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     Public relations and journalism are two similar yet different fields, which at times can come 

into conflict. According to research, the two fields differ on their views of an effective press 

release and what information is “newsworthy.” Many times, because of conflicting viewpoints, 

news sent to journalists by public relations practitioners, who represent an organization or 

advocacy cause, is excluded from distribution to the media’s audience. Using agenda-building 

theory, the researcher sought to find the extent to which public relations messages influence 

journalists. The study was conducted using experimental method. Representing future journalist 

professionals, a sample of 143 junior and senior journalism students at 72 four year colleges and 

universities throughout the United States were studied, and their views of an effective press 

release were measured. Using agenda-building theory, the researcher studied how public 

relations messages influence journalists and the extent to which journalists set an agenda based 

on what information they release. Using a two-by-three experiment, the participants were broken 

up into six groups of 23 participants. Six press releases, set up as emails, based on the same 

sports-related topic, and with varying conditions, were released. Each participant group received 

a different press release. The varying conditions included the category of the headline, with each 

release including either a news headline or a marketing headline; and the number of quotes 
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included in each release, which varied between one, three, and five quotes. A questionnaire was 

also distributed to the experiment participants to find out how likely they would be, as journalism 

students representing local professional journalists, to use the information included in the press 

release to develop a story, based on the varying conditions. The journalism students’ views of an 

effective press release and what they are taught to include in a press release were studied based 

on which public relations message they would use to develop a story. At the conclusion of the 

research, public relations practitioners will have a stronger understanding of what journalists 

look for in a press release, and how they are influenced by public relations messages. 
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CHAPTER 1 

PURPOSE OF THE STUDY 

     Sports public relations is a growing field that is becoming a crucial part of professional sports. 

It is a flourishing field, but one that also has very few educational courses. The relationship 

between public relations practitioners and journalists is characterized by both cooperation and 

conflict. As Charron (2004) explains, journalists produce news on world and social events 

(including sporting events); however, they need sources from which to receive information. 

These sources are represented or advised by public relations practitioners, who represent an 

organization or an advocacy cause. On the other side of this relationship, public relations 

practitioners depend on journalists to reach their organization’s audiences. These two groups 

must have an understanding of each group’s role in the process of developing and reporting news 

stories; They must cooperate and collaborate together to get their jobs done and to get the news 

reported.  

     The role of public relations practitioners is to represent, and to be the voice, of an 

organization or a client. It is their job to report the truth, while also portraying the best possible 

image of that organization or client, to their publics. Public relations practitioners who want to 

their news stories to get covered by news organizations pitch their news ideas to journalists, who 

ultimately format and release a story. The role of journalists, then, is to serve as gatekeepers. 

They make sure the news is trustworthy and unique, that it is not a story that has been covered 

before, and that the story will impact the publics in which it will be seen by. 

     While public relations and journalism are similar disciplines that must cooperate together, 

they can also come into conflict with each other. Public relations practitioners and journalists do 

not always agree on what information is “newsworthy,” or important and relevant to release. 

Depending on the situation, public relations practitioners may agree or disagree with journalists 



 

16 

on what elements of a press release are important and necessary. As Grunig and Dozier (1992) 

explain, public relations was originally grounded in a journalistic approach and continues to be 

concerned with generating publicity through the media. Cutlip, Center, and Broom (1993) define 

public relations as, “The management function that identifies, establishes, and maintains 

mutually beneficial relationships between an organization and the various publics on whom its 

success or failure depends.” 

     In a report written at the conclusion of Edelman marketing and communication’s New Media 

Academic Summit, Edelman explained that communication is shifting authority from 

mainstream media and traditional sources to new, open platforms. As this shift occurs, the 

communication paradigm also shifts for companies (“The digital reset A guide to engaging 

audiences through social media,” 2010) and public relations practitioners and journalists depend 

less on each other for means of publicity. Both groups now have various sources of engaging 

directly with their publics (Charron, 2004). Public relations practitioners now have a third way of 

communicating with mass audiences beyond paid and earned media. This third phase of 

engaging publics, defined as public engagement, includes the use of mainstream media, owned 

media, as well as social media. (“The digital reset A guide to engaging audiences through social 

media,” 2010). By engaging with their publics through new, social, and owned media, public 

relations practitioners for companies and brands will be able to engage directly with their 

stakeholders to deliver key messages and build mutually beneficial relationships. With the rise of 

new, social, and owned media, public relations practitioners also have the opportunity to sit at 

the center as the organization force of communications and strategy (“The digital reset A guide 

to engaging audiences through social media,” 2010).  
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     When it comes to sports, as well as other fields, even with the rise of new, social, and owned 

media, it is still important for public relations practitioners and journalists to communicate with 

and to depend on each other for information, the need is still there. When it comes to sports, the 

public relations practitioners must pay attention to and maintain communication with media 

sources, such as ESPN, Fox Sports, and other media sources. Both groups must maintain 

mutually beneficial relationships with each other and depend on each other for information. 

Public relations practitioners and members of the media (which include journalists) have a 

common goal of creating a story that grabs and maintains a reader’s attention. Journalists and 

media sources look for exciting leads and material that can fill airspace and print space. Many 

times, media professionals resent public relations practitioners who pitch boring and non-

newsworthy information. However, as Fisher (2016) states, public relations professionals can at 

times resent media professionals for taking a story a different direction than the public relations 

practitioner had planned, or for not even responding to their pitches at all. Fisher (2016) goes on 

to state, “Additionally, when a client gets into trouble, the media can run wild.” When it comes 

to professional sports, this is an important situation for public relations practitioners to be ready 

for. With the rise of banned substance and steroid use among professional athletes, public 

relations practitioners are finding themselves more and more in crisis communication situations. 

As Fisher (2016) goes on to state, it is the job of the public relations practitioner to control the 

media’s story as best as they can while keeping their client or athlete’s brand and reputation safe. 

This includes paying attention to and maintaining control of an athlete’s social media or publicity 

pages and other forms of mass media that can release information about their client (Fisher, 

2016). 
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     Okay (2007) explained that mass media is the most “effective method of communicating with 

large and widely dispersed publics” (Para. 1). Public relations practitioners now have the 

opportunity of asking themselves not which channel to use, but which combination of channels 

to use. Research shows that the average person consumes six to eight sources of information 

daily and must hear or read something three to five times, each time using a different source, 

before they believe the message they are reading (“The digital reset A guide to engaging 

audiences through social media,” 2010). Public Relations practitioners must be sure the 

information reported is consistent on each source it is reported on. Sports public relations 

practitioners, or sports information directors, are responsible for many tasks, including 

contacting the media to push messages out to their publics through different sources. One of the 

ways in which they can do so is through the use of mass media.  

     Public relations practitioners, who as stated above, represent an organization or an advocacy 

cause, face the challenge of conveying trustworthy and newsworthy information, while also 

meeting the needs of their organization’s target publics, and also portraying the best possible 

image of the organization or cause that they represent. Public relations practitioners and 

journalists share a symbiotic relationship in that they depend on one another for support and have 

common goals when it comes to publishing information. However, it is the respect for each 

other, and the understanding of each other’s role, that is lacking in the relationship. Both groups 

seek to reach the public with good stories that reach their publics and grab their attention, 

however it is only through honest and continuous communication that the relationship between 

the two groups can become mutually beneficial and they can better depend on each other for 

information. 
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      In order to get messages out to the publics, public relations practitioners turn to journalists 

for support and to produce their news. Many times, email is the form of communication that 

public relations practitioners use to contact journalists for information. In turn, journalists turn to 

public relations practitioners for sources of information, which may come from press releases 

that were emailed to them. Journalists, in turn, use the information from press releases to produce 

news stories. According to Shin and Cameron (2015), public relations practitioners influence the 

news process, while journalists try to defend their news sources. 

     There are many informational topics that sports public relations practitioners release through 

news media, including pre-and post-game analysis, trade rumors, and injury reports. Most of this 

information may be released to the public and journalists using a press release. Press releases 

“persuade editors and producers to consider covering a story, and to write favorably about that 

story” (Janecek, 2006, p. 1); they are a widely-used staple in public relations. However, 

according to research, which varies, as little as ten to 50 percent, and as much as 80 percent of 

media content comes directly from the efforts of public relations practitioners (Buhagiar, 2006). 

This statistic is affected by the relationship between public relations practitioners and journalists. 

     The relationship between public relations practitioners and journalists has been described 

previously as mutually dependent, yet, at the same time, mutually mistrustful (Shin, Cameron, 

2015). As described by DeSanto (2013), “The media serve as gatekeepers to filter news events, 

and by their reporting, set an agenda” (p. 22). This is the role of journalists, who make sure the 

story has not already been covered, and that it will impact, or be of interest, to the publics in 

which the story will be seen.  This relationship can be explained using William Schramm’s 

(1954) communication model: journalists serve as a channel through which messages are 

mediated for other receivers.  
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     One of the problems with the relationship between public relations and journalism, and the 

reason for conducting this study, is that public relations practitioners and journalists do not have 

an understanding of what each other’s role is in the process of reporting news. Public relations 

practitioners and journalists have different perspectives on what information is deemed 

newsworthy, as well as different viewpoints on what elements of a press release are essential. 

Many times, two different problems lead to the exclusion of some sports public relations 

practitioners’ news releases from distribution. This is also one of the reasons why it is essential 

to understand the relationship between journalists and public relations practitioners. By 

understanding this relationship, public relations practitioners will have a better knowledge as to 

what information a journalist requires when deciding on whether or not to use the press release.  

      A goal of this research was to find out what aspects of a press release journalists deem as 

newsworthy, or worthy of being published, what aspects they look for in a press release, and 

what they would exclude. The researcher sought to discover if the number of quotes or the 

category of the headline had an effect on how likely journalists would be to use a press release to 

develop a story. 

     At the end of this study, public relations practitioners should be able to better understand what 

information and press release attributes journalists deem as newsworthy, and have a better 

knowledge of elements to include in their press releases, as well as what to leave out. 

     The paper now turns and examines previous literature on the relationship between 

public relations practitioners and journalists. The researcher examined what a press release is, 

and discussed the theory that supported this study, the agenda-building theory. 
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CHAPTER 2 

LITERATURE REVIEW 

Introduction  

     The research in this section will first describe a previously conducted study on a similar topic. 

The two-sided relationship between public relations practitioners and journalists is important to 

understand and will be examined and measured as a moderator. It is also crucial to understand 

what a press release is in public relations, as well as what the agenda-building theory is. 

Previous Study Conducted 

 

     Janecek (2006) conducted a dissertation study at Iowa State University on what makes an 

effective press release in sports, with his focus being on college sports. His goal was to discover 

what the elements of an effective press release were as perceived by public relations practitioners 

in sports and sports news editors. Additionally, he sought to discover what the relationship 

between the two professional groups is and their perceptions of each other. 

    The theory that Janecek (2006) used to guide his research was the coorientation theory, which 

as McLeod and Chaffee explained, “Is used to compare the thoughts and ideas of one group with 

those of a second group” (p. 12). Janecek compared the relationship between public relations 

practitioners and sports news editors, as well as their perceptions of the elements of a successful 

press release. The variables that Janecek tested in regards to the coorientation theory were 

agreement and accuracy. He studied what the public relations practitioners and sports editors of 

college sports agreed were effective elements of a news release, and how accurate each group 

was on their perceptions of what the other group viewed as effective elements of a news release. 

     Janecek’s (2006) research questions included, “What are the public relations practitioners in 

sports and media editors’ views on the elements of an effective press release” (p. 20), how does 

each individual group (public relations practitioners and sports news editors) “perceive the 
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opinion of the other group regarding the elements of a successful press release, and what are the 

coorientational relationships among these two groups” (p. 20)? 

     Janecek (2006) used a cross-sectional survey method to conduct his study, with a sample of 

327 active NCAA Division I member institutions with Division I basketball programs. His 

sample for sports editors was collected from daily newspapers in the cities in which the Division 

I schools were located.  

     Janecek (2006) found that public relations practitioners and sports editors showed significant 

differences on what they define as important elements of a press release. The author explained 

the two groups disagreed on 50 percent of news content. They also showed significant 

disagreement on format and style. Both groups needed a general consensus that there are several 

important elements to the press release.  

     In regards to the amount of accuracy each professional group had of each other’s views, 

public relations practitioners in the sports industry “inaccurately estimated the views of sports 

editors 50 percent of the time” (Janecek, 2006, p. 53), while news editors inaccurately estimated 

the views of the public relations practitioners 75 percent of the time. Seventy-one percent of the 

time public relations practitioners inaccurately estimated sports editors’ views, while sports 

editors inaccurately perceived the views of public relations practitioners regarding style and 

format 93 percent of the time.  

     Limitations to Janecek’s (2006) study included, out of the 327 NCAA invited to participate, a 

total of only 75 public relations practitioners and 44 news editors completed the survey.  

The Journalist-Public Relations Practitioner Relationship 

 

     The relationship between journalists and public relations practitioners is a heavily-debated 

topic in the communication field. Questions such as, “Is the work of public relations officers 
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legitimate, does it affect the quality of information, and are journalists starting to become the 

subservient agents of public relations undertakings, are asked” (Charron, 1989, p. 41). Results of 

a recent survey showed that public relations practitioners and news journalists perceive that they 

disagree more often than they actually tend to disagree on matters. However, Janecek (2006) 

showed that this is not always the case.  

     The relationship has been identified as complex and ambiguous; it is filled with cooperation 

and conflict. Public relations practitioners, who represent an organization or an advocacy cause, 

work to disseminate information, which describes the public information model of Grunig’s and 

Hunt’s (1984) models of public relations. In the asymmetrical model of public relations, 

information is sent from the sender, to the receiver, with the receiver offering feedback. On the 

other side of the relationship, the journalists represent and serve as the media, a public of the 

organization for which the public relations practitioners work for; they are the channel through 

which the message is mediated, which represents Schramm’s (1954) communication model. 

Public relations was originally grounded in a journalistic approach, which was concerned with 

generating publicity through the press. Today, public relations practitioners and journalists 

continue to depend on each other (Shin and Cameron, 2015), however research has shown that, 

at times, the media provides their own account of reality, highlighting only a few objects and 

attributes in what they cover. The information the media covers can be interpreted as the media 

building an agenda.  

     While public relations practitioners write press releases, it is the journalists or reporter who 

use the information presented in the press releases to produce the news (Charron, 1989). 

Therefore, they have an element of control over the production of the news. However, in order to 
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produce the news, journalists need sources for information, which is where public relations 

practitioners and press releases come into play.  

The Press Release 

 

     Press releases are essential to public relations. They announce information, such as the release 

of products and upcoming events (Cutler, 2013). In the sports industry, they announce 

information, such as pre-and post-game analysis, injury reports, and trade rumors. The first 

known press release was written and released by Ivy Lee. Before Lee’s press release was 

published, the fate of what would be released to the public was in the hands of journalists 

(Lassen, 2006). This study sought to discover what journalists deem as necessary to include in a 

press release. The study also looked at how public relations messages influence journalists. In a 

past study by Walters et al. (2006), it was demonstrated that more often than not, the structure in 

which press releases were composed were styles that journalists did not accept, and therefore, the 

journalists go and edit the material. The study demonstrated that the length of the release was 

one of the main reasons for the denial. It is now taught in colleges, universities, and 

organizations to keep press releases concise and not longer than a page in length. Public relations 

practitioners should identify who, what, where, when, and the how of the story (Leven, 2015) in 

that one page.  

     Morton (1992-1993) described how writers of successful press releases write in a simpler 

style. Journalists use short sentences, between 14 to 26 words, and they compare their work to 

being understandable at an eleventh-grade level. 

     Journalists receive hundreds of emails a day from practitioners requesting that information be 

published (Murray, 2015). There are many important questions that a practitioner should ask 

himself or herself before sending a press release. Some of those questions deal with the 
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newsworthiness of the press release. Questions a practitioner might ask, as discussed by Murray 

in her article, How to write an effective press release, include, “Is there anything new in my 

story, is there anything unusual or unexpected about it, would this be of interest to anyone 

outside of my business, and will anyone actually care” (p. 1)? Before sending a news release to 

the media, public relations practitioners should also be conscientious of the media they are 

targeting.  

     There are five different target media: local, specialist, consumer, and national press (Leven, 

2015). Local press is concerned with the local area in which the media company is based (Leven, 

2015). Morton (1992) states that strategies practitioners with high acceptance rates use, is 

making their news releases relevant news to those who read their target newspapers. Morton 

suggests localizing your release and making it more personal to your local audience.  

     A goal of this research was to find out what aspects of a press release journalists deem as 

newsworthy, or worthy of being published, what aspects they look for in a press release, and 

what they would exclude. The research sought to discover if the category of headlines or the 

number of quotes included in a press release had an effect on whether or not journalists would 

use the press release to develop a story. The next section of this paper examines headlines, 

including defining what news and marketing headlines are; and quotes, and the number that 

research suggests should be included in a press release. 

     Press releases start with a headline, followed by a lead paragraph, and third-person self-

references with quotations, or pseudo-quotations, used in the third and fourth paragraphs (Slurs, 

Jacobs, and Van Waes, 2003).  

     Headlines are arguably the most overlooked component of a press release (Prakinoff et al, 

2016). Research and past practitioner experiences show that practitioners either win or lose the 
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media’s attention at the headline of their press release. There are many different factors for those 

who write press releases to think about. It is important for the headline of a press release to grab 

the attention of the readers, and to be concise. The use of an active voice is also a common 

characteristic of a good headline. According to research, using an active voice is a way to 

actively engage your audience, versus the passive voice that takes the readers out of action 

(Payton, 2015). Social media is up and rising and it is important for public relations practitioners 

to understand social media and character-counts. Michael Pranikoff of PR Newswire states that 

your headline should be short enough to be tweeted; approximately 100 characters is ideal, 

which leaves the writer space to include hashtags, tags, etc. (Pranikoff et al., 2016). Keeping 

your headline concise also makes it more likely that search engines display your headline. 

Google, for example, has a limit of about 65 to 70 characters, including spaces (Prakinoff et al., 

2016). 

