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About This Guide

If you’re like the vast majority of communications 

professionals, identifying the right journalists to reach 

out to for PR purposes is…well, let’s put it this way: 

You’re not listing it among your top skills on your 

LinkedIn profile. (We’re paraphrasing, of course, but 

according to the 2021 Global Comms Report, only 25% 

of comms leaders feel they can “always” identify the 

right journalists to reach out to. Good for them, right?) 

But with so much movement in the industry, keeping 

track of which journalists cover which topics for which 

audiences is a full-time job. Who has the time or 

resources (or – let’s be honest – the patience) for that? 

That’s where having the right technology can help. 

Enter the media database.

In the simplest of terms, a media database is a 

collection of contact information for people who work 

in the media or those who are influencers with a built-

in audience. It could be as basic as a spreadsheet that 

you create in house and update manually; however, 

for communicators and brand experts looking to 

streamline their efforts, facilitate more personalized 

(read: more effective) media outreach and track 

results, a media database, which offers more advanced 

capabilities is a critical component of success.

Of course, not all media databases are created equal. 

This guide is designed to help you find the right 

solution for your team’s specific needs, challenges 

and goals. It walks you step-by-step through: the 

value of a media database, the questions to ask when 

considering vendors, and how to build a business case 

to earn approval from your Chief Financial Officer.



Why Every 
Company Needs a 
Media Database
and How to Choose  
the Right One
As Simon Sinek advised in his famous TEDTalk, start with asking yourself, “Why?” It’s also probably 

the first question your stakeholders will ask when you tell them you need a media database (more 

on that later). For now, we’ll cut to the chase: There are many benefits to investing in a reliable, 

always up-to-date media database. Among the top three:

WHY

HOW

WHAT
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Smarter Outreach
Today, there are seven communications professionals for every journalist, which means you’ve got a lot of competition to get their attention. With 

a media database, you can find the publications that are the best fit for your news, as well as the most appropriate contacts and critical intel that 

enables you to personalize your outreach to their beat, audience and pitching preferences. You’re more likely to get a response to a pitch sent 

directly to a journalist rather than the “black hole” contact email on a publication’s website. 

Integrated Experience and Streamlined Workflows
A good media database will integrate directly with your trusted corporate email accounts so you can send email directly from the database 

and reply from your own inbox. With a centralized media database, you can also keep a consolidated record of all your team’s journalist 

communications for better visibility and no overlap.

Increased Earned Media
The better your media list, the more earned media mentions you’ll receive. Think of it like this, a media database paves the way to make your 

pitches easier and more effective. If you take notes on, for example, a blogger’s guidelines for being pitched, you’re already one step ahead of the 

competition who blindly send a copy/paste e-mail without acknowledging that blogger’s preferences. The majority of journalists say that fewer 

than 25% of pitches they receive are relevant, so doing your homework may be the difference between amplifying your story and falling into the 

PR blackhole.

https://www.cision.com/resources/research-reports/2021-state-of-the-media/thank-you/
https://www.cision.com/resources/research-reports/2021-state-of-the-media/thank-you/


Key  
Features  
to Look For
Today’s media databases aren’t your mother’s media database. Thanks to new technology, 
media databases have come a long way in recent years. Many include sophisticated features 
and capabilities designed to empower PR and communications pros to go beyond just 
creating media lists to further personalize their pitches, streamline their outreach efforts 
and measure results. 

As you begin the evaluation process, think about your biggest challenges and what you’re 
hoping to accomplish, and which of these features can help you get there.
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Media Influencer 
Identification

FEATURES INCLUDE:

• Media outlets and 

contacts

• Social presence

• Recommendations on 

additional contacts

• Ability to search by 

keyword, phrase, 

hashtag and more

Social Influencer 
Identification

FEATURES INCLUDE:

• Dynamic social 

influencer search

• Visibility into rankings, 

recent posts and 

social stats outlets and 

contacts

Content  
Opportunities

FEATURES INCLUDE:

• Access to editorial 

calendars  

to inform content 

planning and outreach 

opportunities.

