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Executive Summary

Brand newsrooms - once built primarily as a standalone media utility for journalists - have evolved
into something far more strategic.

In today’s digital landscape, consumers, investors, employees, retailers, and influencers increasingly
rely on brand-owned channels to understand a company’s products, values, leadership, and long-
term direction. At the same time, search engines and Al systems are using brand-controlled content
as a primary source of authority.

A recent survey conducted by Newspress reveals a clear trend: brand newsrooms now influence a
broader set of stakeholders than ever before and their impact extends beyond awareness into trust,
perception, and even purchase behavior.

The implication for brands is profound. In an era where trust is fragile and attention is increasingly
fragmented; the newsroom has become one of the few fully brand-controlled environments capable
of shaping perception across the entire stakeholder ecosystem. Brands that continue to treat the
newsroom as a press-only utility risk underleveraging one of their most powerful owned assets.

This Newspress white paper explores the evolving role of the newsroom, the expectations of modern
audiences, and the strategic opportunity for brands to transform their newsroom into a central pillar
of communication and influence.

1. The Newsroom'’s Expanding Role in Brand Communication

For decades, a company’s newsroom served a single purpose: to provide journalists with a dedicated portal
where they could access accurate, timely information. However, media consumption has fragmented
dramatically. Audiences increasingly seek information directly from brands, bypassing traditional
intermediaries.
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A modern newsroom now functions as:

« Atrusted source of official information

« A content hub for product stories, innovation, and leadership

« A reputation management tool

« Aresource for consumers researching purchases

» A platform for transparency and corporate values

« Adistribution engine for multimedia assets used by press, influencers, and brand partners

The newsroom has become a strategic asset, not simply a support function.
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1.1 Why the Newsroom'’s Evolution is Accelerating Now

Several macro trends are converging to elevate the role of the
brand newsroom:

« Erosion of third-party trust: With trust in traditional and social
media at historic lows, audiences now gravitate toward primary
sources they perceive as more authentic, transparent, and free
from institutional bias.

« The rise of direct-to-consumer relationships: Brands no longer
rely solely on intermediaries to tell their story. Increasingly,
consumers reward brands that speak for themselves, not
through intermediaries.

« Algorithm-driven discovery: Search engines and more recently,
Al platforms increasingly surface brand-owned content as
authoritative sources. Al systems use owned brand content as
the foundation of authority. Owned content is no longer just
SEO fuel — it is a core component of how Al decides what to
surface.

« The decline of organic social reach: Latest data shows a
dramatic drop in organic social reach across nearly every major
platform. Multiple 2024-2025 studies confirm steep reductions
in unpaid visibility due to algorithm changes, content
saturation, and platforms prioritizing paid distribution. As
platforms restrict visibility, owned channels regain strategic
value.

Q Insights

The newsroom’s transformation is not optional - it is a direct
response to structural shifts in how information is found,
evaluated, and trusted.
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2. What Our Research Shows: Newsro;)ms Influence .
More Than Journalists i = M

Methodology Note

Newspress surveyed consumers in the UK (n=251) and US (m=250) to understand awareness, level of
usage, perceived value, trust, behavioral impact, and the role brand newsrooms play in decision-making.

Respondents represented a cross-section of age groups and digital consumption habits, enabling insight
into both current and emerging audience expectations.

The findings are clear: brand newsrooms are no longer a press-only utility. A significant proportion of
consumers already use them, and a meaningful minority also report that newsroom content has
influenced their buying decisions.

2.1 Consumers Are Already Using Brand Newsrooms — At Scale

A brand newsroom is not a niche destination. It is an
increasingly influential component in how many
consumers research brands and products. Our findings
show:

In the UK:

« 58.6% of consumers say they have visited brand
newsrooms occasionally or regularly

o 19.9% have heard of them but haven't visited

* 41.4% have not visited

In the US:

« 50.8% of consumers say they have visited a brand
newsroom occasionally or regularly

+ 20.8% have heard of them but haven't visited

« 28.4% have not visited

Q- Insights

Consumers are not just aware of brand newsrooms — around half
are already using them, underlining the opportunity is not
theoretical; it is already active.



