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Chapter 1: Introduction 
 

 

 

Media relations is a vital function for both public relations practitioners and 

journalists in the creation and dissemination of news that is important and relevant to the 

public. Agenda-setting theory explains the media’s power to tell the public what to think 

about, which makes journalists a natural target for practitioners. Practitioners seek out 

journalists in order to influence the media agenda, a process journalism researchers call 

agenda building. However, studies have shown journalists hold negative attitudes toward 

individual practitioners and the public relations industry, which can have damaging 

effects on media relations efforts. Journalists and practitioners can work together to help 

each other professionally, but the historical attitudes pose problems for both groups. 

Practitioners have the ability to improve relations with journalists by using the best 

practices of media relations.  

Although an antagonistic relationship between the two professions appears to 

remain, advances in technology are changing the practices of modern media relations. 

Most notably, the relatively recent emergence of social media sites could have a profound 

impact on the future relationship between practitioners and journalists. Specifically, 

Twitter was examined in this study. Because of Twitter’s fundamental purpose, which 

stems from participants’ interactivity of sharing information, the site could have profound 

implications on the future of public relations, journalism and the practice of media 
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relations. Twitter is used professionally by both journalists and practitioners, but little 

research has been done on how each group uses this form of social media. 

The rate at which technology has progressed over the last two decades outdated 

many of the studies performed examining the effects of technology on media relations. 

Therefore, a significant opportunity in the research regarding social media and Twitter 

was evident. This study was an exploratory step in generating information on modern 

media relations which contributes to the general body of knowledge of the journalism and 

public relations industries.   

The study sought to identify trends in the relationship between journalists and 

practitioners, as well as the effects of Twitter on modern media relations. A survey 

methodology was used in the research, which follows previous research of the 

relationship between the two professions. Using a portion of an established survey and a 

new section about Twitter, 66 practitioners and 48 journalists from Indiana provided data 

to compare to the relationship between the groups to previous research, as well as 

original data regarding Twitter and modern media relations. 

The study was useful in adding to and updating the general body of knowledge on 

media relations, in addition to a baseline study of Indiana journalists and practitioners. 

The results showed that journalists still view practitioners in low regard and perceive 

public relations as an inferior profession to journalism. Furthermore, even though 

journalists and practitioners believe Twitter as the ability to be useful for their 

professions, the results showed that neither group has fully integrated Twitter into the 

workplace and even less for media relations.  

 



 
 

Chapter 2: Literature Review 

 

 

 

Importance of Media Relations 

Media relations is the most common function of public relations and an important 

aspect of positive campaigns; consequently, it is generally considered to be essential to 

public relations (Supa, 2008). As White & Park (2010) explained, media relations efforts 

are the “tip of the public relations iceberg – the most visible part” (para. 28). Public 

relations campaigns often center on media relations and the interaction of practitioners 

and journalists, because the media can garner the most attention and create the largest 

effects for an organization. The core of the public relations profession is media relations, 

and most campaigns hinge on their success (Desiere & Sha, 2007). Media relations is 

vital to public relations because of the importance of the media in our modern society. 

Grabowski (1992) explains that “You must have a medium through which to deliver your 

message. And you must know how to employ that medium. It is the one essential element 

in any serious public relations program” (p. 37). Practitioners utilize journalists through 

all mediums to propagate their messages. Thoughtful planning and well-crafted tactics 

are crucial in media relations (Howard, 1988). 

 Media relations is undoubtedly a vital function for a public relations practitioner. 

Harmon (1965) found that 86% of public relations practitioners engaged in media 

relations. More recently, a 1994 student found that 70% of CEOs named media relations 
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as the most important qualification in their communication specialists (Adams, 1995). It 

is no surprise media relations continue to be a primary concern for organizations. Due to 

the importance of media relations strategy, it is essential that this function has a “place at 

the management table” and be effectively combined with other strategies and decision 

making (Adams, 1995). 

Information Subsidies for Agenda-Building 

 

With the importance of media relations during campaigns, there has been a great 

deal of scholarly examination of what the practice entails. Media relations essentially 

includes the practitioner attempts to influence the journalistic production by providing 

information to gain favorable coverage (Zhang & Cameron, 2003). Reber and Kim 

(2006) found that media relations materials were defined as “organizational press 

releases, affiliate press releases, email press kits, searchable press archives, biographies 

of leaders, policy papers, newsletters, organizational history, and links to stories about the 

organization” (p. 325). The importance of media relations for practitioners is derived 

from the agenda-setting theory, first posited by McCombs and Shaw (1972).  

McCombs and Shaw (1972) explained that newspaper readers can “learn not only 

about a given issue, but also how much importance to attach to that issue from the 

amount of information in a news story and its position (p. 176). With the media holding 

such power over the informed public, practitioners have long targeted journalists with 

“information subsidies.” Agenda-setting deals with the media’s impact on the public. 

Agenda-building theory later became prominent, which examined how the media agenda 

is actually set. Practitioners use public relations provided information to aid in setting the 

media agenda, which in turn is capable of telling the public what to think about. 
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McCombs (2004) explains that agenda-building is important because, “control of the 

media agenda implies significant influence on the public agenda” (p. 104). This is a vital 

aspect of media relations that practitioners use to spread the word about their client to the 

public. 

Media relations material can include great depth, but the number one priority of a 

practitioner is the news release. Turk (1986) explains that media relations entails 

practitioners providing “information subsidies” to the journalists, who systematically 

distribute information through mass media outlets on behalf of their client. Journalists, as 

gatekeepers of the media, have ultimate decision of what information is disseminated to 

the public. Practitioners’ media relations efforts are measured in media placements and 

resulting coverage (Zhang & Cameron, 2003). Ragas (2012) asserts that media placement 

and coverage is vital because public relations efforts can have a significant effect on 

“objects – be they issues, candidates, brands, countries, corporations, stakeholders, or 

whatever are emphasized in the news and receive greater public concern” (p. 91-92).  

The media need information to fill their news content, while public relations 

practitioners need to disseminate their organizational news to the public quickly and 

effectively (Taylor, 2009). The relationship between the two sides is vital to the success 

of any media relations program. The use of information subsidies is the foundation of the 

relationship between the practitioner and journalist, who work together in the formation 

of news content. The news media constitute the most prevalent, common and important 

channel for an organization to distribute information and consequently garner positive 

influence on their surroundings (Larsson, 2009). In public relations, through media 

relations, interacting with journalists serves as the primary function to reach multiple 
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publics because the media are often the only method by which an organization can mass 

distribute their information. Fortunato (2000) explains the relationship: “In this triangular 

relationship among public relations, mass media, and the audience, the mass media have 

power in two critical dimensions: (1) the power to potentially influence the public as 

studied in mass media effects research and (2) the power to perform a gatekeeping 

function through processes of selecting and framing issues that will be exposed to an 

audience” (para. 2). The power of the journalists as the gatekeepers of information is not 

lost on public relations practitioners. There is the recognition that the media can prevent 

campaigns from achieving their ultimate goals of distributing organizational messages, 

upholding a positive reputation and avoiding negative sentiments (Veil & Ojeda, 2010). 

Ultimately, it is the journalist who decides what will become news, and their decision 

making process entails contact with practitioners and the review of providing information 

subsidies (Johnson & Sallot, 2006). 

Providing information to the media and specific journalists is the foundation of 

media relation efforts. Gandy (1982) coined the term “information subsidy” to refer to the 

act of a practitioner contributing information in hopes positive news coverage is 

generated. The majority of the information practitioners attempt to place in the media is 

communicated by news releases (Aronoff, 1975). Therefore, the most important tool for 

public relations practitioners is the press release (Bollinger, 2001). These information 

subsidies offer journalists ideas, information and often visuals packaged to use as news 

(Kruvand, 2010). Writing and distributing news releases is the most often used public 

relations activities (Hong, 2007). Through news releases, public relations efforts on 

campaigns can shape media coverage, as well as affect competing campaigns (Ragas, 
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2012). Due to the power of the journalist and the media as the major vehicle to reach the 

general public with pertinent information regarding their clients, a large majority of 

media relations is creating useful press release. However, practitioners and journalists 

must have a positive relationship to work together successfully in the creation and 

dissemination of news to the public. 

The relationship aspect of public relations is no more evident than during 

successful media relations campaigns. A positive and well-working relationship with 

media professionals, coupled with an in-depth understanding of journalistic practices are 

the prerequisites and basic strategy to influence journalists in the formation of setting the 

public agenda (Larsson, 2009). Howard (2004) best addressed the importance of the 

relationship between practitioners and journalists, saying that “the emphasis in a media 

relations program should be on the relations aspect – working to build long-term relations 

with the people who cover your organization” (p. 36). It is a strategic priority of public 

relations practitioners to foster and manage healthy relationships with journalists as an 

objective to strengthen an organization’s overall media relations efforts (Callison & 

Seltzer, 2010). In order for a relationship to be strong, a practitioner must establish direct 

and credible working dialogue with media members (Trahan III, 1993). The significance 

in valued relationships with members of the media is of utmost importance to public 

relations practitioners to deliver results that satisfy management by meeting 

organizational goals with their campaigns. 

Journalists use public relations practitioners’ information subsidies frequently in 

the crafting of news for a variety of reasons. In media relations, practitioners’ need for 

media attention is served by satisfying journalists’ need for material. Larsson (2009) 
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explained that the media and public relations industry operate under the traditional 

exchange theory – practitioners’ need for media attention is served by satisfying 

journalists’ need for material. Journalists use public relations-supplied information 

subsidies today more than ever before (Pincus, Rimmer, Rayfield, & Cropp, 1993). 

Public relations practitioners serve as the most influential sources for mass media news 

with their information subsidies delivered to journalists (Shin & Cameron, 2003). In fact, 

use of practitioners’ information subsidies has become so routine that journalists take it 

for granted that the news is created by sorting through the public relations-supplied 

information each day (Zhang & Cameron, 2003).  

The overall utilization of information subsidies by journalists is difficult to 

quantify. Curtain (1999) estimated that as much as 50 percent or more of daily newspaper 

content originates from media relations efforts on the part of practitioners. The difficulty 

of estimating the use of information subsidies is because the definition of use is both hard 

to define and difficult to identify in mass media productions. Does use constitute having a 

subsidy spark a story idea or is it only when a copy of the supplied information is run 

virtually untouched?  Lee and Berkowitz (2004) suggested that public relations efforts are 

responsible for initiating half or more of all news, and serve as either a supplier or source 

for much of the news. Conversely, Elfenbein (1986) indicated that up to 90% of the 

information that public relations practitioners supply journalists through media relations 

is never used. Regardless of the number of subsidies used in the creation of news, public 

relations undoubtedly is a factor. Whether information subsidies that are provided to 

journalists are used is dependent on a variety of factors (Supa & Zoch, 2009). 
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Journalists’ most likely reason for using information subsidies is lack of staff, 

time and resources to produce and disseminate news to which they are historically 

accustomed. Declining advertising revenues were directly responsible for the cutbacks in 

the size of news staffs, which now have fewer people to cover the same number of events 

(Curtin, 1999). The reliance on practitioners’ subsidies is further exacerbated by the lack 

of news staff and travel budgets available to journalists. Because of the lack of cost for 

the journalist, it is easy to see why media is reliant on public relations practitioners to 

provide information to aid in the creation of the public news agenda. The public relations 

opportunities are evident with journalists reporting they have less manpower to craft the 

news, coupled with the fact many assert they have more work to do now than ever 

(Callison, 2003). Due to journalists’ need for information, public relations practitioners 

are in a prime position to use this to their advantage during successful media relations 

campaigns; however, the relationship between the practitioner and journalist is of the 

utmost importance. 

Practitioner – Journalist Relationship 

 

The importance of the relationship between public relations practitioners and 

journalists is paramount in the creation and dissemination of news to the general public. 

The source-reporter relationship is an ongoing exchange where practitioners attempt to 

influence the news process and journalists try to defend against unwanted influence, with 

each act in accordance with differing roles, goals, values and needs (Shin & Cameron, 

2005). Journalists’ only interaction and contact with practitioners is through media 

relations efforts; therefore, it seems logical to most journalists that media relations is 

public relations (Shaw & White, 2004). Practitioners have a tremendous opportunity to 
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broadcast their information through the media and set the public agenda through their 

personal relationships with journalists. Given practitioners’ unique relationship with 

members of the media, it seems to be an ideal situation to bridge gaps between journalists 

and the general public (Wyatt, Smith, & Andsager, 1996). Practitioners and journalists’ 

roles in the source-reporter relationship are crucial to the process of media relations. 

Since the rise of the public relations industry in the 1920s, journalists and practitioners 

have been contemplating the other’s roles and attempting to define the boundaries of their 

relationship (Stegall & Sanders, 1986). 