     Prakinoff et al. (2016) suggests leading your headline with the “why,” explaining concisely 

and attractively why the reader should read your press release. When formulating a press release, 

the writer should ask himself or herself the question, what is it about this release that is important 

and that will attract my readers to read the story?  

     The headline should attract readers to want to read more. Sometimes it takes writing your 

release before coming up with your headline. While the headline must be ‘catchy,’ Payton (2013) 

states that it may take writing your release before coming up with your headline. According to 

research, including numbers in a press release increases the likelihood of your press release 

being picked-up by the media. When using a number in a headline, it is important to remember 

that the number must follow AP style, as with any numbers mentioned in the release (Prakinoff 

et al., 2016). Creating emotion with readers can also gravitate them to want to read more 
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(Payton, 2013). Another question for public relations practitioners to ask themselves when they 

are formulating a headline for a press release is, “Would I read this?” The practitioner should put 

themselves in the shoes of their publics and ask the question of would I want to read this story.  

     For the purpose of this study, the researcher sought to discover if the category of the headline 

has effect on whether or not journalists would use the press release to develop a story. The 

headlines will be broken down into two categories: news headlines and marketing headlines. 

      When writing a news headline, there are criteria to make sure are met. The purpose of a news 

headline is to inform, not to entertain. A news headline is direct, straightforward, gets to the 

point of the story, and simply summarizes the story being written in a concise and accurate 

manner. The headline should let the reader know what the story is about and allow the reader to 

make a decision about whether or not to read more (The Defense Information School). A news 

headline should be written in present tense and in third person (Hindes, 2012). It is important for 

the headline to grab the reader’s attention, however, as stated in PRNews, it is also important for 

a news headline to match the tone, or the mood of the story (Hindes, 2012). A news headline 

should also be accurate, not overselling or distorting what the story is about. As PRNews states, 

matching the headline to the tone of the story is important. A distorted headline takes away from 

the tone of the story and can mislead a reader. 

     The second category of headlines that was used by the researcher in this study was the 

marketing headline. When writing a marketing headline, as with most categories of headlines, it 

is important to remember that the headline is the first thing the reader will see, leaving a first 

impression of your story that is to follow (How to Write Headlines For Business, 2016).  

Marketing practitioners use a four-point strategy, or criteria, that is agreed upon in research, 
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titled, “The Four U’s,” when writing a strong marketing headline. “The four u’s” include making 

sure your headline is useful, unique, urgent, and ultra-specific (Bures, 2013).  

     The first “u,” in marketing headlines is usefulness. A useful headline conveys to your reader 

that your story is relevant to them and that they will benefit from reading your story. If readers 

do not feel as though your story is relevant to them or beneficial, they will not read past the 

headline (How to Write Headlines for Business, 2016).  

     The second “u,” in writing a strong marketing headline is uniqueness. As Guido (2016) states, 

if readers feel you’re the headline portrays a story that seems familiar, they will pass by it and 

not read the article. While making sure your headline is useful, it should also be unique. Unique 

headlines educates your readers, delivers them unique benefits, and puts a creative spin on a 

subject that has been run tired (Guido, 2016). A unique headline should state something new that 

the reader has not seen or read before. If your story is similar to a topic previously discussed, it is 

important to put a new, unique headline on your story that will attract your readers to read the 

rest of your story (How to Write a Great Headline, 2014) A unique headline should spark the 

curiosity or interest of your reader (Bures, 2013). 

     The third “u” is creating a sense of “urgency” in your headline. Your headline should be 

useful, unique, and urgent. Writing urgently should put power behind your headline, and should 

be sure to grab the attention of the reader (Bures, 2013). Creating a sense of urgency in your 

headline should encourage your readers that they cannot afford to not read your story, forget 

about it, or save it later. Creating urgency in your headline should encourage readers to read your 

story now, not later. Creating urgency in your headline encourages readers that they will receive 

some kind of reward if they take quick action upon reading your story (How to Write a Great 

Headline, 2014). 
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     Finally, after making sure your headline is useful, unique, and creates a sense of urgency, 

when writing a marketing headline, your headline should be ultra-specific. Ultra-specific 

headlines target specific target audience groups. Making your headline ultra-specific will explain 

to your readers if the story is for them and from there they can make a decision on whether or not 

to read the story (Guido, 2016).  

     In summary, in writing a strong marketing headline, the headline should be useful, conveying 

to your reader that your story is relevant to them and that they will benefit from reading the story 

(How to Write Headlines for Business, 2016); unique, stating something new that the reader has 

not seen or read before (Guido, 2016); urgent, encouraging readers to read the story now, not 

later (How to Write a Great Headline, 2014); and ultra-specific, targeting specific target audience 

groups (Guido, 2016). 

     Moving to the topic of subheadings, including subheadings under your headline can also give 

the readers additional information into the content of the release. They are also a place to subtly 

mention the brand name. It is important to limit the number of subheadings to no more than two, 

but they are another way to attract readers to continue on and read the story (Prakinoff, et al., 

2016).  

     Press releases also contain quotes, or pseudo-quotes, which can be powerful tools for press 

release writers to make the release livelier; they give the media and an organization’s publics a 

glimpse into the organization’s personality (Jasinski, 2015). They can also be easy to misuse. As 

stated above, quotes should be used in later paragraphs of a press release rather than in the lead 

paragraph. It is also important, as with subheadings, to limit the number of quotes so the news 

release does not become overboard with quotes. 
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     Quotes can be a powerful tool for writers of a press release to use, however press release 

writers should take into account how to effectively write quotations. Anna Jasinski, of PR 

Newswire, provides five suggestions to help writers of press releases write them more 

effectively. First, quotations should be written with purpose, they should be useful to the media 

by providing a unique perspective, while grabbing the interest of the reader. Second, quotes 

should sound natural and not forced, sounding like conversation, clear and easy to read. The third 

suggestion from Jasinksi is quotes should evoke a response. As stated above, quotes should grab 

the attention of the reader. However, a writer of a press release should be cautious about how 

many quotes they use. Writing one or two quotes in sequential order and compacting them into 

informative messages that underline the main idea of the story can create the profile for a 

company while not going overboard (PR News, 2015). The last two suggestions that Jasinksi 

gives are to always attribute quotes to the appropriate sources and get permission from the source 

before releasing a press release that includes the use of quotes. Whether quoting directly or 

adding ‘style’ to the message, approval must always be given before using quotes (Jasinski, 

2015). 

     When using quotes in a press release, it is also important to be concise and to the point, 

extracting the most important statements from an interview to include in a story and using strong 

adjectives to increase the personality of the quote. Including strong adjectives “can mean the 

difference between a press release that underperforms and one that provides meaningful 

information to your readers, resulting in more engagement and media pickup” (Jasinski, 2015).  

     In talking about pseudo-quotes, research shows that most often, quotes are attributed to and 

approved by the source, but not verbalized by the source, which is what makes most quotes in 

press releases “pseudo quotes.” Quotes are more attractive for journalists to reproduce in their 
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reporting (Jacobs, 1999). When choosing who to quote in a press release, quotes from CEO’s and 

top officials in organizations are not the only quotes that are prominent in writing a press release.      

     In the study conducted by Slurs, Jacobs, and Van Waes, it was quotes from third-party 

sources outside of the organization that one of their participants was more likely to quote (Slurs, 

Jacobs, and Van Waes, 2003). Journalists believe that in using this practice of quoting, “they are 

removing themselves from participation in the story, and letting the facts speak” (Slurs, Jacobs, 

and Van Waes, 2003). The second participant quoted the IT manager of an organization. 

However, the quotes were again preformulated and were ones that the journalist being studied 

rewrote on the basis of, ‘there is no journalist who is going to copy this quote’ (Slurs, Jacobs, 

and Van Waes, 2003). This confirmed for the researchers that press releases released by public 

relations practitioners are merely preformulating devices that are going to be rewritten in the 

language that the journalist chooses to write in.  

     In the third part of this study, the researchers used direct observation to see how this 

participant actually formatted and wrote their press release. The spokesperson that he received a 

release from spoke about a software being released and how one of the advantages of this 

software was that it did not require any special training to use. The participant of the study found 

this wording to be “negative,” and instead decided to base that quote on the “user-friendliness of 

the interface” (Slurs, Jacobs, and Van Waes, 2003).  This confirms what the researchers 

concluded in the first two parts of the study: quotes in press releases are pseudo-quotes, used by 

journalists as preformulating devices that are to be rewritten in the language of a journalist. 

     Journalists believe that quotes impact the press release as a whole. In the study by Slurs, 

Jacobs, and Van Waes (2003), one of the participants of the study reworded at least two of the 

quotes in a press release. Because of the way he reworded the quotes, the first paragraph of the 
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paper was now contradicting the quotes. The researchers explained that because the quotes 

contradicted the first paragraph of the paper, the participant went on and rewrote the entire first 

paragraph instead of just wording the quote how the spokesperson had requested it be written.  

     The term, “newsworthy,” appears throughout previous studies. A goal of this study was to 

determine what public relations practitioners and news journalists deem as newsworthy. 

Agenda-Setting and the Agenda-Building Process 

 

      In order to understand agenda-building and the process of media relations, it is important to 

understand the three popular paradigms through which media relations can be viewed: framing 

theory, the concept of information subsidies, and the agenda-building paradigm. This section of 

the research will discuss each of these in order to better describe the process of agenda-building, 

which was used to guide this study. 

Framing 

 

     A frame is “a schemata of interpretation through which individuals organize and make sense 

of information or an occurrence” (Goffman, 1974). Framing involves selecting a particular 

viewpoint while communicating some aspect of the whole to make a point or points. Because 

framing involves selecting a particular viewpoint, it becomes apparent that framing can take 

place in multiple locations in the process of communication: the communicator, the receiver, the 

text, and the cultural framework (Entman, 1993). Frames are present in the communicator as 

well as the receiver from which they either build the message or the interpretation of the 

message. The text of a message contains frames, which can be the absence of certain keywords, 

stock phrases, stereotyped images, sources of information, and sentences that provide 

thematically reinforcing clusters of facts or judgments (Entman, 1993). Public relations 

practitioners are most concerned with social frames, which have motive and intent to present a 
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particular viewpoint. Public relations practitioners present information to the media about 

particular issues or events.  Gamson and Modigliani (1987) also define framing as a central story 

line that organizes and provides meaning to events related to a story or issue.  

     Frames allow journalists to work with large amounts of information and assign it to a place in 

the story; it allows the journalists to then package it for the audience so they can see where that 

information fits into the story. Media Framing takes into account not just the topic, but how the 

journalist or media cover and package an issue. The media can also affect the way issues are 

framed through the choices of journalists who cover a story and those who may be chosen as 

sources (Kosicki & Pan, 1996). Headlines and quotes can have an impact on framing.  

     Headlines are a public relations practitioner’s chance to capture and retain the attention of 

their readers (Saorin, Osma, & Jones, 2011). The headline of a story gives the reader an idea 

about the story they are about to read; it also frames the story and sets the tone for how the story 

to follow comes across. Headlines shape perceptions and skew the way readers think when they 

read the story based on what they read in the headline (Schultz, 2014). The ultimate intention of 

framing the headline is to affect the thoughts and opinions of the reader before they even read the 

story (Saorin, Osma, & Jones, 2011). Because of this, headlines have a key role in a company’s 

communication strategy.  

     Using quotes in a press release can also have an impact on framing. There are two ways to 

frame quotes: attribution and analysis. Framing is a technique for using quotes in articles and 

making them serve a purpose, therefore, when framing quotes, be sure to also provide analysis. 

Using speaker tags, attributive tags, or a lead-in verb, at the beginning, middle, or end of a quote 

is the most straightforward way to frame quotes. The tags tell the reader about the speaker. 
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Similar to framing a headline, framing a quote can explain to your reader your stance on an issue 

or topic (“Using and framing direct quotations,” 2003).  

Information Subsidies 

 

     “Public relations practitioners generate prepackaged information, information subsidies, to 

promote their organizations’ viewpoints on issues, and to communicate aspects of interest within 

those issues, to their internal and external publics” (Zoch and Molleda, 2006).  Turk (1986) states 

that inexpensive information available to journalists in a timely manner have a greater chance of 

being picked up by journalists and used in the media (p. 3). Information that is perceived by 

editors as coming from credible sources or disguises the quality of self-interest in the information 

increases its value and its likelihood to be picked up by journalists. Editors who believe the 

author of a news release comes from a similar academic background in news values are more 

likely to view the release as informational and newsworthy, rather than promotional.  

     Research conducted has concluded that while public relations practitioners do not have 

complete control over the outcome of their news releases, they can increase the release’s value 

and chance of being accepted and published by focusing on news value, including thoroughness 

and accuracy.  

     In relation to acceptance and publication, news releases distributed through wire services have 

a higher rate of acceptance by newspapers (Gandy, 1992; Martin and Singletary, 1981; Walters 

and Walters, 1992). Martina and Singletary (1981) also state that negative or critical-natured 

press releases have a greater likelihood of publication and acceptance by their audience. 

Newspaper organizations are also more likely to accept a release focusing on local information 

or a local event than that of an event out of town. TV stations have a similar process of accepting 

information regarding a local event and they also take into account the release’s angle, relevance 
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(Abbott and Brassfield, 1989; Berkowitz and Adams, 1990; Morton and Warren, 1992b; Turk, 

1985), and timeliness (Abbott and Brassfield, 1989; Rings, 1971; Walters and Walters, 1992). 

Other aspects that editors look for in a news release include accuracy (Kopenhaver, 1985), 

readers’ interests or benefits (Abbott and brassfield, 1989; Kopenhaver, 1985; Turk, 1991), 

newsworthiness (Turk, 1991; Walters and Walters, 1992), avoidance of persuasive tactics or 

objectivity (Rings, 1971; Turk, 1991), and impact (Turk, 1991; Griffin and Dunwoody, 1995).  

Three elements that increase value as perceived by journalists and editors, but which public 

relations practitioners have a difficult time in producing include oddity, magnitude, and known 

principles (Morton and Warren, 1992a).  

     There is a difference between a direct subsidy and an indirect subsidy: Journalists receive a 

direct information subsidy and the target in government receives the indirect subsidy, 

information that has been filtered through the media before reaching its audience.  

Agenda-Building Process 

 

     The idea of agenda-setting was first introduced by McCombs and Shaw in 1972. In their 

study, they introduced this concept to explain the impact of the news media in public opinion 

formation. McCombs and Shaw explained that decisions made by editors, reporters, and 

broadcasters in choosing and reporting news plays an important role in shaping political reality. 

Lang and Lang (1981) state that agenda-building is a collective and reciprocal process, one that 

is continuous and involves feedback loops. Max McCombs has studied agenda setting for over 

30 years. His most recent way of viewing agenda-setting is as a series of phases, which starts 

with the outermost layer being an array of sources routinely used by journalists to obtain news. 

Johnson et al. (1996) explained through their research that because agenda building is a 



 

36 

collective and reciprocal process, the press, the public, and public officials influence one another 

and are, at the same time, influenced by one another (Johnson et al., 1996). 

     In their model of the agenda-building process, Corbett and Mori (1999) pointed out how the 

first step in the model is an issue or event arising in society. Following the issue arising, interest 

groups become involved in the issue and take a position on it; they then influence the media and 

the public, with the news media’s coverage influencing the public (1999). 

Connecting Framing, Information Subsidies, and Agenda-Building 

 

     Framing and information subsidies are tools that media relations practitioners use to 

participate in building a media agenda. A news release is one tactic that can be used as an 

information subsidy. However, in order to be considered an information subsidy, “it must be 

considered a more ‘stage-setting’ than a self-contained news package; that is, it provides basic 

facts and presents the sponsor’s perspective, both of which hopefully whet reporters’ appetites to 

seek further clarification and/or additional information from company sources” (p. 100). The 

outcome that public relations practitioners hope for is that a quality information subsidy, such as 

a news release, would be accepted by the news media. Public relations practitioners’ hope is that 

the news coverage of the issue or event reflects a similar viewpoint to the one they present in the 

news release.  

     An understanding of media helps a source to get information published (Berkowitz, 1987). 

Researchers have found that public relations practitioners understand the agenda-building 

process and are skilled at getting the media to cover their stories (Duhe’ and Zoch, 1994-95; 

Kopenhaver, 1985; Ohl et al., 1995; Rings, 1971).  

     Many researchers have made direct connections between information subsidies and agenda-

building; as well as framing and agenda-building. In 1990, Berkowitz and Adams discussed the 
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importance of studying the role of information subsidies in the agenda-building process. They 

state that studying this role helps assess the “magnitude of news source power” (p. 723). They 

concluded that the most powerful sources are those who create news events and cultivate 

relationships with reporters (Berkowitz and Adams, 1990).  

     McCombs, Llama, Lopez-Escobar, and Rey (1997) stated that framing also has a connection 

in that it describes the attributes, the characteristics and properties that fill out the picture of an 

object. The role of framing is one that public relations practitioners play in attempt to frame their 

organization’s story in a way that makes it of interest to the media. McCombs, et al. (1997) state, 

“Framing is the selection of a small number of attributes for inclusion on the media agenda when 

a particular object is discussed” (p. 704). 

     Framing, information subsidies, and the agenda-building process are all interconnected in the 

overall process of agenda-building. The quality and value of information subsidies to the 

originating source depends on many factors, including, the quality of information in terms of 

traditional news values, how carefully the issue is framed to get across a particular issue, the 

relationship between the public relations practitioner and news reporters or editors, the media 

organization’s news gathering and production processes, the conditions present in the social 

environment, the individual judgment of journalists, and organizational pressures in the 

newsroom. By understanding how each of these factors overlap, interact, and affect each other, 

we can understand the process of agenda-building.  

     There are many forms of information subsidies, including news releases, press briefings, 

speeches, and testimonies (Ragas, 2012). For the purpose of this study, the researcher analyzed 

how public relations subsidies, or messages (news releases), influenced journalists. The 

researcher varied aspects of a news release, including the number of quotes, and the varying 
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categories of headlines in each release, in order to discover what elements of a public relations 

message grabs the attention of the media and encourages them to use the press release to develop 

a story.   

