











6. How important is it that your releases are posted on specific websites?

) ) Mean as a percent of Not Very
Questions Data Filter Mean posfgble igoreso - Important 1 2 3 4 Important 5 Count
Financial websites (Yahoo All Data 3.16 21.2% 13.3% 20.2% 18.6% 26.7% 415
Finance, MSN Finance, etc.) Less than 30 3.30 17.2% 15.6% 14.1% 26.6% 26.6% 64
30-40 3.12 25.2% 13.0% 16.5% 14.8% 30.4% 115
41-50 3.20 18.4% 14.0% 21.9% | 20.2% 25.4% 114
Over 50 3.07 22.5% 11.7% 26.1% 15.3% 24.3% 111
News Aggregators (Google All Data 4.56 1.7% 1.7% 8.4% | 15.6% | 72.7% 418
News and Yahoo News) Less than 30 452 1.6% 1.6% 4.7% 28.1% 64.1% 64
30-40 4.67 0.0% 1.7% 10.3% 6.9% 81.0% 116
41-50 4.62 0.9% 0.9% 7.8% 16.4% 74.1% 116
Over 50 4.38 4.5% 2.7% 9.9% 16.2% 66.7% 111
News Websites (Reuters, CNN, |All Data 4.27 2.6% 3.1% 16.0% 21.2% 57.1% 420
etc.) Less than 30 4.41 0.0% 3.1% 12.5% 25.0% 59.4% 64
30-40 4.37 2.6% 2.6% 17.2% 10.3% 67.2% 116
41-50 4.24 2.6% 1.7% 17.9% | 24.8% 53.0% 117
Over 50 4.15 3.6% 5.4% 14.3% | 25.9% 50.9% 112
Blogs and social media sites All Data 4.01 5.5% 4.7% 18.5% 26.3% 45.0% 422
Lessthan 30 | 4.25 0.0% 1.6% 18.8% | 32.8% 46.9% 64
30-40 4.13 4.3% 4.3% 16.2% | 24.8% 50.4% 117
41-50 3.97 4.3% 6.0% 17.1% | 33.3% 39.3% 117
Over 50 3.81 9.7% 6.2% 22.1% 17.7% 44.2% 113
Demographic Breakout: What type of organization do you work in?
2. What are your goals for your online press releases?
Mean as a percent of
Questions Data Filter Mean - posﬂblengorego - Impyl’(t)a:nt 1 2 3 4 lmp\(/:t;ynt 5 Count
Announcing news All Data 4.30 1.2% 3.2% 16.0% | 23.5% | 56.1% 412
Non profit 4.22 0.0% 6.3% 9.4% 40.6% | 43.8% 32
Government 4.57 0.0% 0.0% 14.3% 14.3% 71.4% 7
Manufacturing | 4.23 0.0% 3.2% 16.1% 35.5% | 45.2% 31
Resources 3.64 0.0% 21.4% | 28.6% 14.3% 35.7% 14
Service 4.29 1.4% 2.3% 18.2% | 21.5% | 56.5% 214
Technology 4.46 2.0% 1.0% 10.8% | 21.6% | 64.7% 102
Increasing visibility for All Data 4.71 0.2% 0.5% 5.0% 17.0% 77.3% 418
organization Non profit 4.59 0.0% 0.0% 9.4% 21.9% | 68.8% 32
Government 4.29 0.0% 0.0% 143% | 42.9% | 42.9% 7
Manufacturing | 4.59 0.0% 3.4% 0.0% 31.0% | 65.5% 29
Resources 4.50 0.0% 0.0% 7.1% 35.7% 57.1% 14
Service 4.75 0.0% 0.0% 5.0% 15.4% | 79.6% 221
Technology 4.76 1.0% 1.0% 2.9% 11.7% | 83.5% 103
Creating online content that is  |All Data 4.10 1.4% 6.0% 18.1% 29.9% 44.6% 415
readily available Non profit 3.91 3.1% 3.1% 28.1% 31.3% 34.4% 32
Government 3.33 16.7% 16.7% 16.7% 16.7% 33.3% 6
Manufacturing | 4.23 0.0% 6.7% 13.3% 30.0% | 50.0% 30
Resources 3.86 0.0% 143% | 21.4% | 28.6% 35.7% 14
Service 4.22 0.5% 5.0% 16.5% | 28.4% | 49.5% 218
Technology 3.98 1.9% 6.8% 19.4% 35.0% | 36.9% 103
Enhancing thought leadership  |All Data 3.25 10.1% 15.6% 31.0% | 26.2% 17.1% 416
Non profit 3.16 3.1% 25.0% 344% | 28.1% 9.4% 32
Government 2.33 16.7% 50.0% 16.7% 16.7% 0.0% 6
Manufacturing | 3.16 6.5% 19.4% 38.7% | 22.6% 12.9% 31
Resources 2.79 14.3% | 42.9% 0.0% 35.7% 71% 14
Service 3.26 11.5% 13.3% 31.2% | 26.1% 17.9% 218
Technology 347 7.8% 9.7% 32.0% | 291% | 21.4% 103
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Mean as a percent of

