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Using multimedia
Journalists tend to publish what they consume—and survey results suggest that’s not always video. Images and 

useful infographics are journalists’ preferred visual media. Videos are not as important to journalists, and they 

often don’t have a way to publish them. So in many cases, PR professionals may not need to spend the extra time 

and resources developing video for many media outlets. Instead, focus on high-quality, relevant imagery and cre-

ative ways to display data—particularly if you can provide customized data and visualizations for a particular source.

However, when you’re preparing a pitch, be sure you customize your press release to your audience. 65% of  

journalists would rather receive customized press releases segmented by product, industry or theme, than one 

mass-audience release. Consider segmenting your target audiences into smaller segments and sending more spe-

cific pitches to reporters in each segment. This allows you to provide the perfect information for each audience. 

How can press releases be more effective?
Answer Choices Global Average

Has information that is relevant to my target audience

News hook clearly stated

Avoid industry jargon and marketing language

Content meets editorial standards/free of typos and errors

Add quality quotes and add depth to the story

Include more multimedia elements

52%

17%

13%

8%

6%

5%

Which media are most engaging? 
Answer Choices Global Average

Images

Infographics

Personalized data analysis

Videos

Social media posts

User-generated content

Live streams

Web polls

Animated gifs

Quizzes

27%

18%

16%

13%

11%

8%

3%

3%

1%

1%