Research Questions/Hypotheses 

 

     This study focused around a similar topic and also took a similar track that Janecek (2006) 

took when conducting research on effective press releases as perceived by public relations 

practitioners and news journalists in collegiate sports. However, this research was conducted 

using experimental method to more practically discover what version of a news release and what 

public relations messages journalists would use to develop a news story. The two variables that 

the researcher studied and sought to discover the relationship between are the categories of the 

headlines, and the number of quotes included in each press release. 

There are two Hypotheses that were used to guide this research: 

     H1: A news release including a news headline will have a greater chance of being published 

than a news release with a marketing headline. 

     Research and past practitioner experiences show that practitioners either win or lose the 

media’s attention at the headline of their press release. As Prakinoff et al. (2016) suggests, 

practitioners should begin their headline with the “why,” explaining concisely and attractively 

why the reader should read your press release. The headline should attract readers to want to read 

more. A news headline is direct, straightforward, gets to the point of the story, and simply 

summarizes the story you are writing in a concise and accurate manner. A distorted headline 

takes away from the tone of the story and can mislead a reader. A marketing headline, while it is 

concise, is supposed to be unique, allowing room for a more creative headline to be written. A 

marketing headline puts a creative spin on a subject that has been run tired, which can allow the 
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writer to put more of a distorted spin on a headline to grab the attention of the reader to a topic or 

a product that they have read about before (Guido, 2016). 

     H2: A news release with one quote will have a greater chance of being published than a news 

release consumed with three or five quotes.  

     According to research, it is important to limit the number of quotes in a press release so the 

news release does not become overboard with quotes (Jasinksi, 2015). Anna Jasinski, of PR 

Newswire suggests that writers of a press release should be cautious about how many quotes 

they use. Jasinski states that writing one or two quotes in sequential order and compacting them 

into informative messages that underline the main idea of the story can create the profile for a 

company while not going overboard (PR News, 2015). 
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CHAPTER 3 

METHODOLOGY 

     This study was conducted using experimental method. Experimental method is the ultimate 

research methodology. It is “used to establish variables and their relationships to outcomes” 

(Stacks, 2011, p. 248) Experiments are rarely used in public relations, however they can establish 

causal relationships between variables. In the two-by-three experiment conducted for this study, 

the independent variables measured were the varying categories of headlines in press releases as 

well as the number of quotes used in each release. The researcher measured how these variables, 

or conditions, had an effect on whether or not the journalism students, who acted as the 

dependent variables, would use the press release to develop a story. 

     The participants were grouped into six groups of 23 students, each group representing a 

different condition. Each group read the press release that matches their condition. Group one 

represented condition one and read press release one, which had a news headline and one quote. 

Group two represented condition two and read press release two, which had a news headline and 

three quotes. Group three represented condition three and read press release three, which had a 

news headline and five quotes. Group four represented condition four and read press release four, 

which had a marketing headline and one quote. Group five represented condition five and read 

press release five, which had a marketing headline and three quotes. Group six represented 

condition six and read press release six, which had a marketing headline and five quotes.  
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ONE 

QUOTE 

Group One, 

Condition One: 

Press Release One 

News Headline, 
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Marketing Headline, 

One Quote 

THREE 

QUOTES 

Group Two, 

Condition Two: 

Press Release Two 

News Headline, 

Three Quotes 

Group Five, 

Condition Five: 

Press Release Five 

Marketing Headline, 

Three Quotes 

FIVE 

QUOTES 

Group Three, 

Condition Three: 

Press Release Three 

News Headline, 

Five Quotes 

Group Six, 

Condition Six: 

Press Release Six 

Marketing Headline, 

Five Quotes 

Figure 3-1. The Six Conditions of the Experiment. 

 

     The students were also asked to state how likely they would be to use the press release they 

were asked to review to develop a story. Using a questionnaire, the researcher asked the 

participants to explain why they would or would not use the press release, and how the varied 

conditions of that release affected their decision. The researcher sought to establish the causal 

relationship of public relations messages and their affect they have on journalist professionals. 

     Shadish, Cook, and Campbell (2001) define an experiment as “A test under controlled 

conditions that is made to demonstrate a known truth, examine the validity of a hypothesis, or to 

determine the efficacy of something previously untried” (p. 1). For the purpose of this study, the 

experiment involved six press releases on the same professional sports related story being 

distributed to the participants: 143 junior and senior journalism students at four year 

colleges/universities throughout the United States. Two conditions varied in each press release, 
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including the category of each headline, and the number of quotes included in each release. The 

experiment conducted was a two-by-three experiment and was assisted with a questionnaire, 

which included questions that helped the researcher better understand the journalism students’ 

decision on how likely they would be to use the press release to develop a story and what 

variable or variables affected their decision.  

     The researcher sought to discover if the category of headlines or the number of quotes 

included in a press release cause journalists to use a press release to develop a story. 

In order to fully understand experimental method, there are a few factors that must be fully 

understood: cause, effect, and causal relationships. The next three paragraphs look at these 

factors individually. 

Cause 

 

     Shadish, Cook, and Campbell (2001) define a cause as “The producer of an effect, result, or 

consequence; the one, such as a person, an event, or a condition, that is responsible for an action 

or result” (p. 1). John Locke defines a cause as “That which produces any simple or complex 

idea, we denote by the general name cause” (1975, p. 324). Locke went on to state that “A cause 

is that which makes any other thing, either simple idea, substance, or mode, begin to be” (p. 325) 

The six conditions of this experiment were the varying attributes, and independent variables of 

the press releases, including the varying categories of the headlines, which varied from news 

headlines to marketing headlines; and the number of quotes included in each release, which 

varied from one, to three, to five quotes.  

Effect 

 

     Locke (1975) defines an effect as, “That which is produced” (1975, p. 324). He stated that an 

effect is “That which had its beginning from some other thing” (p. 325). An effect is better-
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understood using David Hume’s counterfactual model (Lewis, 1973, p. 556). A counterfactual is 

that which is contrary to fact. In an experiment, the researcher can observe what did happen 

when the participant received a particular treatment. The counterfactual is knowledge of what 

would have happened to the participants if they had not received treatment. An effect is the 

difference between what did and what would have happened. In this experiment, the effect was 

the outcome of whether or not the journalism students, representing future journalist 

professionals, would use a press release to develop a story. The effect had to do with what 

varying conditions caused the journalism students to state that they would or would use the 

release. If students deny using the release, they will be asked to discuss if, had other conditions 

of the release they read been different, would their decision be different. 

Causal Relationship 

 

     According to philosopher John Stuart Mill, “a causal relationship exists if the cause preceded 

the effect, the cause was related to the effect, and no plausible alternative explanation for the 

effect other than the cause can be found” (Shadish, Cook, and Campbell, 2001, p. 6). “These 

three characteristics mirror what happens in experiments in which the researcher manipulates the 

presumed cause and observes an outcome afterward; the researcher can see whether variation in 

the cause is related to variation in the effect; and the researcher uses various methods during the 

experiment to reduce the plausibility of other explanations for the effect, along with ancillary 

methods to explore the plausibility of those the researcher cannot rule out” (Shadish, Cook, and 

Campbell, 2001, p. 6). Because of this relationship, experiments are an appropriate method to 

study causal relationships, which is why the researcher selected experimental method for this 

study. Understanding causal relationships helps researchers solve and critique cause-probing 

studies.  
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Experimental Method Explained 

 

     As stated above, experimental method is the ultimate research methodology. It is “used to 

establish variables and their relationships to outcomes” (Stacks, 2011, p. 248) Experiments are 

rarely used in public relations, however they can establish causal relationships between variables. 

They also look at the hypothesized relationships between variables. An experiment is the only 

way to test whether something causes a change in something else. Experiments seek to discover 

the effects of experiment items manipulated (Shadish, Cook, and Campbell, 2001, p. 7).    

     Nonmanipulable events or attributes cannot be used as causes because they cannot be varied 

or manipulated. Most scientists and philosophers agree that it is much harder to discover the 

effects of nonmanipulable causes. Experimental causes must all be manipulable (Shadish, Cook, 

and Campbell, p. 8), they must all be able to be treated or have some condition used that 

manipulates the experiment. However, many variables that people consider to be causes do not 

have the ability to be manipulated. These nonmanipulable genes can be investigated using 

nonexperimental methods or through the use of experiments. Causes help researchers find 

manipulable agents that can be used to improve the problem (Shadish, Cook, and Campbell, p. 

8). 

     Analogue experiments can also be done on nonmanipulable causes in order to manipulate an 

agent similar to the cause the researcher is interested in.  

     Experiments normally manipulate treatment (the cause) and observe the effect. However, in 

some studies, the effect is observed first and causes are found following the observation of the 

effects.  

 

 

 

 



 

45 

Causal Description and Causal Explanation 

 

     Using experimental method allows a researcher to describe the consequences of deliberately 

varying a treatment, known as causal description (Shadish, Cook, and Campbell, p. 9). 

Experiments, however, do not do as well in clarifying the means through which and the 

conditions under which a causal relationship holds, known as causal explanation (Shadish, Cook, 

and Campbell, p. 10). “Causal explanation is an important route to the generalization of causal 

descriptions because it tells us which features of the causal relationship are essential to transfer 

to other situations” (Shadish, Cook, and Campbell, p. 10). 

     As stated above, experiments are not often used in public relations, however they are a central 

research method in the different social sciences because the dichotomy between descriptive and 

explanatory causation is less clear in scientific practice than in abstract discussions about 

causation. (Shadish, Cook, and Campbell, p. 11). First, many causal explanations consist of 

chains of descriptive causal links in which one event causes the next (Shadish, Cook, and 

Campbell, p. 11). Experiments help establish this chain of events in order to establish the cause 

and effect relationship between variables. (Shadish, Cook, and Campbell, p. 11). Second, 

experiments help distinguish between the validity of competing explanatory theories. (Shadish, 

Cook, and Campbell, p. 11). Third, some experiments test whether a descriptive causal 

relationship varies in strength or direction under certain conditions. (Shadish, Cook, and 

Campbell, p. 11). Fourth, some experiments add quantitative or qualitative observations of the 

links in the explanatory chain to study explanations for the descriptive causal effect (Shadish, 

Cook, and Campbell, p. 11). To sum up causal descriptions and causal explanations, causal 

explanations are in delicate balance in experiments (Shadish, Cook, and Campbell, p. 12). The 

strength of experiments is in improving causal descriptions; experiments do not do as well in 
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explaining causal relationships (Shadish, Cook, and Campbell, p. 11). Many causal descriptions 

are dependable and strong enough to be useful (Shadish, Cook, and Campbell, p. 12).  

     Like scientific surveys, social science surveys include dependent and independent variables. 

The independent variable causes a change in the dependent variable. For the purpose of this 

study, the independent variable was the varying conditions of each press release, including the 

varying number of quotes and categories of the headlines. The dependent variable was the 120 to 

180 junior and senior journalism students being studied at the University of Florida. 

     As Stacks (2011) states, a major goal of experiments, and the goal of this experiment, was to 

show that two variables are related to one another in predictable ways. (p. 251) The researcher 

expected to find that journalists set an agenda based on what public relations messages they 

would use to develop a story, as well as what elements they look for in news releases. 

Types of Experiments 

 

     There are three types of experiments, or ways to test relationships, a laboratory experiment, 

simulations, and field experiments. Laboratory experiments are the most controlled and unreal 

type of experiment. Laboratory experiments seek to establish the relationship between variables, 

in complete isolation from any possible variables that could contaminate the experiment (Stacks, 

2011). Simulations are the second way to test relationships. In simulations, you try different 

variables to see what variables have an effect on each other. In simulations, contagions are 

allowed (Stacks, 2011). The third way test relationships is through field experiments. In field 

experiments, distance, weather, and other contagions can come into play (Stacks, 2011).  

     For the purpose of this study, the researcher conducted a field experiment, which again, as 

Stacks (2011) explains, allows distance and other non-controllable factors to come into play. The 

experiment was conducted and the press releases were distributed via Qualtrics, an online survey 
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tool, during the University of Florida’s Spring 2017 semester. Before conducting the experiment, 

pretesting was done to test the experiment and the variables that were manipulated. The 

researcher pretested to see if the categories of the headlines or the number of quotes caused the 

journalism students, who represented future journalist professionals, to select a certain press 

release as one they would use to develop a story. For the experiment, the participants were 

divided into six groups of 20 to 30 students, with each group representing a particular condition. 

Each group was given a press release and asked to state how likely they would be to use the 

news release to develop a story. In a questionnaire sent with the press releases, the participants 

were asked to explain what caused them to select or deny using the press release they were 

given. They were also asked to explain what affect the varied conditions had on their decision. 

The participants were asked to explain if, had any of the varied conditions been different, would 

that have had an effect on their decision. 

The Questionnaire 

 

     A questionnaire was distributed with the experiment. The questionnaire allowed the 

researcher to receive more detail about the topic being studied. The goal of this research was to 

study the effect that public relations messages had on journalists. The questionnaire assisted the 

experiment in determining the relationship between public relations practitioners and journalists, 

and how public relations messages influenced journalists. Questions regarding the relationship 

between journalists and public relations practitioners were also asked and were measured as 

moderators. 

Qualtrics 

 

     Qualtrics is a research tool that is used by businesses to monitor and improve their 

organization in growing markets. Businesses use this survey tool as a means to study the 
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satisfaction of employees, customers, and those who are crucial to the business, including 

investors. Qualtrics is also used on college campuses to conduct research that can impact the 

world. It is widely-used by graduate students to conduct surveys or questionnaires as part of a 

thesis or dissertation. For this study, a Qualtrics survey was used as a questionnaire, which was 

be distributed as part of the experiment with the press releases. 

Population Studied 

 

     The population that was studied was junior and senior journalism students at four year 

colleges and universities throughout the United States. The journalism students studied 

represented future journalist professionals.  

Sample Studied 

 

     The final sample size of this study was 143 participants, who were junior and senior 

journalism students from 72 four-year colleges and universities throughout the United States. 

     The only potential for participation of vulnerable subjects was pregnant women. The 

researcher had no way of knowing if a woman was pregnant as no identifying information was 

collected in this study. If any participant felt uncomfortable participating in the study, they had 

the option to opt-out of participating at any time without penalty, including being asked to agree 

to participate at the beginning of the study. 

Proposed Method of Sampling 

 

     The researcher received approval from Ted Spiker, Department Chair of the Journalism 

Department at the University of Florida, to send the experiment and questionnaire to him to be 

sent out to the junior and senior journalism students at the University of Florida using the student 

listserv. The researcher also sought out the assistance of journalism chairs at other four year 

colleges and universities throughout the United States, including Florida Gulf Coast University, 
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Auburn University, Texas State University, the University of Georgia, and the University of 

Mississippi. The researcher conducted study-related activities, but had no direct contact with the 

study participants. The researcher also used Mechanical Turk, an online survey panel, to assist 

with participant recruitment. 

Administering of the Experiment 

 

     The researcher conducted the experiment, and distributed the questionnaires via Qualtrics and 

SONA, during the Spring 2017 semester at the University of Florida. 

Possible Discomforts and Risks 

 

     There was a minimal risk that security of any online data may could have been breached, but 

since no identifying information was collected, and participants’ data was removed from the 

server soon after the researcher completed the study, it is highly unlikely that a security breach of 

the online data would result in any adverse consequence for participants. 

Possible Benefits 

 

There were no direct benefits for participants in this study. 

Potential Conflicts of Interest 

 

There was no potential for any conflicts of interest in or during this study.  
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CHAPTER 4 

RESULTS 

This chapter presents the results of the experimental investigation that determined how public 

relations messages influence journalists. Specifically, this experiment sought to discover if the 

category of the headline, or the number of quotes included in a press release, affected whether or 

not a journalist would use the press release to develop a story, as a main source for a story, as 

one of their sources for a story, or as deep background for a story. The purpose of this research 

was to also gain a better understanding of the relationship between public relations and 

journalism. 

Demographics 

 

     Participants of this study included 143 junior and senior journalism students at 72 four-year 

colleges and universities in the United States (see appendix A: List of participant universities), 

ranging from ages 18 to 54. Eighty-one participants of this study were recruited using a 

Mechanical Turk HIT panel. 

Age 

 

     One Hundred participants (69.9 percent) were 18 to 24 years old, 36 participants (25.2 

percent) were 25 to 34, and 2 participants (1.4 percent) were between 45 to 54 years old. 

Gender 

 

     Sixty-nine participants of this study were female and 69 participants were male. 

Year in School 

 

Eighty participants of this study were junior journalism students and 58 participants were senior 

journalism students. 
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Table 4-1: Year in School 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Junior 80 55.9 58.0 58.0 

Senior 58 40.6 42.0 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

Ethnicity 

 

     Participants of this study varied in ethnicity. The majority of participants (n=81, 56.6 percent) 

identified as Caucasian/white. Sixteen participants (11.2 percent) were Hispanic, 15 participants 

(10.5 percent) were Asian/Pacific Islander, nine participants (6.3 percent) identified as being 

multiracial, four participants (2.8 percent) identified as being Latino, and two participants (1.4 

percent) identified as other. 

Occupation 

 

     For the purpose of this study, the two occupations that were focused on for this study were 

journalism and public relations. Sixty-one participants (42.7 percent) currently work in the 

journalism field and 8 participants (5.6 percent) currently work in the public relations field. This 

study also included five participants (3.5 percent) who were in advertising. 

Table 4-2: Occupation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Journalism 61 42.7 44.2 44.2 

Public Relations 8 5.6 5.8 50.0 

Advertising 5 3.5 3.6 53.6 
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The Experiment Conditions 

     Participants were randomly broken up into six groups of 23 participants, each group 

representing a specific study condition. The results of this experiment are comparable based on 

each condition including a different category of headline: either a news headline or a marketing 

headline; and the number of quotes included in each press release: one, three, or five quotes. The 

six conditions that were used in this research include: 

C1: News headline and one quote. 

C2: News headline and three quotes. 

C3: News headline and five quotes. 

C4: Marketing headline and one quote. 

C5: Marketing headline and three quotes. 

C6: Marketing headline and five quotes. 

The Experimental Investigation 

     There were two hypotheses used to guide this research, and for the purpose of this study, are 

discussed throughout the results section of the study, in order to analyze the results of the 

questions. The hypotheses that were used to guide this research include: 

     H1: A news release including a news headline will have a greater chance of being published 

than a news release with a marketing headline. 