Public relations practitioners and journalists have an unsettling past, which 

continues to influence their relationships today. As Grunig (1990) explained, “In the early 

years of public relations, practitioners strived nearly exclusively to get attention in the 

mass media for the organizations they represented. Most would have described their 

target audience as a mass audience or a general public. Competition for space in the 

media was intense, and journalists experienced many abuses from public relations 

people” (p. 19). Unfortunately, the past troubles in the practitioner and journalist 

relationship have effects on their collaboration in the creation of news today. The 

implication of these dynamics between practitioners and journalists go far beyond the 

mutual exchange of benefits and shared interests (Kruvand, 2010). Public relations 

functions in an advocacy role for organizations, attempting to persuade multiple publics 

to promote positive sentiments regarding their product or service. Therefore, 

practitioners’ goals are sometimes diametrically opposed to those of journalists; however, 

when their interests converge, the two can become firm allies (White, Smith, & 

Andsager, 1996). It is important for practitioners and journalists maintain a positive 
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relationship, because the results can benefit both individually, as well as the collective 

public. On the other hand, an adverse relationship between the two groups of 

professionals can hurt the public (Sinaga & Wu, 2007).  

Antagonism between public relations practitioners and journalists is evident 

throughout the history of the relationship. Although some historians claim that the 

discipline emerged after World War I, journalists encountered publicists before the Civil 

War (DeLorme & Fedler, 2003). The primary function of early public relations was 

solely to achieve maximum publicity for their client or organization. Antipathy among 

public relations practitioners and journalists was most noted toward the end of World 

War I. DeLorme and Fedler (2003) explain, “The newspaper industry started a campaign 

against ‘spacegrabbers’ (primarily press agents). Journalists feared that publicists’ efforts 

to obtain free publicity would reduce newspapers’ advertising revenue. Trade journals 

lead the battle, urging journalists to discard publicists’ handouts” (para. 3). Regardless of 

the exact date public relations became prominent, early practitioners’ techniques angered 

journalists. DeLorme and Fedler (2003) explain, “They invaded newsrooms and tried to 

use or manipulate journalists. Further, some corrupted journalists by offering them 

money and gifts. They flattered, cultivated, and exaggerated, creating sensational stories 

which reporters seemed unable to ignore. Journalists resented their efforts, complaining 

that publicists misled them, misled the public, and endangered the media’s credibility” 

(para. 57). Although these practices are no longer universal, unethical practitioners 

continue to cause journalists to mistrust practitioners (Supa, 2008). 

The necessity for practitioners and journalists to attain a positive relationship in 

order for both to be successful in their endeavors is evident. However, Graham (1992) 
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explains that due to prior negative experiences with practitioners the press is still 

“generous in denigrating the competence of public relations practitioners” (p. 23). While 

practitioners and journalists agree that public relations influences the news, they tend to 

disagree regarding the collective effect. Practitioners view their influence as enhancing 

the marketplace of ideas by providing a voice to their clients and organizations; 

journalists fear that the prosperous sources for which the campaigns are created already 

have an overwhelming influence which ultimately restricts the media marketplace (Sallot, 

Steinfatt, & Salwen, 1998). Ultimately, media relations and the relationships between 

practitioners and journalists include many shared interests and values; however, both 

groups often find themselves at odds over conflicting goals (White, Smith, & Andsager, 

1996). The importance of relationships between practitioners and journalists are vital in 

the creation of information and the mass dissemination of news which in due course 

influences the public agenda. 

Multiple studies have explored the modern relationships between public relations 

practitioners and journalists (Adams, 2002; Aronoff, 1975; Dansker, Wilcox & Van 

Tubergen, 1980; DeLorme & Fedler, 2003; Janowitz, 1975; Jeffers, 1977; Samsup Jo, 

2003; Kopenhaver, Martinson & Ryan, 1984; Pincus, Rimmer, Rayfield & Cropp, 1993; 

Ryan & Martinson, 1988; Sachsman, 1976; Spicer, 1993; Turk, 1986; Supa & Zoch, 

2009). The findings reveal that journalists still hold negative perceptions of public 

relations for a variety of reasons, while public relations professional believe their role in 

the relationship is of equal value to journalists. 

 Public relations practitioners view their relationships with journalists as generally 

positive, lacking evidence of many of the problems journalists see with the industry. In 
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his seminal study Aronoff (1975) found that public relations practitioners felt they were 

vital in the dissemination of news and their profession was on equal status of journalism. 

The findings also showed that practitioners felt they provide a beneficial service to the 

press and work largely guided by similar considerations which influence journalists in 

their gathering, writing and dissemination of the news. It is important to note that 

practitioners engage in media relations with the assumption that they are on the same 

level of journalists and extremely influential in the creation of news. In fact, Sallot, 

Steinfatt, and Salwen (1998) found that practitioners perceived a much greater view of 

public relations’ influence on media agenda setting than journalists. This is undoubtedly 

reflective of each individual practitioner’s successes in placing information subsidies, 

while journalists view this information as often unwanted. Ultimately, practitioners have 

maintained their views of journalists in high regard and feel that the two groups 

collaborate efficiently and work well together (Supa, 2008). This finding shows that 

practitioners feel they must organize effective media relations campaigns that provide 

benefits in relation to their public relations goals for the organizations and clients they 

represent. 

 Public relations practitioners have a positive view of the journalistic process and 

the influence they are able to exert in the formation of the media’s agenda. Larsson 

(2009) explained that public relations practitioners declare a high level of respect for the 

norms of journalistic conduct and the media’s role in a democratic society. Additionally, 

practitioners view their relationships with the media as well function and 

accommodating. Jeffers (1977) found that both practitioners and journalists consider their 

relationship to be cooperative; however, practitioners believed this fact to a greater extent 
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than journalists. This could reflect that although public relations has an influence on the 

media’s agenda, journalists resent the processes of modern practitioners, which they must 

rely upon to craft the news. Conversely, practitioners also tend to underestimate 

journalists’ views of their levels of accommodation and collaboration (Shin & Cameron, 

2005). This fact points toward practitioners always feeling their information can be more 

useful to journalists, when in reality their view may be distorted in their efforts to reach 

organizational goals. Jeffers (1977) found that “highly cooperative” practitioners rate the 

ethics of journalists, individually and collectively, higher than those reported as “medium 

cooperative.” It is natural to assume that journalists that have been helpful to public 

relations campaigns in the past will enhance their reputation among practitioners. In all, 

practitioners are more successful in assessing their journalist counterparts’ views than 

journalists are regarding practitioners’ views (Stegall & Sanders, 1986). 

 Although practitioners rank themselves equal in status as specific journalists with 

whom they work (Jeffers, 1997), many practitioners are aware of the negative stigma 

journalists hold to the public relations industry and the resulting effects on the 

relationship. Therefore, practitioners view the ethics of particular journalists as 

significantly lower than journalists in general and as Jeffers (1977) put it, “familiarity 

seems to breed disrespect” (p. 305). The uneasy tension in the relationship is not lost on 

practitioners, who understand journalists have negative views toward their techniques and 

profession. In response, public relations practitioners argue that the media is biased 

against their profession and client, and ultimately they are unfamiliar with the topics 

contained in the media relations efforts (Pincus, Rimmer, Rayfield, & Cropp, 1993). 

Furthermore, many practitioners think they will be viewed negatively by journalists no 
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matter what they do, due to predispositions and inherent biases within journalistic culture 

(Ryan & Martinson, 1988). This sentiment is likely common among practitioners and for 

good reason. The multiple studies on the relationships between practitioners and 

journalists found some frightening views of the industry in the eyes of journalists. 

Journalists perceive an overall lack of credibility within the public relations 

industry and in individual practitioners, which influences the relationships and ultimately 

media relations success. Journalists depend on information subsidies from practitioners 

but mistrust the power that public relations exerts in the flow of information, as 

journalists are conscious of their role as the defenders in formation of public knowledge 

(Shin & Cameron, 2003b). This lack of trust affects media relations campaigns, making it 

less likely a public relations practitioner is able to place information to influence the 

public agenda. As a whole, journalists have identified public relations practitioners as low 

credibility sources (Aronoff, 1975; Jeffers, 1977; Kopenhaver, Martinson, & Ryan, 1984, 

Supa & Zoch, 2009). Journalists view public relations practitioners as advocates with 

hidden agendas and compromising ethics who often hold back information on behalf of 

their clients in order to achieve organizational goals instead of serving the public’s body 

of knowledge (Hong, 2007). The lack of perceived credibility contributes to journalists’ 

negative views of public relations as a field, as well as each individual practitioner they 

engage on a daily basis. Journalists seem to relegate public relations practitioners to a 

lower status due to not only poor job performance but also lower ethical conduct and 

honorable intentions in comparison to journalists (Stegall & Sanders, 1986). Credibility 

of sources plays a pivotal role in journalists’ use of external sources for story ideas and 
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the formation and dissemination of news, which ultimately influences the public’s 

perceptions of organizations, products and services. 

Journalists’ negative perceptions of public relations play a significant role in their 

portrayals of the industry and its practitioners in the news, which foster perceptions of the 

field for all of society. Spicer (1993) explains, “The negative attitudes journalists hold 

toward the public relations field…are evident in their overwhelmingly negative 

subjective use of the terms public relations and PR. The use of language—the use of 

public relations and PR as descriptors loaded with semantic weight—reflects a 

preexisting bias on the part of print journalists” (p. 60). Furthermore, Samsup Jo (2003) 

found that public relations is portrayed in a derogatory manner through mass news media 

outlets. This is troublesome for public relations practitioners because news media are able 

to tell the public what to think about particular topics. A negative view from society is a 

detriment to the progress of the industry. Reporters, editors and headline writers 

subjectively embed and reinforce negative perceptions and connotations about the field of 

public relations through their use of the terms public relations and PR (Spicer, 1993). 

Journalists’ negative views of public relations and the practitioners have carried over into 

the portrayal of the industry to the public, which makes it imperative practitioners begin 

to create better working relationships. White and Park (2010) found that media 

definitions of public relations matched the standard PRSA definition only about 5 percent 

of the time, while public relations was depicted negatively 85 percent of the time. This 

disconnect between journalists and practitioners has an adverse effect on the profession’s 

ability to collaborate. 
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Repairing the Relationship with Best Practices 

 

Public relations practitioners must work in partnership with journalists and the 

media to change the detrimental opinions, stereotypes, and attitudes held regarding the 

industry in order engage in successful media relations and form positive connotations of 

the profession. Most modern public relations practitioners understand the importance of 

developing relationships and being open and honest; however, poor practitioners, or “bad 

apples,” cause journalists to mistrust all practitioners (Supa & Zoch, 2009). Still, fighting 

with the media over journalists’ antagonistic views of practitioners is a no-win 

proposition because they must deal with those journalists again to be successful in their 

media relations efforts (Pomerantz, 1989). Despite the hostility journalists feel toward 

media relations practitioners, the only way to overcome these views is to provide 

beneficial material while working with individual journalists and the media (Howard, 

2004). Building mutually beneficial relationships built on hard work and ethical practice 

is vital to public relations practitioners in attempting to achieve their goals of media 

placement for their clients. Yoon (2005) explains the important aspects of the 

relationship, saying a practitioner must have an advanced understanding of “which 

journalists to contact and how to reach them, understanding of the media deadlines and 

what kind of stories would appeal to target journalists, understanding of the importance 

of a quick response to their requests and inquiries, experience and training in media 

relations, and well-established relationships with journalists,” (para. 10) is required to be 

successful. So, while a majority of journalists have negative perceptions or feelings 

toward public relations, each practitioner has the ability to alter those attitudes using 

sound tactics. 
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For public relations practitioners to change the perceptions and alter the attitudes 

of journalists regarding both the collective field of public relations and individual 

practitioners, strong media relations must be practiced by both groups. With relationship 

building being at the heart of public relations, a two way symmetrical model of public 

relations (Grunig, 1984; Grunig, 1990; Grunig & Hunt, 1984) notes it is important to 

emphasize balanced communication, based on research by the practitioner to garner 

feedback with their public. The model is considered ideal for practitioners in developing 

mutually beneficial relationships. Public relations should have an interactive relationship 

rather than manipulative approach to the media (Grunig, 1990). Grunig (1990) explains 

that “two way symmetrical public relations is more ethical and socially responsible than 

asymmetrical public relations because it manages conflict rather than wages war. 

Symmetrical communication programs also are successful more often than asymmetrical 

ones and contribute more to organizational effectiveness” (p. 20-21). During successful 

media relations practices, the practitioner will collaborate with the journalists to achieve 

in which they same a fundamentally common goal: disseminate information for the best 

interest of the public. 

Media relations efforts are an unavoidable function for both practitioners and 

journalists; however, the relationships and resulting effects can be far more positive if 

each professional group applies constructive strategies. Journalists expect to be targeted 

with public relations information, and provided each practitioner understands the needs of 

the journalists, is open and honest, and disseminates valuable information, the 

practitioner will not fail in the relationship (Supa & Zoch, 2009). Each practitioner must 

remember to deal openly with the media and that telling the truth is the best policy in all 
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circumstances (Stegall & Sanders, 1986). The best practices of media relations rely on 

successful relationships with journalists; therefore, all interactions should be valued 

accordingly. Callison and Seltzer (2010) explain that “Media relations practitioners: (a) 

should provide journalists with useful, organized, and relevant information; (b) should 

utilize a dialogic loop in order to be responsive to journalists’ needs; and (c) should make 

both themselves and organizational officers accessible to the media” (para. 4). In so 

doing, the practitioner will have done his or her part in creating a positive working 

relationship, but journalists have responsibilities as well. Rather than simply ignoring 

public relations information, journalists should attempt to work with practitioners to 

improve the quality of their subsidies, or at least explain why the information is not 

useful or appropriate (Supa, 2008). Supa (2008) also explains that “If journalists do 

nothing, then practitioners will only continue to send them information that is not useful,” 

(p. 87) which will negatively affect the relationship and hinder achievement of a mutually 

beneficial goal. Detweiler (1992) summed it up best, saying, “In journalism as well as 

public relations, putting yourself in another's shoes should be a sign of mature ethical 

performance. It is hard to justify a professional norm which regards such a simple gesture 

of empathy as an unethical conflict of interest” (p. 21). Sound fundamental practices of 

media relations should be employed by both practitioners and journalists, because, in 

reality, the groups are mutually dependent and share common goals. 

