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Overview

The Public Relations Society of America (PRSA), based in New York City, is the world’s largest organization for public 

relations professionals. The Society has more than 30,000 professional and student members. Chartered in 1947, 

PRSA’s primary objectives are to advance the standards of the public relations profession and to provide members 

with professional development opportunities through continuing education programs, information exchange forums and 

research projects conducted on the national and local levels. 

The services provided by Bacon’s Information Inc. help PR professionals maximize communication results by providing 

integrated solutions designed to give clients the ability to target their messages efficiently, customize the distribution 

of information, monitor media coverage and evaluate results to determine if PR objectives have been met. Most of the 

Fortune 500 companies are among their client base, but so are one-person firms, as well as most PR firms, nonprofit 

and governmental organizations.         

While PRSA educates communications professionals on new industry developments, Bacon’s helps that same audience 

maximize results with its media intelligence and research solutions. In order to gain a better understanding of the 

opinions of its members and those interested in the field of public relations, PRSA, together with Bacon’s Information, 

Inc., decided to survey this audience via an online survey.  

The research conducted by Delahaye, a division of Bacon’s Information, explored several areas of interest to PRSA 

members and nonmembers interested in the field of public relations. Specifically, areas analyzed in the research 

included: 

  •  Demographic information, including type and size of organization, authority level, salary, number 
of public relations department employees, reporting order for public relations (hereafter referred 
to as “PR”) within the organization.

  •  Respondents’ beliefs on how top management views the contributions of public relations.

  •  Typical budget for PR-related purchases and if PR spending in their organization experienced 
an increase or decrease in 2006.

  •  How respondents spend their work time, as well as how their PR budget is allocated across 
various services. 

  •   Perceptions on the single greatest issue facing the PR profession.

  •   Identifying which organization has the strongest voice against PR and PR issues, and 
perceptions as to how PRSA should be involved in advocating for such issues.

  •  The importance of various attributes when selecting a PR service company.

Bacon’s and PRSA are pleased to provide a vehicle for these insights and to enable communicators to share their 

perspective. Our goal in producing the data and commentary in this report is to help public relations professionals 

better understand and plan for the future. 
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About the Survey

PRSA and Delahaye, a division of Bacon’s Information Inc., jointly developed the custom research instrument.  

The questionnaire consisted primarily of closed-ended questions with an opportunity to explain some “Other” 

responses. The contact sample, consisting of approximately 15,000 professionals related to the PR field, many  

of whom are members of PRSA, was provided by PRSA and Bacon’s Information. 

Contacts were solicited to participate in the study via e-mail and offered an incentive — all survey participants  

were entered into a drawing for a free registration to the 2006 PRSA Conference held in Salt Lake City. Returns  

were collected in September and October of 2006. After elimination of duplicate responses, 1,493 individuals 

responded to the less than 10-minute questionnaire. The large number of respondents constitutes a statistically 

representative sample size of this universe. Percentages reported are based on those who provided a response 

for each question. Statistical analysis consisted of frequencies and a complete set of statistical cross-tabulations. 

Statistical testing based on a 95 percent confidence interval was implemented to analyze any differences in 

respondent sub-populations. 

About PRSA

The Public Relations Society of America, based in New York City, is the world’s largest organization for public 

relations professionals. The Society has more than 30,000 professional and student members. PRSA is organized 

into 109 Chapters nationwide, 19 Professional Interest Sections, along with Affinity Groups, which represent business 

and industry, counseling firms, independent practitioners, military, government, associations, hospitals, schools, 

professional services firms and nonprofit organizations. The Public Relations Student Society of America (PRSSA) 

has 278 Chapters at colleges and universities throughout the United States.

About Bacon’s Information Inc.

Bacon’s, a subsidiary of Observer AB, helps marketing and PR professionals maximize results in media relations. 