     H2: A news release with one quote will have a greater chance of being published than a news 

release consumed with three or five quotes. 

The Press Release 

     This block of questions asked participants how likely they would be to use a press release to 

develop a story, as the main source for their story, as one of their sources for a story, or as deep 
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background for a story. In order to compare the results of each condition, the research conducted 

a univariate analysis of variance on each question in the first block of questions, the press 

release. 

     The independent variables of this study included the category of the headlines (news or 

marketing) and the number of quotes included in each press release (one, three, or five quotes). 

The purpose of this group of questions was to see if the independent variables effected, or caused 

a change in the dependent variables (the 143 journalism student participants) and whether or not 

the category of the headline or the number of quotes included in a press release determined 

whether or not a journalist would use the press to either produce a story, or would use it as some 

aspect of a story they produce, based off of the information in the press release. The next section 

will discuss the results of how the journalism students stated they would use the press release for 

a story. 

You are a Journalist for a News Organization that Covers Gainesville, FL. After Reviewing 

This Press release, How Likely Would You be to Use This Press Release to Develop a 

Story? 

 

     The first question that pertained to the researcher’s hypotheses was question one, “You are a 

local journalist for a news organization that covers Gainesville, FL. After reviewing this press 

release, how likely would you be to use this press release to develop a story?” The researcher’s 

hypotheses predicted that condition one, which was a press release with a news headline and one 

quote would have a greater chance of being used to develop a story than a news release with a 

marketing headline and three or five quotes. 

     An analysis of variance was conducted on the category of the headline and number the 

number of quotes, and whether or not the press release would be used to develop a story. The 

researcher failed to reject the null hypothesis. The categories of the headline included a news 
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headline and a marketing headline. The number of quotes consisted of one, three, and five 

quotes. None of the main effects were statistically significant at the .05 significance level. 

The main effect for category of the headline yielded no significant main effect, F(1, 137) = 1.00, 

p > .05, indicating no significant difference between the category of the headline. The main 

effect for the number of quotes yielded an F ratio of F(2, 137) = .52, p > .05. The interaction 

effect was not significant either, F(2, 137) = 1.08, p > .05. 

Table 4-3: Develop a Story 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.04 .889 25 

3 Quotes 1.96 .790 25 

5 Quotes 2.05 .740 21 

Total 2.01 .802 71 

Marketing Headline 1 Quote 2.21 .779 24 

3 Quotes 2.32 .945 22 

5 Quotes 1.92 .628 26 

Total 2.14 .793 72 

Total 1 Quote 2.12 .832 49 

3 Quotes 2.13 .875 47 

5 Quotes 1.98 .675 47 

Total 2.08 .797 143 

 

Table 4-4: Develop a Story, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 2.704a 5 .541 .847 .519 

Intercept 616.821 1 616.821 966.323 .000 

Headline .638 1 .638 1.000 .319 

Quotes .673 2 .337 .527 .591 

Headline * Quotes 1.379 2 .690 1.080 .342 

Error 87.450 137 .638   

Total 707.000 143    

Corrected Total 90.154 142    
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     The researcher ran an exploratory univariate analysis of variance to see if the occupation of 

participants, whether they are currently a journalist, public relations practitioner, or advertiser, 

affected whether or not they would use the press release to develop a story. The main effect for 

the category of occupation yielded no significant main effect, F(3, 134) = .49, p>.05, indicating 

no significant difference between the category of the occupation. 

Table 4-5: Develop a Story, Occupation 

Occupation Mean 

Std. 

Deviation N 

Journalism 2.16 .778 61 

Public Relations 2.00 .926 8 

Advertising 2.20 1.643 5 

Other 2.00 .735 64 

Total 2.08 .802 138 

 

Table 4-6: Develop a Story, Occupation - Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model .963a 3 .321 .493 .688 

Intercept 195.943 1 195.943 301.242 .000 

Occupation .963 3 .321 .493 .688 

Error 87.161 134 .650   

Total 685.000 138    

Corrected Total 88.123 137    

 

You are a Journalist for a News Organization That Covers Gainesville, FL. After 

Reviewing This Press Release, How Likely Would You be to Use This Press Release As a 

Main Source for a Story? 

 

     The next question that participants were asked in the experiment was, “You are a local 

journalist for a news organization that covers Gainesville, FL. After reviewing this press release, 

how likely would you be to use this press release a main source for a story?” As with the 

question that asked how likely the participants would be to use the press release to develop a 

story, for this question, the researcher also expected to find that condition one, which was a press 
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release with a news headline and one quote would have a greater chance of being used to as a 

main source for a story than a news release with a marketing headline and three or five quotes. 

     An analysis of variance was conducted on the category of the headline and number the 

number of quotes, and whether or not the press release would be used as a main source for a 

story. The researcher failed to reject the null hypothesis. The categories of the headline included 

a news headline and a marketing headline. The number of quotes consisted of one, three, and 

five quotes. None of the main effects were statistically significant at the .05 significance level. 

The main effect for category of the headline yielded no significant main effect, F(1, 137) = .23, p 

> .05, indicating no significant difference between the category of the headline. The main effect 

for the number of quotes yielded an F ratio of F(2, 137) = .61, p > .05. The interaction effect was 

not significant either, F(2, 137) = .93, p > .05. 

Table 4-7: Main Source of a Story 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.44 1.158 25 

3 Quotes 2.44 1.294 25 

5 Quotes 2.71 1.231 21 

Total 2.52 1.217 71 

Marketing Headline 1 Quote 2.67 1.204 24 

3 Quotes 2.23 .869 22 

5 Quotes 2.42 1.065 26 

Total 2.44 1.060 72 

Total 1 Quote 2.55 1.174 49 

3 Quotes 2.34 1.109 47 

5 Quotes 2.55 1.138 47 

Total 2.48 1.137 143 
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Table 4-8: Main Source of a Story, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 3.557a 5 .711 .541 .745 

Intercept 878.141 1 878.141 667.811 .000 

Headline .304 1 .304 .231 .632 

Quotes 1.626 2 .813 .618 .540 

Headline * Quotes 1.874 2 .937 .713 .492 

Error 180.149 137 1.315   

Total 1065.000 143    

Corrected Total 183.706 142    

 

     The researcher ran an exploratory univariate analysis of variance to see if the occupation of 

participants, whether they are currently a journalist, public relations practitioner, or advertiser, 

affected whether or not they would use the press release as the main source of a story. The main 

effect for the category of occupation yielded no significant main effect, F(3, 134) = .55, p>.05, 

indicating no significant difference between the category of the occupation. 

Table 4-9: Main Source of a Story, Occupation 

Occupation Mean 

Std. 

Deviation N 

Journalism 2.52 1.105 61 

Public Relations 2.38 1.188 8 

Advertising 2.40 1.517 5 

Other 2.48 1.168 64 

Total 2.49 1.141 138 

 

Table 4-10: Main Source of a Story, Occupation, Test of Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model .220a 3 .073 .055 .983 

Intercept 268.126 1 268.126 201.539 .000 

Occupation .220 3 .073 .055 .983 

Error 178.272 134 1.330   

Total 1036.000 138    

Corrected Total 178.493 137    

 



 

58 

You are Journalist for a News Organization That Covers News in Gainesville, FL. After 

Reviewing This Press Release, How Likely Would You be to Use This Press Release As One 

of Your Sources for a Story? 

 

     This question asked to participants to select how likely they would be to use the press release 

they were assigned to read as one of their sources for a story. The researcher expected to find 

that condition one, which was a press release with a news headline and one quote would have a 

greater chance of being used to as the main source for a story than a news release with a 

marketing headline and three or five quotes. 

     An analysis of variance was conducted on the category of the headline and number the 

number of quotes, and whether or not the press release would be used as by participants as the 

main source for a story. The researcher failed to reject the null hypothesis. The categories of the 

headline included a news headline and a marketing headline. The number of quotes consisted of 

one, three, and five quotes. None of the main effects were statistically significant at the .05 

significance level. The main effect for category of the headline yielded no significant main 

effect, F(1, 136) = .37, p > .05, indicating no significant difference between the category of the 

headline. The main effect for the number of quotes yielded an F ratio of F(2, 136) = .11, p > .05. 

The interaction effect was not significant either, F(2, 136) = .97, p > .05. 
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Table 4-11: One of the Sources 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 1.84 .943 25 

3 Quotes 2.00 1.118 25 

5 Quotes 2.14 .910 21 

Total 1.99 .993 71 

Marketing Headline 1 Quote 2.04 .999 24 

3 Quotes 1.81 .750 21 

5 Quotes 1.85 .732 26 

Total 1.90 .831 71 

Total 1 Quote 1.94 .966 49 

3 Quotes 1.91 .962 46 

5 Quotes 1.98 .821 47 

Total 1.94 .913 142 

 

Table 4-12: One of the Sources, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 2.037a 5 .407 .480 .791 

Intercept 534.241 1 534.241 628.995 .000 

Headline .319 1 .319 .376 .541 

Quotes .188 2 .094 .111 .895 

Headline * Quotes 1.653 2 .827 .973 .380 

Error 115.512 136 .849   

Total 654.000 142    

Corrected Total 117.549 141    

 

     The researcher ran an exploratory univariate analysis of variance to see if the occupation of 

participants, whether they are currently a journalist, public relations practitioner, or advertiser, 

affected whether or not they would use the press release as one of their sources for a story. The 

main effect for the category of occupation yielded no significant main effect, F(3, 134) = .65, 

p>.05, indicating no significant difference between the category of the occupation. 
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Table 4-13: One of the Sources, Occupation 

Occupation Mean 

Std. 

Deviation N 

Journalism 1.95 .825 61 

Public Relations 1.50 .756 8 

Advertising 2.00 1.000 5 

Other 1.97 .992 64 

Total 1.93 .906 138 

 

Table 4-14: One of the Sources, Occupation, Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 1.623a 3 .541 .654 .582 

Intercept 154.194 1 154.194 186.497 .000 

Occupation 1.623 3 .541 .654 .582 

Error 110.790 134 .827   

Total 629.000 138    

Corrected Total 112.413 137    

 

You are Journalist for a News Organization That Covers News in Gainesville, FL. After 

Reviewing This Press Release, How Likely Would You be to Use This Press Release As 

Deep Background for a Story? 

 

     This question asked participants how likely they be to use the press release they were to use 

the press release they were assigned to read as deep background for a story. The researcher 

expected to find that condition one, which was a press release with a news headline and one 

quote would have a greater chance of being used to as deep background for a story than a news 

release with a marketing headline and three or five quotes. 

     An analysis of variance was conducted on the category of the headline and number the 

number of quotes, and whether or not the press release would be used as by participants as deep 

background for a story. The researcher failed to reject the null hypothesis. The categories of the 

headline included a news headline and a marketing headline. The number of quotes consisted of 

one, three, and five quotes. None of the main effects were statistically significant at the .05 
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significance level. The main effect for category of the headline yielded no significant main 

effect, F(1, 136) = .18, p > .05, indicating no significant difference between the category of the 

headline. The main effect for the number of quotes yielded an F ratio of F(2, 136) = 1.14,            

p > .05. The interaction effect was not significant either, F(2, 136) = .52, p > .05. 

Table 4-15: Deep Background 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.64 1.150 25 

3 Quotes 2.44 1.158 25 

5 Quotes 2.95 1.161 21 

Total 2.66 1.158 71 

Marketing Headline 1 Quote 2.88 .992 24 

3 Quotes 2.62 1.071 21 

5 Quotes 2.77 .908 26 

Total 2.76 .978 71 

Total 1 Quote 2.76 1.071 49 

3 Quotes 2.52 1.110 46 

5 Quotes 2.85 1.021 47 

Total 2.71 1.069 142 

 

Table 4-16: Deep Background, Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 4.097a 5 .819 .709 .617 

Intercept 1039.873 1 1039.873 900.408 .000 

Headline .209 1 .209 .181 .671 

Quotes 2.646 2 1.323 1.145 .321 

Headline * Quotes 1.211 2 .605 .524 .593 

Error 157.065 136 1.155   

Total 1205.000 142    

Corrected Total 161.162 141    

 

     The researcher ran an exploratory univariate analysis of variance to see if the occupation of 

participants, whether they are currently a journalist, public relations practitioner, or advertiser, 

affected whether or not they would use the press release as deep background for a story. The 
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main effect for the category of occupation yielded no significant main effect, F(3, 134) = .08, 

p>.05, indicating no significant difference between the category of the occupation. 

Table 4-17: Deep Background, Occupation  

Occupation Mean 

Std. 

Deviation N 

Journalism 2.67 1.106 61 

Public Relations 2.63 1.302 8 

Advertising 2.60 1.517 5 

Other 2.75 .976 64 

Total 2.70 1.063 138 

 

Table 4-18: Deep Background, Occupation, Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model .301a 3 .100 .087 .967 

Intercept 317.523 1 317.523 275.360 .000 

Occupation .301 3 .100 .087 .967 

Error 154.518 134 1.153   

Total 1163.000 138    

Corrected Total 154.819 137    

 

Summary of the Press Release 

 

       In summary of the data provided for the block of questions regarding the use of the press 

release, none of the main effects of the data sets were significant. If participants selected they 

were unlikely, or very unlikely to use a press release, they were asked to explain, in an open-

ended question, why they would not use a press release. 

     The results of the open-ended questions showed that participants who were unlikely or very 

unlikely to use a press release would want more details and opinions from more sources, 

regarding the implementation of CrossFit into middle school P.E. classes. Participants stated they 

would want more reactions, or more quotes, in the story. They would want to hear from the 
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parents of students impacted, as well as the community. In summary, participants who stated 

they would not use the press release would need for details in order to use the story.  

Use of Headlines 

 

     Before the researcher could test the extent to which the category of the headline or the 

number of quotes included in a press release effected whether or not they would use a press 

release, it was first important to know whether or not participants felt the headline of the press 

release they were assigned to read was exciting. 

     This block of questions asked participants 10 questions regarding the strength of the headline 

in the press release they were assigned to read. Each of those questions will be analyzed in this 

section. 

The Headline of This Press Release Summarized the Story Presented in the Press Release 

 

     The researcher began this set of questions by asking participants if the headline of the press 

release they were assigned to read summarized the story. The researcher expected to find that the 

news headline, which was included in conditions one, two, and three, summarized the story 

presented in the press release more than the marketing headline, which was included in 

conditions four, five, and six. 

     An analysis of variance was conducted on the category of the headline to determine if 

participants felt the headline summarized the story. The researcher rejected the null hypothesis. 

The categories of the headline included a news headline and a marketing headline. 

     The main effect on the category of the headline was approaching significance, however the 

data yielded no significant main effect at the .05 significance level, F(1, 135) = 3.86, p > .05. 
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     Though the category of the headline yielded no significant main effect, the mean for the news 

headline was greatest (M = 2.18; SE = .899), meaning the majority of participants felt the news 

headline summarized the story more-so than the marketing headline (M = 2.51, SE = 1.004). 

Table 4-19: Headline Summarized Story 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.12 .927 25 

3 Quotes 2.04 .676 25 

5 Quotes 2.43 1.076 21 

Total 2.18 .899 71 

Marketing Headline 1 Quote 2.58 1.139 24 

3 Quotes 2.50 .946 20 

5 Quotes 2.46 .948 26 

Total 2.51 1.004 70 

Total 1 Quote 2.35 1.052 49 

3 Quotes 2.24 .830 45 

5 Quotes 2.45 .996 47 

Total 2.35 .964 141 

 

Table 4-20: Headline Summarized Story, Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 5.934a 5 1.187 1.292 .271 

Intercept 775.000 1 775.000 843.494 .000 

Headline 3.548 1 3.548 3.862 .051 

Quotes .698 2 .349 .380 .685 

Headline * Quotes 1.426 2 .713 .776 .462 

Error 124.038 135 .919   

Total 907.000 141    

Corrected Total 129.972 140    

 

The Headline of This Press Release Grabbed My Attention 

 

     This question asked participants if the headline of the press release they were assigned to read 

grabbed their attention. The researcher expected to find that the marketing headline, which was 
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included in conditions four, five, and six, grabbed the participants’ attention more than the news 

headline, which was included in conditions one, two, and three. 

     The researcher failed to reject the null hypothesis. The categories of the headline included a 

news headline and a marketing headline. The main effect for category of the headline yielded no 

significant main effect, F(1, 134) = .75, p > .05, indicating no significant difference between the 

category of the headline. 

      However, the marketing headline (M = 2.30; SE = .1.047) grabbed the participants’ attention 

more than the news headline (M=2.44; SE = 1.024).  

Table 4-21: Headline Grabbed my Attention 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.36 .995 25 

3 Quotes 2.20 1.080 25 

5 Quotes 2.81 .928 21 

Total 2.44 1.024 71 

Marketing Headline 1 Quote 2.30 1.222 23 

3 Quotes 2.30 .979 20 

5 Quotes 2.31 .970 26 

Total 2.30 1.047 69 

Total 1 Quote 2.33 1.098 48 

3 Quotes 2.24 1.026 45 

5 Quotes 2.53 .975 47 

Total 2.37 1.034 140 
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Table 4-22: Headline Grabbed my Attention, Between-Subject Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 5.080a 5 1.016 .948 .452 

Intercept 785.807 1 785.807 733.242 .000 

Headline .806 1 .806 .752 .387 

Quotes 2.343 2 1.171 1.093 .338 

Headline * Quotes 2.238 2 1.119 1.044 .355 

Error 143.606 134 1.072   

Total 936.000 140    

Corrected Total 148.686 139    

 

The Headline of This Press Release Attracted Me to Read More 

 

     This question asked participants if the headline of the press release they were assigned to read 

attracted them to read more. The researcher expected to find that the marketing headline, which 

was included in conditions four, five, and six, attracted participants to read past the headline and 

into the story more than the news headline, which was included in conditions one, two, and three. 