A great deal of study has identified the relationship between journalists and public 

relations practitioners as antagonistic (Adams, 2002; Aronoff, 1975; Dansker, Wilcox & 

Van Tubergen, 1980; DeLorme & Fedler, 2003; Janowitz, 1975; Jeffers, 1977; Samsup 

Jo, 2003; Kopenhaver, Martinson & Ryan, 1984; Pincus, Rimmer, Rayfield & Cropp, 
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1993; Ryan & Martinson, 1988; Sachsman, 1976; Spicer, 1993; Turk, 1986; Supa & 

Zoch, 2009); however, with proper media relations, both professions serve vital functions 

for the other. Today, in reality, whether the adversarial relationship between practitioners 

and journalists is based on tradition, or whether it is actually a relationship that has been 

irrevocably marred because of historical and modern day interactions, is uncertain (Supa, 

2008). Regardless if a gap between journalists and practitioners truly exists today, 

journalistic presumptions of an existing gap could have an important impact on the 

communication process (Kopenhaver, Martinson, & Ryan, 1984). In order for both 

professions to achieve a mutually beneficial relationship, they must understand each 

other’s responsibilities and ultimate goals. Journalists may be able to “coorient” with 

public relations practitioners if they better understood the history, principles and practices 

of public relations (Stegall & Sanders, 1986). However, the same could be said for media 

relations practitioners. Nonetheless, the traditional antagonism in the relationship 

between journalism and public relations presents a major issue (White, Smith, & 

Andsager, 1996). Overall, practitioners and journalists can aid in the basic function of the 

media, which is providing the pubic with information that is relevant and significant to 

their daily lives (Supa, 2008).  

Impact of Technology 

 

The modern practice of media relations is transforming with the emergence and 

use of new media technologies, which aid in the professional relationships among 

practitioners and journalists. Bleecker and Lenton (1982) explained that technology 

transforms the way we send, receive and process information. Even in 1982, Bleecker 

and Lenton (1982) understood the impact technology could exert, saying, “if we persist in 
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time-worn ways of gathering and disseminating information, we may go the way of 

blacksmiths and icemen” (p. 6). Today, “new media” have become a worldwide 

phenomenon and a major focus in academic research within the field of communication 

(Xianhong & Guilan, 2009). People’s minds have always been stimulated with the debut 

of new media and its implications for media research (Xianhong & Guilan, 2009). The 

internet and modern technology has had a tremendous impact on society and altered how 

the media works today. Public relations practitioners and journalists have only begun to 

realize the opportunities and benefits for the exchange of information and news (Howard, 

2006). The advancement of technology and specifically the uses of the internet have 

profoundly impacted practitioners and journalists because of the way in which the 

Internet has affected media processes. 

Modern technology and the Internet provide a new medium for journalists which 

has changed the journalistic process remarkably for future generations. The use of 

modern technology and the Internet has enhanced journalism by creating a medium that 

is more accessible for journalists (Schreurs, 1996). Journalists now see the Internet as an 

essential resource for information (Kent & Taylor, 2003). The extent to which journalists 

use the Internet has rapidly grown through the diffusion of technological innovations. 

The Seventh Annual Middleburg-Ross Survey of Media in the Wired World found that 

the percentage of journalists using the Internet for story ideas and article research 

increased from 66 percent in 1995 to 92 percent in 2001 (Callison, 2003). Furthermore, 

Callison (2003) found that 81 percent of print journalists use the Internet at least once per 

day for research. Now, those numbers are likely to be vastly outdated since the Internet 

has become an ingrained part of the daily lives of all Americans and specifically 
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journalists. Technology will continue to transform the role gatekeepers play since the 

Internet provides journalists a virtually unlimited amount of free information, unrestricted 

by physical boundaries (Johnson & Sallot, 2006). The impact technology and the Internet 

play in the modern journalistic process are evident and growing. In his book, My Paper 

Chase: True Stories of Vanished Times, Harold Evans wrote, “The question is not 

whether Internet journalism will be dominant, but whether it will maintain the quality of 

the best print journalism. In the end, it is not the delivery system that counts, it’s what it 

delivers” (as cited in Knight, 2010, p. 30). Print journalism has benefited greatly from the 

use of the Internet because its practice transfers well to this medium and journalists are 

reaping the rewards of the new modern age. Callison (2003) found that journalists agree 

the Internet has made their jobs easier and improved their quality of work.  

The innovations of modern technology have also influenced public relations 

practitioners. Media relations has incurred a fundamental shift with the emergence of 

technology and the Internet, changing the way practitioners and journalists interact. Shin 

and Cameron (2003c) found that most U.S. journalists have daily internet access and 

spend on average fifteen hours a week online to fulfill the responsibilities of their 

profession, while 99 percent of public relations practitioners access the internet to support 

public relations objectives. Public relations practitioners must accept that traditional 

forms of media relations, such as crafting an information subsidy and sending them to 

journalists, are becoming outdated and putting practitioners out of touch with the media 

(Supa, 2008). An increasing number of practitioners are acknowledging that traditional 

media relations is losing dominance in public relations; therefore, scholars, educators and 

practitioners must explore the new era of media relations (Water, Tindall, & Morton, 
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2010). Practitioners and journalists are redefining media relations through their 

interactions using new technologies and the Internet. 

Ultimately, technology and the Internet have shifted the common media relations 

tactics, which now include an online dimension. Practitioners and journalists are able to 

utilize new technology to enhance both of their professions and achieve their goals. Kirat 

(2007) best explains the new online relationship, saying, “There is a common 

denominator between online journalism and online public relations, both need each other 

and both use news, reports and data from each other. Online journalism needs and uses 

online public relations. Public relations departments use online newspapers and 

publications to monitor the organization’s corporate image, news coverage and public 

opinion” (para. 4). Practitioners and journalists perceive that online media has enhanced 

the source-reporter relationship inherent in all interactions (Shin & Cameron, 2003b). 

The Internet has developed and promoted media relations for practitioners and journalists 

(Kirat, 2007). However, the Internet holds a vast array of possibilities yet explored by 

professionals in both fields. Callison (2003) asserts that the Internet “has the potential to 

be a key public relations tool but is not currently being used to its full potential in media 

relations” (para. 11). As the Internet has matured, the interconnectivity of the public has 

become seamless using new resources referred to as “social media,” which could be the 

next step in the online media relations frontier. 

Social Media 

 

Social media is a new form of interaction derived from the Internet that could 

serve a pivotal function to public relations practitioners and journalists in their mutually 

beneficial relationship to disseminate news to the public. Social media, or online social 
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networking sites, have been heralded as groundbreaking interactions which will allow for 

networked communication instantaneously (Lariscy, Avery, Sweetser, & Howes, 2009). 

Social media sites are among the fastest growing on the Internet and provide an excellent 

opportunity for public relations practitioners and journalists to disseminate information to 

large audiences quickly. These sites are online tools which encourage interaction and 

emphasize the social aspect of the medium (Sweetser, 2010). Social media sites are web 

services that form online communities that shape people’s digital lives across many 

different channels (Gordon, 2009). Many people now receive the majority of their 

information from secondary sources other than traditional news media outlets; however, 

the opportunity of news media to take advantage of this phenomenon sweeping the 

Internet is palpable. Social media describes online practices that use technology by 

enabling people to share content, opinions, experiences, insights and media themselves 

(Lariscy, Avery, Sweetser, & Howes, 2009). Furthermore, social media sites offer a 

fertile ground for fostering and maintaining positive relationships (Xianhong & Guilan, 

2009). As with the foundation of media relations, these social media sites encourage two-

way symmetrical communication among its participants. This two way symmetrical 

approach to social media embraces new communication and information technology, 

which allow them to be efficient channels to reach and interact with multiple publics and 

stakeholders, ultimately building mutually beneficial relationships (Berger & Dong-Jin, 

2003). 

Social media has blurred the lines between public relations practitioners, 

journalists and the public. Furthermore, these new innovations on the Internet have 

changed how people perceive their own reality. Xianhong & Guilan (2009) assert, 
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“People join and maintain the community and take in knowledge from the network. They 

form perceptions of the world, others, and themselves. The new media affects today’s 

human functions from the “basic” level, such as cognition, perception, recognition, and 

relations, and also moves onto the ontological matter of human existence” (p. 368). 

Social media sites redefine the relationships the public has with organizations and the 

media (Sweetser, 2010). These new sites are influential in our modern world, but still 

allow practitioners and journalists a medium to participate in the marketplace of ideas 

with the public. Social media sites act as the next step to successfully engaging target 

audiences (Wilson, 2008). These new communities internalize people’s cognitive and 

perceptual selves and ultimately become an extension of their lifestyles (Xianhong & 

Guilan, 2009). Consequently, it is vital for public relations practitioners and journalists to 

explore social media, understand its capabilities, and take advantage of the opportunities 

presented. 

Journalists have felt the effects of the rise of social media and are still trying to 

negotiate the proper incorporations for their professional use. Social media is now a part 

of the Internet’s very fabric, used almost as often as email, and if you are in journalism, 

knowing how to interact with the social media sphere is quickly becoming a prerequisite 

for a job (Robles, 2010). The social dynamic of news in relation to social media is 

leading journalists toward an unprecedented professional paradigm shift. Journalists are 

faced with understanding how to prepare for the inevitable adjustments of reporting and 

how to benefit from the strategic planning and dissemination of news in related to social 

media outlets (Doctor, 2010). The importance of social media to journalists has left them 

questioning their roles in the new phenomenon. More and more, journalists of all ages 
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and experience levels are beginning to discover and understand the relevance of social 

networking sites to their lives and work (Wilson, 2008). In order for journalists to prosper 

in the new interconnected age of social media, they must define their roles and adapt to 

the every changing atmosphere of supplying news information to the public. As 

journalists begin to understand the nature and value of information being gathered, 

conveyed and shared through social media, they will be able to work more effectively, 

but also enhance the prospects of journalism’s long-term survival (Overholser, 2009). 

Similarly, public relations practitioners must adapt their responsibilities and incorporate 

social media outlets. 

Public relations practitioners, in the same vein as journalists, must be conscious of 

the importance of social media on their practice, which in a way elucidates the very 

foundation of their purpose. Avery et. al. (2012) explained, “The logic is hard to dispute: 

social media, like the very basis of public relations itself, build relationships. Social 

media are inherently interactive, communicative, and social. Some herald social media as 

bringing public relations full circle to its original foundation of building relationships” (p. 

337). For practitioners to make use of social media, they must become available to the 

public and foster positive relationships to create beneficial perceptions of the industry. 

Smith (2010) explains that in today’s modern age, publics have unparalleled reach and 

access to information, and practitioners can help social media publics sort through the 

clutter, and through information sharing and interactions practitioners can cultivate 

position relationships with their targeted publics. Public relations practitioners have much 

to gain through social media, which can serve as a gateway for public relations materials 

that are socially distributed to publics (Smith, 2010). Practitioners seem to realize the 
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potential of social media in advancing their profession through positive relationship 

building. However, the only thing holding practitioners back is the need to truly 

understand social media and the opportunity they provide, and consequently adopt an 

innovative way of conducting public relations (Phillips, 2008). If the public relations 

industry can successfully redefine some common methods, social media may be the key 

to the solidification of the profession. 

Social media sites offer the unprecedented opportunity for public relations 

practitioners and journalists to build mutually beneficial relationships which can have an 

effect on the formation and distribution of useful and relevant information to the public. 

While it appears that the majority of journalists are not using social media to influence 

the agenda-building process, they do not appear to be opposed to it (Lariscy, Avery, 

Sweetser, & Howes, 2009). Lariscy, Avery, Sweetser, and Howes (2009) explain that “it 

behooves public relations practitioners to begin engaging social media in preparation for 

the day social media may contribute to agenda building” (para. 15). Online media 

relations is the future of the practitioner and journalist relationships, and for the industry 

to generate positive relationships, they should begin to refine their social media skills. 

Social media not only allow practitioners to reach out and engage their publics with two 

way communication and interactions, but they also provide new avenues to strengthen 

media relations (Eyrich, Padman, & Sweetser, 2008). Journalists’ historically negative 

perceptions of the public relations industry stem from poor media relations tactics; 

however, with a new medium in which to interact, practitioners can foster a more positive 

perception from their counterparts. Most social media sites offer news, information, and 

story ideas; therefore, practitioners may use them as a media relations resource, which 
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may increase their perceived expertise in the eyes of journalists (Diga & Kelleher, 2009). 

