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Overview
Modern newsrooms should be more than just a place to push out company press 
releases. They have to satisfy the needs of various audiences, be optimised for 
search engines, enable content to be easily discoverable, facilitate sharing, and 
provide a “next step” for visitors to take.

We’ve reviewed 39 of the top semiconductor companies in the world to determine 
what functionality and content their newsrooms provide to visitors, and how this fits 
in with best practice.

Methodology
39 companies’ newsrooms were analysed for best practice in the following areas:

• Discovery
• Content
• Distribution & re-distribution
• Subscription options
• Contact information

The components of each area are covered in the appendix.

1. Altera
2. AMD
3.  Analog Devices
4. ARM
5. Atmel
6. Broadcom
7. Cadence
8. Dialog Semiconductor
9. Diodes Inc
10. Exar
11. Fairchild
12. Fujitsu
13. IDT
14. Imagination
15. Infineon
16. Intel
17. Intersil
18. Linear Technology
19. Maxim 
20. MediaTek
21. Microchip 
22. Micron 
23. Microsemi
24. Nichia
25. NVIDIA
26. NXP
27. ON Semiconductor
28. Qualcomm
29. Renesas 
30. ROHM
31. Samsung Electronics
32. Semtech
33. Silicon Labs
34. SK Hynix
35. Sony Professional Solutions
36. STMicroelectronics
37. Texas Instruments
38. Toshiba Semiconductor
39. Xilinx

39 companies analysed:
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Discovery
How easy is it to find your newsroom? 
Is it linked prominently within your 
website (i.e. not hidden within footer 
links, or buried within the company 
information page)? Does it appear on 
the first page of Google search results 
when doing a brand search?

All 39 companies provided a link to 
their newsroom on the homepage of 
their website, although the placement 
and prominence of the link varied: 
sometimes within the main navigation 
menu; others feature the link within 
a dropdown menu under the “about 
us” section. Others almost hide their 
newsroom link in the footer.

Once a visitor has found your newsroom, how easy is it for them to find the 
information they’re after, or to find additional information related to this?
The use of search tools to help users find the content they want is an essential 
starting point, especially in a well-populated newsroom, and all but two of the 
companies reviewed provided a search tool. Search is more than just a tool to help 
visitors navigate your newsroom (or indeed your website). When integrated with 
web analytics, search analytics provide insights into your visitors intentions, the 
terminology they use (which can be used for insights into your SEO strategy), and 
helps determine how effective the newsroom structure is at guiding visitors to the 
content they want.

If your search results page is the most frequently viewed page after visitors hit the 
homepage, maybe your site structure isn’t as clear as it should be, or maybe the 
terminology used differs from that used by visitors.

A basic search tool is sometimes not enough, especially for newsrooms with a large 
volume of diverse content. Providing filters for media type or category helps visitors 
to drill down to exactly what they’re after. Somewhat surprisingly, only 44% of the 
companies reviewed provided this functionality.

In addition, effective categorisation of content through the use of tags and 
categories increases visitor engagement by providing related content that may 
be of interest based on what they are currently viewing, as well as providing an 
alternative means of navigation for visitors.
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Figure 1: The functionality newsrooms 
provide to help visitors discover content
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Content
Published content needs to go far beyond the simple reproduction of press releases 
and articles.

Related material in the form of images and video (and potentially even audio) 
should be embedded within, or linked from, the content.

It should be easy for users to be able to re-use media, either by providing embed 
tags, or for direct downloads. Supplementary material should be easily downloaded 
and, in the case of images, be of sufficient quality to be reproduced
offline – i.e. hi-res images.

Published content needs to be up-to-date. This is necessary to show visitors that 
the newsroom is the most up-to-date source of information, and is also required for 
SEO purposes – Google loves “fresh” content.

Added value can be achieved through the integration of blogs, related news, opinion 
pieces, customer advice and competitions. This of course helps enhance your 
visitors’ experience, retain their interest, and drive them further down the sales 
funnel.

Distribution and re-distribution
To ensure published content gets the greatest dispersion and visibility, it needs to be 
distributed to, and be accessible through, multiple channels:

• Corporate website
• Social media sites
• Company blog(s)
• Eshots and email newsletters
• News aggregation sites

In addition to pushing content through 
the above channels, a newsroom should 
provide functionality for visitors to share 
and re-use content, through the use of 
downloadable hi-res images (for offline 
use), embeddable videos, and social 
sharing mechanisms.

Social sharing and downloadable assets 
were the most common distribution 
tools provided to users, but 5 of the 
39 newsrooms reviewed provided no 
means for visitors to share or re-use 
content.
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Figure 2. Content types published in 
newsrooms in addition to press releases
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Figure 3. Content distribution tools 
provided to newsroom visitors
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Social integration
In addition to integrating blog posts within a newsroom, content from other social 
media channels should be included as and where appropriate. Integrating videos 
from YouTube, or photos from your preferred image-based social network provides 
engaging, relevant content to visitors to your newsroom, demonstrates additional 
ways that they can stay in touch with company news, and boosts SEO signals from 
these social channels. Google recognises the increase in the number of hits / views 
of a particular piece of content.

Providing social sharing tools on every unique piece of content published on your 
newsroom also ensures the content can easily be shared, as well as boosting SEO 
efforts.

Providing a comments system is also a means of encouraging engagement and 
creating a community.

