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Do you include information from social networks in your reporting?

2018 59 % YESNO

Has the importance of social media for your research  
changed in the past two years?

It has become more important

Equal

It has become less important

55 %

37 %

8 %

Which open platforms do you use for your research?

(multiple answers possible)

38 %

44 %

55 %

65 %

75 %

37 %

68 %

61 %

2018

2016

36 %

58 %

Facebook, YouTube and 
Twitter are the top three social  
media sources for journalists. 
Among them only Twitter has 
recorded an increase. 

+17       AN  
     INCREASE OF  
  PERCENTAGE  
POINTS –

more and more journalists 
embed information  

from social  
networks

2016 42 %

SOCIAL MEDIA: AN INTEGRAL  
PART OF RESEARCH IN GERMANY

No other source has gained more influence over the 

work of German journalists in the past two years than 

social networks. Compared to the 2016 edition of the 

survey (“Research 2016”), the number of professionals 

who draw on social media as a source increased by six 

percentage points: 58 per cent of the journalists 

surveyed now use Facebook, Twitter & Co. for their 

research.

55 per cent state that social media has become 

more relevant for their research in the last two years. 

Other sources that have gained importance are  

search engines (46 per cent) and individual interviews 

(38 per cent).

At first sight, it seems that very little has changed 

since the previous survey. However, one decisive aspect  

is very different: the amplified importance of social 

networks is reflected in the way journalists work. 

59 per cent of the interviewees embed information from 

social networks in their reporting. Compared to 2016,  

this is a remarkable increase of 17 percentage points.  

This in turn is relevant for PR offices and PR agencies. 

Companies and associations are well advised to include 

social networks when addressing journalists. 

Segmenting the usage of social networks according  

to age groups highlights the fact that journalists aged 50 

and over have now discovered social media. Two years 

ago, only a third of those interviewed said they included 

information from social networks. Now it is 51 per cent, 

which translates into an increase of 19 percentage points 

or more than half. When asked which social media 

sources were used for research it became clear that 

amongst the top dogs Facebook, YouTube and Twitter only 

the latter was able to gain slightly, adding a mere three 

percentage points. Research on the two other platforms 

declined: Facebook lost seven percentage points, YouTube 

shed four percentage points in comparison to 2016. 
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What kind of information from social networks do you  
include in your reporting? 

(multiple answers possible)

16 %

3 %

33 %

33 %

46 %

Other

What‘s remarkable: Apart from Twitter, the photo 

networks Instagram and Pinterest were the winners of  

the ranking. The number of journalists who draw on  

the photo community Instagram as a research tool 

increased by nine percentage points to 30 per cent. 

Pinterest gained two percentage points: twelve per cent  

of the editors surveyed research on Pinterest. 

The information that is actually embedded by  

editors and reporters in their reporting closely resembles 

the order of the social media sources: more than  

46 per cent include Facebook posts while a third  

each include Tweets and YouTube-videos. Instagram  

posts rank in fourth place with 16 per cent. Compared  

to the 2016 survey it‘s clear that the usage of social 

media as a research tool has shifted to a wider selection 

of individual networks. As a result, information has to be 

tailored even more for individual target groups.
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Contrary to gloomy predictions about the decline of  

quality reporting: 88 per cent of those interviewed  

rely on individual interviews as the most important source 

of their daily work.

More than half of those interviewed (57 per cent) 

use corporate webpages for their research. More  

details on what types of content and multimedia materials 

have become more important for journalists in the next 

chapter.

Social media 58 %

Which sources do you use for your research?

(multiple answers possible) 

Top five:

Winners in comparison to 2016:

Individual interviews

Press portals

Search engines

Press releases

Traditional media

On-site research

Corporate webpages

88 %

48 %

86 %

78 %

57 %

78 %

77 %(newspapers, radio, TV)

+6

+/- 0*

+/- 0

+/- 0

+3

-2

+2

+2

The order of the most  
important research 
sources hasn’t changed 
much in comparison  
to 2016. The clearest 
winner is social media.

*changes in percentage points to 2016

INDIVIDUAL CONVERSATIONS AND PRESS RELEASES 
ARE THE MOST RELEVANT RESEARCH SOURCESS

It remains unchanged that supposedly old-fashioned 

press releases are still very much alive and kicking. 

86 per cent of the interviewees stated that press 

releases were among their most important sources. This 

makes press releases the second-most important source 

for journalists. In the age group of under 35, 92 per cent 

consider press releases the most important source. 

83 per cent of Journalists over the age of 50 value 

official press releases with 83 percent. 
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LIVE

Even though the journalists surveyed only placed social 

media at number ten in the list of important sources, social 

networks are the shooting stars of the past two years. 

55 per cent of those interviewed believe that their 

relevance has gained the most. Search engines  

(46 per cent) and individual interviews (38 per cent)  

only made it to places two and three.