2.2 Official Brand Information Matters & Consumers
Demand Useful Content

Our findings re-emphasize the value consumers place on official
brand information - consistent with research that shows such
official information reduces consumer uncertainty. Consumers
increasingly want access to official, direct, brand-owned
information, but they will only engage when it provides real
value. When asked how important it is to access official brand

information:

UK
« The largest group rated it “Somewhat important”
s Smaller segments rated it “Very important” or “Not important”

us
« The largest group also rated it “Somewhat important”
« The US showed a stronger “high importance” segment, with
more consumers selecting “Very important”

Q Insights

Consumers want official brand information — but they judge it through a simple lens:
Is it genuinely useful, easy to find, and worth my time?

This means brands cannot treat newsrooms as a static archive, They must be designed as a
consumer-grade information experience where information is useful, relevant, and easy to access.

2.3 Trustis Not Automatic - But Newsroom Content Can Earn It
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Across both regions, consumers do not simply assume brand updates are trustworthy simply because they
are “official.” Neutral responses were common when asked whether brand updates increase trust, underlining
the consumer applies a consistent level of interrogation to information, even if it is from an “official” source.

Q Insights

Trust is not granted by default or simply by publishing a higher volume of content.
Instead, it must be earned through:

« Clarity

« Transparency
« Credibility

« Consistency
« Proof points

A newsroom that feels vague, overly corporate, or difficult to navigate will not build

trust — it will reinforce skepticism. A newsroom cannot rely on volume; it must deliver
substance or risk being ignored.
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2.4 Newsrooms Influence Purchase Decisions
and Create High-Intent Consumers
Have you ever used brand's

Our research confirms that brand newsrooms play a newsroom content to decide
meaningful role in consumer decision-making, particularly for whether to buy?
buyers seeking confidence, reassurance, or verification. When ®uUK ®us
asked whether newsroom content has influenced purchase 60
decisions:
50
UK 40
« 19.1% said they have been influenced once or twice or
multiple times %
« A further 19.1% said “not yet, but | would if the content 20
was useful”
10
us 0

« 26.8% said they have been influenced once or twice or bl Yol i damsnt v sl
multiple times

« A further 20.0% said “not yet, but | would if the content
was useful”

Q Insights

Brand newsrooms already influence purchase behavior for around 1in 5 consumers in the UK and
more than 1in 4 in the US. A further ~1in 5 consumers across both markets represent an
“influence-ready” audience.

This is the strongest commercial argument for treating the newsroom as a consumer experience:
it helps reduce doubt, validate claims, and support purchase confidence.

2.5 The Strategic Takeaway: Brands Must Build Newsrooms for Consumers -
Not Just Press

Our consumer data points to a clear conclusion: consumers are already using brand newsrooms,
and a meaningful minority are using them to inform purchase decisions.

That means the newsroom is no longer just a media tool. It is a high-intent destination where
consumers go to:

« Confirm facts

« Evaluate credibility

« Form product comparisons

« Understand values and reputation

« Reduce uncertainty before purchase

Q Insights

Brands that design their newsrooms purely for journalists risk missing a growing, open-to-influence

audience that is already present, active and already making purchase decisions.




3. The Newsroom as a
Multi-Stakeholder Platform

Beyond journalists and consumers, modern
newsrooms influence a wide range of stakeholders:

3.1Influencers & Content Creators

An audience which seeks official assets, product
details, and brand narratives to ensure accuracy
and avoid misinformation.

3.2 Retailers & Dealers
They use newsroom content to underpin product
launches, customer enquiries, and local marketing.

3.3 Employees & Prospective Talent

Offering a key signal of brand momentum to
potential hires, a newsroom also highlights
innovation and culture to the talent audience, key
factors in employer reputation.

3.4 Investors & Analysts

A source of consistent, transparent updates help
shape perceptions of stability, leadership, and
long-term strategy.

3.5 Al Systems & Search Engines

A more recent development is the role of brand-
owned content such as that hosted by newsrooms,
increasingly feeding structured, authoritative
content into Al-driven search and summarization
tools.