Not

Very

Questions Data Filter Mean - pos4so|b|e :goreso 00| ImpoTtant 1 2 3 4 Important 5 Count
Reaching customers / All Data 4.25 1.9% 4.3% 13.8% 26.6% 53.4% 421
consumers Non profit 3.72 6.3% 12.5% 21.9% 21.9% 37.5% 32
Government 3.71 0.0% 0.0% 42.9% | 42.9% 14.3% 7
Manufacturing | 4.52 0.0% 0.0% 9.7% 29.0% | 61.3% 31
Resources 4.36 0.0% 0.0% 14.3% | 35.7% | 50.0% 14
Service 4.31 1.8% 5.0% 11.7% | 23.9% | 57.7% 222
Technology 4.27 1.9% 1.0% 14.6% | 33.0% | 49.5% 103
Reaching bloggers All Data 3.57 6.7% 13.4% 23.6% 28.9% 27.4% 419
Non profit 2.91 15.6% | 21.9% | 31.3% 18.8% 12.5% 32
Government 2.29 14.3% 42.9% 42.9% 0.0% 0.0% 7
Manufacturing| 3.20 6.7% 23.3% | 33.3% 16.7% | 20.0% 30
Resources 3.79 0.0% 14.3% 14.3% | 50.0% | 21.4% 14
Service 3.71 6.3% 9.5% 23.1% | 28.5% | 32.6% 221
Technology 3.58 5.8% 13.6% | 204% | 36.9% | 23.3% 103
Providing a conduit to other All Data 3.69 4.1% 7.2% 29.0% 34.5% 25.1% 414
online sources of information Non profit 3.91 0.0% 6.3% 25.0% | 40.6% | 28.1% 32
Government 3.71 0.0% 0.0% 42.9% | 42.9% 14.3% 7
Manufacturing | 3.68 3.2% 6.5% 355% | 29.0% | 25.8% 31
Resources 3.54 7.7% 7.7% 38.5% 15.4% | 30.8% 13
Service 3.73 4.1% 6.4% 28.6% | 34.5% | 26.4% 220
Technology 3.55 5.1% 9.1% 30.3% | 37.4% 18.2% 99
Gaining increased visibility and |All Data 4.50 0.5% 0.5% 8.2% 30.2% 60.7% 417
credibility with audiences Non profit 4.56 0.0% 0.0% 9.4% 25.0% 65.6% 32
Government 4.50 0.0% 0.0% 0.0% 50.0% | 50.0% 6
Manufacturing| 4.65 0.0% 3.2% 3.2% 19.4% | 74.2% 31
Resources 4.43 0.0% 0.0% 14.3% 28.6% 57.1% 14
Service 4.53 0.0% 0.0% 8.1% 30.8% | 61.1% 221
Technology 4.35 2.0% 1.0% 8.9% 36.6% | 51.5% 101
SEO optimization for All Data 4.09 3.3% 6.9% 18.6% | 20.0% | 51.1% 419
organization's website Non profit 3.48 6.5% 6.5% 38.7% 29.0% 19.4% 31
Government 2.71 28.6% | 28.6% 0.0% 28.6% 14.3% 7
Manufacturing| 4.19 0.0% 0.0% 258% | 29.0% | 45.2% 31
Resources 3.79 14.3% 0.0% 28.6% 7.1% 50.0% 14
Service 4.24 1.8% 6.8% 15.8% 16.3% | 59.3% 221
Technology 4.04 1.9% 9.7% 17.5% | 24.3% | 46.6% 103
) ] Mean asa percent of Not Ve
Questions Data Filter Mean pos:(;ble ;gore%0 00| IMpoTtant 1 2 3 4 Importraynt5 Count
Using the release as a sales All Data 8.8% 12.9% 19.5% 28.3% 30.5% 420
tool Non profit 37.5% 9.4% 281% | 21.9% 3.1% 32
Government 57 1% 14.3% 28.6% 0.0% 0.0% 7
Manufacturing 0.0% 6.5% 16.1% | 25.8% | 51.6% 31
Resources 14.3% 14.3% 21.4% 7.1% 42.9% 14
Service 6.3% 12.7% 18.1% | 28.1% | 34.8% 221
Technology 4.9% 126% | 21.4% | 38.8% | 22.3% 103
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3. How satisfied are you with your current online press release distribution in relation to meeting these goals?