Bacon’s provides integrated service solutions designed to give clients the ability to target their messages efficiently, 

customize distribution of information, monitor media coverage and evaluate campaigns to determine if PR objectives 

have been met. 
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Executive Summary

When asked if top management believes that PR contributes to moving the organization forward in terms of 

reputation, market share and financial success/sales, the strongest response indicated that most felt that their top 

management or CEO believes that PR contributes to moving their organization’s reputation forward. 

Ethical issues, individual privacy, and organizational integrity were rated as issues most important to the PR industry, 

while trends such as the proliferation of new communications channels, text messaging, and MySpace were rated 

highest in importance of the six trends examined. While over half of respondents interviewed saw no one group 

as the strongest voice on issues against the PR industry, eight out of ten respondents thought that PRSA should 

be the voice for the PR industry when addressing these issues. When asked to choose from among four different 

issues, respondents felt the greatest, single challenge faced by the PR profession is upholding credibility within an 

environment where the lines between PR, advertising and journalism are growing increasingly vague.

When asked questions related to the type and size of their organization, most respondents (34%) indicated that 

they worked for either private or public corporations, while 33% indicated that they worked in organizations with 

more than 1,000 employees. The average size of respondents’ organizations in terms of employees was 250. 

Respondents most often categorized their authority level at senior or executive management with a median  

annual salary of $71,480 overall.

When asked if they experienced an increase or decrease in spending in 2006, 52% of respondents interviewed 

reported that their PR budget had not experienced any changes in 2006 — however, over one-third did report an 

increase. When asked what their typical budget was for purchasing PR-related products and services, the average 

budget was reported as $45,800.    

When asked how they typically spent their work time (in terms of 15 different activities) almost one-quarter of 

respondents indicated that it was spent on media relations. When asked to quantify their PR budget in terms of 

services utilized, about half of the respondents’ PR budgets were made up of four services; agency fees (14%), 

press release/newswire services (13%), media monitoring (11%), and event planning (10%).

Respondents were also asked to rate the usefulness of ten different sources for acquiring information about PR, or 

PR services companies. Of these ten, the Internet and Web sites were perceived as most useful. When asked about 

the importance of certain attributes when choosing a PR services firm, quality of products/services was seen as the 

most important attribute followed closely by customer service and corporate reputation.   
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Highlights

CEO Perceptions of PR 

CHART 1

How much do you agree or disagree that the top 
management/CEO at your organization believes that 
PR contributes to moving the organization forward in 
terms of each of the following?

Respondents were asked to what extent they agree that the 
top management or CEO of their organization believes that 
PR contributes to moving the organization forward in terms of 
three aspects: reputation of the organization, market share and 
financial success/sales. Of these three, agreement was strongest 
concerning reputation of the organization which received an 
average agreement score of 4.51 on a five-point scale. Although 
positive, average agreement levels were lower concerning 
respondents’ perceptions that management sees PR as moving 
the organization forward in terms of financial success/sales (3.94) 
and market share (3.90), overall. Respondents from smaller 
organizations (50 or fewer employees) agreed significantly more 
strongly, compared to respondents at other size organizations, that 
their top management saw PR as moving the organization forward 
on all three of these aspects.  

Issues, Trends, Challenges and Voice

CHART 2 

How important do you think each of the following 
issues are to the PR industry and your practice of 
the function?

Ethical issues: individual privacy, organizational integrity, etc. 
were rated the highest in importance (4.60) to the PR industry 
and respondents’ practice of the function. This was followed 
by Government regulation: HIPPA, Sarbanes Oxley, Reg FD, 
VNR regulations, etc. at 4.12. First amendment issues: FCC, 
media ownership, etc. were also rated as important (4.01). The 
remaining issue examined (procurement issues) was rated 
essentially as not important, falling just below 3.50 at 3.48. “Other” 
issues as indicated by approximately 9 percent of respondents 
included the changing/consolidating media environment such as 
the impact of technology and blogs, the use and value of data and 
measurement in PR, and educating management, staff and public 
on the value of PR.    
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CHART 3  

How important do you think each of the following trends 
are to the public relations industry and your practice of 
the function?