While social media is still in the early stages of use, practitioners and journalists must 

have positive interactions which can set a precedent for future relationships. 

Since media relations is one of the primary functions of public relations, as 

discussed earlier, social media may provide a new avenue for practitioners and journalists 

to collaborate in order to provide information to the public. Social media can be used for 

agenda building, as journalists look for third-party or “general population” sources in 

writing their stories; therefore, public relations practitioners have begun to engage 

journalists through social media with this in mind (Lariscy, Avery, Sweetser, & Howes, 

2009). Waters, Tindall, and Morton (2010) took a more direct approach, saying that 

journalists are making their needs evident to practitioners through social media outlets. 

Regardless, the practitioner and journalist relationship is on the cusp of taking a dramatic 

turn through the use of social media – to which end is not clear. For the foreseeable 

future, practitioners’ media relations efforts must include the full scope of social media 

tools, and continue to practice traditionally sound media relations in their interactions 

with journalists. More often now, journalists are experimenting with Twitter to collect 

sources and find story ideas, which means public relations practitioners must be aware of 

this development and engage journalists using social media sites (Waters, Tindall, & 

Morton, 2010). The future of online media relations is currently unclear; however, for 

practitioners and journalists, identifying the appropriate and most useful social media site 

is pivotal in their attempts to provide information to the public. 
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Potential of Twitter 

 

The budding influence of Twitter is extremely valuable to public relations 

practitioners and journalists to fulfilling the basic functions of their profession. Twitter is 

a “nanoblogging” system of communication on an internet based publishing platform that 

consists of sending short messages with a maximum of 140 character in length, created to 

explain what one is doing, to share information or to offer links to other websites (Xifra 

& Grau, 2010). Twitter serves as half diary and half stream of consciousness, 

emphasizing relationships and trust because it is easy to follow people, see if there is a 

connection, and disassociate with those you do not like (Skoler, 2009). Twitter’s primary 

function is self-assertion and the assertion of one’s ideas regarding a specific issue and 

the relationship foundation of the site is inherent in any social media network (Xifra & 

Grau, 2010). Individuals use Twitter to serve a variety of needs, but the social network is 

inherently founded on the sharing of information. Smith (2010) explains, “Twitter is 

more than a message engine—it is a platform for social connection and promotion. 

Interactivity is a driving force of Twitter use, and involvement seems dependent on 

technological facilitation (functional interactivity) and interdependent messaging 

(contingent interactivity)” (para. 29). Twitter is fundamentally centered on the 

relationships between users and how they fill needs for each other’s benefit. Like all 

social media, the experience on Twitter is determined by those whose tweets we welcome 

into our consciousness; consequently, communities congregate around interests or issues 

(Tremblay, 2010). The relationship aspect of Twitter is important for journalists and 

practitioners. However, the essential reason Twitter may likely guide online media 

relations of the future is because it cooperates seamlessly with other tools, as Twitter’s 
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philosophy is to enable connection with other services on the communication platform 

(Xifra & Grau, 2010). The implications and inherent value of Twitter are evident to 

public relations practitioners and journalists, but journalists primarily have been the first 

to witness the positive effects of Twitter’s social media site. 

The extent of Twitter’s impact on individual journalists and journalism in general 

is still being realized, but successful journalists are incorporating Twitter in their 

professional lives. The majority of media see social media as tools to aid in their 

distribution of content to a variety of audiences, but the savvy journalists are using the 

networks for the real value they provide: an opportunity to establish relationships by 

listening to others (Skoler, 2009). Journalists are now using content shared on Twitter to 

enrich their stories, enabling reporters to create a social story that references not only 

interviews sources, but also embedded tweets (Lavruski, 2010). The uses of Twitter are 

extensive in the journalistic process. “Twitterverse” can be used to find sources or ideas 

(Garrison-Sprenger, 2008) and ultimately act as a kind of community organizing tool for 

the newsroom (Farhi, 2009).  

Journalists have tapped into Twitter to help fulfill their professional 

responsibilities by creating profiles and sending out tweets to their audiences (Stassen, 

2010). Twitter can be a serious aid for journalists, acting as a living, breathing tip sheet of 

facts, news sources and story ideas (Farhi, 2009). Today, there is a Twitter handle for the 

popular source site, Help a Reporter Out, under the handle @HARO, where journalists 

can post in hopes of finding sources for their upcoming stories. The future of journalism 

will undoubtedly involve Twitter, and successful journalists are using this social media to 

enhance their information and ability to engage and interaction with the public. In fact, 
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Twitter announced “Twitter for Journalists, A Best Practices Guide,” in the summer of 

2011. It seems clear that journalists are using Twitter as a way to distribute information to 

publics, but also as a source in creating the news, which is useful knowledge for 

practitioners in their online media relations efforts. 

Practitioners must realize how Twitter is affecting journalists and how they can 

reach organizational goals by interacting with journalists and the public to create 

mutually beneficial relationships. However, there seems to be an overall lack of diffusion 

of Twitter among practitioners. Twitter is used as a medium for professional use by 

practitioners, (Xifra & Grau, 2010) but little research has been done on the ways 

practitioners are using this form of social media. As the literature shows, Twitter has 

become an essential tool for journalists; therefore, practitioners should be working toward 

engaging journalists to enhance the view of public relations and achieve successful 

campaigns. However, Twitter also serves an essential function of public relations by 

providing a direct route to interact with the public. Twitter’s character limits and real-

time updates create a place for ongoing and immediate interaction which facilitates 

dialogue unlike any other social media outlets, making it a dynamic environment for 

practitioner–user interaction (Smith, 2010). Dialogic feedback loops and openness are 

apparent on Twitter (Smith, 2010) and can help practitioners successfully participate with 

the public while attempting to accomplish organizational goals. Twitter provides 

practitioners an unprecedented opportunity to interact with the public directly, as well as 

serve as a source for journalists in a similar fashion as traditional media relations tactics; 

therefore, it can be assumed that practitioner use of Twitter will be essential in the future.  
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Research Questions 

 

With the apparent influence Twitter exerts in the field of journalism and 

consequently public relations, this study seeks to contribute to the body of knowledge of 

modern media relations by answering the research questions below. 

Supa (2008) explained, “No matter what direction public relations or the media 

take, particularly the rise of new media technologies and the continued dominance of the 

Internet, media relations will continue to play a major role in the practice of public 

relations” (p. 3). Current studies of the online relationship between public relations 

practitioners and journalists become outdated so quickly that the field is in need of further 

study. The literature regarding Twitter use among practitioners and journalists, as well as 

the resulting effects on their relationship is severely limited. 

RQ1) Are practitioners and journalists using Twitter in their work? If so, how 

often are they using the site in relation to traditional functions? 

 

RQ2) Are practitioners and journalists interacting on Twitter to perform media 

relations? 

 

RQ3) Have public relations practitioners or journalists’ attitudes changed toward 

the other profession in relation to previous studies? If so, is it possible that Twitter 

has played a role in altering these longstanding attitudes? 

 

 

 

 

 

 

 

 

 

 



 
 

Chapter 3: Methodology  
 

 

 

This study sought to identify modern trends in the relationship between journalists 

and public relations practitioners through an analysis of attitudes toward the respective 

professions. The research gauged changes in the historically antagonistic relationship 

between the professions by examining the effects of modern media relations outlets such 

as Twitter. 

The medium used in this study is print newspaper. This was chosen to enable the 

results of the study to be compared to similar studies that have been published in the area. 

Public relations practitioners also target newspapers more than any other medium. 

Furthermore, newspapers are undergoing greater change toward new technology, and 

specifically the Internet,   to maintain their status. Additionally, as Supa (2008) 

noted, the tradition of journalism, as well as the noted relationship with public relations 

practitioners, is strongest among those working in print.  

A survey methodology was used in the study. The entire survey instrument can be 

found in the appendix and is similar to the research tools used in similar studies to 

examine the relationship between the two professions. Most notably, Aronoff (1975) and 

Kopenhaver, Martinson and Ryan (1984) established and used a popular survey 

instrument. This study uses a portion of that traditional survey which Supa and Zoch 

(2009) also used. However, only select aspects were included to allow for the addition of 
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a section exploring modern media relations through Twitter. The supplementary section 

focused on use of Twitter as well as the depth of interactions between practitioners and 

journalists on the social networking site.  

The first section of the study’s survey used a portion of the basic instrument used 

in the past (Aronoff, 1975, Kopenhaver et. al., 1984, Supa & Zoch, 2008) to measure the 

relational attitudes between journalists and practitioners, gauging their perceptions of 

each respective profession. The second section focused on the professionals’ use of 

Twitter and the resulting effects on modern media relations. The internet-based survey 

instrument used a 7-point Likert scale ranging from 7 (strongly agree) to 1 (strongly 

disagree). SurveyGizmo was used for data collection. The researcher in this study is a 

CITI-certified researcher, and approval from the Internal Review Board at Ball State 

University was obtained prior to the commencement of this study. 

The sample of journalists and public relations practitioners was taken from the 

state of Indiana using Cision Point software and the Public Relations Society of America 

directory. Each practitioner used in the sample had a job title and email listed in the 

PRSA directory, while each journalist was a reporter or editor listed from the 67 Indiana 

daily newspapers. The total number of potential subjects included 340 journalists and 291 

public relations practitioners. An initial email notification about the survey was sent to 

each potential subject on Feb. 1, 2011. The survey link was sent a week later, on Feb. 7, 

2011, and a final email reminder was sent on Feb. 21, 2011. Data collection continued 

through March 10, 2011, garnering a response rate of 18 percent. The 114 completed 

surveys included 66 practitioners and 48 journalists. The study used a purposive sample 
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because of the goals of the research. With a small, self-selected sample size, many of the 

respondents may be more motivated regarding the subject matter. 

Once the data collection period closed, the survey data was entered into SPSS16 

for Windows in March, 2011. Data analysis was conducted during the same period. Both 

T-tests and cross-tabulation analysis with chi-square tests were performed on the data. 

The results allowed a comparison between past studies on the relationship between 

practitioners and journalists as well as original research regarding Twitter and modern 

media relations.  

 



 
 

Chapter 4: Results & Discussion 
 
 
 

The two primary issues this study aimed to explain were if journalists and public 

relations practitioners are utilizing Twitter in modern media relations, as well as the 

resulting effects of those interactions in relation to previous studies. Respondents were 

asked to rate each statement on a scale of 1 to 7, with 1 being “strongly disagree” and 7 

as “strongly agree.” As discussed in the “Methodology” chapter, the study included 66 

public relations practitioners and 48 journalists from the state of Indiana.  

Journalist – Practitioner Relationship Findings 

 

 One main focus of the study was to identify how public relations practitioners and 

journalists view one another. This data provides an opportunity to compare the current 

study to Kopenhaver, Martinson and Ryan (1984), as well as the follow-up study by Supa 

and Zoch (2009). In addition, the respondents’ attitudes toward each profession are 

important to note before reviewing the effects of Twitter in modern media relations. The 

table below, Figure 4.1, shows journalists and public relations practitioners’ responses 

regarding their views on the relationship between the two professions. The results show a 

clear divergence of opinion on the value and status of public relations. 
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Figure 4.1 – Journalists and Practitioners Relationship Views 
                            N = 4      N = 66        p= 

 
Journ 

Mean PR Mean T-test Sig  

Public relations practitioners and journalists are partners in the dissemination of 

information 

 

4.46 

 

5.86 

 

.000 

Public relations practitioners too frequently insist on promoting products, 

services and other activities which do not legitimately deserve promotion 

 

5.37 

 

4.36 

 

.002 

Public relations is a profession equal in status to journalism 3.58 5.86 .000 

Public relations practitioners often act as obstructionists, keeping journalists 

from the people they really should be seeing 

 

4.5 

 

2.56 

 

.000 

The abundance of free and easily obtainable information provided by public 

relations practitioners has caused an increase in the quality of journalism 

 

3.4 

 

4.14 

 

.022 

Public relations material is usually publicity disguised as news 5.15 3.71 .000 

The public relations practitioner does work for the newspaper that would 

otherwise go undone 

 

3.69 

 

4.89 

 

.000 

Public relations practitioners too often try to deceive journalists by attaching too 

much importance to a trivial, uneventful happening 

 

4.54 

 

3.06 

 

.000 

Public relations practitioners serve as an extension to the newspaper staff 
2.35 4.05 .000 

Public relations practitioners are people of good sense, good will and good 

moral character 

 

4.6 

 

5.83 

 

.000 

Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space 

 

4.48 

 

6.33 

 

.000 

Public relations practitioners are trustworthy 4.27 5.97 .000 

Public relations practitioners and journalists carry on a running battle 3.67 3.7 .918 

Public relations practitioners help journalists obtain accurate, complete and 

timely news 

 

4.65 

 

6.15 

 

.000 

Public relations practitioners are necessary for news production 3.52 5.2 .000 

Public relations practitioners are pests to journalists 3.54 3.08 .095 

Public relations practitioners typically issue news releases or statements on 

matters of genuine news value and public interest 

 

4.0 

 

5.67 

 

.000 

The prime function of public relations is to get free advertising space for the 

companies they represent 

 

4.98 

 

2.48 

 

.000 
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The results of the study indicate similarities from the previous studies on the 

relationship between journalists and practitioners, which means there has been little 

change over the past 28 years. The negative views of journalists are evident in the 

findings, while practitioners highly regard their part in the role of the production and 

dissemination of media to the public. 