Mean as a percent of Very Very
Questions Data Filter Mean possible score Dissatisfied 2 3 4 Satisfied Count
40 60 80 100 1 5
Announcing news All Data 3.86 1.3% 5.1% 27.3% 38.5% | 27.8% 392
Non profit 3.53 0.0% 10.0% | 43.3% | 30.0% 16.7% 30
Government 3.86 0.0% 14.3% 14.3% | 42.9% | 28.6% 7
Manufacturing | 3.82 0.0% 10.7% | 25.0% | 35.7% | 28.6% 28
Resources 3.82 0.0% 0.0% 27.3% | 63.6% 9.1% 1"
Service 3.82 1.0% 3.8% 324% | 37.6% | 252% 210
Technology 4.09 1.1% 5.3% 14.7% | 411% | 37.9% 95
Increasing visibility for All Data 3.72 1.0% 6.4% 32.9% | 39.4% | 20.3% 404
organization Non profit 3.42 0.0% 6.5% 51.6% | 35.5% 6.5% 31
Government 3.57 0.0% 14.3% 14.3% 71.4% 0.0% 7
Manufacturing |  3.59 0.0% 6.9% 414% | 37.9% 13.8% 29
Resources 3.62 0.0% 0.0% 46.2% | 46.2% 7.7% 13
Service 3.72 1.4% 6.6% 33.3% | 35.7% | 23.0% 213
Technology 3.86 1.0% 5.9% 23.8% | 44.6% | 24.8% 101
Creating online content that is  |All Data 3.68 1.0% 6.2% 35.4% 38.2% 19.2% 401
readily available Non profit 3.41 0.0% 10.3% | 48.3% 31.0% 10.3% 29
Government 3.86 0.0% 14.3% 14.3% | 42.9% | 28.6% 7
Manufacturing | 3.83 0.0% 3.4% 27.6% 51.7% 17.2% 29
Resources 3.54 0.0% 7.7% 46.2% 30.8% 15.4% 13
Service 3.66 1.4% 6.6% 36.3% | 36.3% 19.3% 212
Technology 3.81 1.0% 4.0% 30.7% | 41.6% | 22.8% 101
Enhancing thought leadership  |All Data 3.10 4.0% 17.8% | 49.9% | 20.8% 7.5% 399
Non profit 2.79 7.1% 214% | 60.7% 7.1% 3.6% 28
Government 2.86 0.0% 28.6% 57.1% 14.3% 0.0% 7
Manufacturing |  3.07 0.0% 241% | 483% | 24.1% 3.4% 29
Resources 3.38 0.0% 15.4% | 38.5% | 38.5% 7.7% 13
Service 3.10 4.3% 17.5% | 51.2% 18.0% 9.0% 211
Technology 3.25 3.0% 14.0% | 46.0% | 29.0% 8.0% 100
Mean as a percent of Very Very
Questions Data Filter Mean possible score Dissatisfied 2 3 4 Satisfied Count
40 60 80 100 1 5
Reaching customers / All Data 3.22 1.7% 17.8% | 46.3% | 25.0% 9.2% 404
consumers Non profit 2.87 3.3% 20.0% 66.7% 6.7% 3.3% 30
Government 343 0.0% 14.3% 28.6% 57.1% 0.0% 7
Manufacturing| 3.17 3.4% 10.3% | 58.6% | 20.7% 6.9% 29
Resources 3.31 0.0% 154% | 46.2% | 30.8% 7.7% 13
Service 3.22 1.9% 20.1% | 43.5% | 23.4% 11.2% 214
Technology 3.30 0.0% 16.0% | 46.0% | 30.0% 8.0% 100
Reaching bloggers All Data 3.01 4.5% 25.0% | 43.1% | 20.0% 7.4% 404
Non profit 2.63 10.0% | 33.3% | 40.0% 16.7% 0.0% 30
Government 2.71 14.3% 28.6% 42.9% 0.0% 14.3% 7
Manufacturing |  3.03 3.4% 241% | 414% | 27.6% 3.4% 29
Resources 3.38 0.0% 154% | 38.5% | 38.5% 7.7% 13
Service 3.07 3.8% 23.9% | 43.7% 19.2% 9.4% 213
Technology 2.99 5.0% 23.8% | 45.5% 18.8% 6.9% 101
Providing a conduit to other All Data 3.28 2.2% 15.6% 43.3% 30.0% 8.9% 404
online sources of information Non profit 3.23 0.0% 194% | 452% | 29.0% 6.5% 31
Government 3.14 0.0% 28.6% 28.6% 42.9% 0.0% 7
Manufacturing| 3.38 3.4% 10.3% | 41.4% | 34.5% 10.3% 29
Resources 3.38 0.0% 0.0% 61.5% | 38.5% 0.0% 13
Service 3.31 1.9% 16.9% | 41.3% | 28.6% 11.3% 213
Technology 3.26 4.0% 10.9% | 47.5% | 30.7% 6.9% 101
Gaining increased visibility and |All Data 3.49 1.7% 11.5% | 35.0% | 39.2% 12.5% 408
credibility with audiences Non profit 3.03 6.5% 19.4% 38.7% 35.5% 0.0% 31
Government 3.43 0.0% 14.3% 28.6% 57.1% 0.0% 7
Manufacturing | 3.48 0.0% 10.3% | 41.4% | 37.9% 10.3% 29
Resources 3.69 0.0% 0.0% 38.5% | 53.8% 7.7% 13
Service 3.57 1.4% 11.2% | 32.6% | 39.1% 15.8% 215
Technology 3.46 2.0% 11.8% | 37.3% | 36.3% 12.7% 102
SEO optimization for All Data 3.39 3.0% 14.6% 37.5% 29.8% 15.1% 403
organization's website Non profit 2.83 0.0% 31.0% 55.2% 13.8% 0.0% 29
Government 2.86 14.3% | 28.6% | 28.6% 14.3% 14.3% 7
Manufacturing |  3.41 3.4% 10.3% | 37.9% | 37.9% 10.3% 29
Resources 3.57 0.0% 0.0% 57.1% 28.6% 14.3% 14
Service 3.42 3.3% 14.6% | 35.4% | 30.2% 16.5% 212
Technology 3.52 3.0% 10.9% | 35.6% | 31.7% 18.8% 101
43