As large language models and Al-powered search
systems summarize brand narratives
automatically, the newsroom becomes a training
ground for how machines understand a brand.

Structured, accurate, and frequently updated
newsroom content directly influences:

« How brands appear in Al-generated answers
« What information is prioritized
« Which narratives persist

3

The Newsroom Value Stack

Modern brand newsrooms now operate across
three strategic layers:

Foundational Layer - Credibility & Access
Accurate information, media assets, fast delivery,
reliability.

Engagement Layer - Storytelling & Utility
Product stories, explainers, leadership content,
multimedia.

Strategic Layer - Influence & Intelligence
Perception shaping, Al visibility, analytics-driven
optimization, stakeholder alignment.

Q Insights

Most brands operate comfortably at the
foundational layer. Competitive advantage
increasingly comes from mastering the
engagement and strategic layers.




4. What Makes a Newsroom Effective Today

Based on survey insights and decades of Newspress
experience powering newsrooms for leading automotive
brands, the most effective newsrooms share five
characteristics: . Dicoé iseccptast

4.1 High-Quality, Credible Content
Audiences consistently reward clarity, transparency, and
substance.

4.2 Intuitive Navigation & Search
Stakeholders must be able to find what they need in seconds.

4.3 Multimedia-Rich Storytelling
Images, video, and downloadable assets increase engagement

and shareability.

4.4 Performance, Speed & Accessibility
Slow or inaccessible sites erode trust and reduce usage

4.5 A Platform Built for Journalists — But Valuable to Everyone

The newsroom must continue to serve its core audience - offering a reliable source of timely information

and assets - while also welcoming new ones.

5. Strategic Recommendations for Brands

5.1 0ur Key Takeaway
Our research confirms that brand newsrooms are already E
influencing decisions. Consumer behavior illustrates: ﬂ s

+ ~55% have visited a brand newsroom (UK & US combined)

« ~23% say newsroom content has influenced a purchase
decision

s ~20% say they haven't used one yet — but would if the
content was useful

Q Insights

This is not a future trend. Consumers are already using newsrooms and they
are already shaping outcomes.
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5.2 Treat the Newsroom as a Core Brand Asset
Think not as a subpage but as a key destination for a multi-
stakeholder audience.

5.3 Build for Multi-Audience Needs
Journalists, consumers, influencers, and partners all require
different content formats.

5.4 Prioritize Content Quality Over Volume
Your audience has spoken quality is the trust driver.

5.5 Use Data to Shape Editorial Strategy

Tools such as those offered in Newspress' newsroom solutions
provide data insights that reveal where engagement is strong
and where opportunity lies.

5.6 Invest in Performance, Security & Scalability
A newsroom must be fast, secure, and future-proof.

From Basic to Strategic: Newsroom Maturity Stages

’L Stage 1: Press releases, asset hosting,
~ Media Utility reactive updates.

Stage 2: Product storytelling, consumer-friendly

Brand Platform navigation, multimedia-first design.

Stage 3: Al-optimized content, analytics-driven editorial, stakeholder-
Influence Engine specific experiences, cross-functional integration.
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Q Insights

Most brands sit between Stage 1 and Stage 2. The strategic opportunity lies in advancing
toward Stage 3.




Conclusion: The Newsroom'’s
Moment Has Arrived

The brand newsroom has evolved from a press-only resource into a
powerful, multi-stakeholder communication platform. As audiences seek
direct, credible information from brands. the newsroom becomes a
strategic asset that shapes perception, builds trust, and supports
decision-making.

Newspress'’s research confirms that while engagement varies by region,
the opportunity is universal: brands that invest in high-quality newsroom
experiences can influence far more than journalists - they can influence
everyone who matters.

The strategic question is no longer whether brands need a newsroom, but
what kind of newsroom they choose to build.

Those that treat it simply as infrastructure will be outpaced by those who
treat it as a tool to influence.

In an era defined by trust, discoverability, and Al-mediated visibility, the
newsroom is no longer just where news lives, it is where brand perception
is built.

Book your Newspress newsroom demo today
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