 When asked if journalists and practitioners are partners in the diffusion of 

information, journalists’ responses were just about “neutral,” while practitioners were 

almost a point and a half higher, which indicates they “moderately agree” (p=.000). 

Furthermore, journalists also slightly disagreed that public relations was necessary for 

news production. These findings show that practitioners have been unable to alter the 

attitudes of journalists regarding public relations’ contributions in information 

dissemination. 

As discussed at length in the literature review, journalists have had an 

antagonistic view of public relations practitioners throughout history. Journalists still 

hold these feelings toward practitioners, which leave them unable to think of public 

relations as an important influence on journalism. Furthermore, specific journalists do not 

value the way in which practitioners distribute their information for review. Information 

subsidies have been the primary format used in public relations for decades. This is an 

issue that journalists have with the public relations industry historically, which continued 

today. 

Some specific reasons why journalists hold these negative views of public 

relations were evident in their responses. Journalists felt that practitioners insist on 

promoting items undeserving of news, with a tally of 5.38, which is above the “slightly 
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agree” mark (p=.002). Journalists also slightly agreed that they feel practitioners pitch 

information disguised as news (p=.000), and that public relations is nothing more than a 

means to garner free advertising space in newspapers (p=.000).  These issues are ones 

practitioners have battled for years due to the early and unethical practices in the 

industry. Public relations has evolved a great deal, but after World War I, publicity was 

the driving force of public relations, as opposed to delivering newsworthy content to 

journalists. These findings suggest practitioners have done little to alter the perceptions of 

journalists over time. 

What is particularly telling is that journalists slightly disagree that public relations 

is of equal status to journalism, while practitioner were close to moderate agreement 

(p=.000). These findings are also similar to past studies, which is concerning for 

practitioners. Surely, professionals are likely to value their own profession over another; 

however, this disconnect is more significant with the budget cuts in newsrooms across the 

country. As noted in the literature review, journalists have small staffs for the same 

number of stories and pages to fill, which is likely aided by practitioners more so than in 

the past. In order for progress to be made, practitioners must foster effective relationships 

with journalists based on trust and mutual respect, which currently seems to be lacking.  

While many of the results show great disparities between journalists and 

practitioners, there are two responses that both professions agreed. The two groups 

responded almost identically when asked if they carry on a running battle with one 

another, each slightly disagreeing (p=.918). Both professions also disagreed that 

practitioners are pests to journalists (p=.095). So, although practitioners and journalists 
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have pronounced opposing views, there are a few points that avoid a complete breakdown 

between the professions. 

Below in Figure 4.2, there is a side by side comparison of journalists’ responses 

regarding the relationship between journalism and public relations, as well as their 

attitudes toward specific practitioners from Kopenhaver et. al. (1984) and Supa and Zoch 

(2009) studies. 
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Figure 4.2 – Comparison for Journalists between 1984, 2007 and 2012 

*Note: 1984 and 2007 responses mirror current study’s rating system. 
 

 
1984 2007 2012 

Public relations practitioners and journalists are partners in the dissemination of 

information 4.1 4.27 4.46 

Public relations practitioners too frequently insist on promoting products, services and 

other activities which do not legitimately deserve promotion 5.4 5.25 5.38 

Public relations is a profession equal in status to journalism 3.2 2.93 3.58 

Public relations practitioners often act as obstructionists, keeping journalists from the 

people they really should be seeing 4.9 4.83 4.5 

The abundance of free and easily obtainable information provided by public relations 

practitioners has caused an increase in the quality of journalism 3.8 3.59 3.4 

Public relations material is usually publicity disguised as news 5.2 
5.43 

5.15 

The public relations practitioner does work for the newspaper that would otherwise go 

undone 4.2 3.59  3.69 

Public relations practitioners too often try to deceive journalists by attaching too much 

importance to a trivial, uneventful happening 

 

4.8 

 

4.85 

 

4.54 

Public relations practitioners serve as an extension to the newspaper staff 3.1 2.59 2.35 

Public relations practitioners are people of good sense, good will and good moral 

character 

 

4.6 

 

4.34 

 

4.6 

Public relations practitioners understand such journalistic problems as meeting deadlines, 

attracting reader interest and making the best use of space 

 

4.2 

 

4.7 

 

4.48 

Public relations practitioners are trustworthy 4.5 4.07 4.27 

Public relations practitioners and journalists carry on a running battle 3.4 3.97 3.67 

Public relations practitioners help journalists obtain accurate, complete and timely news 4.1 4.53 4.65 

Public relations practitioners are necessary for news production 3.6 3.66 3.52 

Public relations practitioners are pests to journalists 3.0 3.26 3.54 

Public relations practitioners typically issue news releases or statements on matters of 

genuine news value and public interest 

 

3.8 

 

4.02 

 

4.0 

The prime function of public relations is to get free advertising space for the companies 

they represent 

 

4.4 

 

5.13 

 

4.98 
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Comparison to Previous Research 

 

The findings of the current study, detailed below, are very similar to the previous 

studies regarding the relationship between journalists and practitioners. In this portion of 

the analysis only raw data is used for comparison, which is similar to Supa and Zoch 

(2009), who compared their data to Kopenhaver et. al. (1984) where no significance 

figures were recorded. Also, keep in mind that both Kopenhaver et. al. (1984) and Supa 

and Zoch (2009) both measured journalists and practitioners from the state of Florida, 

while this study reviews professionals from Indiana. With so many similar responses, 

these findings provide more support for the negative views journalists hold toward 

practitioners, regardless of region or state. 

 Interestingly, the study found that journalists indicated they “slightly disagree,” 

leaning toward “neutral,” that journalists and practitioners have a running battle; 

however, the other responses seem to point toward the contrary. Based on the similarity 

of responses, this may be due to the wording of the question by Aronoff (1975). While 

journalists have no problem indicating that practitioners are deficient in certain aspects of 

media relations, the contentious feeling of a “battle” may be more than the journalists 

perceive. Another possible explanation is that journalists do have some valuable 

relationships with some practitioners; therefore, making them less likely to seem at odds 

with the entire industry. 

Journalists also moderately disagreed that public relations practitioners are an 

extension of the newspaper staff with a 2.35 rating. This mark is almost a full point lower 

than in 1984 and is an interesting point to note for the two professions in Indiana. Perhaps 
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the Indiana newspapers feel they are less reliant on public relations provided material or 

are more averse to labeling them with such an important role. 

Journalists’ views of the public relations industry have remained somewhat 

constant throughout the studies, as the participants feel that journalism is a much higher 

status profession. Furthermore, lack of progress in the relationship and view of profession 

is obvious as journalists disagreed that public relations is necessary for news production, 

while agreeing that practitioners attempt only to garner free advertising space for their 

clients. Many of these issues have been addressed above in the current study findings, but 

this is worrisome for public relations practitioners moving forward.  

 The similarity of this study to the previous Florida-based research is eye opening. 

Although it appears practitioners have not regressed in the relationship with journalists, 

they are not making progress, either. With the importance of media relations in public 

relations, these findings are particularly disturbing to the industry. This issue is further 

compounded when looking at how practitioners responded regarding their views of the 

relationship with journalism, which is seen below in Figure 4.3. 
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Figure 4.3 – Comparison for Practitioners between 1984, 2007 and 2012 

*Note: 1984 and 2007 responses mirror current study’s rating system. 
 

 
1984 2007 2012 

Public relations practitioners and journalists are partners in the dissemination of 

information 5.6 5.71 5.86 

Public relations practitioners too frequently insist on promoting products, services and other 

activities which do not legitimately deserve promotion 4.0 3.32 4.36 

Public relations is a profession equal in status to journalism 5.8 5.16 5.86 

Public relations practitioners often act as obstructionists, keeping journalists from the 

people they really should be seeing 

 

2.7 

 

2.47 

 

2.56 

The abundance of free and easily obtainable information provided by public relations 

practitioners has caused an increase in the quality of journalism 

 

5.0 

 

4.63 

 

4.14 

Public relations material is usually publicity disguised as news 3.2 
     3.57          

3.71 

The public relations practitioner does work for the newspaper that would otherwise go 

undone 5.1 

         

4.87 4.89 

Public relations practitioners too often try to deceive journalists by attaching too much 

importance to a trivial, uneventful happening 

 

3.0 

 

2.77 3.06 

Public relations practitioners serve as an extension to the newspaper staff 4.8 4.37 4.05 

Public relations practitioners are people of good sense, good will and good moral character  

5.3 

 

5.42 

 

5.83 

Public relations practitioners understand such journalistic problems as meeting deadlines, 

attracting reader interest and making the best use of space 

 

6.0 

 

6.06 

 

6.33 

Public relations practitioners are trustworthy 6.4 6.2 5.97 

Public relations practitioners and journalists carry on a running battle 3.0 3.3 3.7 

Public relations practitioners help journalists obtain accurate, complete and timely news  

6.0 

 

5.88 

 

6.15 

Public relations practitioners are necessary for news production 5.0 5.23 5.2 

Public relations practitioners are pests to journalists 1.5 1.73 3.08 

Public relations practitioners typically issue news releases or statements on matters of 

genuine news value and public interest 

 

5.6 

 

5.46 

 

5.67 

The prime function of public relations is to get free advertising space for the 

companies they represent 

 

                    

2.0 

 

 

3.18 

 

 

2.48 
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Again, the current study found very little change in how public relations 

practitioners view themselves and the industry in relation to the Florida-based research by 

Kopenhaver et. al. (1984) and Supa and Zoch (2009). Practitioners believe that the two 

groups work well together and seem to hold journalists in fairly high regard, while it is 

clear journalists do not share the sentiment. This should not come as a surprise because 

practitioners who engage in media relations rely on journalists to communication their 

key messages to their audiences (Supa and Zoch, 2009). 

Practitioners continue to indicate they feel public relations is of equal status to 

journalism, almost two full points higher than their counterparts. In addition, practitioners 

more than slightly agreed that public relations is indeed necessary for news production. It 

would not be a stretch to believe practitioners feel they are coordinating with journalists 

to produce meaningful content, which they see when their stories are placed in specific 

media outlets. However, for each placement, hundreds of press releases and information 

provided to journalists go unused, which could be a major reason for the disconnect 

between professions. 

While journalists responded that public relations is nothing more than an attempt 

at free advertising space, practitioners thought highly of the information they provide 

journalists as genuine news value of public interest. Practitioners also responded 

emphatically in the current study with a high mark of 6.33 regarding their understanding 

of journalistic issues of meeting deadlines, attracting readers and making proper use of 

space. However, as discussed in the literature review and indicated in the study, 

journalists often feel that public relations practitioners do not understand the journalistic 
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process or standards. Journalists often feel practitioners are tone deaf to journalists’ needs 

such as a local angle and newsworthiness.  

Another major issue seen in each study, including the current findings, is that 

practitioners seem slightly unsure of their own motivation for supplying journalists with 

information. When asked if practitioners often give journalists information that does not 

deserve legitimate promotion, practitioners were only slightly above neutral. The fact that 

practitioners themselves are skeptical of their motives is disconcerting for the profession 

and would support journalists’ beliefs that practitioners are not equal in the dissemination 

of information. Additionally, practitioners surprisingly had a higher level of agreement 

that practitioners are pests to journalists in the current findings when compared to 

previous studies. They still “slightly disagreed,” but previous research found closer to 

strong disagreement. When journalists cannot trust practitioners to provide newsworthy 

information, it causes a decrease in credibility among all practitioners. Media relations 

tacticians must maintain high integrity and perform the best practices of media relations 

in order to be an asset to journalists.  