34



Mean as a percent of Very Very
Questions Data Filter Mean possible score Dissatisfied 2 3 4 Satisfied Count
40 60 80 100 1 5

Using the release as a sales All Data 3.15 5.7% 16.6% 43.8% 24.8% 9.2% 404

tool Non profit 254 * 17.9% 25.0% 46.4% 7.1% 3.6% 28
Government 2.57 28.6% 28.6% 14.3% 14.3% 14.3% 7
Manufacturing 3.28 3.4% 6.9% 51.7% 34.5% 3.4% 29
Resources 3.23 7.7% 15.4% 30.8% 38.5% 1.7% 13
Service 3.16 5.1% 17.7% 43.7% 22.8% 10.7% 215
Technology 3.30 3.0% 12.9% 44 .6% 30.7% 8.9% 101

5. Who are the particular audiences for your online press releases?

Mean as a percent of
Questions Data Filter Mean posAsOib|ep:§ore80 . Impc')\lr(t)atnﬂ 2 3 4 Imp\(/;gnts Count

Traditional media All Data 416 2.2% 5.2% 19.4% 20.9% 52.2% 402
Non profit 4.45 0.0% 0.0% 17.2% 20.7% 62.1% 29
Government 486 * 0.0% 0.0% 0.0% 14.3% 85.7% 7
Manufacturing| 4.13 6.7% 0.0% 20.0% 20.0% 53.3% 30
Resources 4.08 0.0% 7.7% 23.1% 23.1% 46.2% 13
Service 412 2.3% 5.6% 20.4% 21.8% 50.0% 216
Technology 4.09 2.1% 7.3% 19.8% 20.8% 50.0% 96

Bloggers and new media outlets |All Data 3.88 6.6% 5.1% 20.6% 29.2% 38.5% 408
Non profit 3.58 6.5% 16.1% 22.6% 22.6% 32.3% 31
Government 3.29 14.3% 0.0% 42 .9% 28.6% 14.3% 7
Manufacturing 3.38 17.2% 6.9% 27 .6% 17.2% 31.0% 29
Resources 4.08 0.0% 0.0% 15.4% 61.5% 23.1% 13
Service 3.93 5.1% 5.1% 20.9% 28.8% 40.0% 215
Technology 3.93 7.8% 2.9% 18.6% 29.4% 41.2% 102

Financial Analysts and All Data 2.47 30.1% 24.3% 24 .5% 11.2% 10.0% 412

Investment community Non profit 2.03 46.7% 16.7% | 26.7% 6.7% 3.3% 30
Government 2.14 42.9% 14.3% 28.6% 14.3% 0.0% 7
Manufacturing 2.19 45.2% 19.4% 16.1% 9.7% 9.7% 31
Resources 2.14 21.4% 50.0% 21.4% 7.1% 0.0% 14
Service 2.53 29.2% 23.6% 25.5% 8.8% 13.0% 216
Technology 2.66 21.2% 27.9% 23.1% 19.2% 8.7% 104

Partners All Data 2.83 19.9% 19.2% 29.6% 20.6% 10.7% 412
Non profit 2.87 16.7% 20.0% 33.3% 20.0% 10.0% 30
Government 3.29 14.3% 14.3% 14.3% 42 .9% 14.3% 7
Manufacturing 2.90 19.4% 16.1% 32.3% 19.4% 12.9% 31
Resources 221 * 28.6% 35.7% 21.4% 14.3% 0.0% 14
Service 2.74 20.7% 20.7% 31.8% 17.1% 9.7% 217
Technology 3.12 * 15.5% 15.5% 25.2% 29.1% 14.6% 103
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Questions Data Filter Mean Mean as:l percentel Not 2 3 4 Very Count
p"ﬁ;‘ e;gmes‘o 100| IMPortant 1 Important 5

Competitors All Data 2.23 34.1% 26.3% 25.6% 10.0% 3.9% 410
Non profit 2.00 33.3% 33.3% 33.3% 0.0% 0.0% 30
Government 1.71 71.4% 0.0% 14.3% 14.3% 0.0% 7
Manufacturing 2.29 35.5% 22.6% 22.6% 16.1% 3.2% 31

