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Tracking News Releases

Chapter 1

How many reporters used my news release?  What kind of pickup do you get?  Can I have a list of the stations that used my release?
These are a few of the questions we get asked all the time.  However, while we would dearly love to provide a detailed listing of the reporters, stations and airtimes of the stories that included our client’s news releases, that’s just not possible or practical with broadcast radio news.  It never has been, and even with the most sophisticated e-mail tracking system (which we have yet to find) we might be able to find out who takes a look, but not who actually uses it on the air.  
However, there are some things we can control that will increase usage.  Let’s start with the most basic factor that affects media use of a news release.  Is the content of the release newsworthy?  This is the most important reason why news releases get used or ignored by reporters.  If you write a commercial then your release is probably going to be sent to the sales manager at the station or network who should contact you with rate information to purchase advertising.   If the release is extremely complicated, long and filled with technical terms that can’t even be pronounced by the average person then it is likely to be ignored.  However, if it’s newsworthy, well written, and pertinent to the reporter’s coverage area then it stands a much better chance of seeing airtime.  
Here at ZimmComm, Cindy and I have been on the receiving end of thousands of news releases over the years.  We know how reporters think.  They want a story that will make their newscast interesting and valuable to their listener.  They have limited airtime in which to put their news.  That’s why the news release has to have a news angle to have any success.  That goes for print as well as broadcast.  
We are in the process of beta testing a system that provides us with some automatic feedback from the Talking News Releases we email to reporters.  I’m going to write more about this system in a separate post.
The reason I’m making a point about the news value of a release is because I fear that the success of a news release we distribute will be judged on the delivery system instead of the content which we have no control over.  Does this make sense?

We guarantee that the release we distribute will make it to the inbox of the reporters in our database but there is no way we can guarantee they’ll use it.  That rests entirely on how they perceive the news value of the release.  However, our Talking News Release service was created to provide the reporter with a more user-friendly release that includes audio, which is his/her own medium.  This will help add value to the release for these types of reporters.  
I also might add that news releases that are more “product-oriented” will stand a better chance of being aired on a radio station or network if the company in question is buying advertising.  That is just the way it is, especially in the farm broadcast business – advertisers pay the bills, and editorial time is a good way to thank them and provide added value.
Enough for this installment of “Tracking News Releases.”  What do you think?
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