumbnail images - either send a dropbox link or a couple of good
high res images - I spend half the day chasing up good images PR people who think they have to write a story
instead of giving us the pertinent facts so that WE can write the story - very frustrating PR releases that have
an entire written piece on an event ,but no event title, or no date, or time, or ticketing details - AAAARGH

9/3/2014 6:46 PM

183 Taking hours and hours to supply an anemic, one-line response which doesn't answer specific questions. I
know approvals tie up the process but it shouldn't take an hour per word to assemble a response. Particularly
with the immediacy of online journalism, the story goes up online first with or without the input of the
corporation involved, so a speedy response is in the best interests of everyone. It's also a must to include PR
contacts on websites and on email signatures. We hate wasting time looking for your details, you should be
visible.

9/3/2014 6:27 PM

184 PR representatives bullshitting that there is something available when asked for something specific for a
photo, then when the photographer arrives none of it is available. A photo will make or break the placement of
the story, if you offer a boring photo opportunity we will be unlikely to attend at all. If its exciting and we can
capture soemthing great then it will have much better chance of making it into the paper.

9/3/2014 6:23 PM

185 Make it more personal, rather than make it look like a bulk email to receivers. I miss talking to people over the
phone, and communication is now via email or text. If there is a meeting to be arranged, pick up the phone
and open a diary and lock it in. It usually takes a dozen emails or texts to make a time. Frustrating! More voice
to voice contact - I miss that.

9/3/2014 6:12 PM

186 Idiots from Sydney who don't understand there is a world west of Penrith and that we have the Internet in WA.
And, yes, we do read the AFR and know you dropped the story to them before calling us. People in Qld, Vic,
Tas and SA seem capable of taking a national perspective, but Sin City folk really seem to struggle. You can
quote me. Neale Prior, The West Australian

9/3/2014 6:07 PM

187 I receive material all the time from people who have no idea about what our network does and people who
have made no effort to find out.

9/3/2014 6:04 PM

188 It is a waste of everyone's time having press releases full of useless information. Releases need to present
the facts and key information in a timely format with relevant quotes. Stacking releases with excessive
company jargon and sponsorship information will only be deleted when it comes to using it.

9/3/2014 6:00 PM

189 Someone calling more than once about a media release that was emailed. One call is enough to ensure it's
come through. Numerous follow-up calls after this are quite frankly annoying. A follow-up email, however, is
fine as I can check it at my own leisure.

9/3/2014 5:59 PM

190 Multiple phone calls to see if I've received something - if you've emailed it to the correct address, I've got it.
And not reading my publication then expecting me to run stories and/or being unaware that I've already run
them. (Sorry, that's two)

9/3/2014 5:52 PM

191 Have full vehicle specifications and pricing available. 9/3/2014 5:37 PM

192 Being sent pdfs 9/3/2014 5:34 PM

193 I hate info sent at PDF or HTML. It cannot be cut and pasted into text diary. 9/3/2014 5:31 PM

194 It is not media specific - what works for TV doesn't work for a newspaper, etc. 9/3/2014 5:30 PM

195 Poorly written 9/3/2014 5:23 PM

196 Burying the most interesting information down the bottom of the media release. Assuming media only wants to
speak to experts from Sydney. Journalists want real people and case studies from their jurisdictions to
interview/photograph. Also, portraying that a survey of what 200 people eat for breakfast is an accurate
representation of "most Australians"

9/3/2014 5:16 PM

197 Poorly writtem, completely self-serving, largely ill-directed. Know who I am and what I do before you contact
me. Don't just run through a media guide and pull out the first name you find. Am I really the person you want
to talk to ?

9/3/2014 5:03 PM

198 Not understanding the news outlet they are sending material to and therefore sending content that is outside
the coverage. i.e. sending a local newspaper a national story idea without a local angle

9/3/2014 5:01 PM

199 Most get to the point but too many think I need to entertained. Just the info pls with links to contacts , images
and more detailed info, including name and contact of responsible executive.

9/3/2014 4:59 PM
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200 Not being relative to my geographic region. Then it just becomes spam. 9/3/2014 4:56 PM

201 Not having contact information on press releases or pitching ideas not suitable for my shows 9/3/2014 4:52 PM

202 Not doing proper distribution research, ie sending out something tailored to Shepparton or Cobram, which my
paper doesn't cover, then when the PR does a follow up call it turns out it applies to the Numurkah district. I
just wastes a serious amount of time.

9/3/2014 4:47 PM

203 I havent really had any pronlems just yet, unless it might take awhile to get back to someone after a phonecall/
email. they could be more quicker.

9/3/2014 4:46 PM

204 Phone calls from PR representatives on deadline days. 9/3/2014 4:45 PM

205 Receiving emails that have absolutely no relevance to my news organisation eg. emails about financial
markets in London when I'm writing about the South Burnett ....