Subscription options
Traditionally this has been achieved 
through e-newsletter registrations, 
but this is just one way that a modern 
audience consumes news.

It is therefore essential to provide 
other means: RSS feeds (segmented 
by category if relevant), plus links to 
corporate social channels on Twitter, 
LinkedIn, Google+, Facebook, etc. 
enables your visitors to subscribe 
through their preferred communications 
channel.

Direct Contact
Even if you have the easiest newsroom to use, with a vast array of content, 
sometimes visitors will want to speak to someone directly. The contact details 
provided should be personalised with the name, email address and telephone 
number of the appropriate person, as this generates greater response rates than 
anonymous forms or generic email addresses.

Providing a relevant contact on key news releases is obvious, but sometimes 
overlooked. In addition, a directory of contacts should be provided, broken down by 
region and/or sector, making it easy for the visitor to find the appropriate contact 
for their specific enquiry.

13 of the 39 newsrooms reviewed provide both individual contact details on press 
releases as well as a directory of media contacts.
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Figure 4. Most popular subscription 
options provided to visitors
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Analytics
Newsrooms, like any other online marketing activities, should include an analytics 
package to provide insights into usage. This could be a bespoke reporting system, 
or an extension of your existing web metrics solution, providing insights into:

•  Channel sources: the number of visits / visitors to the newsroom segmented 
by the channel that drove them

•  Actions: what content did they view, and what was downloaded?
•  Social interactions: what content was shared?
•  Subscriptions: how many visitors signed up to receive news by email, by RSS 

feed, or followed your corporate social channels?
•   Where they went next: integrating additional content other than simple press 

releases provides the opportunity to drive traffic to the next stage in the sales 
cycle.

Figure 5. A simplified newsroom process
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Rank # Company Discovery Content Distribution Subscription Contact Total

1 Texas Instruments 4 3 3 3 1 14
2 Imagination 4 4 2 2 1 13
3 Intersil 4 2 2 2 2 12
3 NVIDIA 2 3 2 3 2 12
3 NXP 3 3 2 2 2 12
3 Silicon Labs 3 2 2 3 2 12
3 Xilinx 4 2 3 2 1 12
8 Altera 4 2 1 2 2 11
8 Broadcom 3 3 1 2 2 11
8 Dialog Semiconductor 4 3 2 1 1 11
8 Intel 3 3 1 3 1 11
12 Atmel 2 3 2 2 1 10
12 Linear Technology 4 2 1 1 2 10
12 Qualcomm 4 3 2 0 1 10
12 Semtech 4 2 1 2 1 10
12 STMicroelectronics 4 2 1 2 1 10
17 Micron 2 1 1 3 2 9
18 Analog Devices 2 2 1 2 1 8
18 Cadence 2 1 1 2 2 8
18 Infineon 4 1 1 0 2 8
18 Maxim Integrated 2 1 2 1 2 8
18 Microchip Technology 2 1 2 2 1 8
18 Microsemi 2 1 2 2 1 8
18 ON Semiconductor 2 3 1 1 1 8
18 SK Hynix 4 2 1 0 1 8
18 Sony  2 1 2 1 2 8
27 AMD 2 2 0 2 1 7
27 Fujitsu 3 2 1 0 1 7
27 Renesas  2 1 1 2 1 7
27 ROHM 3 2 1 1 0 7
31 Fairchild 3 0 1 2 0 6
31 IDT 2 1 1 1 1 6
31 MediaTek 3 1 1 1 0 6
34 Exar 2 0 0 2 1 5
34 Toshiba Semiconductor 3 1 1 0 0 5
36 ARM 2 0 0 0 2 4
36 Nichia 3 0 0 0 1 4
36 Samsung Electronics 2 1 1 0 0 4
39 Diodes Inc 2 0 0 0 1 3

Figure 6. How the companies scored 
against the chosen criteria
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Ranking Methodology
Newsrooms were scored against the following criteria:

Discovery
•  Link to the newsroom from the website homepage
•  Related content / categorisation of new stories
•  Search functionality
•  Search filtering

Content
•  Blog posts 
•  Images
•  Videos
•  Events
•  Regionalised content 

Distribution & re-distribution
•  Downloadable images
•  Embeddable videos
•  Social sharing options

Subscription options
•  RSS feed(s)
•  Email subscription
•  Links to corporate social channels 

Contact information
•  Contact information provided on news stories
•  Directory of contacts



How leading semiconductor companies are using online newsrooms

9

Publitek is a B2B marketing agency 
working with over 120 clients around 
the world, many in highly technical 
markets. Founded by engineers and 
technologists, we deliver integrated 
marketing and PR campaigns based on 
well-crafted strategies, expert creative 
content, and cost-effective delivery 
using the optimum mix of channels. 
Our technical team is complemented by 
creative marketing and PR specialists 
who produce outstandingly effective 
campaigns. With offices in Asia, Europe 
and North America, we offer an efficient 
global service or a great local one. 

www.publitek.com

 
 
For more information, or to see examples of our work, 
please visit publitek.com or get in touch:

UK
+44 (0) 1582 390980
europe@publitek.com

Germany
+49 (0) 4181 968 0980
europe@publitek.com

North America
+1 503 546 1002
usa@publitek.com

Japan
+81 90 4376 0123
apac@publitek.com