Resources 1.86 42.9% 35.7% 14.3% 7.1% 0.0% 14

Service 2.18 34.0% 28.4% 27.0% 7.4% 3.3% 215

Technology 254 * 28.2% 22.3% 24.3% 17.5% 7.8% 103

B2B Consumers/customers and |All Data 3.72 9.4% 10.4% 17.6% 23.4% 39.1% 414
prospects Non profit 276 * 24.1% 13.8% 34.5% 17.2% 10.3% 29
Government 214 * 42 .9% 0.0% 57.1% 0.0% 0.0% 7
Manufacturing| 4.10 * 0.0% 6.5% 22.6% 25.8% 45.2% 31

Resources 293 * 0.0% 42.9% 35.7% 7.1% 14.3% 14

Service 3.77 10.5% 9.5% 13.6% 25.5% 40.9% 220

Technology 3.96 * 5.8% 8.7% 14.4% 26.0% 45.2% 104

B2C Consumers/customers and |All Data 3.32 16.1% 14.1% 20.0% 21.9% 28.0% 411
prospects Non profit 270 * 30.0% | 10.0% | 26.7% | 26.7% 6.7% 30
Government 214 * 42 .9% 0.0% 57.1% 0.0% 0.0% 7

Manufacturing 3.65 3.2% 19.4% 25.8% 12.9% 38.7% 31

Resources 3.79 0.0% 14.3% 28.6% 21.4% 35.7% 14

Service 353 * 13.4% 11.5% 17.1% 24 .9% 33.2% 217

Technology 296 * 21.4% 19.4% 20.4% 19.4% 19.4% 103

MSAs - geographical targets All Data 2.89 19.6% 18.4% | 31.5% 14.9% 15.6% 403
Non profit 2.71 25.0% 17.9% 28.6% 17.9% 10.7% 28
Government 2.40 40.0% 20.0% 20.0% 0.0% 20.0% 5

Manufacturing 2.77 16.7% 26.7% 30.0% 16.7% 10.0% 30

Resources 2.71 7.1% 42.9% 35.7% 0.0% 14.3% 14

Service 3.09 * 16.4% 15.4% 31.8% 15.9% 20.6% 214

Technology 2.65 24 .5% 19.6% 32.4% 13.7% 9.8% 102

Webmasters that will repurpose |All Data 3.27 13.8% 13.3% 27.8% 22.2% 22.9% 414
release Non profit 3.43 10.0% 10.0% 26.7% 33.3% 20.0% 30
Government 2.86 28.6% 0.0% 42 .9% 14.3% 14.3% 7

Manufacturing 3.19 12.9% 6.5% 38.7% 32.3% 9.7% 31

Resources 3.36 7.1% 21.4% 35.7% 0.0% 35.7% 14

Service 3.27 13.2% 15.5% 25.5% 22.7% 23.2% 220

Technology 3.27 14.7% 12.7% 28.4% 18.6% 25.5% 102

6. How important is it that your releases are posted on specific websites?

Mean as a percent of Not

Questions Data Filter Mean posltsoible S(():ore80 0o/ Important 1 2 3 4 Imp\::tg,ntS Count

Financial websites (Yahoo All Data 3.16 21.2% 13.3% | 20.2% 18.6% | 26.7% 415
Finance, MSN Finance, etc.) Non profit 239 * 38.7% 19.4% 16.1% 16.1% 9.7% 31
Government 2.14 57.1% 14.3% 0.0% 14.3% 14.3% 7
Manufacturing| 2.55 * 35.5% 16.1% | 22.6% 9.7% 16.1% 31

Resources 243 * 214% | 357% | 28.6% 7.1% 71% 14

Service 3.31 19.8% 9.7% 21.2% 18.0% | 31.3% 217

Technology 346 * 10.7% 16.5% | 18.4% | 252% | 29.1% 103

News Aggregators (Google All Data 4.56 1.7% 1.7% 8.4% 15.6% | 72.7% 418
News and Yahoo News) Non profit 4.34 3.1% 3.1% 12.5% 18.8% 62.5% 32
Government 3.14 14.3% | 28.6% | 14.3% 14.3% | 28.6% 7
Manufacturing | 4.58 0.0% 0.0% 19.4% 3.2% 77.4% 31

Resources 4.43 0.0% 0.0% 7.1% 42.9% | 50.0% 14

Service 4.58 1.8% 0.9% 8.2% 15.9% | 73.2% 220

Technology 4.68 1.0% 2.0% 3.9% 14.7% | 78.4% 102

News Websites (Reuters, CNN, |All Data 4.27 2.6% 3.1% 16.0% | 21.2% | 57.1% 420
etc.) Non profit 4.34 3.1% 3.1% 15.6% 12.5% | 65.6% 32
Government 3.14 14.3% 143% | 28.6% | 28.6% 14.3% 7
Manufacturing | 4.19 3.2% 0.0% 25.8% 16.1% | 54.8% 31