Similar to the “Other” issues written in as important in the previous 
question, the trend of proliferation of new communications channels: 
including text messaging, MySpace, etc. was rated highest in 
importance of the six trends examined at 4.51 on a five-point scale. 
Respondents at smaller organizations (50 or fewer employees) rated 
this trend significantly higher in importance than their counterparts 
at larger organizations. Likewise, respondents with executive 
management level authority rated this trend significantly higher than 
did respondents with lower levels of authority in their organization. 
Overall, respondents rated three of the six trends strongly in terms of 
importance: IMC – Integrated Marketing Communications was rated 
at 4.24 in importance, followed by globalization of PR at 4.14. Rated 
less strongly, but still positively in importance was the trend of divided 
interests and rise in antagonistic communication (outrage industry, 
anti-corporate, anti-American groups) at 3.73. Respondents at larger 
organizations (1,000 or more employees – 3.86) rated this significantly 
higher than did respondents at other organizations. Industry 
consolidation – specialization, holding companies was seen as less 
important (3.53) and respondents appeared even less concerned about 
the trend of outsourcing of PR jobs overseas as it received an average 
score of only 3.13. Only about 5 percent of respondents mentioned an 
“Other” trend of importance. These included the mix/confusion/cross-
over of PR, marketing and advertising, and the failure to establish 
accreditation, regulation or certification of PR practitioners.

CHART 4  

If you had to choose one, which of the following do you 
believe has the strongest voice on the issues against 
the PR industry today?

Over half of respondents interviewed (54%) saw no one group as 
the strongest voice on the issues against the PR industry currently, 
but one-third (34%) saw this force as the media, including consumer 
journalists – blogs. 

CHART 5 

Do you think that PRSA should be the voice for the public 
relations industry when addressing these issues?

Eight out-of-ten respondents thought that PRSA should be the voice 
for the PR industry when addressing these issues. Specifically, almost 
two-thirds (64%) said that PRSA, both nationally and in partnership with 
chapters should take on this role, while 17 percent thought that PRSA 
should be the voice for the PR industry at the national level only. 
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CHART 6 

Which one of the following do you consider to be the 
profession’s greatest, single challenge?

When asked to choose from among four different issues 
regarding what was the greatest, single challenge faced by the 
PR profession, upholding credibility within an environment where 
the lines between PR, advertising and journalism are growing 
increasingly vague was chosen most often (41%). This is similar 
to the “Other” trend of importance written in by respondents 
regarding the confusion and crossover of these areas. Following 
upholding credibility was universalizing our ability to demonstrate 
a clear return-on-PR-investment, thereby proving the value of PR 
(39%). Other challenges tested were chosen far less frequently 
(11% or less). Only 3 percent of respondents mentioned an 
“Other” challenge. 

Who We Are

CHART 7 

Which one of the following best describes the type of 
organization you work for?

Respondents were asked several demographic-oriented questions 
regarding their organization and situation. Almost one-fifth (19%) 
worked for a nonprofit/foundation, privately held corporation (18%) 
or a PR agency (17%), while 16 percent worked for a publicly held 
corporation. Respondents to this survey also included those in 
government (10%) and educational institutions (8%). 

CHART 7. A 

Which one of the following best describes the size of your 
organization in terms of the number of employees?

Those working for PR agencies were significantly more often working 
in smaller companies with 50 or fewer employees (35%) compared 
to medium (12%) or larger companies (2%), while those in nonprofit/
foundations were significantly more likely to be employed at small 
(22%) to medium size organizations (23%) compared to larger 
organizations (from 1,001 to more than 5,000 employees, 33%.) 
The average size of respondents’ organizations in terms of 
employees was 250 overall. 
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CHART 8

Which one of the following best describes your authority level?