Streamlined  
Outreach & Pitching

FEATURES INCLUDE:

• Contact and bio 

information

• Visibility into contacts’ 

audiences and beats, 

recent bylines and/or 

social posts

• Pitching tips to 

facilitate personalized 

outreach 

End-Customer  
Impact

FEATURES INCLUDE:

• Access to audience 

data on influenced 

customers or 

stakeholders

•  Trending influencers

Unified Campaign 
Management

FEATURES INCLUDE:

• Integrations with 

distribution, CRM and 

email tools

•  Access to Google & 

Adobe Analytics for 

insights and reporting 

tools

The right media database can help you take your brand farther with its PR and communication strategy. Ultimately, you need to choose the one 

that’s right for you – and that starts with asking the right questions.
THE BOTTOM LINE



What’s in It  
for Me? 
10 Questions  
to Ask When Evaluating  
a Media Database
Now that you know why you need a media database, it’s time to think about what type of 
media database you need. There are a lot of options out there, and while variety may be the 
spice of life, it can also be the source of stress if you’re not sure what you’re looking for. To 
help make that decision much less stressful and much more informed, we present 10 more 
questions to ask when thinking about choosing the right media database for your team:
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1. How big is the database? 
More contacts mean more potential pickup and earned media, so the bigger the better, right? In this case, 

yes; but also…

2. How often is the database updated?
How do you source contact information? The media industry is always moving, so having a continuously 

updated, expertly curated and thoroughly vetted database is key to ensuring your outreach efforts don’t go 

to waste.

3. What is the make-up of media represented in the platform?
While a sizeable list of contacts in your database is ideal, you also need to ensure you’re getting the right 

mix of journalists, bloggers, vloggers, influencers, TV and radio reporters, podcasters, and even analysts and 

research firms. It’s also important to consider the reach of the database: Is the database global? Does it 

capture the regional and local influencers that reach your audiences?

4. What sort of information will I find in the database?
In addition to contact information and outlets, will you have access to information such as preferred pitching 

method, recent bylines or social media posts, audience reach or influence?
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5. What capabilities does the database have?
Are there unique search capabilities? What parameters can be set? What are the filtering options? A media 

database is only as good as its ability to deliver the results you need quickly, so search capabilities – as well as 

ease of search – are critical.

6. How is performance tracked? 
Will you be able to track how many contacts have opened your email? Or what they did after? Your 

stakeholders want to see results, so make sure the database you go with can provide them.

7. How will this integrate with other software platforms?
Will the database integrate easily and seamlessly with other platforms you use – email, media monitoring, 

wire distribution – to ensure an efficient workflow? (Pro tip: Combining media monitoring software with your 

database enables you to truly understand trending topics and news stories so you can further refine your 

pitches and measure your results.)

8. What kind of customer support will I get?
Will they provide ongoing support? What kind of orientation and educational resources will be available to 

ensure seamless adaption and troubleshooting?
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9. Is the database intuitive and easy to use?
This is more of a question to ask yourself as you get a live demonstration of how the database works. A demo 

is also an opportunity to ask any questions that come up that have not already been covered above, so take 

advantage of it. (It’s also worth noting that if a vendor doesn’t readily offer a demo of the software, consider 

that an immediate red flag that the software is not right for you.)

10. How will this save me/my team time?
What activities are your team spending time on that a media database can help minimize or eliminate? 

A good media database is designed to create time-saving efficiencies for your team. Time savings almost 

always translate to cost savings, and this will be a major point of discussion when you try to get buy-in from 

the powers that be.

BONUS QUESTION 
What questions do you have for me? 

A true partner should work to understand your team’s unique needs and challenges to help you 

decide if their solution is right for you.



Personalized 
Media 
Database 
Scorecard

Cision Connect Media Database 
Option #2

Media Database 
Option #3

How big is the 
database?

What types 
of media are 
represented?

How often is it 
updated?

What information 
will I fi nd in it?

Is the database 
intuitive and easy 
to use?

What unique 
capabilities does 
the database 
have?

How is 
performance 
tracked?

How will this 
integrate with 
other software 
platforms?

What kind of 
customer support 
will I get?

Is the database 
intuitive and easy 
to use?

How will this save 
me time?

As you evaluate different media databases, we’ve made it 
easy for you to compare and contrast the differences with this 
printable score card.

https://www.cision.com/content/dam/resources/Personalized-Media-Database-Scorecard.pdf
https://www.cision.com/content/dam/resources/Personalized-Media-Database-Scorecard.pdf


Getting  
C-Suite Buy-In  
for Your Media 
Database
While you might be sold on the software you want, your manager or CFO may need more 
convincing. Fortunately, selling a media database to the executive team is not unlike 
pitching the media — you need to tailor your approach. We’ve outlined three key steps to 
help you gain executive buy-in for your media database.
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Know Your Audience

Different executives will have a different approach to decision-making, depending 

on their role and industry, among other factors. (A quick Google search for “CEO 

personas,” for instance, will turn up several articles arguing the different personality 

types and approaches to work of Chief Executive Officers.) A finance CEO, for 

instance, might be most interested to understand how a media database could boost 

productivity by saving time or saving costs that could otherwise go toward paid and 

owned media campaigns. For a sales CEO, it’s all about how a media database can 

lead to more earned media coverage, which in turn drives more customers to learn 

about and purchase your firm’s products and services. 