Blogs, surprisingly, are considered to have 

gained importance in the past two years by 31 per 

cent of the interviewed journalists. The biggest loser is  

the press conference: almost one third of the interviewees 

(29 per cent) believe that they have lost significance. 

This is a continuation of a trend already seen in 2016 

when this form of information transmission was the biggest 

loser too. It would be interesting to investigate the 

reasons: is it the time it takes to get to the press conferen-

ce? In that case, virtual conferences might be a solution. 

After all, many journalists believe that live streams could 

be a useful addition to press releases (see page 6).

Have these sources become more important for your research in the past two years?

(multiple answers possible)

Blogs 31 %

Personal archives 20 %

Traditional 
media 12 %

Multi-media 
databases 
24 %

Newsletter 
27 %

Individual  
interviews 38 %

Press conferences 11 %

Press releases18 %

Press portals 17 % 

Social 
media 

55 %

Search  
engines 

46 %

Phone  
interviews 

22 %

On-site research 32 %

Corporate  
webpages 15 % 

20 %

40 %

60 % Search engines,  
social media and  
individual interviews 
are the sources that  
have gained the most 
importance for journalists 
since 2016.

YES



6

WHITEPAPER  MAY 2018 
RESEARCH 2018 MATERIAL

How important is it for press releases to offer additional  
information or multi-media material?

IMPORTANT NOT IMPORTANT

26 % 74 %
Audio

13 %87 %
Pictures

10 %90 %
Background information via links

29 %71 %
Background information in pdfs

30 %70 %
Infographics

59 %41 %
Video clips

74 %26 %
Video footage

61 %39 %
Live video streaming (e.g. of events)

How has your demand for multi-media materials changed over the 
past two years?

INCREASED THE SAME

15 % 62 % 10 % 13 %

DECREASED 
NOT RELEVANT

3 
%

3 
%46 % 48 %

8 % 7 %54 %31 %

10 %6 %43 % 41 %

Audio

Photos

Infographics

Video

By the way: during our survey it became 
clear that most journalists do their research 
during two core time slots: 68 percent state  
that their most intense research slot is between 
10am and noon. 60 percent research 
intensely between 2pm and 4pm.

The journalists’ old adage still holds true: a picture is 

worth a thousand words. For close to one in two German 

journalists (46 per cent) the requirement for pictures has 

increased in the past two years. The same applies to video: 

43 per cent of the journalists interviewed need more video 

footage for their reporting than in the past.

Infographics rank in third place: more than half of 

those surveyed (54 per cent) need this form of data 

visualization – the same result as 2016. One in three 

respondents (31 per cent) say that their demand has 

increased. These numbers are similar when it comes to 

materials that upgrade average press releases. Most 

important are links with additional background infor-

mation (90 per cent), followed by photos (87 per cent).

The demand for video footage lags behind; however, 

it has significantly increased in comparison to the 2016 

survey. Recipients of press releases who find video 

relevant rose by eight percentage points. The values of 

video footage and live video streams increased by six 

and five percentage points respectively. The demand for 

audio files also increased by five per cent.

Surely, this can be interpreted as a clear message for 

press offices, associations and authorities to expand the 

range of materials provided. After all, press releases are 

still the second most popular source for journalists.

ADDITIONAL MATERIALS FOR PRESS RELEASES:
PHOTOS ARE A MUST-HAVE – VIDEO IS CATCHING UP
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The wish list of German journalists has become  

more differentiated. Especially when it comes to photos 

and video those surveyed have a clear view as to  

what additional materials they require. However, it seems 

that there is still room for improvement. One example  

is the matter of rights clearance. Journalists expect this to 

be dealt with for pictures (90 per cent), as well as for 

video material (64 per cent).

Almost three quarters, precisely 73 per cent, would 

be delighted about optional photos. Almost every second 

journalist (46 per cent) wishes for different formats – not 

only landscape formats but also portrait. 51 per cent want 

comprehensive picture captions. Journalists would also like 

to receive still images in addition to video material (33 per 

cent), transcripts (19 per cent) and subtitles (16 per cent).

By the way: photos are still seen as the most relevant 

material to be added to a press release. As in 2016,  

64 per cent of respondents (two thirds) said they used 

photos provided by a press office at least once a week. 

More than one third uses PR pictures on a daily basis  

(34 per cent). Background information as hyperlinks or as 

pdf documents ranks second and third on the list.  

62 per cent use additional information sent as links at 

least once a week, 50 per cent use information gleaned 

from pdfs. The usage of audio and video materials has 

increased in comparison to 2016 but remains on a low 

level overall. 20 per cent of the editors interviewed use 

provided video materials at least once a week, which 

translates into an increase of two percentage points since 

2016. 13 per cent use audio files at least once a week, 

which is a slight increase by one percentage point.

