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Public relations professionals may have had a good 
excuse to forego New Year’s resolutions this time 
around. Many were too busy updating their rosters 
of media contacts to bother with any other lists.

Business journalism fi nds itself plying some rough 
waters these days.  The New York Times bid farewell 
to four prominent business reporters who accepted 
buyout offers amid the newspaper’s staff reduction 
plans.  The Washington Post shuttered its remaining 
U.S. news bureaus outside of the Washington area. 
The editorial exodus continued at Business Week, 
now under Bloomberg ownership.

Has business journalism hit an iceberg? Or has it 
already been spirited away onto a lifeboat?

Divorce and Reinvention
Perhaps the industry is reinventing itself as it did 
during the economic rollercoaster ride of the 1980s. 
It was at this time that the Financial News Network 
was launched as the fi rst national fi nancial channel, 
predating by several years the introduction of the 
Consumer News and Business Channel, or CNBC, 
which later acquired FNN.

Television jumped into the fray as the growth of 
individual and institutional investors drove demand 
for more business news, which in turn spurred the 
growth of fi nancial PR, investor relations and corpo-
rate communications.

Is something similar afoot on the Web now? Con-
sider the buzz surrounding AOL’s recent corporate 
divorce from Time Warner and its rebranding as a 
content provider. AOL continues to shed its former 
image as an Internet service provider by focusing on 
becoming a content publisher, as seen in the 2009 
launch of the Daily Finance site. 

With a full-time staff dedicated to original reporting 
on traditional business news, Daily Finance differ-
entiates itself from AOL’s other business-oriented 
properties. Sister sites money.aol.com and 
Bloggingstocks.com are a content aggregator 

and specialty publisher of stock and investing infor-
mation, respectively.  

PR communicators will also observe that Daily 
Finance is creating a new home for some displaced 
business journalists. A closer look at the editorial 
roster of Daily Finance reveals refugees from Condé 
Nast’s Portfolio, Financial Week, Bloomberg and 
Forbes.com, to name a few.

Bombardment
As the business news landscape evolves, media rela-
tions strategists will fi nd even greater competition 
for share of voice with traditional media sources.  
With the constant bombardment of remaining re-
porters, PR practitioners will need to be more savvy 
and relevant to stand out as trusted news sources 
and to strengthen relationships over time.

Understanding changing newsroom operations can 
help to further pinpoint the needs of a journalist or 
publisher.  As an example, many above-the-fold, 
print bylines now belong to freelance reporters who 
should not be ignored, especially since they also 
may be infl uential bloggers – newly credible through 
their affi liations with major business and trade me-
dia outlets.

Wire services also remain a primary content 
source for newspapers and trade publications, 
a growing number of which are cover-
ing business news exclusively 
via the Associated Press, 
Bloomberg and Reuters.  
Syndicated news 
content is in such 
high demand that 
when Google 
News recently 
stopped host-
ing AP stories because of a 
disagreement on compensation, 
it continued to offer links to third-
party news sites that are AP 
subscribers.
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Beacons for the Confused
For business news, the connection 
between print and digital media 
channels is a vital one, and may 
be a refl ection of both audience 
preferences and the publisher’s 
business model.

In some cases, the ever-expand-
ing digital maze of online news 
sites, blogs, e-zines, Web sites and 
Twitter feeds may actually serve 
to elevate print publications that 
position themselves as “beacons” 
to guide confused audiences.

For example, The Economist con-
tinues to boast a loyal readership 
of its weekly glossy print edition.  
According to Publisher’s Informa-
tion Bureau, the highly regarded 
news and public affairs magazine 
grew its print advertising revenues 
by double digits in 2009, a rare 
performance as compared to its 
struggling peers.

As Michael Hirschorn writes in 
the The Atlantic, “Unlike practi-
cally all other media ‘brands,’ The 
Economist remains primarily a 
print product, and it is valued ac-
cordingly. In other words, read-
ers continue to believe its stories 
have some value. As a result, The 
Economist has become a living 
test case of the path not taken by 
Time and Newsweek, whose Web 
strategists have succeeded in 
grabbing eyeballs… while doom-
ing their print products to near 
irrelevance.”  

The magazine’s secret to success 
may be its own editorial mission 
as stated on its Web site, “Be-
ing an Economist reader is not 
about being successful – it’s about 
stimulation. It takes your brain for 
a walk, leap or a jump.”

Outside Opinions
Whether they choose to reinvent 
or stay the course, business media 
companies will certainly attract 
their share of outside opinions.
Recently former Business Week 
reporter Gary Weiss looked at the 
magazine’s fi rst issue published 
under Bloomberg and posted a 

review on his personal blog, “The 
magazine takes no position. Now 
that’s objective, but magazines 
aren’t objective. It’s a different 
kind of journalism… You may 
agree or disagree, but you knew 
where BW stood. Apart from the 
writing style, this all-Bloomberg-
wire effort further substantiates 
that the BW acquisition is fulfi ll-
ing a major editorial function for 
Bloomberg, by giving its reporters 
a forum for their best work.”

Riding the Wave of Change
Understanding where your tar-
get audience seeks its business 
news and how that outlet delivers 
value to them remains the guid-
ing principle for earning coveted 
media exposure.  Riding the wave 
of change in media relations will 
require some adjustments in your 
outreach:

•  Get to know your reporters and 
bloggers.  Follow a key contact 
on Twitter, LinkedIn and Face-
book to fi nd out what’s of inter-
est to them and adjust your pitch 
accordingly.  Some reporters’ 
feeds offer straight news, events 
they’ll be covering or requests 
for interviews with experts on 
specialized subjects, like mari-
time law or alternative investing. 

•  Establishing direct, genuine 
relationships with a few key re-
porters is now more important 
than ever. Staying in touch with 
your clutch reporters and follow-
ing them on social networking 
sites will strengthen your rela-
tionships and keep you alerted 
on career moves. Providing 
updates outside of story pitches 
lets them know you’re aware of 
their need to remain informed, 
especially when their report-
ing responsibilities broaden to 
include some unfamiliar sectors.

•  There’s more to life than sitting 
at a computer - really!  Get out 
there and join the professional 
industry and trade groups with 
your clients. Many business 
reporters are doing the same 
thing to stay in touch with their 

most reliable sources and de-
velop new contacts to help them 
compete for stories. 

It’s obvious that those of us for-
tunate enough to have made 
contacts prior to the recent dis-
mantling of some media organi-
zations should hold onto them 
more closely.  As professional 
communicators, we must balance 
the responsibility to serve as our 
brand’s advocate with our commit-
ment to provide useful, timely and 
accurate information to the media. 

It’s a mix of old school, common-
sense PR basics and adoption of 
new technology tools that may 
help communications executives 
navigate their media relations 
strategies toward calmer waters.