     The researcher failed to reject the null hypothesis. The categories of the headline included a 

news headline and a marketing headline. The main effect for category of the headline yielded no 

significant main effect, F(1, 134) = .00, p > .05, indicating no significant difference between the 

category of the headline. The news headline (M = 2.41; SE = .1.077) and the marketing headline 

(M=2.41; SE = 1.102) equally attracted participants to read more. 
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Table 4-23: Headline Attracted Me to Read More 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.28 1.021 25 

3 Quotes 2.44 1.158 25 

5 Quotes 2.52 1.078 21 

Total 2.41 1.077 71 

Marketing Headline 1 Quote 2.30 1.259 23 

3 Quotes 2.50 1.100 20 

5 Quotes 2.42 .987 26 

Total 2.41 1.102 69 

Total 1 Quote 2.29 1.129 48 

3 Quotes 2.47 1.120 45 

5 Quotes 2.47 1.018 47 

Total 2.41 1.086 140 

 

Table 4-24: Headline Attracted Me to Read More, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 1.139a 5 .228 .188 .967 

Intercept 806.818 1 806.818 664.685 .000 

Headline .001 1 .001 .001 .977 

Quotes 1.012 2 .506 .417 .660 

Headline * Quotes .164 2 .082 .067 .935 

Error 162.654 134 1.214   

Total 975.000 140    

Corrected Total 163.793 139    

 

The Headline of This Press Release Made Me Want to Continue Reading the Story 

 

     This question asked participants if the headline of the press release they were assigned to read 

made them want to continue reading the story. The researcher expected to find that the marketing 

headline, which was included in conditions four, five, and six, attracted participants to read past 

the headline and into the story more than the news headline, which was included in conditions 

one, two, and three. 
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     The researcher failed to reject the null hypothesis. The categories of the headline included a 

news headline and a marketing headline. The main effect for category of the headline yielded no 

significant main effect, F(1, 134) = .39, p > .05, indicating no significant difference between the 

category of the headline. 

      However, the marketing headline (M = 2.38, SE = 1.099) made participants want to continue 

reading the story more than the news headline (M = 2.48, SE = 1.094).  

Table 4-25: Headline Made Me Want to Continue Reading the Story 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.32 .945 25 

3 Quotes 2.32 1.180 25 

5 Quotes 2.86 1.108 21 

Total 2.48 1.094 71 

Marketing Headline 1 Quote 2.26 1.176 23 

3 Quotes 2.50 1.192 20 

5 Quotes 2.38 .983 26 

Total 2.38 1.099 69 

Total 1 Quote 2.29 1.051 48 

3 Quotes 2.40 1.176 45 

5 Quotes 2.60 1.056 47 

Total 2.43 1.094 140 

 

Table 4-26: Headline Made Me Want to Continue Reading the Story, Between-Subject 

Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 5.246a 5 1.049 .873 .501 

Intercept 826.042 1 826.042 687.342 .000 

Headline .476 1 .476 .396 .530 

Quotes 2.632 2 1.316 1.095 .337 

Headline * Quotes 2.488 2 1.244 1.035 .358 

Error 161.040 134 1.202   

Total 992.000 140    

Corrected Total 166.286 139    
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The Headline of This Press Release was Exciting 

 

     This question asked participants if the headline of the press release they were assigned to read 

was exciting. The researcher expected to find that the marketing headline, which was included in 

conditions four, five, and six, was more exciting than the news headline, which was included in 

conditions one, two, and three. 

     The researcher rejected the null hypothesis. The categories of the headline included a news 

headline and a marketing headline. The main effects of the headline were statistically significant 

at the .05 significance level. 

     The main effect for category of the headline yielded a main effect, F(1, 134) = 6.21, p < .05, 

indicating a significant difference between the category of the headline. 

     The marketing headline (M = 2.68, SE = 1.144) was more exciting than the news headline (M 

= 3.08, SE = 1.168).  

Table 4-27: Headline Was Exciting 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.88 1.201 25 

3 Quotes 3.08 1.152 25 

5 Quotes 3.33 1.155 21 

Total 3.08 1.168 71 

Marketing Headline 1 Quote 2.57 1.237 23 

3 Quotes 2.65 1.268 20 

5 Quotes 2.81 .981 26 

Total 2.68 1.144 69 

Total 1 Quote 2.73 1.216 48 

3 Quotes 2.89 1.210 45 

5 Quotes 3.04 1.083 47 

Total 2.89 1.170 140 
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Table 4-28 Headline Was Exciting, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 8.784a 5 1.757 1.298 .269 

Intercept 1155.238 1 1155.238 853.433 .000 

Headline 6.218 1 6.218 4.594 .034 

Quotes 2.881 2 1.440 1.064 .348 

Headline * Quotes .263 2 .132 .097 .907 

Error 181.387 134 1.354   

Total 1356.000 140    

Corrected Total 190.171 139    

 

You are a Journalist for a News Organization That Covers News in Gainesville, FL. If This 

Story was Sent to You Via Email, After Reading the Headline of the Story, How Likely 

Would You be to Click the Email and Read the Story? 

 

     Each press release in the experiment was set up as an email, with the subject line of the email 

being the heading of the press release, and the body of the email being the press release itself. 

This purpose of this question was to see if participants would open the email and read the press 

release based off of the headline alone. The researcher expected to find that an emailing with a 

news headline, which was included in conditions four, five, and six, was more likely to be 

opened than an email containing a news headline, which was included in conditions one, two, 

and three. The researcher believed an email with a news headline would be more likely to be 

opened because it summarized the story and was to the point. 

     The researcher failed to reject the null hypothesis. The categories of the headline included a 

news headline and a marketing headline. The main effect for category of the headline yielded no 

significance, F(1, 133) = 1.02, p > .05, indicating no significant difference between the category 

of the headline. 
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Table 4-29: Would You Open the Email 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.08 .929 24 

3 Quotes 1.92 .862 25 

5 Quotes 2.33 1.017 21 

Total 2.10 .935 70 

Marketing Headline 1 Quote 2.35 1.229 23 

3 Quotes 2.55 1.234 20 

5 Quotes 1.96 .774 26 

Total 2.26 1.093 69 

Total 1 Quote 2.21 1.082 47 

3 Quotes 2.20 1.079 45 

5 Quotes 2.13 .900 47 

Total 2.18 1.016 139 

 

Table 4-30: Would You Open the Email, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 7.035a 5 1.407 1.381 .235 

Intercept 666.609 1 666.609 654.460 .000 

Headline 1.046 1 1.046 1.027 .313 

Quotes .194 2 .097 .095 .909 

Headline * Quotes 5.866 2 2.933 2.879 .060 

Error 135.469 133 1.019   

Total 803.000 139    

Corrected Total 142.504 138    

 

Summary of the Headline 

 

     Results from this block of questions allow the researcher to conclude that the news headline 

better summarized the story and the marketing headline was most exciting. 

The Social Media Era 

 

     In an age of social media, many times that news breaks, it does so on social media. Both 

public relations practitioners and journalists get their news through social media. The next four 
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questions from the “Use of headlines” block, ask participants how likely they would be to read or 

share an article on social media based strictly after reading the headline. 

If You were to See This Article on Twitter, After Reading the Headline, How Likely Would 

You be to Click the Article and Read More? 

 

     This question asked participants how likely they would be to click and read the press release 

after seeing the headline of the article on twitter. The categories of the headline included a news 

headline and a marketing headline. The main effect for category of the headline yielded no 

significance, F(1, 133) = .10, p > .05; the majority of participants were in agreement that they 

would open the press release on twitter, whether it had a news headline (M = 2.67, SE = .1.176) 

or a marketing headline (M = 2.72, SE = 1.162).  

Table 4-31: Would You Open This Press Release on Twitter 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.75 1.113 24 

3 Quotes 2.44 1.227 25 

5 Quotes 2.86 1.195 21 

Total 2.67 1.176 70 

Marketing Headline 1 Quote 2.65 1.265 23 

3 Quotes 3.05 1.276 20 

5 Quotes 2.54 .948 26 

Total 2.72 1.162 69 

Total 1 Quote 2.70 1.178 47 

3 Quotes 2.71 1.272 45 

5 Quotes 2.68 1.065 47 

Total 2.70 1.165 139 
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Table 4-32: Would You Open This Press Release on Twitter, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 5.449a 5 1.090 .797 .554 

Intercept 1015.566 1 1015.566 742.714 .000 

Headline .143 1 .143 .105 .747 

Quotes .063 2 .031 .023 .977 

Headline * Quotes 5.319 2 2.659 1.945 .147 

Error 181.860 133 1.367   

Total 1199.000 139    

Corrected Total 187.309 138    

 

If You Were to See This Article on Twitter, After Reading the Headline, How Likely 

Would You be to Retweet the Article? 

 

     This question asked participants how likely they would be to retweet the article they read after 

seeing the headline on twitter. The categories of the headline included a news headline and a 

marketing headline. 

     The main effect for category of the headline yielded no significance, F(1, 133) = .25, p > .05; 

The majority of participants were in agreement that they were neither likely nor unlikely to 

retweet the article based off of the news headline (M= 3.30, SE = 1.323) or marketing headline 

(M = 3.19, SE = 1.128). 
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Table 4-33: Would You Retweet this Article 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 3.21 1.250 24 

3 Quotes 3.24 1.363 25 

5 Quotes 3.48 1.401 21 

Total 3.30 1.323 70 

Marketing Headline 1 Quote 3.09 1.276 23 

3 Quotes 3.40 1.188 20 

5 Quotes 3.12 .952 26 

Total 3.19 1.128 69 

Total 1 Quote 3.15 1.251 47 

3 Quotes 3.31 1.276 45 

5 Quotes 3.28 1.174 47 

Total 3.24 1.227 139 

 

Table 4-34: Would You Retweet this Article, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 2.647a 5 .529 .343 .886 

Intercept 1459.652 1 1459.652 946.826 .000 

Headline .397 1 .397 .258 .613 

Quotes .806 2 .403 .261 .770 

Headline * Quotes 1.542 2 .771 .500 .608 

Error 205.036 133 1.542   

Total 1671.000 139    

Corrected Total 207.683 138    

 

If You Were to See This Article on Facebook, After Reading the Headline, How Likely 

Would You be to Click the Article and Read More? 

 

     This question asked participants how likely they would be to click the article and read more 

after reading the headline on Facebook. The categories of the headline included a news headline 

and a marketing headline. 

     The main effect for category of the headline yielded no significance, F(1, 133) = .18, p > .05. 

The majority of participants were in agreement that they were likely to click the article and read 
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more based off the news headline (M = 2.57, SE = .1.223) and marketing headline (M = 2.67, SE 

= 1.223).  

Table 4-35: Would You Open This Article on Facebook 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.63 1.377 24 

3 Quotes 2.44 1.261 25 

5 Quotes 2.67 1.017 21 

Total 2.57 1.223 70 

Marketing Headline 1 Quote 2.61 1.340 23 

3 Quotes 2.70 1.342 20 

5 Quotes 2.69 1.087 26 

Total 2.67 1.233 69 

Total 1 Quote 2.62 1.344 47 

3 Quotes 2.56 1.289 45 

5 Quotes 2.68 1.045 47 

Total 2.62 1.224 139 

 

 

Table 4-36: Would You Open This Article on Facebook, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 1.123a 5 .225 .145 .981 

Intercept 947.522 1 947.522 612.736 .000 

Headline .278 1 .278 .180 .672 

Quotes .275 2 .137 .089 .915 

Headline * Quotes .502 2 .251 .162 .850 

Error 205.668 133 1.546   

Total 1160.000 139    

Corrected Total 206.791 138    

 

If You Were to See This Article on Facebook, After Reading the Headline, How Likely 

Would You be to Share the Article? 

 

      This question asked participants how likely they would be to share this article on Facebook 

after reading the headline. The categories of the headline included a news headline and a 

marketing headline. 
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     The main effect for category of the headline yielded no significance, F(1, 133) = .30, p > .05; 

the majority of participants were in agreement that they were neither likely nor unlikely to 

retweet the article based off of the news headline (M= 3.27, SE = 1.403) or marketing headline 

(M = 3.39, SE = 1.178). 

Table 4-37: Would You Share This Article on Facebook 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 3.21 1.351 24 

3 Quotes 3.20 1.500 25 

5 Quotes 3.43 1.399 21 

Total 3.27 1.403 70 

Marketing Headline 1 Quote 3.43 1.199 23 

3 Quotes 3.50 1.147 20 

5 Quotes 3.27 1.218 26 

Total 3.39 1.178 69 

Total 1 Quote 3.32 1.270 47 

3 Quotes 3.33 1.348 45 

5 Quotes 3.34 1.290 47 

Total 3.33 1.293 139 

 

Table 4-38: Would You Share This Article on Facebook, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 1.908a 5 .382 .222 .953 

Intercept 1537.516 1 1537.516 893.480 .000 

Headline .516 1 .516 .300 .585 

Quotes .024 2 .012 .007 .993 

Headline * Quotes 1.400 2 .700 .407 .667 

Error 228.869 133 1.721   

Total 1773.000 139    

Corrected Total 230.777 138    

 

Summary of Social Media 

 

      The results regarding whether or not participants would click and read the article they were 

assigned to read on Twitter or Facebook and whether or not they retweet, or share the article, 
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concluded that participants would be likely to click and read an article on social media, however 

participants were in agreement that they neither be likely nor unlikely to retweet, or share the 

article on either social media platform.  

Use of Quotes 

 

How Many Quotes were in this Press Release 

 

     Before the researcher could test the extent to which the category of the headline or the 

number of quotes included in a press release effected whether or not they would use a press 

release, it was first important to know whether or not participants knew how many quotes were 

in the press release they were assigned to read. The next question asked participants to state the 

number of quotes they thought were in the press release they read. 

      As stated earlier in this chapter, this experiment contained six conditions, each of which 

included either a news headline or a marketing headline, and each containing one, three, or five 

quotes. The six conditions that were used in this research and the number of quotes included in 

each include: 

C1: One quote. 

C2: Three quotes. 

C3: Five quotes. 

C4: One quote. 

C5: Three quotes. 

C6: Five quotes. 

     The researcher expected there to a significance difference in the main effect of the number of 

quotes. The researcher rejected the null hypothesis. The main effects of the number of quotes 

were statistically significant at the .05 significance level. 
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     The main effect for the number of quotes yielded a main effect, F(2, 117) = 7.30, p < .05, 

indicating a significant difference between the means for number of quotes: 

One Quote (M = 2.86, SE = 2.504) 

Three Quotes (M = 3.03, SE = 1.761) 

Five Quotes (M = 4.59, SE = 3.138) 

     This result of the analysis of variance on the number of quotes concluded that participants 

most correctly stated there were three quotes in conditions, or press releases, two and five. 

Table 4-39: Number of Quotes 

Headline Quotes Mean 

Std. 

Deviation N 

News Headline 1 Quote 2.29 1.875 21 

3 Quotes 3.32 1.985 22 

5 Quotes 5.71 4.150 17 

Total 3.63 3.031 60 

Marketing Headline 1 Quote 3.43 2.942 21 

3 Quotes 2.67 1.414 18 

5 Quotes 3.79 1.888 24 

Total 3.35 2.208 63 

Total 1 Quote 2.86 2.504 42 

3 Quotes 3.03 1.761 40 

5 Quotes 4.59 3.138 41 

Total 3.49 2.634 123 

 

Table 4-40: Number of Quotes, Between-Subjects Effects 

Source 

Type III Sum 

of Squares df Mean Square F Sig. 

Corrected Model 129.043a 5 25.809 4.207 .001 

Intercept 1514.127 1 1514.127 246.839 .000 

Headline 6.823 1 6.823 1.112 .294 

Quotes 89.577 2 44.789 7.302 .001 

Headline * Quotes 48.376 2 24.188 3.943 .022 

Error 717.688 117 6.134   

Total 2343.000 123    

Corrected Total 846.730 122    
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What Matters Most in a Press Release: A Comparison of Press Release Factors 

 

     As the results indicated earlier in this section, the researcher failed to reject the null 

hypotheses for each of the four questions regarding how likely participants would be to use the 

press release they were assigned to read to either develop a story, use the press release as the 

main source of a story, as one their sources for a story, or as deep background for a story.  

      The purpose of this block of questions is to determine what factors of a press release matter 

the most to journalists when they are deciding whether or not to use a press release for a story. In 

this block of questions, participants were asked to select how much weight each of the follow 

four attributes of a press release would hold when deciding whether or not to use a press release. 

The four factors and the weights the participants were asked to choose from included: 

• The Strength of the Headline (Low or High) 

• The Number of Quotes Included in a Press Release (Low or High) 

• The Uniqueness of a Story (Low or High) 

• The Amount of People the Story would Affect (Low or High) 

      A binary logistic regression and a test of frequencies and mean comparison were run on the 

four factors to determine the how heavily participants stated they would weigh each of the 

factors when deciding if and how to use a press release for a story. 

Factor One: Strength of the Headline 

 

     Results from factor one, strength of the headline, determined the variable, strength of the 

headline, as occurring (cut value = .500). This factor had a mean of 1.378 and a standard error of 

.4868. 

     Seventy-nine participants, or 62.2 percent, stated that they would weigh the strength of the 

headline heavily when determining whether or not to use a press release.  
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     Forty-eight participants, or 37.8 percent, stated that they would weigh the strength of the 

headline lightly when determining whether or not to use a press release.  

Table 4-41: Factor 1 (1) 

N Valid 127 

Missing 16 

Mean 1.3780 

Std. Deviation .48680 

 

Table 4-42: Factor 1 (2) 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid High 79 55.2 62.2 62.2 

Low 48 33.6 37.8 100.0 

Total 127 88.8 100.0  

Missing System 16 11.2   

Total 143 100.0   

 

Table 4-43: Factor 1 (3) 

 

Observed 

Predicted 

Strength_Headline_Factor Percentage 

Correct High Low 

Step 1 Strength_Headline_Fact

or 

High 79 0 100.0 

Low 48 0 .0 

Overall Percentage   62.2 

 

Factor Two: Number of Quotes Included in a Press Release 

 

     Results from factor two, number of quotes included in a press release, determined the 

variable, number of quotes included in a press release, as occurring (constant included in the 

model; cut value = .500). This factor had a mean of 1.658, with a standard error of .0419.  

     Forty-four participants, or 30.8 percent, stated they would weigh the number of quotes 

included in a press release heavily when determining whether or not to use a press release. 