The disconnect between the practitioners beliefs and how journalists perceive 

public relations information is a major issue for both professions; however, there is cause 

for hope when reviewing the responses of the respondents in a managerial role. Below, in 

Figure 4.4, there is a comparison of practitioners and journalists in managerial and non-

managerial roles. In this study, 50 of 66 practitioners and 18 of 48 journalists identified 

themselves in a managerial role. 
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Manager vs. Non-Manager Comparison 

 

 Looking at the differences between journalist and practitioner managers against 

non-managers’ feelings toward the relationship between the two professions produced 

some noteworthy results. Although the low numbers of non-manager practitioners and 

manager journalists make it difficult to reach significance, there are a few findings of 

potential interest for both professions. 
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Figure 4.4 – Practitioners’ Manager vs. Non-Manager Comparison 
                                                                                                                           N = 50         N = 16          

 
PR Man PR Non-Man 

Public relations practitioners and journalists are partners in the dissemination of 

information 

 

5.82 

 

6.0 

Public relations practitioners too frequently insist on promoting products, 

services and other activities which do not legitimately deserve promotion 

 

4.26 

 

4.69 

Public relations is a profession equal in status to journalism 6.10 5.12 

Public relations practitioners often act as obstructionists, keeping journalists 

from the people they really should be seeing 

 

2.64 

 

2.31 

The abundance of free and easily obtainable information provided by public 

relations practitioners has caused an increase in the quality of journalism 

 

4.16 

 

4.06 

Public relations material is usually publicity disguised as news 3.54 4.25 

The public relations practitioner does work for the newspaper that would 

otherwise go undone 

 

5.02 

 

4.5 

Public relations practitioners too often try to deceive journalists by attaching too 

much importance to a trivial, uneventful happening 

 

2.94 

 

3.44 

Public relations practitioners serve as an extension to the newspaper staff 4.0 4.19 

Public relations practitioners are people of good sense, good will and good moral 

character 

 

5.9 

 

5.62 

Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space 

 

6.34 

 

6.31 

Public relations practitioners are trustworthy 5.98 5.94 

Public relations practitioners and journalists carry on a running battle 3.76 3.50 

Public relations practitioners help journalists obtain accurate, complete and 

timely news 

 

6.2 

 

6.00 

Public relations practitioners are necessary for news production 5.2 5.19 

Public relations practitioners are pests to journalists 2.96 3.44 

Public relations practitioners typically issue news releases or statements on 

matters of genuine news value and public interest 

 

5.76 

 

5.38 

The prime function of public relations is to get free advertising space for the 

companies they represent 

 

2.38 

 

2.81 
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Figure 4.5 – Journalists’ Manager vs. Non-Manager Comparison 
                                                                                                                             N = 18         N = 30          

 
Journ Man Journ Non-Man 

Public relations practitioners and journalists are partners in the dissemination of 

information 

 

4.89 

 

4.2 

Public relations practitioners too frequently insist on promoting products, 

services and other activities which do not legitimately deserve promotion 

 

4.89 

 

5.67 

Public relations is a profession equal in status to journalism 3.61 3.57 

Public relations practitioners often act as obstructionists, keeping journalists 

from the people they really should be seeing 

 

4.39 

 

4.57 

The abundance of free and easily obtainable information provided by public 

relations practitioners has caused an increase in the quality of journalism 

 

3.0 

 

3.63 

Public relations material is usually publicity disguised as news 4.94 5.27 

The public relations practitioner does work for the newspaper that would 

otherwise go undone 

 

4.22 

 

3.37 

Public relations practitioners too often try to deceive journalists by attaching too 

much importance to a trivial, uneventful happening 

 

4.56 

 

4.53 

Public relations practitioners serve as an extension to the newspaper staff 1.94 2.6 

Public relations practitioners are people of good sense, good will and good moral 

character 

 

4.83 

 

4.47 

Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space 

 

4.67 

 

4.37 

Public relations practitioners are trustworthy 4.61 4.07 

Public relations practitioners and journalists carry on a running battle 3.56 3.73 

Public relations practitioners help journalists obtain accurate, complete and 

timely news 

 

5.11 

 

4.37 

Public relations practitioners are necessary for news production 3.67 3.43 

Public relations practitioners are pests to journalists 3.22 3.73 

Public relations practitioners typically issue news releases or statements on 

matters of genuine news value and public interest 

 

4.11 

 

3.93 

The prime function of public relations is to get free advertising space for the 

companies they represent 

 

4.61 

 

5.2 
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Public relations practitioners who identified themselves as managers were a full 

point higher than non-managers with moderate agreement that public relations is equal 

status to journalism (p=.022). This could be because practitioners have been in the 

industry long enough to see themselves as equals, while non-managers have less 

experience and feel they rely on journalists to convey their messages in the media. 

Apparently with more experience in the field, the feelings of equality have grown through 

public relations managers in Indiana. Unfortunately for practitioners, both groups of 

journalists slightly disagreed that public relations was equal status to journalism – 

regardless of managerial role.  

 However, practitioners have reason for optimism. Journalist managers were 

higher than non-managers regarding public relations practitioners being partners in the 

dissemination of news with slight agreement (p=.199). Although not significant, the 

distinction is important to note for practitioners.  Furthermore, journalist managers more 

than slightly agreed that practitioners’ help journalists obtain accurate, complete, and 

timely news, compared to only slight above neutral for non-managers (p=.022). Journalist 

managers were also a full point higher than their non-manager counterparts in indicating 

that public relations helps aid journalists by ensuring some coverage does not go undone 

(p=.107). Once again, although not significant, the figure is important to note.  

 These findings may indicate that familiarity breeds respect and understanding. 

Those who remain in the journalism field have dealt with practitioners much longer than 

non-managers and seem to have a slightly higher opinion of the industry. An emphasis on 

building and cultivating successful relationships during media relations is paramount. For 

practitioners to succeed, they must continue to aid journalists, being aware of their needs 
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by providing useful information rather than pestering them with information that does not 

deserve coverage. If practitioners are able to accomplish this, it is possible more non-

managerial journalists will have similar heightened attitudes toward public relations and 

individual practitioners. 

 With these two professions so closely related, the current study also reviewed the 

responses of practitioners and journalists who have spent time in both professions. Some 

of the results provide more credence to the thought that familiarity breeds respect.  

Experience in both Professions 

 

 Journalists often attempt to make a seamless transition into the public relations 

industry for a variety of reasons. This trend was evident in the current study of Indiana 

practitioners as 68 percent of them had been journalists at one time. On the other hand, 

just 8 of 48 journalists had moved from the public relations industry. With such few 

journalists having experience in both professions, it is difficult to achieve statistical 

significance. Nonetheless, this is another opportunity to see the effects of familiarity of 

both industries in how the two professions view one another by looking at the raw data 

and those figures that approach significance. While there were very few differences 

between practitioners who had practiced journalism and practitioners only working in 

public relations, journalists that had practiced both provided interesting data for analysis, 

seen below in Figures 4.6 and 4.7. 
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Figure 4.6 – Practitioners’ Experience in both Professions    
                                        N = 45        N = 21            

 
PR Both PR Only 

Public relations practitioners and journalists are partners in the dissemination of 

information 

 

5.93 

 

5.71 

Public relations practitioners too frequently insist on promoting products, services and 

other activities which do not legitimately deserve promotion 

 

4.2 

 

4.71 

Public relations is a profession equal in status to journalism 5.78 6.05 

Public relations practitioners often act as obstructionists, keeping journalists from the 

people they really should be seeing 

 

2.71 

 

2.24 

The abundance of free and easily obtainable information provided by public relations 

practitioners has caused an increase in the quality of journalism 

 

3.98 

 

4.48 

Public relations material is usually publicity disguised as news 3.56 4.05 

The public relations practitioner does work for the newspaper that would otherwise go 

undone 

 

4.8 

 

5.1 

Public relations practitioners too often try to deceive journalists by attaching too much 

importance to a trivial, uneventful happening 

 

2.8 

 

3.62 

Public relations practitioners serve as an extension to the newspaper staff 3.96 4.24 

Public relations practitioners are people of good sense, good will and good moral 

character 

 

5.76 

 

6.0 

Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space 

 

6.2 

 

6.62 

Public relations practitioners are trustworthy 5.84 6.24 

Public relations practitioners and journalists carry on a running battle 3.69 3.71 

Public relations practitioners help journalists obtain accurate, complete and timely news  

6.11 

 

6.24 

Public relations practitioners are necessary for news production 5.11 5.38 

Public relations practitioners are pests to journalists 3.02 3.19 

Public relations practitioners typically issue news releases or statements on matters of 

genuine news value and public interest 

 

5.69 

 

5.62 

The prime function of public relations is to get free advertising space for the companies 

they represent 

 

2.49 

 

2.48 
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Figure 4.7 – Journalists’ Experience in both Professions                                 

                                                                                                                                          N = 8       N = 40            

 
Journ Both Journ Only 

Public relations practitioners and journalists are partners in the dissemination of 

information 

 

5.25 

 

4.3 

Public relations practitioners too frequently insist on promoting products, services and 

other activities which do not legitimately deserve promotion 

 

4.88 

 

5.48 

Public relations is a profession equal in status to journalism 4.25 3.45 

Public relations practitioners often act as obstructionists, keeping journalists from the 

people they really should be seeing 

 

4.62 

 

4.48 

The abundance of free and easily obtainable information provided by public relations 

practitioners has caused an increase in the quality of journalism 

 

4.12 

 

3.25 

Public relations material is usually publicity disguised as news 4.75 5.22 

The public relations practitioner does work for the newspaper that would otherwise go 

undone 

 

4.25 

 

3.58 

Public relations practitioners too often try to deceive journalists by attaching too much 

importance to a trivial, uneventful happening 

 

4.88 

 

4.48 

Public relations practitioners serve as an extension to the newspaper staff 2.0 2.42 

Public relations practitioners are people of good sense, good will and good moral 

character 

 

5.38 

 

4.45 

Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space 

 

5.0 

 

4.38 

Public relations practitioners are trustworthy 5.12 4.1 

Public relations practitioners and journalists carry on a running battle 4.62 3.48 

Public relations practitioners help journalists obtain accurate, complete and timely news  

4.88 

 

4.6 

Public relations practitioners are necessary for news production 4.0 3.42 

Public relations practitioners are pests to journalists 3.75 3.5 

Public relations practitioners typically issue news releases or statements on matters of 

genuine news value and public interest 

 

4.62 

 

3.88 

The prime function of public relations is to get free advertising space for the companies 

they represent 

 

4.62 

 

5.05 
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Journalists who have practiced public relations were a full point higher than their 

fellow journalists in thinking that practitioners are partners in the dissemination of 

information with slight agreement (p=.172). However, those same journalists were only 

slight above neutral in regards to public relations being equal in status to journalism. 

From this information it appears that familiarity with public relations left the journalists 

understanding the role of the industry in the creation of news for the public. However, 

they still valued their own industry higher, which may have been the impetus for moving 

away from public relations and to journalism.  

 Journalists who had practiced public relations evidently have higher regard for 

individual practitioners. They indicated more than slight agreement that practitioners 

have a good sense, good will and good moral character. They were also almost a point 

higher than journalists who had not practiced public relations in believing that 

practitioners understand journalism standards and provide information of genuine news 

value for the public (p=.169). This means that in their time in public relations, they 

gained an understanding of the industry and the role it plays in the creation and 

dissemination of information. Once again, familiarity seems to breed respect for the 

industry.  

 In addition, journalists who practiced public relations were a full point higher in 

trusting practitioners (p=.054). However, they also were higher in identifying that the 

industries carry on a running battle (p=.012); meanwhile, practitioners who had practiced 

journalism were almost identical to those practicing only public relations. With low 

numbers of journalists who have practiced public relations, it was difficult for the data to 

reach significance. However, these numbers are important to note for practitioners and 
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future researchers, as a larger sample size might extrapolate these findings out to a 

significant level. With knowledge of both industries, journalists are more likely to 

understand the difficulty of practitioners developing relationships with journalists, who 

are often hesitant to trust and accommodate public relations provided material. 

Journalist – Practitioner Twitter Findings 

The other primary focus of the current study was to delve into how the two 

professions use and view Twitter for modern media relations. The table below, Figure 

4.6, shows the responses by journalists and practitioners regarding Twitter. 
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Figure 4.8 – Journalist – Practitioner Twitter Results 
                   N = 48           N = 66        p= 

 
Journ Mean PR Mean T-test Sig 

I use Twitter to fulfill my daily responsibilities at work 3.04 4.09 .013 

I use Twitter at work for at least thirty minutes each day 2.42 3.15 .080 

Actively using Twitter is significant for my profession 3.98 4.83 .040 

Twitter is valuable in the dissemination of news 4.71 5.64 .003 

Twitter enables journalists to report on breaking news more efficiently 5.08 5.5 .141 

My profession benefits from Twitter 4.9 5.59 .015 

Twitter makes my specific position easier 3.4 3.83 .206 

I use Twitter to engage public relations practitioners or journalists 2.52 4.38 .000 

I prefer to be contacted by public relations practitioners or journalists on 

Twitter rather than email 

 

1.60 

 

1.95 

 

.109 

Public relations practitioners and journalists utilize Twitter to share 

information in order to create news 

 

4.02 

 

4.94 

 

.001 

I plan to begin/continue engaging public relations practitioners or 

journalists on Twitter to aid media relations efforts 

 

3.12 

 

5.06 

 

.000 

Twitter is a primary method for contacting public relations practitioners 

or journalists 

 

2.19 

 

2.76 

 

.062 

My interactions with public relations practitioners or journalists on 

Twitter have been mostly positive 

 

4.0 

 

4.98 

 

.000 

Public relations practitioners or journalists I interact with on Twitter are 

more trustworthy than those I only email 

 

3.19 

 

3.08 

 

.680 

Public relations practitioners and journalists collaborating on Twitter is 

beneficial for both professions 

 

4.1 

 

5.53 

 

.000 

Twitter makes media relations more efficient 3.88 4.47 .050 

I prefer to interact with public relations practitioners or journalists on 

Twitter 2.19 2.5 .278 

More developed and substantial relationships are formed by public 

relations practitioners and journalists that use Twitter, along with other 

methods, to contact one another 

 

 

3.02 

 

 

4.02 

 

 

.003 
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With the lack of information regarding journalists and practitioners use of Twitter 

for media relations, the study produced many interesting findings among Indiana 

professionals. Twitter is a potential new frontier for modern media relations, which is 

further demonstrated as journalists still hold negative views toward practitioners and their 

historical practices. However, the results show Twitter has a long way to gain hold in 

media relations among both journalists and practitioners.   

