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EdelmanPRofessional Advice

For as long as | can remember, | have aspired to be a professional communicator. While
I admired reporters and news anchors for their perfect grammar and diction, neither
position seemed to fit my passion or skill set.

Needless to say, | discovered PR and fell in love. As a PR practitioner, | am able to share
the stories of the world’s top companies and organizations in unique yet relevant ways,
while providing counsel to improve their image, practices and bottom-line.

In my current role at Edelman Southeast, | provide writing, research, strategic position-
ing, event planning and media relations for marquee clients in entertainment, travel/
tourism and health. | also serve the firm’s Multicultural Practice, an award-winning

. . .. . . . . . - Written By: Evita Broughton,
practice launched in 1998 that specializes in marketing to the U.S. Hispanic and Afri- a PR practitioner at Edelman

can-American audiences. Public Relations

As a proud alumnus of Grady College, | can assure you that your professors have given you a solid founda-
tion on which to build a solid career in public relations. A good education, however, is not enough to be
successful. You must constantly learn, grow and rise to the occasion.

In the next few years, many of you will enter the work force eager to make your mark. Here are a few
tips to help along the way:

Be mindful of your online perso- Develop your writing skills. Start a
# 1 na. Anything you post on the Web # blog to keep these skills sharp.
should be tasteful. Pretend that pri-
vacy settings do not exist. Assume

that the whole world will see anything Be proactive. Send along articles
posted online. of interest, ideas, trends and #

insights to your teams—it makes

you look smart.
Learn how to market your-

self. Make sure your boss

knows what you have accom- # Stay on top of all things digital. Learn

plished throughout the year. 6 how your organization, company or client
# can achieve their objectives through a

Facebook, Twitter or Flickr campaign.
3 Read the news all day, every day.

This includes the local daily, national o
papers, industry blogs, trade publica- Believe in yourself and your
abilities. If you don't, who will? #

tions and tabloids.



A TaSte Of Tounsm PR What is Tourism PR?

This eld includes

hotels, resorts,
restaurants,

ing press releases, building media lists, conducting research and other general .
)public relations tasks. This past summer | interned at Pineapple Public Rela- con\_/e_nt|on centers
tions, a boutique agency in Atlanta that specializes in tourism, travel, hospitality and visitors bureaus,

and lifestyle clients. government
tourism o ces,
spas and attractions.

gétudents typically walk away from agency internships with experience in writ-

Interning at a niche agency provided me the aforementioned skills and the unique
opportunity to learn about current public relations trends and issues for a specific
industry—the tourism industry.

During my internship, | realized that tourism public relations is different than other fields because
the writing style is more “flowery”— contrary to public relations writing classes, news releases can
have a cliché or two. This is due to the types of clients, story ideas and publications commonly
pitched in the tourism field.

While the daily work is not all “wining and dining” as some may think, | learned that media familiar-
ization trips, or FAMs, are an important component of tourism public relations. For a FAM, an agency
will invite a targeted list of journalists to experience destinations, hotels and amenities first-hand,
which generates better publicity for the client. - Written By: Kristin Fraser

Typically, the accommodations, meals and activities are complimentary for visiting journalists; however, they are
usually expected to provide their own transportation or are given a media rate, a heavily discounted rate, on trips.
An unspoken rule of FAMs is that the journalists will publish a story about the client following the event; although,
if a story is not written, FAMs still provide a great opportunity for the agency to build genuine relationships with the
journalists.

Like other industries, it is becoming increasingly important for tourism organizations to experiment with social
media and to integrate it into their communication strategies. Brainstorming, planning and pitching a tweet-up to
a client that will be implemented in April was an exciting feat this past summer. Because of the current transforma-
tions in print media, | observed my co-workers adjusting past tourism public relations strategies to ensure that they
continue to reach key audiences.

While an internship provides unparalleled insight, here are ways | recommend preparing for the tourism industry:

Research tourism associations Follow tourism COmpanieS

like the Society of American Travel Writers -
or the Southeast Tourism Society Choose tourism organizations O ! Twitter

as clients for class projects

Read about currentissues  N\jatyyork with professionals Attend BRSA

.nI:::ﬁct:tl:::::;:ruu;.:; in the tourism industry iravel fToukism
Atlanta Business Chronide 3t PRSSA events including InterestGrouplevents
PRofessional CONNECTION

and Real World Conduct informational interviews
with people in the communications department

Blog about tourism and public relations of tourism companies




Integrating Social Media and Traditional PR

Connect ‘09 brought together PR professionals and students to discuss social media
and its affect on traditional public relations. Check out what students learned at Connect ‘09:

Before engaging with your publics through social media,
know your audience, have a specific goal in mind and
build a strategy to execute that goal. You should not join
social media just because it exists. You need to know how
you can best use it to engage your publics and foster
two-way communication.