     Eighty-five percent of participants, or 59.4 percent, stated they would weigh the number of 

quotes included in a press release lightly when determining whether or not to use a press release. 



 

81 

Table 4-44: Factor 2 (1) 

N Valid 129 

Missing 14 

Mean 1.6589 

Std. Deviation .47592 

 

Table 4-45: Factor 2 (2) 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid High 44 30.8 34.1 34.1 

Low 85 59.4 65.9 100.0 

Total 129 90.2 100.0  

Missing System 14 9.8   

Total 143 100.0   

 

Table 4-46: Factor 2 (3) 

 

Observed 

Predicted 

Number_Quotes_Factor Percentage 

Correct High Low 

Step 0 Number_Quotes_Factor High 0 44 .0 

Low 0 85 100.0 

Overall Percentage   65.9 

 

Factor Three: The Uniqueness of a Story 

 

     Results from factor three, the uniqueness of the story, determined the variable, the uniqueness 

of the story, as occurring (constant included in the model; cut value = .500). This factor had a 

mean of 1.137, with a standard error of .3456.  

     One hundred thirteen participants, or 79 percent, stated they would weigh the uniqueness of 

the story heavily when determining whether or not to use a press release.  

     Eighteen participants, or 12.6 percent, stated they would weigh the uniqueness of the story 

lightly when determining whether or not to use a press release. 
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Table 4-47: Factor 3 (1) 

N Valid 131 

Missing 12 

Mean 1.1374 

Std. Deviation .34560 

 

 

Table 4-48: Factor 3 (2) 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid High 113 79.0 86.3 86.3 

Low 18 12.6 13.7 100.0 

Total 131 91.6 100.0  

Missing System 12 8.4   

Total 143 100.0   

 

Table 4-49: Factor 3 (3) 

 

Observed 

Predicted 

Story_Uniqueness_Factor Percentage 

Correct High Low 

Step 0 Story_Uniqueness_Fact

or 

High 113 0 100.0 

Low 18 0 .0 

Overall Percentage   86.3 

 

Factor Four: The Impact of the Story 

 

     Results from factor four, the impact of the story, determined the variable, the impact of the 

story, as occurring (Constant is included in the mode; cut value = .500). This factor had a mean 

of 1.169, with a standard error of .3765. 

     One hundred three participants, or 83.1 percent, stated they would weigh the impact of the 

story heavily when determining whether or not to use a press release. 

     Twenty-One participants, or 14.7 percent, stated they would weigh the impact of the story 

lightly when determining whether or not to use a press release.  
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Table 4-50: Factor 4 (1) 

N Valid 124 

Missing 19 

Mean 1.1694 

Std. Deviation .37659 

 

 

Table 4-51: Factor 4 (2) 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid High 103 72.0 83.1 83.1 

Low 21 14.7 16.9 100.0 

Total 124 86.7 100.0  

Missing System 19 13.3   

Total 143 100.0   

 

Table 4-52: Factor 4 (3) 

 

Observed 

Predicted 

Story_Impact_Factor Percentage 

Correct High Low 

Step 0 Story_Impact_Factor High 103 0 100.0 

Low 21 0 .0 

Overall Percentage   83.1 

 

Conclusion of the Four Factors 

 

     As the results indicated earlier in this section, the researcher failed to reject the null 

hypotheses for each of the four questions regarding how likely participants would be to use the 

press release they were assigned to read to either develop a story, use the press release as the 

main source of a story, as one their sources for a story, or as deep background for a story. After 

analyzing these four factors, the results concluded that the strength of the headline and the 

number of quotes included in a press release do not hold as much weight as the uniqueness of the 

story and the impact of the story. 
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     Participants stated in the open-ended section of the press release questions that details matter 

most. These results from the four factors confirm that, as the uniqueness of the story, and the 

impact of the story, are weighted heavier than the headline of the story, or the number of quotes 

included in a press release.  

The Relationship between Public Relations Practitioners and Journalists 

     The relationship between journalists and public relations practitioners is a heavily-debated 

topic in the communication field. A goal of this study was to analyze the relationship between 

public relations practitioners and journalists. The next block of questions looks at the relationship 

between the two groups.  

I Would Publish a News Release from a Public Relations Practitioner without Hesitation 

     This question asked participants the extent to which they agreed with the statement, I would 

publish a news release from a Public Relations practitioner without hesitation. Participants were 

asked to choose from strongly agree, agree, neither agree nor disagree, disagree, or strongly 

disagree. 

     An analysis of variance and a test of frequencies were run to test the extent to which 

participants would publish a news release from a public relations practitioner without hesitation. 

The results concluded showing this question had a mean of 3.26, with a standard error of .087. 

     Forty-nine percent of participants, or 34.3 percent stated they disagreed with the statement 

and would not publish a press release from a public relations practitioner without hesitation, 

followed closely by 43 participants, or 30.1 percent stating they neither agreed nor disagreed that 

they would publish a press release from a public relations practitioner without hesitation.  
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Table 4-53: PR/JOU Relationship 

1.1 

N Valid 138 

Missing 5 

Mean 3.26 

Std. Error of Mean .087 

Std. Deviation 1.020 

Sum 450 

 

Table 4-54: PR/JOU Relationship 1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 6 4.2 4.3 4.3 

Agree 27 18.9 19.6 23.9 

Neither agree nor 

disagree 

43 30.1 31.2 55.1 

Disagree 49 34.3 35.5 90.6 

Strongly disagree 13 9.1 9.4 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

     Participants who stated they disagreed or strongly disagreed with the statement were asked, 

using an open-ended question, to support their answer. Participants who disagreed or strongly 

disagreed with the statement made generalizations such as anything coming a public relations 

practitioner is meant to spin a story and needs to be fully dug into. Participants stated that public 

relations practitioners talk their companies up and report objectively and with a bias. Overall, 

participants were in agreement that journalists need to be cautious of public relations 

practitioners.  

Public Relations Practitioners are Not as Trustworthy as Journalists 

     This question asked participants the extent to which the agreed or disagreed with the 

statement, “public relations practitioners are not as trustworthy as journalists.” Participants were 
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asked to choose from strongly agree, agree, neither agree nor disagree, disagree, or strongly 

disagree. 

     An analysis of variance and a test of frequencies were run to test the extent to which 

participants would publish a news release from a public relations practitioner without hesitation. 

The results concluded showing this question had a mean of 2.91, and a standard error of 1.029.  

     The majority of participants (n = 46, 32.2 percent) stated they did not agree nor disagree with 

the statement. However, 37 participants, or 25.9 percent equally agreed and disagreed with this 

statement.  

     Participants who stated they either strongly agreed, or agreed with the statement, public 

relations practitioners are not as trustworthy as journalists, were asked to explain their response. 

Participants who stated they strongly agreed, or agreed, that public relations practitioners are less 

trustworthy than journalists stated that they responded as such because journalists tell the truth 

and public relations practitioners tell release biased information and report stories in the way that 

people want to hear it. Participants stated that journalists are more trustworthy than public 

relations practitioners because public relations practitioners promote a brand and report with a 

bias. Participants believe that public relations practitioners fabricate stories and report 

subjectively, while journalists report the truth, the facts, and do so objectively. 

Table 4-55: PR/JOU 

Relationship 2.1 

N Valid 138 

Missing 5 

Mean 2.91 

Std. Deviation 1.029 

Sum 402 
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Table 4-56: PR/JOU Relationship 2.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 12 8.4 8.7 8.7 

Agree 37 25.9 26.8 35.5 

Neither agree nor 

disagree 

46 32.2 33.3 68.8 

Disagree 37 25.9 26.8 95.7 

Strongly disagree 6 4.2 4.3 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

Journalists Mistrust of Public Relations Practitioners has been Influenced by What is 

Taught in the Classroom 

 

     This question sought to discover the extent to which participants believe that journalists 

mistrust of public relations practitioners has been influenced by what is taught in the classroom. 

An analysis of variance and a test of frequencies were run to test the extent to which participants 

felt that journalists’ mistrust of public relations practitioners has been influenced by what is 

taught in the classroom. The results concluded showing this question had a mean of 2.75, with a 

standard error of .936.  

      The majority of participants (n = 56, 39.2 percent) stated they agreed that the journalists’ 

mistrust of public relations practitioners has been influenced by what is taught in the classroom. 

Table 4-57: PR/JOU 

Relationship 3.1 

N Valid 138 

Missing 5 

Mean 2.75 

Std. Deviation .936 

Sum 379 
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Table 4-58: PR/JOU Relationship 3.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 8 5.6 5.8 5.8 

Agree 56 39.2 40.6 46.4 

Neither agree nor 

disagree 

39 27.3 28.3 74.6 

Disagree 33 23.1 23.9 98.6 

Strongly disagree 2 1.4 1.4 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

The Relationship between Public Relations and Journalism should be mutually beneficial. 

 

       This question asked participants the extent to which they believed the relationship between 

public relations and journalism should be mutually beneficial. An analysis of variance and a test 

of frequencies were run to test the extent to which participants felt the relationship between 

public relations and journalism should be mutually beneficial. The results concluded showing 

this question had a mean of 2.17, with a standard error of .919.  

     The majority of participants (n=64, 44.8 percent) stated they agreed that the relationship 

between public relations and journalism should be mutually beneficial.  

Table 4-59: PR/JOU 

Relationship 4.1 

N Valid 138 

Missing 5 

Mean 2.17 

Std. Deviation .919 

Sum 300 
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Table 4-60: PR/JOU Relationship 4.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 32 22.4 23.2 23.2 

Agree 64 44.8 46.4 69.6 

Neither agree nor 

disagree 

30 21.0 21.7 91.3 

Disagree 10 7.0 7.2 98.6 

Strongly disagree 2 1.4 1.4 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

Public Relations Students Should Take Journalism Classes during their Educational 

Career to Learn the Basics of Journalism and What Journalists Look for in Stories 

 

     This question asked participants the extent to which they believed public relations students 

should take journalism classes during their educational career. An analysis of variance and a test 

of frequencies were run to test the extent to which participants felt that public relations students 

should take journalism classes during their educational career. The results concluded showing 

this question had a mean of 1.59, with a standard error of .613.  

     The majority of participants stated they agreed (n = 66, 46.2 percent) or strongly agreed 

(n=65, 45.5 percent) that public relations students should take journalism classes during their 

educational career. 

Table 4-61: PR/JOU 

Relationship 5.1 

N Valid 138 

Missing 5 

Mean 1.59 

Std. Deviation .613 

Sum 219 
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Table 4-62: PR/JOU Relationship 5.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 65 45.5 47.1 47.1 

Agree 66 46.2 47.8 94.9 

Neither agree nor 

disagree 

6 4.2 4.3 99.3 

Disagree 1 .7 .7 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

Journalism Students Should Take Public Relations Classes During Their Educational 

Career to Learn the Basics of Public Relations and What Public Relations Practitioners 

Look for in Stories 

 

This question asked participants the extent to which they believed journalism students should 

take public relations classes during their educational career. An analysis of variance and a test of 

frequencies were run to test the extent to which participants felt that believed journalism students 

should take public relations classes during their educational career. The results concluded 

showing this question had a mean of 2.00, with a standard error of .912.  

     The majority of participants stated they agreed (n = 66, 46.2 percent) that public relations 

students should take classes during their educational career. 

Summary of the Relationship between Public Relations and Journalism 

     The relationship between public relations and journalism is known as one of conflict and 

disagreement. This section of the results concludes that there is still conflict among the two 

groups. Journalists continue to believe that public relations practitioners have a biased agenda 

and report subjectively. Journalists believe they themselves report with fact and are more 

trustworthy than public relations practitioners.  
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Table 4-63: PR/JOU 

Relationship 6.1 

N Valid 138 

Missing 5 

Mean 2.00 

Std. Deviation .912 

Sum 276 

 

Table 4-64: PR/JOU Relationship 6.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly Agree 43 30.1 31.2 31.2 

Agree 65 45.5 47.1 78.3 

Neither agree nor 

disagree 

18 12.6 13.0 91.3 

Disagree 11 7.7 8.0 99.3 

Strongly disagree 1 .7 .7 100.0 

Total 138 96.5 100.0  

Missing System 5 3.5   

Total 143 100.0   

 

Summary of Results 

 

     After analyzing all of the results in this section, the researcher failed to reject the null 

hypotheses for both of this study’s hypotheses. However, this study concluded that the strength 

of the headline and the number of quotes included in a press release are not as crucial to a story 

as the uniqueness of the story and who and how many people the story will be impacting. 

According to the survey respondents, it is the latter two factors, the uniqueness of the story, and 

the impact of the story, that hold the greatest weight when a journalist is determining whether or 

not to use a press release. 

      It was concluded in this research that Journalism students, who represented future 

professional journalists, would be most likely to use condition five, a press release with a 

marketing headline and three quotes, as one of their sources for a story. Journalists look for more 
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detail and reactions from multiple sources when determining whether or not to use a press 

release. 

      The researcher concluded, based off of the results of this experiment, that the relationship 

between journalists and public relations practitioners is still one of conflict and cooperation. The 

two sides must depend on each other for sources, however, journalists, according to survey 

respondents, do not fully trust stories come from public relations practitioners, due to the fact 

that they report subjectively and with a bias. Before using any press release from public relations 

practitioners, journalists believe the stories must be completely fact-checked and gutted to be 

sure there is no false information or subjectivity. This research shows that journalists generalize 

their responses to all public relations practitioners and put them under one biased umbrella. It can 

be concluded, from this study, that the relationship between the two groups is still 

argumentatively complex and filled with conflict, yet at the same time there must also be 

cooperation. 

     The next section of this paper turns and discusses the implications of these findings to the 

field of public relations and provides a theoretical context to the field. The next section of the 

paper concludes this research study by discussing the results of this research in further detail, 

stating the limitations of this study, and in closing will provide suggestions for future research. 
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

The Purpose Restated 

 

     This section of the study aims to conclude and tie the study together. The meaning behind the 

results and the implications of what they mean for the fields of public relations and journalism 

will be discussed, along with the imitations to this study and recommendations for future 

research. 

     Both public relations practitioners and journalists set an agenda based off of what information 

they release and the ways in which they frame the stories they release. The purpose of this study 

was to understand the extent to which public relations messages influence journalists and the 

extent to which the strength of the headline or the number of quotes included in a press release 

affect whether or not a journalist would use a public relations message for a story, and the ways 

in which they would use the press release. Two hypotheses were used to guide this research: 

     H1: A news release with a news headline will have a greater chance of being published than a 

news release with a marketing headline. 

     Past research has shown that public relations practitioners either win or lose the media’s 

attention at the headline of the press release (Prakinoff et al, 2016). The headline should be 

concise, to the point, and attract the reader to want to read more. Headlines are the public 

relations practitioner’s chance to frame, or summarize the story presented concisely through the 

headline, and to capture and retain the attention of their readers (Saorin, Osma & Jones, 2011). A 

distorted headline takes away from the tone of the story and can mislead readers. 

     In line with this knowledge of research, the researcher included two different categories of 

headlines into this study. Participants either read a press release that included a news headline, 

which is concise and summarizes the story presented; or a marketing headline, which is more 
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unique and creative, but that puts a spin on the subject. The researcher also expected to find that 

a press release including one quote would have a greater chance of being published than a press 

release consumed with three or five quotes. 

     H2: A news release with one quote will have a greater chance of being published than a news 

release consumed with three or five quotes. 

     The number of quotes included in a press release, and how those quotes are used, may also 

have an effect on whether or not a press release gets published. Jasinksi (2015) suggests one or 

two quotes written concisely and in sequential order can create a profile for the story while not 

going overboard. 

    To test this research, this study included quotes in each press release, varying with either one, 

three, or five quotes. The researcher expected to find that a press release with one quote would 

have a greater chance of being published, or used for a story, than a press release with three or 

five quotes. 

Results of Hypotheses 

 

     Using experimental method, six press releases, each varying in the category of the headline 

and number of quotes included in each press release, were released to 143 junior and senior 

journalism students at 72 four-year colleges and universities in the United States. The press 

releases were based off of the topic of a local middle school implementing CrossFit into its P.E. 

classes. 

      Results of the experimental investigation caused the researcher to reject both null hypotheses. 

The researcher found no significant difference in whether or participants would use a press 

release to develop a story, as a main source for their story, as one of their sources, or as deep 

background for a story. However, the researcher found that, based off chance, participants, who 
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were junior and senior journalism students, representing future professional journalists, would 

most likely use condition five, which was a press release with a marketing headline and five 

quotes, to develop a story, or to use the press release as one of their sources for a story. The 

results concluded that participants would be most likely to use a press release as one of their 

sources rather than as the main source of a story. The researcher included open-ended questions, 

which were shown to participants that stated they would be unlikely or very unlikely to use the 

press release. Survey respondents stated that they felt that there was a great deal of information 

included in the press release, but that it was biased with only two viewpoints. Respondents stated 

that they would want to hear from other sources as well, such as the parents, to get their thoughts 

on the new P.E. requirement, as well as reactions from the community. 

     The theory that was used to guide this research was the agenda-building theory. A frame, as 

stated by Goffman (1974), is a “schemata of interpretation through which individuals organize 

and make sense of information or an occurrence.” (Goffman, 1974). It involves taking a 

particular viewpoint while presenting a story. Janececk (2006) conducted a similar study on the 

relationship between public relations practitioners and journalists using the cooriention theory 

and concluded that public relations practitioners and journalists showed significant differences 

on what they define as important elements of a press release and that the two groups disagreed 

on 50 percent of the content included in the content of the stories that Janececk used for his 

study. 

     Similarly, the participants of this study disagreed on the content included in the press release 

and felt that the public relations message was framed and missing valuable information from 

other sources. Gamson and Modigliani (1987) explain that social frames, which are what public 

relations practitioners are most concerned with, organize and provide meaning to events related 
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to particular issues or events. For the purpose of the press releases used in this study, the story 

was being released by the middle school implementing their new P.E. program. The public 

relations practitioner framed the story in a way that made it more of an announcement. However, 

survey respondents believed the story was ‘framed’ in a negative way. Participants who said they 

would not use the press release they read stated that the story took a particular viewpoint and did 

not include more reactions from outside sources. 