Interestingly, journalists slightly agreed that their profession benefits from 

Twitter, while practitioners leaned to moderate agreement (p=.015), yet their usage 

numbers do not seem to match. Journalists slightly disagree to even using Twitter 

professionally each day, while practitioners were just above neutral (p=.013). 

Furthermore, both groups were extremely negative in their responses to using Twitter for 

at least 30 minutes daily. This is a surprising finding given the information presented in 

the literature review regarding the potential power of Twitter for both professions. Also, 

given the long hours both professions are known to work, Twitter apparently has not 

become a major source of communication for journalists or practitioners. It would appear 

that journalists and practitioners are still negotiating where to place Twitter in their 

professional work in relation to tradition responsibilities. 

Twitter falls under the umbrella of social media, but is much more of an 

information sharing network, which provides an excellent opportunity for both journalists 

and practitioners to engage the public directly. In fact, both professions at least slightly 

agreed that Twitter is valuable in the dissemination of news, while practitioners leaned to 

moderate agreement (p=.003). Additionally, journalists slightly agreed that Twitter helps 

their profession break news more efficiently, with practitioners agreeing to an even 
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higher degree (p=.141). It appears both professions realize the possibilities of Twitter in 

the dissemination of news, yet neither seems prepared to use Twitter to perform their 

professional responsibilities – including media relations.  

When asked if they are using Twitter currently to engage practitioners, journalists 

were between slight and moderate disagreement with a 2.52 mark. This could be in part 

because practitioners must first seek out journalists for media relations efforts, which 

then warrants a potential response from journalists. The findings support that 

practitioners are not confident in how often they engage journalists, as they were close to 

neutral in their responses. However, once again there is an evident disconnect as 

journalists were near neutral when asked if the two professions use Twitter for media 

relations, while practitioners slightly disagreed (p=.001). It is possible the two 

professions and especially practitioners have recognized the possibilities of Twitter and 

formulate plans around the medium, but traditional practices are the dominant method for 

contacting journalists. 

For those journalists and practitioners who had engaged one another on Twitter, 

practitioners slightly agreed they had positive encounters with journalists, while 

journalists were neutral (p=.000). These findings mirror many of the historic relationship 

attitudes between the two professions, as practitioners view their encounters with 

journalists in higher regard than do practicing journalists. 

Neither profession agreed that Twitter can create more developed relationships for 

media relations (p=.003). For this response, journalists slightly disagreed and 

practitioners were neutral. This seems to go against conventional wisdom in media 

relations. Historically, journalists have indicated that increased interaction with 
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practitioners across communication avenues leads to an increase in trust and credibility of 

an individual practitioner. However, with both professions’ lack of consistent use of 

Twitter, it stands to reason that the respondents have not had repeat interactions with the 

one another on Twitter. Therefore, Twitter has yet to become a method for contact for 

practitioners to increase their reputation in the eyes of a journalist.  

 Practitioners slightly agreed that they plan to engage journalists on Twitter for 

media relations in the future (p=.000), also noting that Twitter has the ability to make 

media relations more efficient overall (p=.050). So while it does not appear that 

practitioners are currently utilizing Twitter significantly for public relations, they are not 

opposed to the idea. Based on the responses, it appears practitioners are much more open 

to the idea of using Twitter for media relations, while journalists are neutral regarding 

Twitter’s potential impact.  

Twitter Cross Tabulations 

 After running t-tests to follow previous studies, cross tabulations or “crosstabs,” 

were used to further analyze trends for journalists and practitioners in the current study. 

In order to run this portion, the data was collapsed. Each respondent indicating “slightly 

agree,” “moderately agree,” or “strongly agree” was grouped into a new category of 

“agree.” This was also done for all those who indicated varying levels of disagreement, 

while neutral remained the same from previous sections. Using the chi-square statistic, 

this analysis discovered a few statistically significant findings and others interesting to 

note. 
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Journalists’ Crosstabs 

 The journalists’ crosstabs comparing responses about Twitter to their relationship 

with practitioners produced some interesting things to keep an eye on, as well as two 

statistically significant findings. Journalists who indicated they use Twitter at work to 

fulfill their daily responsibilities were more likely to agree that their interactions with 

practitioners on Twitter had been positive (p=.010). Furthermore, journalists who 

indicated they used Twitter to engage practitioners in media relations were more likely to 

agree that practitioners often provide information with genuine news value and of public 

interest (p=.012). These findings are promising for practitioners who are able to engage 

journalists through Twitter. If these findings hold true in the future, Twitter could have an 

influence on the historically antagonistic relationship between the two professions. 

 In addition to the significant findings above, the journalists’ crosstabs provided a 

few interesting points to note. Each of the following crosstabs approached statistical 

significance but fell just short; however, they are potentially important for both 

professions moving forward. Journalists who indicated that actively using Twitter is 

significant for their profession were more likely to report that practitioners help 

journalists obtain accurate, complete and timely news than their counterparts (p=.146). 

Additionally, journalists who indicated Twitter makes media relations more efficient 

were more likely to respond that practitioners typically produce information that contain 

genuine news value (p=.180). Furthermore, those same journalists were more likely to 

say that practitioners were partners in the dissemination of information with journalists 

(p=.122). While these were not statistically significant, they numbers were close enough 

that practitioners should take note. Though more research is needed in these areas, these 
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findings might indicate that Twitter has potential to aid practitioners in resolving their 

antagonistic relationship with journalists in the future. 

Practitioners’ Crosstabs 

 

 Practitioners’ higher regard for their profession made many of the crosstabs 

analyzing Twitter and the relationship of public relations to journalism more obvious. For 

example, practitioners who felt Twitter makes media relations more efficient also 

indicated that they provide information of news value for the public at a statistically 

significant level. This is no surprise to the researcher or readers based on the findings in 

previous sections. However, multiple Twitter related questions paired together for 

important analysis.  

 The current study found less use of Twitter among practitioners than anticipated, 

but those who are using the social media outlet provided promising information for both 

public relations and journalism. Practitioners who indicated they use Twitter to fulfill 

their daily responsibilities were more likely to think the two groups are already 

collaborating on Twitter for media relations (p=.011), and believe that using Twitter for 

media relations is beneficial to both professions (p=.006). Furthermore, similar to 

journalists, practitioners who used Twitter for at least 30 minutes each day were more 

likely to indicate their interactions with journalists have been positive through that forum 

(p=.041). These findings are also interesting when viewing the possibility of Twitter 

helping to quell many of the long-standing issues between practitioners and journalists. 

However, the majority of the findings show that both journalists and practitioners have 

not fully incorporated Twitter into their professions. 
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 While there are various examples of Twitter’s potential in news dissemination, 

this study found that both professions are not actively using Twitter professionally to an 

extent the previous literature may have assumed. Twitter can still provide a great 

opportunity for the two professions to collaborate and dissemination information directly 

to the public; however, traditional functions currently continue to dominate in media 

relations. The crosstab data for journalists and practitioners contained aspects that could 

point to the future significance of Twitter in the relationship between the two groups, but 

that potential has yet to come to fruition. Ultimately, Twitter is a rapidly evolving 

resource while journalists and practitioners still try to find their place within the outlet.  

Research Questions Answered 

 

 The results of the study have provided a step toward answering the proposed 

research questions for Indiana journalists and practitioners. The research sought to gauge 

journalist and practitioner use of Twitter and the resulting effects on their relationship. 

Much of the discussion above has touched on each question, but a brief recap will be 

provided here. 

RQ1) Are practitioners and journalists using Twitter in their work? If so, how often 

are they using the site in relation to traditional functions? 

 

 The study concluded that practitioners and journalists are not using Twitter as 

often professionally as some literature may suggest. Furthermore, both professions agreed 

they did not utilize Twitter for 30 minutes of daily responsibilities, despite the long hours 

both journalists and practitioners typically work. This is a surprising finding, given that 

Twitter’s potential to share information directly with the public has been documented by 

multiple examples.  
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 However, both groups appeared to agree that Twitter is beneficial for both 

professions and help journalists disseminate information more efficiently. Both groups 

are still negotiating Twitter’s role in the workplace. With Twitter’s rapid growth, it could 

be a case that many practitioners and journalists are still unsure how to incorporate the 

site yet.  

Many Twitter users sign-up but then abandon their accounts and later return as 

active members. Despite the sites’ ease of use, using it properly and effectively is much 

more difficult. It could be that both groups are still formatting their plans to use the social 

media site in order to engage the public in a dialogic relationship. While Twitter has 

amazing potential as an information sharing network, the study clearly found that it is not 

being fully integrated into the journalists and practitioners’ plans at this time. 

However, when looking at the responses of journalists and practitioners who are 

using Twitter to perform job functions, some interesting and potentially significant 

findings were discovered. So while Twitter is not yet a force in relations to traditional 

functions, it has the potential to serve as great value for practitioners and journalists in the 

future. 

RQ2) Are practitioners and journalists interacting on Twitter to perform media 

relations? 

 

 Even with the overall lack of use of Twitter between practitioners and journalists, 

the study found somewhat conflicting findings regarding the use of Twitter for media 

relations. Specifically, journalists were quite negative, indicating they seldom engage 

practitioners on Twitter. While practitioners were much higher, the group still leaned 
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neutral. These results are not that surprising given the low indication of the two 

professions using Twitter in the workplace.  

 However, journalists and practitioners both responded more positively when 

asked if the two groups use Twitter for media relations. This could be caused by the 

specific Indiana practitioners and journalists’ perceptions of Twitter aside from their own 

level of engagement. Both groups feel that Twitter is likely a more important aspect for 

the industries as a whole, which leads to the conclusion that Twitter is making an impact 

in media relations on some level. Even in the current study, practitioners specifically 

indicated their intention to engage journalists in media relations on Twitter in the future. 

As more practitioners engage journalists, Twitter will become a more valuable tool in the 

creation and dissemination of news through modern media relations. 

 Practitioners and journalists also felt that Twitter can be beneficial for both 

professions, although practitioners indicated this feeling to a much higher degree. Once 

again, practitioners can be the impetus that causes Twitter to become a more important 

outlet for modern media relations through their contact with journalists. Naturally, 

Twitter is not going to be perceived as important in media relations if specific journalists 

have not been contacted by individual practitioners. Public relations clients are likely to 

be requesting a greater presence on Twitter, which is one of the fastest growing social 

networks today. Therefore, practitioners will continue to strategize the most effective 

way to use Twitter to achieve organizational goals, which are often contingent on media 

coverage. While these numbers are conflicting for Indiana practitioners and journalists, 

there is also some reason for optimism that Twitter will grow into a potential outlet for 

media relations practices.  
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RQ3) Have public relations practitioners or journalists’ attitudes changed toward 

the other profession in relation to previous studies? If so, is it possible that Twitter 

has played a role in altering those longstanding attitudes? 

 

 In short, practitioners and journalists’ attitudes were consistent in the current 

study to the findings by Kopenhaver et. al. (1984) and Supa and Zoch (2009). There were 

a few minor differences that are not statistically significant, but for the most part, the 

attitudes were constant. While no progression in the relationship is disappointing for 

practitioners, it is particularly interesting and significant for the two industries as a whole. 

While the previous studies focused on Florida-based journalists and practitioners, the 

current study viewed Indiana-based professionals. The current study provides more 

information on the status of media relations and the historically antagonistic relationship 

between the two professions.  

 For the same reasons discussed in addressing research questions one and two, 

Twitter most certainly has not played a role in changes attitudes between journalists and 

practitioners in this study. In fact, Twitter seems to play a much smaller role in modern 

media relations than anticipated, considering the impact Twitter can have on the 

dissemination of information to the public which was documented in the literature 

review. Ultimately, both parts of this question are disappointing findings for practitioners 

and journalists alike. Both groups can work together to help aid each other in their 

responsibilities, but currently there seems to be no progress in their relationship for the 

majority of journalists and practitioners. However, practitioners and journalists using 

Twitter currently provided some positive conclusions for the professions. Each 

mentioned positive interactions with one another on Twitter, with journalists even 

showing a higher regard for public relations provided information if they used the social 
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media outlet. Furthermore, practitioners using Twitter indicated its value in media 

relations for both professions. So while the majority of respondents in this study 

surprisingly lacked enthusiasm and belief in Twitter, some of the early Indiana 

practitioner and journalist adopters provide a much more positive view. Therefore, in the 

future, Twitter may have the potential to positively affect the relationship between the 

two professions.  

Conclusions 

 

 The two primary focuses in this study were the relationship between journalists 

and public relations practitioners based on their historically antagonistic roots, as well as 

the professions’ use of Twitter and the resulting effects. Though none of the findings are 

groundbreaking, the results on both accounts are extremely useful in adding to and 

updating the general body of knowledge on media relations, in addition to a baseline 

study of Indiana journalists and practitioners. Much of the conclusion is normative in 

nature and the findings offer information that is potentially useful to practitioners’ 

agenda-building efforts by improving their relationship with journalists through media 

relations best practices.  

