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Outsell, a leading research and advisory 
firm, conducted independent research to 
determine how marketer’s attitudes about 
different media types have changed. They 
also set out to answer key questions mar-
keters have about earned media. These 
questions include:

1. Is earned media effective?
2. Is earned media amplification widely used, or on 

the “bleeding edge?”
3. Can common ways firms improve their earned 

media results be identified?

Cision recognizes that communication professionals 
need to know where earned media is most effective 
in order to leverage earned opportunities for better 
results.

Is Earned Media Effective?
In short, yes!  And marketers believe this fact. Marketers 
in both larger and smaller companies rate earned 
media as more effective or as effective as paid media. 

Earned media is particularly well suited to solve two 
critical problems that marketers face: 

• “Difficulty identifying and engaging with right 
prospects at the right time.”

• “Maximizing pre-qualification of prospects”

With earned media, influencers lend their credibility, 
which encourages others to convert. Earned media 
connects with the right prospects because the 
prospects themselves are seeking information and 
purchase validation when they are actively in the 
market for a product or solution, which inherently 
provides pre-qualification of an influencer’s audience.
 
Is Earned Media Widely Used?
While earned media continues to be an area for 
growth, marketers already see it as a meaningful 
marketing channel. The Outsell report shows that 87 
to 96 percent of large firms value a wide assortment 
of earned media tactics.

Younger marketers are also more likely to widely use 
earned media; Marketers under the age of 40 ranked 
it as much more effective than those over 55.

Industries on the “bleeding edge” are also more likely 
to value the potential of earned media. Marketers who 
work in technology, biotech/pharma and financial 
services also rate earned media has highly effective.
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Up to 81% Rate Earned Media is More Effective 
or as Effective as Paid Media

http://www.cision.com/us/resources/white-papers/the-earned-media-opportunity-actionable-insights-from-marketing-leaders/?utm_medium=referral&utm_source=pdf-whitepaper&utm_content=whitepaper&utm_campaign=measureearnedmedia
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How can we Improve Earned Media Results?
Marketers must overcome some earned media chal-
lenges such as finding and connecting with influenc-
ers, adopting effective distribution technology and 
accurately measuring ROI to prove the value of public 
relations.

There are many ways that marketers are trying to 
increase opportunities for earned media. 69 to 72  
percent of large firms rated the following as the 
 top methods: 

•  Investing in people to monitor and engage on 
social media.

• Regularly publishing press releases.
• Pursue speaking opportunities.
• Encourage testimonials

 
Other ideas include:

• Managing customer communities
• Pursuing industry rankings
• Seeding story ideas to journalists
• Encourage customer ratings on review sites

It’s clear that marketers value earned media,  but are 
searching for ways to deliver better results and strong 
business impact. Adopting a strategy that leverages a 
combination of earned media tactics tends to max-
imize opportunities and value. Additionally, measur-
ing the impact of communications campaigns from 
awareness to revenue will reveal what works well and 
what doesn’t. Armed with this information, marketers 
can continue to build on that measured success.  

How to Add More Earned Media in Your 
Marketing Mix
It starts with identifying the right influencers. 
Communicators need a media database of quality 
contacts that enables them to manage relationships 
and pitch relevant stories. They also need to execute 
integrated campaigns from sending out emails to 
interacting on social media to distributing press 
releases and more. Finally, they need to attribute 
value by monitoring results and track conversions 
tied to the bottom line.

Marketers can also amplify the impact of these 
earned media campaigns by integrating them with 
paid and owned tactics. 

In short, utilize a variety of earned media methods, 
and ensure you measure what works and what 
doesn’t work in order to optimize your results.

When you put it all together, you’ll have an effective 
marketing program that influences audiences and 
gets results. 
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IDENTIFY INFLUENCERS. 
CRAFT CAMPAIGNS. ATTRIBUTE VALUE.

Communicate like never before with Cision.
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