In many cases you may have to appeal to your CSO, CTO, CFO or CMO as well. When 

you understand your executive’s priorities and the concerns of each executive you’re 

pitching, you can tailor your approach accordingly. 

1
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Be Ready to Talk Results

Overall, most executives will want to know how their investments will benefit the business and affect the bottom line. To help you make your case, consider the following time- 

and cost-saving benefits of investing in a reliable, always up-to-date media database:

2

Increase the Quantity  
and Quality of Earned Media 

 The better your media list, the more earned media 

mentions you’ll receive. It’s simple math. But it’s 

not just about building the biggest list possible; it’s 

also about building a quality list made up of the 

journalists and influencers who cover topics and 

reach audiences that make sense for your brand 

and/or the message you’re trying to get across. A 

good media database enables you to quickly identify 

the right journalists to connect with and create 

curated pitches that will resonate.

Improve ROI as It Frees Up Time  
to Focus on Value-Add Activities 

How much time does your team spend creating – 

and updating their media list? Creating a media 

database is only one task in the overall PR process. 

Next comes building relationships with your media 

contacts and then pitching them. When you reduce 

the effort spent on the creation step, you can focus 

your resources on the strategies that yield results 

and improve your earned media ROI. (And did we 

mention? A good media database can actually 

help you measure ROI by tracking key performance 

indicators such as email opens, clicks and bounces.) 

Connect with New Audiences Meaningful 
to Your Business by Reaching Social 
Media Influencers

You may want to include social media influencers 

in your PR campaigns but are unsure who to target. 

(You aren’t alone: Only 25% of communications 

leaders say they are “always” able to identify the 

right journalists and influencers to target for 

their stories, according to the 2021 Global Comms 

Report.) A media database can provide details on 

the people who are influential in your industry and 

already connected to your intended audience. If 

the communications tool also includes a social 

monitoring component, you can keep tabs on who’s 

talking about your brand or industry in real time.

https://www.cision.com/resources/white-papers/2021-global-comms-report/
https://www.cision.com/resources/white-papers/2021-global-comms-report/


2022 Media Database Buyer’s Guide 14 Copyright © 2022 Cision Ltd. All Rights Reserved.

Overcome Objections

When communications professionals or PR agencies conduct media training for executives, they make sure 

their subject matter experts are ready to contend with potentially controversial questions about areas that could 

damage the organization’s reputation. That same approach to media training applies to securing executive buy-in 

for your database (or anything, really). 

If you can anticipate senior decision-makers’ questions ahead of time, you can respond accordingly. Consider the 

following questions you may encounter – and how you should respond:

“Can’t you just do a search online?” 

That may have been doable a few years ago; however, given the vast, complex, and ever-changing media 

landscape, keeping up with all the changes is mission impossible. Jobs and outlets are disappearing every 

day as others emerge (and aren’t always easy to find via manual searches); meanwhile editors, reporters and 

other journalists are constantly changing roles or beats and moving from one employer to another. This rapidly 

changing landscape is one of the reasons Cision has an entire team dedicated to making more than 20,000 

updates to its records every day — and why it’s not a job a single human being can be expected to manage.

3
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“Can’t you just use a spreadsheet – or LinkedIn?” 

If creating an effective media list was nothing more than a series of names, 

titles and phone numbers, Excel might do the trick. But a media database also 

includes readily available (and up-to-date) details on beats, editorial calendars, 

pitch preferences and other information that is critical to making outreach efforts 

successful. (Reminder that the majority of journalists receive 50+ pitches a week, so 

standing out from the crowd is key to seeing results.) Trying to manage that on top 

of keeping up with all the industry changes mentioned above is far too much for 

one person to take on and be expected to perform the other aspects of their role. 

 

Platforms like LinkedIn, meanwhile, may allow searches for certain roles, 

publication names and individual names, but the onus is on the individual 

professional or organization to keep it up to date. There’s no guarantee you will 

get the same level of accuracy, nor will you get additional capabilities, such as 

monitoring and reporting.