9/3/2014 4:44 PM

206 Not understanding the target audience pitching irrelevant stories. Branding veiled as surveys. 9/3/2014 4:43 PM

207 A lack news sense and the wall of ignorance. Lots of catch phrases and weasel words do not make up for the
lack of news worthy content in material. Often the news worthy aspect is buried at the bottom of a release
because many PR people have little to no media experience. Also, be sure to have case studies and
interviews lined up to go with the release. Close second is cold calling for everything/nothing. Don't waste my
time for rubbish non-stories.

9/3/2014 4:42 PM

208 Screening rooms for preview material is not updated within deadline times (despite repeated advise to
suppliers that they miss the deadline every week).

9/3/2014 4:40 PM

209 Lack of follow up accesability. A rep willing to do an interview without having to jump through hoops to arrange 9/3/2014 4:40 PM

210 Trying to tell me what to do and how to do it, trying to tell me something is "exclusive" to us when clearly no-
one else is interested, shopping a story around to my colleagues without telling me, trying to make something
crap sound exciting by putting in exclamation marks and "fun" or "exciting opportunity" kind of language which
is a sure bet it's anything but.

9/3/2014 4:38 PM

211 Poorly targetted media releases. PRs should have at least looked at the target media and see if the content is
relevant. You would be amazed how often media releases come through with editor's name mis-spelled or
addressed to a rival organisation.

9/3/2014 4:37 PM

212 Receiving press releases and then no one is available to speak on it. 9/3/2014 4:37 PM

213 copy sent as attachments, rather than in text main message. Results in automatic spike 9/3/2014 4:37 PM

214 Links to images on emails rather than simply attaching the image. Poor English! PR material written copy-
ready is far more likely to be used to fill a gap - eg numbers 1-9 written in words not numerals; per cent not %;
random capitalisation of common nouns; capitalisation of titles eg. chief executive officer; American spelling
GRRRRRRRR!

9/3/2014 4:36 PM

215 Target your pr to the newspaper. Think about where it could run and offer exclusives 9/3/2014 4:35 PM

216 So much of it is irrelevant. PR agencies just broadcast useless information to everyone they can find in the
hope that the find the right person. I would receive more than 100 emails a day. 90 would be deleted instantly

9/3/2014 4:35 PM

217 1. When an event turns out extremely different to how it was put forward in a media release - eg release says
there will be a demonstration of the new product and then there isn't, or there will be a case study provided
and there isn't. 2, PR people who ring constantly. Email and one phone call is enough. 3. PR people who don't
get back to you in a timely manner/ ignore phone calls 4. Not enough time given to alert you to an event - a
weeks notice is nice. 5. exaggerations in media releases - I recently received a media release about a pizzas.
At the top of the MR it said "BREAKING NEWS". That's not breaking news.

9/3/2014 4:35 PM

218 info that's not clear, jargon, 9/3/2014 4:35 PM

219 Too promotional. We cannot use blatantly promotional material. 9/3/2014 4:34 PM

220 A release that is 15 paragraphs long. We are all time poor and will be put off by a word-filled email. Include
pictures and make it look attractive. Also do your research. Don't offer interviews with talent who are
broadcasters on oposition stations.

9/3/2014 4:33 PM

221 Press releases without contact numbers on them are a pain (email address is not enough.) Also deadlines are
earlier and earlier, unless it is urgent breaking news, try not to send it out any later than 1PM or journos are
already tied up chasing other stories and are unlikely to follow it up.

9/3/2014 4:32 PM
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222 For Radio - Media releases should be embargoed until midnight the following day. Media releases that are
embargoed until 9am or 10am for example will NEVER get a run. Our priority is filling early morning breakfast
bulletins. Please put the interviewees direct contact number on the media release so we can call them directly.
Saves so much time. If you're a PR person, please do not call within 10 minutes before the hourly news
bulletin. We are too busy to deal with your request. Also there is no point ringing to check we received an
email because we certainly did. If we haven't called you back it's because the story isn't strong enough to
worth following up.

9/3/2014 4:32 PM

223 Poorly targeted messages. Block-sent messages about something my organisation would never cover- like
new dating apps, or new shopping services. Also- poor relationship to the news. I work in a news
organisation. Your product needs to have something to do with the news, otherwise I hit delete after reading
the first line.

9/3/2014 4:31 PM

224 "Personal" approaches (via email, etc) from PR representatives who have clearly not researched what I write,
what kind of material I cover, etc.

9/3/2014 4:31 PM

225 dont annoy me with poor story choices. rememeber which outlets i work for. be creative and think about
exclusives that work for my outlets.

9/3/2014 4:30 PM

226 Sent to the wrong person. Out of date datalist of contacts. 9/3/2014 4:27 PM

227 Not understanding what particular publications are interested in. Not providing stats or content specific to the
State or area the pubication is in

9/3/2014 4:27 PM

228 Most of the releases go on for too long. 9/3/2014 4:27 PM

229 material that comes to me which ius clearly not suited to my program requirements. bombarded is the word! 9/3/2014 4:25 PM

230 It's full of crap 99 per cent of the time 9/3/2014 4:25 PM
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