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About the Research
This study of media professionals was designed to generate 
a deeper understanding of the strategies and challenges 
they face in identifying and connecting with expert sources.

Goal

Quantify the time and processes involve in both identifying 
and securing experts to interview.

Objectives

Explore value of traditional outreach methods such as press releases 
and working with organizations’ media relations departments.
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Determine the value and accessibility of internal and third-party 
experts databases to assist with this process.



The Respondents

The survey is comprised of media 
professionals who in the past 
12 months have actively sought expert 
sources for comment/interviews.
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Looking for Expert Sources
Role:

Editor 43%
Journalist 30%
Producer 8%
Editorial Planner/
Forward Media Planning 4%

3%

Other 11%

Newsroom Director/ Manager

1%Chase Producer / Booker

Industry:

Total Respondents 751

Geography:

United States 87% 13%Other



Please select the top 3 methods you have used most in the past 12 months
to identify a relevant expert to approach for comment in your stories?Q 2019 Expert Sources Survey
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Identifying Experts
The majority of respondents rely heavily on personal 
networks (own contacts & referrals) & general internet 
searches to identify experts.  Corporate and 
institutional newsrooms still play an important role.

67%

40%

Personal Contacts

Referrals

55%

Sample Size: 751

Top 3 Methods for Identifying Experts

38% Newsrooms/Press Office



Specifically, how valuable are press releases 
in identifying what experts to interview?Q 2019 Expert Sources Survey
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Value of the Press Release
For the discovery of experts, the value of the press release is evenly distributed between 
those who find it very valuable to limited to no value. 

Sample Size: 751

8%

Value of the Press Release 

34%
Valuable / Very Valuable

Only ¼ (28%) of 
respondents view press 

releases as a top 3 
method for identifying 

expert sources.



Specifically, how valuable is LinkedIn in identifying 
what experts to interview?Q 2019 Expert Sources Survey
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Value of LinkedIn
LinkedIn holds limited value as a resource when looking to identify an expert to interview.

Sample Size: 751

Value of LinkedIn

12%
Valuable / Very Valuable

Majority of 
respondents (60%) 
see little value in 

LinkedIn as a 
resource for 

identifying experts.



Specifically how valuable is video in 
determining the suitability of an expert source?Q 2019 Expert Sources Survey
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Value of Video for Broadcast & Cable TV

Sample Size: 87

% of Broadcast and 
Cable TV respondents 
that ALWAYS consult 
video before booking 
an expert. 

18%
Sample Size: 64

Value of Video to Broadcast & Cable TV

34%

When trying to determine the suitability of and expert, the ability to access and review video has 
a high degree of value for the majority of respondents from Broadcast and Cable TV.

51%
Valuable / Very Valuable

What percentage of interviews have you booked 
without seeing a video of the expert first?Q
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Time Involved with Securing Experts
Securing experts is a time intensive process with turnaround measured in hours not days and 
with the likelihood that multiple experts may needed to be reached to secure an interview. 

2 Hours
Average time spent securing 

an expert to interview.

On average, how many hours does it take you 
to identify and secure an expert to interview?Q

14.5 Hours
Acceptable average response 
time to a interview request.

On average, what is the acceptable 
amount of time (in hours) for an expert to 
respond to a direct request from you?

Q

60%
% of experts contact that 

result in an interview.

For all the experts you contact, what 
percentage follow through to an interview?Q

Sample Size: 593



Does your media organization have an internal 
database of experts?Q 2019 Expert Sources Survey
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Availability of an Internal Experts Database
The majority (56%) of respondents do not have access or are unaware of their media 
organization’s internal experts database to assist with identifying interviews.

56%

Internal Experts Database

No / Don’t  Know

44%

41%

15%

Sample Size: 589



2019 Expert Sources Survey
In collaboration with:

Story Pitches
Standing out with an unsolicited an email pitch is a challenge.  More that half of respondents 
receive 20 or more a week with almost 1 in 5 (18%) receiving a staggering 100 or more. 

Sample Size: 574 Sample Size: 495

In your role do you receive story pitches?Q How many unsolicited email pitches 
do you get in an average week?Q

86%
# of respondents 

receive story pitches 61
Average # of unsolicited 
email pitches per week. 

50% - 20 or more

18% - 100 or more
30% - 50 or more
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Value of an Internal Experts Database

Sample Size: 261

Value of the Internal Experts Database

Sample Size: 367

How valuable is this database for you?Q

HAVE ACCESS
Value of the Internal Experts Database

NO ACCESS

How valuable would access to such a resource be for you?Q

94% Valuable

An internal experts database has a high level of perceived value amongst the majority of 
respondents by both those that currently and don’t have access.

82% Valuable
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Diversity in Expert Sources
Just over half (58%) of respondents are satisfied with the diversity of expert sources but still 
feel there is more their organization can do to reflect even greater diversity. 

Sample Size: 466 Sample Size: 495

(Optional) Do you think your organization could do 
more to encourage diversity in the experts you feature?Q (Optional) Are you satisfied with the diversity 

of experts you currently use for your interviews? Q

58%
# of respondents satisfied with the 

diversity of their respondents 6172%
# of respondents who feel their 

organization can do better.



About the 
Study Sponsors

The Associated Press is an 
independent, not-for-profit news 
cooperative headquartered in New York 
City. Our teams in over 100 countries 
tell the world’s stories, from breaking 
news to investigative reporting. We 
provide content and services to help 
engage audiences worldwide, working 
with companies of all types, from 
broadcasters to brands.

At ExpertFile, we support the journalism 
community by providing a direct 
connection between knowledge-based 
organizations and newsrooms. Through our 
award-winning platform and partnership 
with the Associated Press we allow 
journalists, media outlets and broadcasters 
to not only elevate their stories with expert 
insights, but also deliver an added layer of 
credibility to their audiences.

Find Experts:Learn More: www.expertfile.com/expertswww.ap.org

For all questions about theses results contact: Robert Carter – Co-Founder, ExpertFile  (rcarter@expertfile.com)