Resources 3.93 0.0% 143% | 214% | 214% | 42.9% 14

Service 4.32 2.7% 1.8% 145% | 22.6% | 58.4% 221

Technology 4.32 1.9% 4.8% 13.5% 19.2% | 60.6% 104

Blogs and social media sites All Data 4.01 5.5% 4.7% 18.5% | 26.3% | 45.0% 422
Non profit 3.72 12.5% 0.0% 31.3% 15.6% | 40.6% 32
Government 271 * 143% | 429% | 14.3% 14.3% 14.3% 7
Manufacturing |  3.55 12.9% 129% | 16.1% | 22.6% | 35.5% 31

Resources 443 * 0.0% 0.0% 7.1% 42.9% | 50.0% 14

Service 4.11 4.1% 3.6% 19.4% | 23.0% | 50.0% 222

Technology 4.00 4.8% 4.8% 16.3% | 33.7% | 40.4% 104
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INTERVIEWS &
CASE STUDIES

Interviews & Participants’ Commentary

The first stage of this research project involved conducting in-depth interviews with four respondents and
asking about their use of online press releases. The four respondents, who prefer to remain anonymous, were a
purposive sample of people we believed to have a lot of experience and expertise with online news releases. The
primary purpose of the interviews was to identify relevant issues and items to include in the survey rolled out during
the second stage of the research.

In addition to helping generate questions for the surveys, the interviews provide valuable insights into strate-
gies and tactics used to ensure and assess the success of online press releases. The interview answers are present-
ed in this section in an aggregated format, with the four respondents’ answers grouped under each question.

How many press releases do you release in a year?

The number ranged from 12 to 300, with three out of the four respondents issuing between 12 and 30 press releases
in a year.

What are your goals for your online press releases?
The respondents listed the following goals:

* To gain visibility and credibility

« To reach consumers as well as the media

* Visibility — to create readily available and accessible online content

» SEO - to help the ranking of a website by using inbound links from the press release

» To announce news

* To increase sales

» To complement media relations, pitching mainly to mainstream media journalists and sparingly to bloggers

What are the primary tactics you use when issuing a release for online distribution?
The respondents mentioned several tactics meant to increase the success of their press releases:

* Use relevant keywords. Conduct an online search to understand the terms my audience uses
so | can incorporate them into the press release

» Use relevant, attention-grabbing headline and subhead that incorporates keywords

* Have an attractive, relevant message

» Have informative, newsworthy content

* Use links from the press release to websites

» Conduct a mini-linking campaign to attract links to the press release to increase its rankings
in standard search engines

* Include video and/or photos

» Go to the wire service, pop in the press release information and hit submit

Who are the audiences you hope to reach with your press releases? Do you expect your press releases to be
published in specific places, such as Yahoo Finance, etc.?

The preferred method for audience targeting is the strategic use of keywords, not the location where the press re-
lease is published. Regardless of the press release’s location, if it contains the right keywords, interested audiences
will find it when performing search queries.

* It depends on the release. The keywords are more important than the location of the press
release. It's important that who are interested find it when searching online

» The best way to target an audience is to use their keywords, because audience members
self-segment themselves when performing search queries
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* For Yahoo or Google News, use several times the keywords that best describe your topic or
product and variations of those keywords

* Very targeted to pet owners, pet blogs, and media writing about pets

» People who are interested in that particular topic

» Webmasters and news organizations that will repurpose the release

What are your criteria for measuring the success of the press releases that you issue online?
Most measurement criteria evaluate exposure:

» Reach: how many time a press release has been republished or picked up

* Follow ups: requests for interviews, articles, etc.

* Number of people who read the release and view the multimedia elements

*» Metrics supplied by PR Web: how many times the email announcing the release was
opened, whether the PDF was viewed, printed, or forwarded

* Number of links to the press release

* Online buzz — being talked about online

» Whether the press release leads to people signing up for a newsletter or webinar; or whether
it leads to a purchase

What day do you prefer to issue your press releases online?

Three of the four respondents prefer to issues their press releases mid-week, and one would rather release on the
weekends, hoping they would be picked up at the beginning of the week.

Do you issue all of your press releases online or do you select other channels for some releases? If you
select releases for online distributions and not others, what criteria do you use?

All four interviewees issue all press releases online, but also use other means to pitch the online press releases, such
as e-mails and phone calls.

What are some of the advantages and disadvantages of issuing a press release online or off-line?
Respondents identified two main advantages of online press releases:

* The ability to reach both journalists and the general audience
» They are much easier to find and get picked up

Is SEO an in-house skill or do you have an external vendor do it?
Three out of the four respondents said SEO is performed in-house, and one said that they do both.
Can you share a success story of an on-line release that achieved or exceeded goals that were set for it?
While protecting their clients’ identities, respondents mentioned successes such as:
* An online press release generated over 1,000 in-bound links to the client’'s website
* An online press release was noticed by a journal, which resulted in a cover story that increased
product sales
* An online press release was found online by staff of the Tonight Show with Jay Leno
* An online press release generated a lot of chatter about the issue and the client in the blogosphere
Is there anything about online press releases you don’t know but would like to?
The respondents’ questions were evenly divided between the future of press releases and measurement issues:
» What is the value of social media news releases?
* Are press releases going to die? Do they still satisfy journalists’ needs? Are social media releases more
effective?