Journalists Look for Detail 

 

       From the conclusion that journalists would want to see more reaction and more detail in the 

press releases included in this study, the researcher can imply, simply, that journalists look for 

detail, whereas literature explains that public relations practitioners look to keep press releases 

concise and to the point. Walters et al (2006) concluded in his study that most often, the structure 

in which public relations press releases were composed were styles or formats that journalists did 

not accept. The journalists would therefore go and edit the material. While public relations 

practitioners keep the release concise, short, and to the point, journalists look for stories. Public 

relations practitioners release the news releases, they release announcements; journalists produce 

the in-depth story. As results from this study showed, and as survey respondents stated, 

journalists look for detail in the news release, and reactions from multiple sources. As the results 

concluded, the number of quotes included in a press release is not weighed as heavy as the 

uniqueness of the story or the impact of the story. In order to get more reactions, journalists 

would rather use a story with multiple quotes and more detail, than a press release with only a 

couple reactions. Participants of this study stated that they would be most likely to use this story 

as one of their sources for a story, but that they would seek out other sources for more 

information as well. Sources and detail are important elements of press releases that journalists 
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keep in mind they write a story and decide whether or not to use the information given to them in 

a press release from a public relations practitioner.  

The Uniqueness of the Story Matters Most 

 

       As part of the experiment, the researcher sought to discover the extent to which journalists 

set an agenda by how much they weighed certain factors, or elements of a press release, when it 

comes to deciding whether or not to use a press release. The factors the participants were 

presented with included the strength of the headline, the number of quotes included in each press 

release, the uniqueness of the story, and the impact of the story.  

       These factors pulled together the research. In line with past research and the hypotheses of 

this study, the researcher expected to find that the strength of the headline and the number of 

quotes included in a press release would be weighed most heavily when deciding whether or not 

to use a press release from a public relations practitioner. Prakinoff (2016) states in literature that 

the headline of a story is arguably the most overlooked and most important component of a press 

release. Anna Jasinksi of PR newswire also suggests in her (2015) article that quotes can also be 

a powerful tool to include in a press release. However, the results of this study revealed that the 

strength of the headline and the number of quotes included in a press release do not have as 

much of an effect on journalists as research predicts. 

     The results of this study revealed that it is the uniqueness of the story that matters most to 

journalists when deciding whether or not to use a public relations press release for a story. The 

results also concluded that the impact of the story, or the amount of reach it would have, would 

also be weighed heavily when journalists decide whether or not to use a press release. Murrary 

(2015) stated that public relations practitioners should ask themselves, “Is there anything new in 
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my story, is there anything unusual or unexpected about it, would this be of interest to anyone 

outside of my business, and will anyone actually care” (Murrary, 2015)? 

     Journalists look for the detail and the uniqueness of the story. They look to see if it will 

impact their audience when deciding whether or not they will publish a press release from a 

public relations practitioner, or use the information provided in the release to develop a story. 

The Relationship Between Public Relations and Journalism 

 

     The researcher presented participants with a number of questions regarding the complex and 

at times, confusing relationship between public relations practitioners and journalists. Statements 

such as, “I would publish a news release from a public relations practitioner without hesitation 

and “Public Relations practitioners are not as trustworthy as journalists” were presented to 

participants, who were asked to explain the extent to which they agreed or disagreed with the 

statements. 

      Janecek, in his 2006 study, concluded that public relations and journalists disagree on what 

information is “newsworthy,” or important to include in a press release 50 percent of the time. 

Results of this experimental investigation into the relationship between the two groups proved 

that there is still a disconnect between the two groups. When asked if they would publish a news 

release from a public relations practitioner without hesitation, the majority of participants, who 

were junior and senior journalism students representing future journalist professionals, stated 

they disagreed and would not. Survey respondents were in agreement that anything coming from 

a public relations practitioner needs to be carefully examined and dug into. According to survey 

respondents, anything coming from a public relations practitioner is meant to spin an event or 

story. They believe public relations practitioners are biased and are meant to “talk up” their 
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companies and produce subjective material; journalists believe public relations practitioners are 

one-sided. 

     Responses from participants were in agreement when they were asked to explain the extent to 

which they believe public relations practitioners are not as trustworthy as journalists. 

Respondents stated that journalists tell the truth and public relations practitioners cover up the 

story. They believe that because public relations practitioners represent a specific brand, that 

there is biased attached to everything public relations practitioners release. 

     Survey respondents stated that journalists are more trustworthy than public relations 

practitioners in that they reveal the truth. Journalists believe that public relations practitioners 

have a biased agenda and journalists investigate all sides of the story.  

      The results of this research concluded that public relations practitioners and journalists 

continue to disagree on what is newsworthy. Literature suggests that, to public relations 

practitioners, the headline is key. It grabs the readers’ attention and frames the story to come. 

The headline is what grabs the readers’ attention. However, it was concluded in this study, 

according to survey respondents, that the headline is not as important as the uniqueness of the 

story. Journalists will look past a headline that is not as exciting and read the content of the press 

release. If it is not unique, and if they feel it will not impact the community of which they would 

be releasing it, the story will not be released. 

     Public relations practitioners, as literature suggests, also try to limit the amounts of quotes 

they include in a press release. Research shows that only one or two quotes should be used in a 

press release, and should be used in sequential order (Jasinksi, 2015). 

     However, as proven in this study, journalists would rather have more quotes in a press release 

if it meant having more detail and more reactions to the story included in the release. Public 
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relations practitioners keep press releases short and to the point, releasing the news as brief and 

efficient as possible. Survey respondents stated that Journalists, on the other hand, look for in-

depth stories, with reactions from multiple sources. The results of this study found significant 

differences in the categories of the headlines, with the marketing headlines appearing to be more 

exciting and the news headline summarizing the story. However, neither of these headlines were 

what made or broke the participants’ decisions regarding whether or not to use the press release. 

     The other factor that the researcher expected would make a difference in whether or not the 

participants would use a press release was the number of quotes included in the press release. 

Results of the experiment proved however, that the conditions including three quotes, which 

were conditions three and five, were the conditions in which participants most correctly stated 

how many quotes were included in the press releases. 

     However, the quotes, as with the headlines, were not the deciding factor of whether or not a 

journalist would use a press release.  

     The experiment concluded that a press release can have a news or marketing headline; and 

that it can have, however, many quotes. But, if the press release is not unique, and will not reach 

the news organizations’ audiences or reach the amount of target publics the news organization 

wants it to reach, the press release will not be used. A press release must be unique, include 

detail, and reach the news organizations’ target audiences in order to be used by journalists. 

     The two fields of public relations and journalism are seen as ambiguous and complex. It is a 

relationship that is filled with cooperation and conflict. These characteristics remain the same 

today. 

     However, the researcher believes that the two fields can become better connected through 

some changes to both fields, and an understanding of each group’s role in the process of 



 

101 

releasing news. Implications on how this research pertains to the fields of public relations and 

journalism is discussed in the next section. 

Implications for the fields of Public Relations and Journalism 

 

     Public relations practitioners must pay attention to and maintain communication and a 

mutually beneficial relationship with journalists and members of the media. Likewise, journalists 

must pay attention to and maintain communication and a mutually beneficial relationship with 

public relations practitioners as well. Charron (1989) explains that public relations practitioners 

write press releases, but it is the journalists who report the information. The other side of the 

relationship explains that while it is the journalist who reports the news, it is the public relations 

practitioner who gives the journalist information to report. 

     Therefore, Public relations practitioners and journalists must maintain a mutually beneficial 

relationship with each other as they depend on each other for information. As this section has 

explained, many times this relationship can be complex and uncooperative in a business where 

the two groups should cooperate in a manner that is mutually beneficial for both sides. There 

must also be an understanding of the roles of the two groups. When asked about the extent to 

which participants felt the relationship between the two groups should be mutually beneficial, 46 

percent of participants agreed that the relationship should indeed be mutually beneficial. 

Participants feel the two groups should have a level of trust and understanding with each other.  

     There are a number of things that public relations practitioners can do to increase the chances 

that their press releases are picked up and their stories are covered by the media. Public relations 

practitioners can learn from this research to frame stories in the way that will make them of 

interest to the media (McCombs, et al, 1997). This includes selecting the attributes that 

journalists look for in press releases, which as the results of this study showed, include making 



 

102 

sure the story is unique, including multiple reactions and sides of stories, and making sure the 

story will have an impact on the community in which they are hoping to release the information. 

Public relations practitioners should not hesitate to write a longer press release than they are used 

to and to include more quotes than research shows is appropriate. Journalists, according to 

survey respondents, look for detail, and they look for reactions.  

     Literatures suggests that news releases are notoriously known for being short and concise in 

nature. However, while this might be what literature shows, public relations practitioners should 

worry less about length, and more about detail. According to survey respondents, Journalists 

want to release unique stories that have detail and multiple reactions. Both fields, public relations 

and journalism, are turning to storytelling for stories. People want to read and hear testimonies 

and less information. They want to hear how a company or an event has or will be impacting 

someone or a community. No two stories are the same. Journalists want unique stories, and 

through storytelling and providing more detail in their press releases, public relations 

practitioners can provide journalists with just that. The two groups can become more mutually 

beneficial by understanding what each group is looking for in stories, what their roles are in the 

process of releasing news, and having an understanding of what is going on in a community, and 

knowing what a community would want to hear about at a specific time or in a specific season. 

     This relationship is becoming closer. By understanding each other and the community, public 

relations practitioners and journalists can begin to grow the relationship between the two groups, 

and come to a better understanding of the roles of each group in the process of releasing news. 

Public relations practitioners are in the business of forming mutually beneficial relationships. A 

mutually beneficial relationship with journalists should be at the top of that list.’ 
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Implications for Sponsored Content 

 

     There are also implications for sponsored content. Sponsored content is content that serves to 

build brand awareness and relationships with clients or customers. If public relations 

practitioners are writing sponsored content, it is their job to write what the sponsor wants written, 

as they are the ones paying for it. The audience’s interest is the driver of sponsored content. The 

press release included in this study had to do with what the organization wanted to state. 

However, if this were sponsored content, what the audience wants to read is what the public 

relations practitioner would be obligated to write and the journalist would be obligated to be sure 

was written, along with what the sponsor of the content wants included (Richards, 2016). 

     Sponsored content is intended to be entertaining, informative, and useful. Those creating the 

sponsored content should ask themselves if the content they are writing fits that description. If 

used and written write, sponsored content can be a powerful way to build relationships and 

attract readers to your story. Sponsored content can raise revenue, but most importantly, it is a 

tool for raising awareness of a product, service, brand, or in general, content that is useful to 

society. When writing sponsored content, a public relations practitioners should take all of this 

into account and understand that it the journalist’s role to be sure all criteria were followed and 

that the story meets the requirements to be sponsored (Richards, 2016). 

Limitations to the Study 

 

     Limitations to this study included access to students. The researcher reached out at the start of 

the study to junior and senior journalism students at the University of Florida. The Journalism 

program at the University of Florida, however, only has 450 students and the researcher had a 

small response rate from students at the University of Florida. The researcher then reached out to 

32 universities in the United States and was only granted access to students by five universities. 
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Stimuli and questionnaires for students at each university were released to the universities, 

altered to represent the city in which that college or university is located as to keep the study as 

accurate and valid as possible and to not change any conditions. As the response rate continued 

to be small, the researcher then resulted in reaching out to participants through Mechanical Turk, 

an online work site, to get responses. Due to having to reach out to students through Mechanical 

Turk and not knowing where exactly the participants would be coming from, the researcher 

released the original questionnaire and was not able to tailor the questionnaire to the specific city 

from which those participants would be coming from. 

Recommendations for Future Research 

 

     This study looked at the extent to which public relations messages influence journalists. The 

extent to which journalists set an agenda based on the factors, or aspects, of a press release that 

they include in a story or that they weigh as important, were analyzed. The relationship between 

the two groups was also analyzed as a part of this study. One of the findings that the results of 

this experiment showed was that journalists believed that journalism students should take public 

relations classes and public relations students should take journalism classes during their 

educational career. Future research could seek to discover other ways in which this complex and 

ambiguous relationship can be improved. The relationship between the two groups should be 

mutually beneficial and currently, the relationship continues to be mutually complex. 

     Future studies could analyze deeper ways in which this relationship can be improved 

beginning at the basics of academia, which results of this study showed is part of the problem. 

Researchers could conduct experiments or focus groups to get students’ and staff members’ 

opinions on how colleges and universities can help bridge the gap in the relationship between 

public relations practitioners and journalists. 
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     Respondents stated that journalists’ mistrust of public relations practitioners has been 

influenced by what is taught in the classroom. Future research should discover the extent to 

which the relationship is indeed influenced from the very start, in the classroom. Future research 

could suggest ways in which academia could help bridge the gap in this relationship to help 

make the relationship between the two groups mutually beneficial.  

     With access to students being a limitation of this study, another research suggestion could be 

conducting this study on current professional journalists, who are working in the field. 

     Conducting a study that measures the uniqueness of the story released and the extent to which 

it was a good story idea could also help a researcher examine the extent to which the uniqueness 

of a story impacted whether or not a journalist would use the news release to develop a story. 

     We are in an age, today, where social media and access to stories are rising. Future research 

should examine where information is most likely to be picked up by journalists and used to cover 

a story. Is it the press release, a tweet on twitter, or a Facebook post that gets most coverage? 

There are also other platforms that should be analyzed depending on the prevalence of the 

platforms at the time the study is covered.    
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APPENDIX A 

LIST OF PARTICIPANT UNIVERSITIES 

1. Auburn 

2. FGCU 

3. University of Georgia 

4. University of Mississippi 

5. Texas State University (TSU) 

6. UF 

7. Arkansas 

8. Cal Poly Pomona 

9. University of Utah 

10. UCF 

11. University of Pittsburgh 

12. UCLA 

13. Penn State 

14. Central Washington University 

15. San Jose State University 

16. Jackson State University 

17. USC Annenberg 

18. SDSU 

19. University of Nevada 

20. The Madura College 

21. University of Virginia 

22. Michigan State 
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23. Virginia Commonwealth University 

24. UMass 

25. Catholic University of America 

26. Colorado 

27. Kent State University 

28. ASU 

29. University of California 

30. Brooklyn College 

31. Hunter College 

32. University of Richmond 

33. Stockton University 

34. University of Minnesota 

35. Michigan State University 

36. Truman College 

37. Eastern Michigan 

38. Marquette University – Milwaukee, WI 

39. Suny Albany 

40. UNF 

41. University of Michigan 

42. FIU 

43. UNC – Charlotte 

44. OU/Gaylord College 

45. Clemson 
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46. FSU 

47. CMU 

48. Nebraska 

49. “purchase” 

50. Sam Houston State 

51. Auburn – MTURK  

52. Texas El Paso 

53. University of Hawaii Manoa 

54. Texas Southern University 

55. Portland State 

56. Houston 

57. Wisconsin – Madison Campus 

58. Chicago 

59. UTENN – Chattanooga 

60. U of Missouri (Columbia) 

61. SIU 

62. Ohio State 

63. Washington State 

64. Rutgers 

65. UWF 

66. UK 

67. Iowa State 

68. California University of Pennsylvania 
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69. U of South Alabama 

70. Bowling Green State University 

71. Northwestern 

72. University of Georgia – Mturk 
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APPENDIX B 

THE PRESS RELEASES 

B.1 Press Release 1 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – MIDDLE SCHOOL ADOPTS CROSSFIT 

INTO P.E. PROGRAM 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin the new program on Monday, October 10th, 2016. Westwood is the first 

middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness.  

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. After discussing it with the school’s staff and faculty, they 

agreed that implementing the program would be beneficial for its students. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County.  
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 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 

long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 

more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 

Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 

weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes. Students who 

fail to dress properly will receive an incomplete for each day missed.  

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 
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B.2 Press Release 2 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – MIDDLE SCHOOL ADOPTS CROSSFIT 

INTO P.E. PROGRAM 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin the new program on Monday, October 10th, 2016. Westwood is the first 

middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness.  

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County. 

 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 
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long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 After discussing it with the school’s staff and faculty, they agreed that implementing the 

program would be beneficial for its students. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields.  

 “Many people ask exactly what we mean by ‘core movements that we perform in 

everyday life.’ A couple examples include burpees and deadlifts. Burpees will result in an 

individual being able to get up if they fall; deadlifts will help you pick something up off of the 

ground properly without tweaking your back,” stated Glassman. 

 “We’re excited about this new program and the variety it is bringing to our physical 

education classes here at Westwood Middle School. Our hope is that implementing CrossFit will 

bring an increased awareness of living a healthy lifestyle and will help in the battle of decreasing 

childhood obesity here in our backyard of Gainesville and Alachua County,” stated James 

Tenbieg, Principle of Westwood Middle School. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 

more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 

Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 
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weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes. Students who 

fail to dress properly will receive an incomplete for each day missed.  

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 
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B.3 Press Release 3 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – MIDDLE SCHOOL ADOPTS CROSSFIT 

INTO P.E. PROGRAM 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin the new program on Monday, October 10th, 2016. Westwood is the first 

middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness. 

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County. 

 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 
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long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 “Mrs. [Becky] Fields approached me during our teacher work-week prior to the start of 

the new school year about wanting to implement this program called CrossFit. At first I didn’t 

know much about it, but after looking into it and trying it for myself, I decided that this would be 

beneficial for our students and at that time approached our faculty regarding the new program,” 

stated Tenbieg. 

 After discussing it with the school’s staff and faculty, they agreed that implementing the 

program would be beneficial for its students. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields. 

 “Many people ask exactly what we mean by ‘core movements that we perform in 

everyday life.’ A couple examples include burpees and deadlifts. Burpees will result in an 

individual being able to get up if they fall; deadlifts will help you pick something up off of the 

ground properly without tweaking your back,” stated founder of CrossFit, Greg Glassman. 

 “We’re excited about this new program and the variety it is bringing to our physical 

education classes here at Westwood Middle School. Our hope is that implementing CrossFit will 

bring an increased awareness of living a healthy lifestyle and will help in the battle of decreasing 

childhood obesity here in our backyard of Gainesville and Alachua County,” stated James 

Tenbieg, Principle of Westwood Middle School. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 
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more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 

Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 

weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes.  