Journalists produce more and more diverse content: 

26 per cent produce video, an increase of eight percen-

tage points since 2016. 19 per cent – six per cent  

more than two years ago – produce audio. It is therefore 

likely that multi-media materials released by press offices 

will be used more often in future.

What are your most important criteria when it comes to PR pictures?

(multiple answers possible)

Rights  

clearance

90 %

Comprehensive 
specifics like 

name in full or 
function

80 %

Legally  
impeccable 

credit 

82 %

Sufficient picture 

resolution 

80 %

Different  photo options

73 %

What are the most important criteria for PR video?

(multiple answers possible)

Rights  
clearance

64 %
Video should be  

embeddable

40 %
Accompanying  
text materials

59 %
Snackable (short) 

content 

39 %
Still images  

included

33 %

INCREASING JOURNALISTS’ DEMANDS
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DATA-DRIVEN JOURNALISM

The term data-driven journalism ususally means one of 
two definitions. It either refers to the analysis of publically 
accessible information and databases for articles and info-
graphics. Alternatively, it means the journalistic evaluation 
of data released by whistle-blowers (e.g. Panama Papers 
or LuxLeaks). The latter variant often involves collabora-
tions between international teams of journalists due to the 
enormous amounts of data involved.

MOBILE REPORTING

The term mobile reporting also has two definitions.  
It either refers to the adaptation of journalistic content 
for different mobile devices like smartphones and tablet 
PCs. Alternatively it involves mobile reporting via mobile 
devices. Whereby news stories, photos and videos can 
be produced or even published straight from the field 
using smartphones and tablet PCs. These technical 
opportunities make the news production process faster.

Digitalisation has already made a significant impact 

on journalism in Germany. This is shown not only by the 

results of this survey with regard to social media. In 

comparison to the survey “Research 2016”, 

the number of journalists who exclusi-

vely publish in print outlets has 

decreased by 50 per cent. 

More than 60 per cent 

publish their work in print 

and online. The number of 

journalists who produce 

video material has increased 

by 44 per cent. This suggests that all-round talents are in 

high demand. But what does the future hold? Which 

trends and tendencies are considered relevant by editors 

and reporters? The answers are clear: more 

than 50 per cent name data-driven 

journalism and mobile reporting as 

major future trends in news 

aktuell’s latest survey. Further 

relevant topics are live 

streams (35 per cent) and 

mobile push notifica tion 

services (28 per cent).

DATA-DRIVEN JOURNALISM AND MOBILE REPORTING – 
NEW TOOLS FOR REPORTING
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     51 %                                   35 %
                       28 %

TOP 4
data-driven journalism  

and mobile reporting are  
the trends of the future

Which new technologies  
will influence your  

journalistic work in the future?

(multiple answers possible)
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What type of journalistic content do you produce? 

(multiple answers possible)

Where do you publish the results of your research? 

(multiple answers possible)

2018
2016

Magazines

Daily-/weekly 
newspapers

Social media

Blogs

News agency

Radio

TV

49 %

38 %

45 %

40 %

29 %

36 %

14 %

17 %

9 %

9 %

10 %

15 %

8 %

10 %

Text

Pictures

Video

Audio

Infographics

92 %
94 %

48 %
52 %

26 %
18 %

19 %
13 %

9 %
9 %

2018
2016

The number of journalists 
who also produce audio or video 
content is still rather low. However, 
the increase in comparison to 
2016 is remarkable: for video it’s 
eight percentage points, for audio 
six percentage points.

2016: Not specified

Where do you publish  
your articles?

publish in print and  
online. In 2016 it was  

56 per cent.

61 %

Other: 
5 %

Online

Print
12 %

2016: 23 %

2016: 20 %
22 %

Social media is becoming 
increasingly relevant  
not only as a source for 
researchers. In comparison to 
2016 the number of journalists 
who publish their articles in 
 social networks has increased  
by seven percentage points.

The survey:  
Research method:  
anonymous online  

survey among journalists  
in Germany.  

Participants 2018: 554;  
2016: 1223

ADDITIONAL INFORMATION
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news aktuell, a subsidiary of Deutsche 

Presse-Agentur (dpa), employs over  

135 people. The Germany-based company 

prepares PR content, provides large-scale 

coverage and offers innovative tools for 

daily work. news aktuell operates offices  

in Hamburg, Berlin, Duesseldorf, Frankfurt 

and Munich. 

Its three big products ots, zimpel and 

studio achieve these aims. news aktuell 

ensures that companies and PR agencies 

reach the right people, in the right place, 

 at the right time, with the right content. 

Communications specialists from all over 

Germany rely on the expertise of the dpa 

subsidiary.

Created by 

Imprint
news aktuell GmbH
Edith Stier-Thompson, Frank Stadthoewer
Mittelweg 144, 20148 Hamburg

Phone: +49(0)40 4113 32850
info@newsaktuell.de
www.newsaktuell.com