* How to measure more than views of press releases?
» What do the various PR Web statistics mean?



SUCCESS
STORY

Success Story: Hostway Corporation

Hostway Corporation provides a range of Web-based services to more than 600,000 customers and 2 mil-
lion Web sites worldwide. Founded in 1998, Hostway is one of the world’s largest Web hosting companies with a
direct presence in 11 countries, 15 worldwide operation centers and more than 600 employees.

Problem to be addressed:

When the corporate policy at Hostway Corporation shifted towards a focus on primarily internal planning and
execution of marketing and public relations strategies, Hostway needed to find a news distribution service that would
allow them to fulfill a range of goals including:

* Announcing new products
* Announcing news related to their executives
« Communicating directly with prospective customers

The PRWeb solution:

Hostway Corporation selected PRWeb for a number of key reasons. First, their broad reach online allowed
them to connect with thousands of prospective customers. Second, as a Web-based company with a strong interac-
tive marketing component, Hostway knew they would be able to utilize the search engine optimization (SEO) benefits
of PRWeb’s platform. Finally, the economical costs and ease-of-use appealed to the team at Hostway.

According to Lyza Latham, Marketing Director at Hostway: “| was utterly delighted with the ease of use -- the
user interface is extremely intuitive. | recognized that it offers a four-star solution at a great price.”

The Results:

On a regular basis Hostway receives over 1200 visitors to each of their press releases distributed through
PRWeb. Since incorporating PRWeb as a regular tool in their PR and marketing efforts, Hostway has managed to
increase their search engine placement, connect with key influencers such as journalists and bloggers, and drive new
customer acquisitions.
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CONCLUSION

BEST PRACTICES & RECOMMENDATIONS

Press releases are no longer just for the media. Press releases are not just for traditional journalists and
editors anymore. Bloggers and consumers have become prominent targets for the online news release. These new
audiences have different motivations and consumption patterns than journalists. Therefore the SNCR Fellows and
Best Practices Committee has developed the following tips and best practices:

Tip: Invest time in researching and targeting your audience.

Tip: Structure press releases for various audiences.

Search Engine Optimization is becoming standard practice.

The importance of using keywords in the headline and body represented two of the four top tactics that
respondents reported using when crafting their press releases.

Tip: To keep your brand consistently findable, issue a release at least once per month.
The success of a press release depends on metrics such as times republished and number of inbound links.
Tip: Don't just count views and links. Make sure your metrics align with your goals.
Tip: Make it easy to others to link to your releases.
Press releases are being distributed through a wide variety of channels.
Tip: Match your channels to your desired audience.

Tip: Take advantage of free/low-cost online distribution services to widen reach.



TOP TEN TIPS

Top Ten Tips for Search Engine Optimization
for Online Press Releases

Search engine optimization (SEO) is a new concept for many public relations professionals. Therefore, SNCR has
worked with Vocus’ PR Web to develop the following best practices and tips for maximizing the SEO of online press
releases.

Tip 1 - Optimize the language in your title.

The title is pivotal for a number of reasons. First, the title is the first thing people will see in the search engine results
as well as in the news release itself so it should be both catchy and concise. Secondly, the title tag for the news
release, which is extremely important for SEO, will be drawn directly from the title of your release. Make sure the title
contains keywords and phrases that are associated with the major themes in your news.

Tip 2 — Optimize the summary and body of your release.

The summary can be a place to put all of the keywords and phrases that you could not add into your title and is also
an opportunity to provide supplementary information that does not neatly fit into the release title. The summary of
your release will also appear as the ‘description tag’ for your PRWeb news release. Throughout the body of your
release, look for opportunities to use high volume keywords and phrases without altering the tone or message within
your news release.

Tip 3 — Add additional keywords as metadata.

PRWeb allows you to add additional keywords as metadata. Make sure to add any keywords that pertain to your
release, that were not contained within the actual body of the release itself, as meta keywords.

Tip 4 — Use a keyword research tool.

In order to find out what are high volume keywords you can use a keyword research tool. There are a number of
options out there. There is a keyword selector tool at http://inventory.overture.com/d/searchinventory/suggestion/
that provides insight into how many times a keyword is searched for in a given month. Google also has a tool that is
good for comparing different keywords: https://adwords.google.com/select/KeywordToolExternal

Tip 5 — Add a news image and file attachments to your release.

Make sure to add a news image to your release. Not only will the image make your news release more graphically
pleasing and likely to be read, but a thumbnail for your news image will appear in the PRWeb search results and
make it more likely to be clicked-through. Furthermore, your news image will be indexed in image search engines
and create more visibility for your news. Also, make sure to use your keyword in the ALT tags for the given images.