“Just like certain school supplies are required for different classes, CrossFit Nanos are 

needed to be successful in this class. We understand they come at a cost, but in order to 

successfully complete these workouts, students need to have the proper shoes,” Stated Fields. 

Students who fail to dress properly, including wearing the proper shoes, will not be 

allowed to participate in class that day and will receive an incomplete for each day missed. 

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 
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B.4 Press Release 4 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – THE ONLY MIDDLE SCHOOL P.E. 

PROGRAM THAT PROMISES TO HAVE YOUR CHILD BURNING CALORIES IN 

MINUTES 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin implementing the new program on Monday, October 10th, 2016. Westwood is 

the first middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness.  

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County.  

 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 
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long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 After discussing it with the school’s staff and faculty, they agreed that implementing the 

program would be beneficial for its students. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 

more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 

Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 

weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes. Students who 

fail to dress properly will receive an incomplete for each day missed.  

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 
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B.5 Press Release 5 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – THE ONLY MIDDLE SCHOOL P.E. 

PROGRAM THAT PROMISES TO HAVE YOUR CHILD BURNING CALORIES IN 

MINUTES 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin implementing the new program on Monday, October 10th, 2016. Westwood is 

the first middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness. 

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County.  

 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 
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long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 After discussing it with the school’s staff and faculty, they agreed that implementing the 

program would be beneficial for its students. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields. 

 “Many people ask exactly what we mean by ‘core movements that we perform in 

everyday life.’ A couple examples include burpees and deadlifts. Burpees will result in an 

individual being able to get up if they fall; deadlifts will help you pick something up off of the 

ground properly without tweaking your back,” stated founder of CrossFit, Greg Glassman. 

 CrossFit began 16 years ago as a fitness competition in Aromas, CA., and has grown into 

a community of over 200,000 CrossFit affiliates worldwide. Today it is spreading to our schools. 

“We’re excited about this new program and the variety it is bringing to our physical 

education classes here at Westwood Middle School. Our hope is that implementing CrossFit will 

bring an increased awareness of living a healthy lifestyle and will help in the battle of decreasing 

childhood obesity here in our backyard of Gainesville and Alachua County,” stated James 

Tenbieg, Principle of Westwood Middle School. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 

more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 
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Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 

weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes. Students who 

fail to dress properly will receive an incomplete for each day missed.  

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 

 

 

 

 

  



 

123 

B.6 Press Release 6 

From: Westwood Middle School 

To: Gainesville Local Media Personnel 

 

Subject: FOR IMMEDIATE RELEASE – THE ONLY MIDDLE SCHOOL P.E. 

PROGRAM THAT PROMISES TO HAVE YOUR CHILD BURNING CALORIES IN 

MINUTES 

 

 Westwood Middle School has adopted CrossFit into its physical education (PE) classes 

and plans to begin implementing the new program on Monday, October 10th, 2016. Westwood is 

the first middle school in Gainesville to implement the fitness regimen into its PE classes. 

 According to the Centers for Disease Control (CDC), childhood obesity is at an all-time 

high, having more than doubled in the past five years. Greg Glassman, founder of CrossFit, 

stated that CrossFit workouts are designed to improve an individual’s overall health and fitness.  

 CrossFit is a fitness regimen that includes constantly varied, functional movements, 

performed at a high intensity. Workouts are completed within a specified time-domain and 

include movements, such as Olympic weightlifting and power lifting movements; as well as 

Olympic gymnastics and body-weight movements, all of which reflect core movements that 

people perform in everyday life. 

 Earlier this year PE instructor, Becky Fields, approached Westwood Middle School 

Principle, James Tenbieg, about implementing the program. Fields is a CrossFit Level 1 trainer 

and has been doing CrossFit for more than two years now. She described implementing CrossFit 

as a way to promote working out and living a healthy lifestyle, in a fun way that the students can 

engage in together, in order to help reduce childhood obesity in Gainesville and Alachua County. 

 Many PE Programs allow students to play basketball, kickball, or a sport of sorts. While 

those activities get students outside and moving, CrossFit is a more structured program that has 
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long-term benefits. Movements performed reflect movements we perform in everyday life. 

CrossFit is a fitness regimen that students can take and implement into their everyday lives. 

 “Mrs. [Becky] Fields approached me during our teacher work-week prior to the start of 

the new school year about wanting to implement this program called CrossFit. At first I didn’t 

know much about it, but after looking into it and trying it for myself, I decided that this would be 

beneficial for our students and at that time approached our faculty regarding the new program,” 

stated Tenbieg. 

 After discussing it with the school’s staff and faculty, they agreed that implementing the 

program would be beneficial for its students. 

 “This program is fun and for everyone; workouts can be modified, or changed, to meet 

the needs or limitations that any someone might have, which makes it perfect to implement with 

our students,” stated Fields. 

 “Many people ask exactly what we mean by ‘core movements that we perform in 

everyday life.’ A couple examples include burpees and deadlifts. Burpees will result in an 

individual being able to get up if they fall; deadlifts will help you pick something up off of the 

ground properly without tweaking your back,” stated founder of CrossFit, Greg Glassman. 

 “We’re excited about this new program and the variety it is bringing to our physical 

education classes here at Westwood Middle School. Our hope is that implementing CrossFit will 

bring an increased awareness of living a healthy lifestyle and will help in the battle of decreasing 

childhood obesity here in our backyard of Gainesville and Alachua County,” stated James 

Tenbieg, Principle of Westwood Middle School. 

Along with their usual uniforms, students will be required to purchase CrossFit Nanos, 

which range anywhere from $120 to $150. These CrossFit-specific shoes are built to be light and 
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more stable than your average sneaker. This shoe has more of a flat instead of arched sole, which 

helps with completing the movements in a CrossFit workout. 

Olympic lifting shoes are optional, but recommended. These shoes have a harder sole and 

are meant to give the heels of your feet extra support and stability during Olympic lifting 

movements. They range from $150 to $200 and are recommended for completing Olympic 

weightlifting movements. However, for the purpose of PE classes, students will be able to 

complete the necessary work by wearing CrossFit Nanos. 

Both the CrossFit Nano and Olympic lifting shoes can be purchased at a Reebok store or 

online. Links to these sites can be found on our physical education website. Students will not be 

able to participate in physical education classes without the proper CrossFit shoes.  

“Just like certain school supplies are required for different classes, CrossFit Nanos are 

needed to be successful in this class. We understand they come at a cost, but in order to 

successfully complete these workouts, students need to have the proper shoes,” Stated Fields. 

Students who fail to dress properly, including wearing the proper shoes, will not be 

allowed to participate in class that day and will receive an incomplete for each day missed. 

Media Contact: James Tenbieg, Principal, at “tenbiejj@gm.sbac.edu”  

### 
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APPENDIX C 

QUESTIONNAIRE CONSENT FORM  

Writing an effective press release and setting an agenda: Understanding how public 

relations messages influence journalists 

Questionnaire Consent 

Dear Participant, 

     My name is Alexis Farinacci and I am graduate student here at the University of Florida. I am 

studying Mass Communication with a focus on Public Relations and Fundraising Management.  

     My study advisor is Dr. Spiro Kiousis, Associate Executive Dean of Students for the College 

of Journalism and Communications. My committee members are Dr. Rita Men, of the Public 

Relations department in the College of Journalism and Communications; and Professor Ted 

Spiker, professor and chair of the Department of Journalism in the College of Journalism and 

Communications. 

     Under the guidance of my chair and committee, I am conducting a research study on 

understanding how public relations messages influence journalists and the relationship between 

the two groups. Participants of this research study will be junior and senior journalism students at 

four year colleges/universities throughout the United States.  

     This questionnaire goes along with the press release included. Please fully read the press 

release, paying attention to the detail of the headlines and quotes in each press release. After 

fully reading the press release, you will be asked on the questionnaire to answer 34 questions, all 

on the topic mentioned above: understanding how public relations messages influence journalists 

and the relationship between the two groups. The questionnaire will take about 30 to 35 minutes 

to complete. There are no known risks to you if you decide to participate in this survey. I will not 

obtain any personal identification information from you during this survey and your name will 
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not appear anywhere on the study. Your participation is voluntary and there is no penalty for not 

participating. There are no direct benefits or compensations. You can withdraw your consent at 

any time without penalty. 

     There is a minimal risk that security of any online data may be breached, but since no 

identifying information will be collected, and your data will be removed from the server soon 

after you complete the study, it is highly unlikely that a security breach of the online data will 

result in any adverse consequence for you. 

     If you have any questions or if you would like to receive a final copy of this research study 

after completion, please feel free to contact me at, anacci@ufl.edu; or my study Supervisor, Dr. 

Spiro Kiousis, Executive Associate Dean of Students at the University of Florida’s College of 

Journalism and Communications, at skiousis@jou.ufl.edu.  

     If you have any questions about your rights as a research participant, please contact the 

Institutional Review Board at 352-392-0433.  

     Thank you for your participation and the valuable information you are providing in this study. 

Sincerely, 

Angela Alexis Farinacci 

Graduate Student 

M.A. Mass Communication, Public Relations 

Graduate Certificate in Fundraising Management 

University of Florida, Gainesville, Florida 

Class of 2017 

 

 

mailto:anacci@ufl.edu
mailto:skiousis@jou.ufl.edu
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Agreement: 

I have read the procedure described above. I voluntarily agree to participate in the 

procedure and I have received a copy of this description. If you agree to participate, please 

select, “Agree.” 

Agree   ____ 

Disagree  ____ 
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APPENDIX D 

QUESTIONNAIRE 

Writing an effective press release and setting an agenda: Understanding how public 

relations messages influence journalists 

 

Questionnaire 

 

Agreement: 

1. I have read the procedure described above. I voluntarily agree to participate in the 

procedure and I have received a copy of this description. If you agree to participate, please 

select, “Agree.” 

Agree   ____ 

Disagree  ____ 

Screening – Education 

 

2. Participants of this study must be junior or senior journalism students. If you are junior 

or senior studying journalism student, please select, “yes.” If you are not a junior or senior 

studying journalism, please select, “no,” as participants of this study must be junior or 

senior journalism students. Thank you for your participation. 

 

Yes ___ 

 

No  ___  

 

Screening – Age 

 

3. Participants of this study must be 18 years of age or older. If you are 18 years of age or 

older, please select, “yes.” If you are not 18 years of age or older (i.e. you are 17 years of 

age or younger), please select, “no,” as participants of this study must be 18 years of age or 

older. Thank you for your participation.  

 

Yes ___ 

 

No  ___  
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THE PRESS RELEASE: 

 

4. You are journalist for a news organization that covers news in Gainesville, FL. After 

reviewing this press release, how likely would you be to use this press release to develop a 

story? If your answer is either, “unlikely,” or “very unlikely,” please explain your answer 

  

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

Explain: ____________________________________________________________ 

 

5. You are journalist for a news organization that covers news in Gainesville, FL. After 

reviewing this press release, how likely would you be to use this press release as a main source 

for a story? If your answer is either, “unlikely,” or “very unlikely,” please explain your 

answer 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

Explain: ____________________________________________________________ 

 

6. You are journalist for a news organization that covers news in Gainesville, FL. After 

reviewing this press release, how likely would you be to use this press release as one of your 

sources for a story? If your answer is either, “unlikely,” or “very unlikely,” please explain 

your answer 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

Explain: ____________________________________________________________ 

 

7. You are journalist for a news organization that covers news in Gainesville, FL. After 

reviewing this press release, how likely would you be to use this press release as deep 

background for a story? If your answer is either, “unlikely,” or “very unlikely,” please explain 

your answer 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

Explain: ____________________________________________________________ 
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Use of Headlines 

 

For the following statements, please indicate whether you strongly agree, agree, neither agree 

nor disagree, disagree, or strongly disagree with the statement. 

 

8. The headline of this press release summarized the story presented in the press release. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

9. The headline of this press release grabbed my attention. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

10. The headline of this press release attracted me to read more.  

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

11. The headline of this press release made me want to continue reading the story. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

 

12. The headline of this press release was exciting. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

For the following statements, please select Very Likely, Likely, Neither Likely nor Unlikely, 

Unlikely, or Very Unlikely. 

 

13. You are journalist for a news organization that covers news in Gainesville, FL. If this 

story was sent to you via email, after reading the headline of this story, how likely would 

you be to click the email and read the story? 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 
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14. If you were to see this article on Twitter, after reading the headline, how likely would 

you be to click the article and read more? 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

15. If you were to see this article on Twitter, after reading the headline, how likely would 

you be to retweet the article? 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

16. If you were to see this article on Facebook, after reading the headline, how likely would 

you be to click the article and read more? 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

17. If you were to see this article on Facebook, after reading the headline, how likely would 

you be to share the article? 

 

Very   Likely          Neither Likely      Unlikely Very  

Likely                         Nor Unlikely    Unlikely 

 

Use of Quotes 

 

18. How many quotes were in this press release? 

 

Answer: ____________ 

 

Press release factors 

 

19. How much weight would the following attributes of a press release hold when deciding 

whether or not to publish a press release?  

 

The Strength of the Headline     LOW ___ HIGH ____ 

 

The Number of Quotes Included in the release  LOW ___ HIGH ____ 

 

The uniqueness of the story    LOW ___ HIGH ____ 

 

The amount of people the story would affect  LOW ___ HIGH ____ 
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The Relationship between Public Relations Practitioners and Journalists 

 

For the following statements, please indicate whether you strongly agree, agree, neither agree 

nor disagree, disagree, or strongly disagree with the statement. 

 

20. I would publish a news release from a public relations practitioner without hesitation. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

If you answered, “disagree,” or “strongly disagree,” to the question above, please explain 

your answer: 

______________________________________________________________________________

__________________________________________________________________ 

 

21. Public relations practitioners are not as trustworthy as journalists. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

If you answered, “strongly agree,” or agree, to the question above, please explain your 

answer: 

______________________________________________________________________________

__________________________________________________________________ 

 

22. Journalists’ mistrust of public relations practitioners has been influenced by what is 

taught in the classroom about the field. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

 

23. The relationship between public relations and journalism should be mutually beneficial. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

 

24. Public relations students should take journalism classes during their educational career 

to learn the basics of journalism and what journalists look for in stories. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 
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25. Journalism students should take public relations classes during their educational career 

to learn the basics of public relations and what public relations practitioners look for in 

stories. 

 

Strongly Agree  Neither Agree  Disagree Strongly 

Agree    Nor Disagree    Disagree 

 

Demographic Questions 

 

Ethnicity/Race 

 

26. What is your ethnicity? 

 

African American  ___ 

 

Arab    ___ 

 

Asian/ Pacific Islander ___ 

 

Caucasian/White  ___ 

 

Hispanic   ___ 

 

Indigenous or Aboriginal ___ 

 

Latino    ___ 

 

Multiracial   ___ 

 

Other    ___ 

 

Prefer not to answer  ___ 

 

Age 

 

27. What is your age? 

 

18 to 24 years  ___ 

 

25 to 34 years  ___ 

 

45 to 54 years  ___ 
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Gender 

 

28. What is your gender? 

 

Female   ___ 

 

Male   ___ 

 

Other   ___ 

 

Prefer not to answer ___ 

 

29. What University do you attend? 

 

____________________________________ 

 

30. What Year are you in? 

 

Junior   ___ 

 

Senior   ___ 

 

Marital Status 

 

31. What is your current marital status? 

 

Married  ___ 

 

Single   ___ 

 

Prefer not to answer ___ 

 

Household Income 

 

32. What is your current household income? 

 

Under $10,000 ___ 

 

$10,000 - $19,999 ___ 

  

$20,000 – $29,999 ___ 

 

$30,000 - $39,999 ___ 

 

$40,000 - $49,999 ___ 
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$50,000 - $74,999 ___ 

 

$75,000 -  $99,999 ___ 

 

$100,000 - $150,000 ___ 

 

Over $150,000 ___ 

 

Employment 

 

33. Which of the following categories best describes your employment status? 

 

Employed, working 40 or more hours per week ___ 

 

Employed, working 1-39 hours per week  ___ 

 

Unemployed      ___ 

 

Retired       ___ 

 

Other       ___ 

 

34. Which of the following best describes your current occupation? 

 

Journalism         ___ 

 

Public Relations        ___ 

 

Advertising         ___ 

 

Telecommunication        ___ 

 

Computer and Mathematical Occupations     ___ 

  

 Life, Physical, and Social Science Occupations     ___ 

 

 Installation, Maintenance, and Repair Occupations    ___  

 

 Education, Training, and Library Occupations     ___ 

 

 Building and Grounds Cleaning and Maintenance Occupations  ___  

 

 Office and Administrative Support Occupations     ___ 

 

 Community and Social Service Occupations     ___ 
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 Production Occupations       ___  

 

 Business and Financial Operations Occupations     ___ 

 

 Architecture and Engineering Occupations      ___ 

 

 Healthcare Practitioners and Technical Occupations   ___  

 

 Management Occupations       ___  

 

 Healthcare Support Occupations       ___ 

 

 Arts, Design, Entertainment, Sports, and Media Occupations  ___ 

 

 Personal Care and Service Occupations     ___  

 

 Construction and Extraction Occupations     ___ 

 

 Legal Occupations         ___ 

 

 Farming, Fishing, and Forestry Occupations     ___ 

 

 Protective Service Occupations      ___  

 

 Food Preparation and Serving Related Occupations    ___  

 

 Sales and Related Occupations      ___ 

  

 Transportation and Materials Moving Occupations    ___  

 

 Other (please specify)        ___ 

 

35. Which of the following best describes your organization’s sector? 

 

Public Sector  ___ 

 

Private Sector  ___ 

 

Not-for-profit  ___ 

 

Other   ___ 
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This concludes the questionnaire. Thank you for your participation. 

Debriefing Statement: 

The purpose of this research study is to measure how public relations messages influence 

journalists and to learn more about the relationship between the two groups, where they 

are similar and where they differ. Your answers will remain anonymous and will be used 

only for the purpose of this research study, stated above in this paragraph. 

Thank you, again, for your participation! 
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