Respondents most often categorized their authority level at senior or 
executive management (38%) followed by manager (35%). Just over one-
fifth were account executives/PR specialists (22%) and 5 percent identified 
themselves as associate/entry-level. Those identifying their authority level 
as senior or executive management were significantly more likely to work in 
smaller organizations of 50 or fewer employees (55%) compared to medium 
(51 – 1,000 employees – 29%) or larger (more than 1,000 employees 
– 28%) organizations. 

CHART 8.A 

Which one of the following includes your salary?

The median annual salary reported by respondents was 
$71,480 overall. There was little variation between the 
median salary for those working in small companies 
($64,460) and medium size companies ($66,800), while the 
median salary for those working in larger companies was 
$82,300. As can be inferred, authority level directly affects 
annual salary figures — those with senior or executive level 
authority reported a median salary of $94,800, managers 
$71,600, account executives/PR specialists $47,500, and 
associate/entry-level $26,000.    

CHART 9 

What organizational department does your 
PR function report to? 

Respondents interviewed said that their organization’s 
PR function most often reported to either the  
C-Suite, CEO and/or president (39%), or marketing/
communications (32%). All other options were 
mentioned by 6 percent or fewer respondents.  
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How We Spend Our Time and Budgets

CHART 10  

Has your organization experienced an increase or 
decrease in PR spending this year (2006)?

The majority of respondents interviewed (52%) reported that their 
PR budget had not experienced any changes in 2006. Over one-
third (37%) did report an increase, while only 11 percent reported 
a decrease. Interestingly enough, respondents at smaller sized 
organizations significantly more often reported an increase in their 
PR spending in 2006 (50 or fewer employees - 41%) compared to 
respondents at larger size organizations (over 1,000 employees - 
32%). Decreases in 2006 PR spending were fairly evenly distributed 
across the various size organizations, with 9 to 12 percent reporting 
decreases. Respondents from larger sized organizations reported 
no change in 2006 PR spending significantly more often (1,000 or 
more employees – 57%) compared to those at smaller organizations 
(50 or fewer employees – 50%). The average decrease in 2006 
PR spending was 20%; the average increase 29%. This average 
increase was significantly higher in small organizations 
(50 or fewer employees – 35%) compared to larger organizations 
(1,000 or more employees – 23%).   

CHART 11 

Approximately what is your typical budget for purchasing 
PR-related products and services?

The average budget for PR-related products and services was reported 
as $45,800. This average figure ranged from $32,700 for organizations 
with 50 or fewer employees, to $44,900 for organizations with 51 – 1,000 
employees, to $177,500 for those with more than 1,000 employees. 

CHART 12 

How many employees are currently working in your PR 
department?

When asked how many employees currently worked in their PR 
department, three out of ten (30%) identified just themselves, while 45 
percent identified 2 – 5 employees. In addition, 12 percent said 6 – 10 
employees, and 13 percent said more than 10 employees. While some 
small and medium sized companies reported to have more than six PR 
department employees, this occurred significantly more often in larger 
size companies (6 – 10 employees – 19%, more than 10 employees 
– 27%). 
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CHART 13

What percentage of your work time do you typically 
spend on each of the following?

When asked how they typically spent their work time (in terms 
of 15 different activities) almost one-quarter (24%) responded 
that it is spent on media relations. This percentage is 
significantly higher for those working in smaller organizations 
(50 or fewer employees – 25%) compared to those working 
in larger organizations (more than 1,000 employees – 22%). 
Marketing communications took up an average of 12 
percent of respondents’ time at work overall, with corporate 
communications accounting for another 10 percent. Other 
categories took up 7 percent or less of respondents’ time at 
work. In terms of organization size, respondents at larger 
sized organizations (more than 1,000 employees) spent a 
significantly higher percentage of their time on corporate 
communications (15%) and crisis communications (6%) 
compared to respondents at other sized organizations. 
Respondents at smaller organizations (50 or fewer 
employees) spent significantly more time on PR counseling 
(7%), research (6%), and business development (6%) compared 
to their counterparts at other sized organizations. Respondents 
at medium sized organizations (51 – 1,000 employees) spent 
significantly more time on community relations (9%) compared to 
those at other size organizations. 