Tip 6 — Use keyword links to optimize your Web site.
PRWeb allows you to add keywords into the URL, which can help boost your news release in the rankings for tar-

geted keywords. Choose the top 2-4 keywords pertaining to your news and be sure to tell the PRWeb editor to add
these into the URL.
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Tip 7 — Use keywords in your hyperlink.

PRWeb allows you to use keyword hyperlinks. Instead of writing something like: “PRWeb is the top news distribu-
tion service — for more information go to http://www.prweb.com “ You can simply embed the hyperlink in the text so it
reads: “PRWeb is the top news distribution service.”

The benefit of using keyword hyperlinks is that they will help boost your Web site for the keywords you have embed-
ded the hyperlink within. For example, if people search for ‘news distribution service,” they are going to be more likely
to find your Web site because you embedded a hyperlink in them.

Tip 8 — Spell out key URLSs throughout the body of the release.

At the same time, not all PRWeb affiliates will republish keyword hyperlinks. The Associated Press for example, just
sends around your news as text (without hyperlinks) so make sure your top URLs are spelled out somewhere in the
body of your release.

Tip 9 — Don’t overdo it.

Using too many keywords or too many hyperlinks can be a bad thing. Some search engines will see too many key-
words or too many hyperlinks as spam. Try not to put more than one link in a given paragraph. PRWeb editors are
trained to help you avoid doing anything that search engines would penalize you for.

Tip 10 — Use your news release as an online destination.

One of the best things you can do is orient your personal network to your release. Think of your release as a Web
destination that you can orient people towards. If you are putting out an e-mail newsletter, instead of attempting to
send the entire body of your release, think about simply orienting people to the release hosted on PRWeb. Further-
more, ask people to ‘Digg’ your release or add it to other social bookmarking sites they might use. This will not only
increase the rankings for your release, but also drive more traffic to your Web site.



RESEARCH TEAM

Shel Holtz, ABC is a Founding Fellow of the Society for New Communications Research. Mr. Holtz is principal of
Holtz Communication + Technology. He has been advising companies on how to use online tools for public relations
and corporate communications since 1996. Before that, he was a communications consultant and practice leader for
Alexander & Alexander Consulting Group. He has also been director of corporate communications at two Fortune
500 companies, Mattel and Allergan. He is the author of several books, including “Public Relations on the Net,” “The
Intranet Advantage,” and “Corporate Conversations.” He’s on the Web at www.holtz.com and blogs at blog.holtz.com.

Dr. Mihaela Vorvoreanu, Ph.D. is a Research Fellow of the Society for New Communications Research and an
Assistant Professor in the Department of Communication Studies at Clemson University. Her research and teaching
interest is public relations and new Internet technologies. Dr. Vorvoreanu teaches different public relations courses,
as well as communication theory. She has published research articles in Public Relations Review and the Journal
of Website Promotion and will soon publish a book on the website experience analysis. Dr. Vorvoreanu believes

in socially responsible, engaged scholarship. In her courses, she emphasizes ethical and strategic application of
communication and public relations theory to solve real-life problems. Her philosophy is well captured in the motto:
Communication in Action. Originally from Bucharest, Romania, Dr. Vorvoreanu got both her M.A. and Ph.D. degrees
from Purdue University. Before joining Clemson in January 2007, she was on the faculty at the University of Dayton
(Dayton, Ohio) where she taught public relations courses and advised the university’s PRSSA (Public Relations Stu-
dent Society of America) chapter. Dr. Vorvoreanu blogs at http://www.prconnections.net. For more information, visit
http://www.clemson.edu/~mihaela.
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SPONSORS

m Society for
New Communications Research

Society for New Communications Research (SNCR)

The Society for New Communications Research is a global nonprofit 501(c)(3) think tank dedicated to the advanced study of the latest
developments in new media and communications, and their effect on traditional media and business models, communications, culture
and society.

SNCR is dedicated to creating a bridge between the academic and theoretical pursuit of these topics and the pragmatic implementation
of new media and communications tools and methodologies. The Society’s Fellows include a leading group of futurists, scholars, busi-
ness leaders, professional communicators, members of the media and technologists from around the globe — all collaborating together
on research initiatives, educational offerings and the establishment of best practices.

.
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Vocus

Vocus, Inc. (NASDAQ: VOCS) is a leading provider of on-demand software for public relations management. Our web-based software
suite helps organizations of all sizes to fundamentally change the way they communicate with both the media and the public, optimizing
their public relations and increasing their ability to measure its impact. Our on-demand software addresses the critical functions of pub-
lic relations including media relations, news distribution and news monitoring. We deliver our solutions over the Internet using a secure,
scalable application and system architecture, which allows our customers to eliminate expensive up-front hardware and software costs
and to quickly deploy and adopt our on-demand software. Vocus is used by more than 3,300 organizations worldwide and is available
in five languages. Vocus is based in Lanham, MD with offices in North America, Europe, and Asia. For more information please visit
www.vocus.com or call 800.345.5572.
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