 Although journalists still view practitioners in low regard, there are opportunities 

in the future for those in the public relations industry to alter the perceptions and attitudes 

of journalists positively. Practitioners must keep in mind the best practices of media 

relations. First and foremost, journalists have repeatedly indicated that practitioners do 

not understand the journalistic needs or standards. Since practitioners are always client 

focused, journalists are inherently skeptical of their motives, which must be broken down 

by building trust and credibility through media relations practices.  
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Being mindful of individual journalists’ areas of expertise and interest is of 

particular importance. Journalists are overwhelmed by public relations information, often 

receiving press releases that are not relevant to their work. Targeting specific journalists 

with genuinely newsworthy information will help practitioners garner a working respect. 

Often practitioners practice a media relations strategy based on quantity instead of 

quality. This only frustrates journalists and undermines the efforts of diligent 

practitioners. 

 What is important to remember is that journalists’ overall feelings toward public 

relations practitioners are not universal. The same reasons public relations has 

encountered issues since its inception still haunt the industry today. Without any 

guidelines to practice, “spin doctors” or “flacks” are prevalent, increasing the importance 

of the interactions of successful practitioners with each journalist they pitch. With contact 

most often initiated by practitioners, journalists will always be guarded in their first 

interactions. However, more contact and an ability to be helpful to a journalist have 

proven to create better relationships. These successful and mutually beneficial 

relationships are possible, but must be fostered through respect and trust in media 

relations. 

 Practitioners are not solely responsible for the negative views journalists hold 

toward the industry. Journalists also need to be more open with practitioners. Rather than 

simply ignoring pitches, journalists can attempt to work with practitioners to improve the 

usefulness of their information. With the number of press releases each journalist 

receives, this cannot be done in each circumstance. However, particularly with 

practitioners that journalists will work with in the future, providing feedback will be 
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helpful for both professions. Practitioners will continue to send them information that 

they are unable or unwilling to use otherwise. 

 Both practitioners and journalists have the ability to improve the relationship 

between the two professions in media relations in the future. However, for now, it 

appears the relationship is stagnant. Furthermore, with a lack of information on the 

groups’ use of social media, specifically Twitter, the study sought to provide some 

answers regarding the professions’ overall use of Twitter and for modern media relations. 

 The results of this study regarding Twitter were a little disappointing. Twitter has 

great potential as an information sharing network for both journalists and practitioners, 

yet neither group seems to have fully integrated the medium into the workplace. It is 

possible that traditional media relations techniques are too ingrained in the public 

relations industry and that practitioners do not see Twitter as a method to send 

information to journalists yet. 

 While neither journalists nor practitioners seem to be using Twitter a great deal, 

both groups apparently think it has the ability to be useful to their professions. It is safe to 

assume public relations clients will want a presence on Twitter, which is one of the fast-

growing and most popular social media sites. Couple the fact that both professions 

recognize the promise of Twitter and practitioners want to get their clients word out to 

the public, anticipating more media relations pitches through Twitter in the future is 

possible. This is evident through the findings of journalists and practitioners already 

using Twitter. Both groups seemed very positive regarding the impact of Twitter on 

media relations, and in the future this could be more prominent. However, at this time, 

traditional functions are taking precedence.  
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 Regardless if through Twitter, email or phone pitching, journalists expect to be 

targeted by public relations practitioners. If practitioners are able to understand their 

needs, while remaining honest, journalists will be readily available to collaborate with 

practitioners in the creation and dissemination of media to the public. It is essential these 

professions progress their relationship in order to be more successful in media relations, 

which will be beneficial for both practitioners and journalists. Positive and mutually 

beneficial relationships are possible, but it will take work on both sides. In order to break 

through the historically antagonistic relationship stereotypes, practitioners must utilize 

the best practices of media relations to partner with journalists and work toward their 

common goal. 

Study Limitations 

 

 The goals of this study were to examine the relationship between journalists and 

practitioners, as well as review the professions’ use of Twitter and potential effects. Some 

conclusions were found, both expected and not. However, there were multiple limitations 

to the study that must be addressed.  

 The study’s findings cannot be generalized to a greater population. The data was 

gathered using Cision Point and the PRSA membership directory, but the results should 

be generalized cautiously given the somewhat low response rate. Also, while the findings 

are revealing for journalists and public relations practitioners in the state of Indiana, it is 

impossible to know how all the professionals in the state, and certainly country, would 

respond. The findings represent only the attitudes of the participants of the study. 

However, this research was an exploratory study, and the findings should be viewed as a 

start to future research in Twitter use among practitioners and journalists. 
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Future Research 

 

 The most logical next step for future research is to replicate this study in other 

states or possibly even nationwide. This could help lead to a more thorough 

understanding of modern media relations.  

 The current study had similar findings on how journalists and practitioners view 

their industries and each other as Florida-based studies by Kopenhaver et. al. (1984) and 

Supa and Zoch (2009). If future research showed similar results in other states, the body 

of knowledge on traditional media relations would be expanded.  

 In relation to Twitter, the study did not ask journalists and practitioners about 

their views of direct Twitter communication to their audiences. It is possible that Twitter 

is being used more significantly for this purpose instead of media relations. 

 Furthermore, this study failed to identify if Twitter was causing any changed 

perceptions or attitudes in the relationship between the two professions. However, it was 

able to give the surprising finding that Twitter is not being utilized as much as 

anticipated, even though both groups seem to hold Twitter’s potential in high regard. 

More information would be extremely beneficial as information in this area is lacking.  
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Appendices  
 

 

 

Appendix A: Survey Instrument 
 

Section 1 
 

Please indicate your level of agreement with the following 18 statements with regard to 

the public relations and journalism profession. A 1 indicates “strongly disagree” while a 7 

indicates “strongly agree.”  Please answer to the best of your ability by selecting the 

number that best describes your feelings. 

 

Strongly      Disagree    Slightly      Neither Agree       Slightly         Agree      Strongly         

Disagree                       Disagree         nor Disagree       Agree                             Agree 

    1                  2                3                        4                      5                   6                  7 

 

1. Public relations practitioners and journalists are partners in the dissemination of 

information. 

 

2. Public relations practitioners too frequently insist on promoting products, services 

and other activities which do not legitimately deserve promotion. 

 

3. Public relations is a profession equal in status to journalism. 

 

4. Public relations practitioners often act as obstructionists, keeping journalists from 

the people they really should be seeing. 

 

5. The abundance of free and easily obtainable information provided by public 

relations practitioners has caused an increase in the quality of journalism. 

 

6. Public relations material is usually publicity disguised as news. 

 

7. The public relations practitioner does work for the newspaper that would 

otherwise go undone. 

 

8. Public relations practitioners too often try to deceive journalists by attaching too 

much importance to a trivial, uneventful happening. 
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9. Public relations practitioners serve as an extension to the newspaper staff. 

 

10. Public relations practitioners are people of good sense, good will and good moral 

character. 

 

11. Public relations practitioners understand such journalistic problems as meeting 

deadlines, attracting reader interest and making the best use of space. 

 

12. Public relations practitioners are trustworthy. 

 

13. Public relations practitioners and journalists carry on a running battle. 

 

14. Public relations practitioners help journalists obtain accurate, complete and timely 

news. 

 

15. Public relations practitioners are necessary for the news production. 

 

16. Public relations practitioners are pests to journalists. 

 

17. Public relations practitioners typically issue news releases or statements on 

matters of genuine news value and public interest. 

 

18. The prime function of public relations is to get free advertising space for the 

companies they represent. 

 

Section 2 
 

Please indicate your level of agreement with the following 18 statements with regard 

your use of Twitter. A 1 indicates “strongly disagree” while a 7 indicates “strongly 

agree.”  Please answer to the best of your ability by selecting the number that best 

describes your feelings. 

 

Strongly      Disagree    Slightly      Neither Agree       Slightly         Agree      Strongly         

Disagree                       Disagree         nor Disagree       Agree                             Agree 

    1                  2                3                        4                      5                   6                  7 

 

1. I use Twitter to fulfill my daily responsibilities at work. 

 

2. I use Twitter at work for at least thirty minutes each day. 

 

3. Actively using Twitter is significant for my profession. 

 

4. Twitter is valuable in the dissemination of news. 

 

5. Twitter enables journalists to report on breaking news more efficiently. 
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6. My profession benefits from Twitter. 

 

7. Twitter makes my specific position easier. 

 

8. I use Twitter to engage public relations practitioners or journalists. 

 

9. I prefer to be contacted by public relations practitioners or journalists on Twitter 

rather than email. 

 

10. Public relations practitioners and journalists utilize Twitter to share information in 

order to create news.  

 

11. I plan to begin/continue engaging public relations practitioners or journalists on 

Twitter to aid media relations efforts. 

 

12. Twitter is a primary method for contacting public relations practitioners or 

journalists.  

 

13. My interactions with public relations practitioners or journalists on Twitter have 

been positive. 

 

14. Public relations practitioners or journalists I interact with on Twitter are more 

trustworthy than those I only email. 

 

15. Public relations practitioners and journalists collaborating on Twitter is beneficial 

for both professions. 

 

16. Twitter makes media relations more efficient.  

 

17. I prefer to interact with public relations practitioners or journalists on Twitter. 

 

18. More developed and substantial relationships are formed by public relations 

practitioners and journalists that use Twitter to contact one another. 

 

Section 3 
 
This section contains questions about you. This information will in no way be used to identify 

you, it is simply used for classification purposes. This information will be useful in better 

understanding the public relations – journalist relationship. Please provide the best answer 

possible to each question. 

 

1. In what profession do you practice? 

 ___ public relations 

___ journalism 

___ other: please clarify __________ 
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2. How long have you been in this profession?  __________ years 

 

3. Would you describe your current position as managerial?   ____ yes ____ no 

 

4. If you are in journalism, have you ever practiced public relations – or if you are in public 

relations, have you ever practiced journalism?  ____ yes ____ no 
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Appendix B: Informed Consent 
 

Study Title: Modern Media Relations: The Effects of Twitter on the Public Relations 

Practitioner – Journalist Relationship 

 

Study Purpose and Rationale: 

The purpose of this study is to examine effects of Twitter on the relationship between 

public relations practitioners and journalists. The data gathered will help better 

understand how Twitter is being used by the two professions and contribute to the general 

body of knowledge of modern media relations. 

 

Inclusion/Exclusion Criteria: 

To be eligible to participate in this study, you must be over the age of 18 years old. 

 

Participation Procedures and Duration: 

This survey consists of three parts which asks each participant to rate their level of 

agreement with specific statements and answer a few multiple choice questions. It will 

take no longer than 15-20 minutes to complete. 

 

Data Anonymity: 

Your responses are completely anonymous. The researcher will not know who 

participated in the study or be able to associate answers with a specific respondent, and 

no identifying information such as names will appear in any publication or presentation 

of the data. Therefore, I urge you to complete the survey openly and honestly.  

 

Storage of Data: 

The data gathered will be stored on www.surveygizmo.com for the duration of the 

project; however, no personal data will be collected to ensure complete anonymity. Only 

the principal investigator, Drew Wilson, will have access to any data. Once the research 

paper is completed and approved, the project, including the survey data, will be deleted 

from the website.  

 

Risks or Discomforts: 

There are no anticipated risks associated with participation in this study.  

 

Benefits: 

There are no anticipated personal benefits from participating in this study. However, your 

responses will be of value to the greater body of knowledge concerning modern media 

relations. 

 

Voluntary Participation: 

Your participation in this study is completely voluntary and you are free to withdraw 

from participating without penalty or prejudice from the investigator at any time. Please 

feel free to ask any questions of the investigator before signing this form, at any time 

during this study or after completely the survey. 

http://www.surveygizmo.com/
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IRB Contact: 
For one’s rights as a research subject, you may contact the following: For questions about 

your rights as a research subject, please contact the Director, Office of Research Integrity, 

Ball State University, Muncie, IN 47306, (765) 285-5070 or at irb@bsu.edu. 

 

Study Title: Modern Media Relations: The Effects of Twitter on the Public Relations 

Practitioner – Journalist Relationship 

 

********** 

 

Consent: 

By continuing to the next page and beginning the survey, you agree to participate in the 

research project titled “Modern Media Relations: The Effects of Twitter on the Public 

Relations Practitioner – Journalist Relationship.” You are making a decision whether or 

not to participate in this survey. If you continue past this page, you are giving consent 

that you have read the information provided above and your answers will be included in 

the study data. 

 

Researcher Contact Information: 

 

Principal Investigator:     Faculty Supervisor: 

 

Drew Wilson, Graduate Student   Dr. Gerard Lanosga 

Department of Journalism    Department of Journalism 

Ball State University     Ball State University 

Muncie, IN  47306     Muncie, IN  47306 

Telephone: (765) 215-7320    Telephone:  (765) 285-8201 

Email:  aswilson2@bsu.edu    Email:  glanosga@bsu.edu 

 

 

mailto:irb@bsu.edu
mailto:aswilson2@bsu.edu
mailto:glanosga@bsu.edu