“All that information is on social media now, isn’t it?” 

There’s no doubt that platforms like Twitter have radically transformed how 

journalists connect with their audiences. The reality of the average social feed, 

however, is a “blink and you missed it” scenario, where journalists might announce 

a job change or coverage change in a single tweet that soon disappears under 

numerous others.  

 

Unlike a media database, social media has no agreed-upon consistency or 

standardization in the way information is entered – and again, the onus is on the 

individual to keep their information up to date (and decide what they choose to 

disclose). 

 

Social media platforms also don’t give enough visibility into an influencer’s true 

potential to reach your target audience and shape their buying cycle. Targeting 

the journalists that actually reach your audiences could save your team time and 

improve your ROI significantly. For that, you need a database that connects the 

dots between your audience and the journalists who are particularly effective at 

reaching the audience on the specific topic you are pitching a story for.
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“We don’t have enough going on to necessitate a media database”

While that may seem true enough on the surface, there are likely a myriad potential stories you could tell about 

your company or brand that you aren’t taking advantage of – all opportunities to increase awareness of or spark 

interest in your company and all reasons to reach out to members of the media. A media database enables you 

to be more proactive in seeking earned media opportunities by helping you identify the right contacts to get 

your story in front of the right audiences. 

And even if you don’t plan to do any outreach, a media database comes in handy for the situations you can’t 

plan for. Should a situation occur that has the potential to put your company or brand in a bad light, you can 

proactively work to manage the situation – and own the narrative about your brand – before it becomes a crisis. 

Building media relationships is essential to protecting your corporate reputation and growing your business.

https://www.cision.com/2020/05/40-newsworthy-reasons-to-write-a-press-release/
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Closing Argument

It’s worth noting that a media database is so much more than a 
contact list: It’s a relationship management tool that helps you 
target the right journalists who connect with your desired audience, 
which will deliver a better ROI. On the other hand, mass emailing 
everyone on your contact list is a good way to burn your budget 
AND see terrible ROI on your outreach. (Need proof? See how Adobe 
improved ROI by narrowing their media list to the influencers 
actually reaching their audiences.)

Of course, we can’t anticipate every question your executive might 
ask, so try to add a few of your own questions to the list, based on 
what you know about their priorities and the overall organizational 
goals. 

https://www.cision.com/resources/success-stories/adobe/
https://www.cision.com/resources/success-stories/adobe/
https://www.cision.com/resources/success-stories/adobe/
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Final Thoughts: Avoiding Buyer’s Remorse

Today’s PR and communications professionals are held to a higher standard than they once were. In addition to 

being excellent communicators, they are also expected to be adept data analysts and act as strategic counsel to 

the C-Suite. To keep up with these higher demands and do their jobs effectively, PR and comms pros need the 

right tech tools in place. 

While the costs associated with a media database might have your executives take pause, it’s important – critical, 

in fact – to communicate the potential costs of not investing. Because your competitors are investing in this 

technology– and it’s enabling them to earn more earned media and gain a larger share of voice. It also means 

potential missed opportunities to amplify your brand in the eyes of the very customers your sales team is trying to 

attract, convert and retain. The more you can connect those dots for your leadership team, the better your chances 

of getting the powers that be to sign off on it.

Looking for a media database you AND your executives will love? The right media database can help you take 

your brand’s PR and communication strategy further. Ultimately, you need to choose the one that’s right for you. 

We invite you to take a tour of Cision Connect, and see where our capabilities meet your needs.

https://www.cision.com/request-demo/


Cision is a comprehensive communications platform 

enabling more than 100,000 public relations and 

marketing professionals around the world to 

understand, influence and amplify their stories. 

As the market leader, Cision enables the next 

generation of communication professionals to 

strategically operate in the modern media landscape 

where company success is directly impacted by public 

opinion. 

Cision has offices in 24 countries through the Americas, 

EMEA and APAC, and offers a suite of best-in-class 

solutions, including PR Newswire, MultiVu, Brandwatch, 

Cision Communications Cloud® and Cision Insights. 

To learn more, visit www.cision.com and follow @Cision 

on Twitter.

https://www.prnewswire.com/
https://www.multivu.com/
https://www.brandwatch.com/
https://www.cision.com/comms-cloud/
https://www.cision.com/research-intelligence/
https://www.cision.com/
https://twitter.com/cision
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