CHART 14

What percentage of your total PR budget is 
allocated to each of the following?

In a similar vein, respondents were asked to quantify their 
PR budget in terms of services utilized. It should be noted 
that some respondents found this question difficult to answer 
as they indicated that not all of the categories applied to their 
organization due to its structure. This was especially true for 
agencies. However, about half of respondents’ PR budget 
could be accounted for by four services: agency fees (14%), 
press release/newswire services (13%), media monitoring 
(11%), and event planning (10%). Media database research 
accounted for another 9 percent of respondents’ PR services 
budget, followed by consulting services (8%), technology (7%), 
evaluation/measurement (6%) and media/executive training 
(4%). The final 18 percent was accounted for in the “Other” 
category. Many of these “Other” responses included production 
costs, such as printing, photography, videography, design 
and mailing. Advertising costs also accounted for many of the 
“Other” responses, as did the assertion from respondents at 
agencies that they performed all of these services in-house. 
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CHART 15 

How useful are each of the following sources for acquiring 
information about PR or PR services companies?

Respondents were also asked to rate the usefulness of ten 
different sources for acquiring information about PR or PR 
services companies. Of these ten, five were given average 
scores of 4.00 or higher, indicating respondents’ perceptions 
of strong levels of usefulness. Of these, Internet Web sites 
was perceived as most useful, garnering an average score of 
4.57 out of 5.00. Respondents in smaller sized organizations 
(50 or fewer employees) found Internet Web sites to be very 
useful significantly more often (68%) then those in medium 
sized organizations (60%) or larger sized organizations (62%). 
Also rated similarly high was word of mouth – coworkers or 
colleagues (4.51) and professional organizations such as 
PRSA (4.41). Respondents in larger organizations (4.45) 
and also medium sized organizations (4.46) both saw PRSA 
as a significantly more useful information source than did 
respondents in smaller organizations (4.32). The same 
significant pattern can be observed for respondents with 
account executive levels of authority (4.57) compared to 
executive management (4.29) or manager (4.41) levels of 
authority. Seen as strongly useful, but slightly less so than the 
previous three sources, is articles in trade publications (4.02) 
and industry e-mail newsletters (4.00). 

Respondents in smaller organizations found articles in trade 
publications and industry e-mail newsletters significantly more useful 
(4.04) than those in medium or larger sized organizations. Three 
sources were seen as essentially not useful to respondents: direct 
marketing from companies in the industry (3.19), advertising in trade 
publications (3.16) and industry podcasts (3.10). Industry blogs, much-
mentioned in previous questions, received a near neutral average score 
of 3.52 on usefulness as an information source. Only two percent of 
respondents overall provided an explanation for their “Other” source 
rating, many of which were not different sources but commentary on the 
sources that were previously listed. One that did receive a few mentions 
was academic sources such as universities. 

CHART 15.A  

How important are each of the following to you 
when selecting a PR services company?

In a similar question format, respondents were asked to rate 
the importance of 14 different attributes when selecting a 
PR services company. The attribute seen as most important 
was quality of products/services (4.80). This attribute was 
seen as significantly more important by respondents at larger 
sized organizations (4.84) compared to those at medium 
sized organizations (4.77). Following closely behind was 
customer service (4.78), company reputation (4.76), adhering 
to deadlines (4.74) and budgets (4.73). All of these scores 
showed little or no variation by company size, but the last of 
this grouping amount of experience/level of expertise in PR 
(4.71) was rated significantly higher by respondents in larger 
organizations (4.77) compared to respondents in other sized 
organizations. Only one company attribute garnered a negative 
average importance score: international capabilities (3.12).  
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