As the PR professional, you are the spokesperson for your
organization and need to know 100 percent about your
brand. You have to live and breathe the brand and be flu-
ent in the brand’s culture. -Lesley Anne Dickerson
Not everyone is
connected within
all of the social
media networks
including people
our age. Young
adults around the
world are not as
“connected” as |
UGA students.

Do

In January and February of last spring when all my class-
mates were talking about their upcoming summer intern-
ships, | was a little concerned | would be the only one left
with absolutely no internship offers.

| began applying for internships in mid-March, just as the
deadline for the public relations internship at the U.S.
Lacrosse in Baltimore, Md., was approaching. | was hired
a few days after the PR Manager received my resume and
portfolio and following a phone interview.

To prepare for the phone interview, | organized my
portfolio writing samples in front of me in case | was
asked questions about my writing. Also, | was prepared to
answer questions regarding my interest in U.S. Lacrosse,
why | chose PR as a major and what | considered my
strengths and weaknesses. The phone interview lasted
around 20 minutes, and | was hired the next day.

My internship was fantastic—I was able to combine my
love of lacrosse with my love of public relations. | saw

(-] hate social media. The term "social media’
ignores what we have been doing in PR
for the last 50 years. It's a new term

for things we’ve been doing forever;

it's just another way of engaging people.”

- Jeremy Pepper; director of communications & social media for Palisade Systems
(Y .

Internship Advice:

Online buzz is influencing offline buzz such as the growth
of business by Naked Pizza, a restaurant in New Orleans,
due to its Twitter account. The customer base grew tre-
mendously.

Gripe Sites came before Facebook and Twitter. These
gripe sites include Murder King, Wicked Wendy'’s, and
other sites that bash companies. | didn’t even know it
existed. -Frica Holland

Connect taught me to look at social media in a strategic
way. It is not about having the tools, it is about knowing
how to use the
tools. | encourage
everyone to delve
past the surface of
social media. Look
at how it can help
the overall goal.

- Debbie Ebalobo

(Connect continued
on the back)

Not Procrastinate

my press releases and media alerts translated into news
articles, compiled clip books and maintained the organi-
zation’s social media outlets.

In addition, | met some of the best lacrosse players in the
world. | was lucky | enjoyed my internship. It really helped
me narrow down my interests and realize that | would
eventually like to work for a nonprofit organization. Plus,
it made graduation seem less daunting.

The internship application process can be tedious and
sometimes disheartening. | would not recommend pro-
crastinating when applying for internships.

My internship experience was suc-
cessful, but it is better to start the
process in early January when school
is not as busy. Good luck to all of you
who will be searching for internships
soon.

- Written By: Mary Featherstone, a senior
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Connect continued

When it comes to social media, each organization must first decide
why they need to have a presence and then how to best utilize the
various platforms. These two considerations vary from organization
to organization; however, there are certain guidelines that remain
constant across the board:

1) People are talking about your brand in the social media space, whether
you engage them or not.

2) Authenticity and transparency are essential for successful engagement.

3) Social media tactics should not serve as a replacement for traditional
communication methods. Social media platforms should have a comple-
mentary role, not a supplementary one.

4) The same basic communication rules apply to social media. It's not
about changing public relations principles; it just provides new tools.

- Allison Brill
® 6 6 & o o o o o o o o o o o

Could not attend Connect‘09? Check out what the
social media team documented during the event:
« Blog: http://ugaconnect2009.wordpress.com
» Twitter: http://www.twitter.com/UGAConnect
» Twitter Hashtag: #connect
» Flickr Group: http://www flickr.com/groups/ugaconnect09/

« Delicious: http://www.delicious.com/UGAconnect2009

Important Dates

September 23: PRSSA Meeting (Edelman) - MLC 150

October 1: Open Mic with Dean Clark - Drewry Room

October 7: PRSSA Meeting (Reynolds Group) - MLC 102

October 14: Deadline for Membership, T-shirts and Business Cards
October 21: PRSSA Meeting (Interview Meeting) - Sanford 213
November 4: PRSSA Meeting (Susan G. Komen) - MLC 150
November 4: McGill Lecture - MLC

November 7: Grady Homecoming 2009 (Lauren Rohde is our Rep-
resentative)

November 11: PRofessional CONNECTION

December 2: PRSSA Meeting (CC Presentations) - MLC 102




