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Have you heard this joke: An 
advertising exec, a PR director 
and a marketing officer walk 
into a bar, and…

The idea that these three 
folks would even walk into a 
bar together may evoke laugh-
ter, given the constant drum-
beat that the three disciplines 
are not exactly working well 
together. The truth is, market-
ing, advertising and PR have 
come a long way – but the 
three-legged stool is still a bit 
wobbly.

This was borne out at the 

Integrated Communications 
Thought Leaders Roundtable 
held in late September in 
Minneapolis and hosted by PR 
News and VMS. The round-
table, the first of many nation-
wide, brought together for two 
hours about a dozen PR, mar-
keting and advertising execu-
tives in the Minneapolis area 
to discuss the future of inte-
grated communications and 
how companies can remove 
the lines in the sand for the 
greater good. The Roundtable 
was facilitated by PR News Vice 

President/Group 
Publisher Diane Schwartz and 
Angie Jeffrey, vice president 
of editorial research at VMS, 
and a member of the Institute 
for PR’s Commission on PR 
Measurement & Evaluation. 

“There’s been an amazing 
transformation,” says Barb 
Iverson, vice president of the 
financial services practice at 
Weber Shandwick, which used direct mail, PR, inserts and 
advertising in 17 markets in its successful campaign recently 
for the U.S. Treasury to get 

word out about the conversion 
from paper checks to direct 
deposit. Iverson notes that the 
campaign was a proven suc-
cess, but it’s still difficult to 
know which marketing/PR 
piece motivated the conversion to direct deposit. A key to the 
campaign, she said, was work-
ing with trusted media voices 
across various platforms.

While there are many 
ways that integrated com-
munications is being used 
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Tainted Spinach vs. A380 Delays 
What do contaminated spin-
ach and a big airplane have 
in common? Jay Chiat once 
told an audience that the 
average marketer has more 
in common with his or her 
counterpart in Germany than 
he or she does with the next-
door neighbor who’s an auto 
mechanic – a lesson in inter-
national relations. 

While it’s likely that 
communications directors 
of organic spinach grower 
Natural Selections and air-
plane manufacturer Airbus
will never meet, they had a 
lot in common this month. 
Both were subject to hordes of reporters, questions in many 
languages and the whims of 
outside influencers. But the 
differences in how they han-

dled the crisis and press cover-
age were striking. 

Airbus
When Airbus announced 

last week that there would be 
further delays in the delivery of the A380, they knew they’d get 
coverage, but the news practi-
cally sparked an international 
incident. Customers, industry 
thought leaders and govern-
ment officials all jumped in 
with disparaging remarks, and 
the only people quoted were 
Airbus spokespeople, whose 
comments got lost in the fray. 
Airbus shares plummeted, and 
investigations were called for. 

NAturAl selectioNs
Natural Selections faced a 

similar situation when news 

of an e-coli outbreak surfaced. 
Officials from the FDA and 
State of California were the only ones talking, since no one knew where the spinach had come 
from. When fingers pointed to 
central California, farmers were in the hot seat. The Goodmans, Natural Selections founders, 
built the company from a hobby to a $350 million enterprise with a good reputation in organic 
gardening and research. They 
first went the “no-comment” 
route, but within days put 
information on their Web site, 
and a spokesperson articulated 
key messages. Their reputation 
weathered the storm, but the 
jury is still out as to when we 
will all go back to “eating our 
spinach.” 
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What embargo? 
Bob Woodward was mak-
ing headlines again last week, 
including: “Woodward Book 
Debut Not Quite as Planned,” in 
The New York Times. Someone 
“scooped” Woodward’s publish-
er, Simon & Schuster, by leaking 
details on his new book, State of 
Denial, ahead of the company’s 
planned promotional schedule, 
breaking some embargoes. 
As a result of this leak, Simon & 
Schuster moved up the release 
date of the book, allowing book-
stores to put it on the shelves 
ahead of schedule. 
The move begs the question of 
when breaking an embargo is 
a serious offense, rather than 
a “change in plans.” Simon & 
Schuster said bookstores that 
broke the embargo violated a 
principle. But PR experts noted 
that controlling information dur-
ing book roll-outs “doesn’t work 
any more.” Is rolling with the 
punches the best we can do?
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Not only do I devour the issue when it arrives, I keep copies as reference materials. Each issue is 

full of great best practices ideas, innovative thinking, and valuable lessons for the PR professional. 

Public Relations is a dynamic field, and PR News does the best job of making sure I’m prepared to 

meet the evolving expectations of my senior leaders.

 

—Linda Rutherford

Vice President, Public Relations & Community Affairs

Southwest Airlines

“
”

Purchase PR News Guidebooks
PR News publishes the following guidebooks throughout the year:  

▶ Top 100 Case Studies in PR 

▶ Guide to Best Practices in PR Measurement

▶ Guide to Best Practices in Corporate Social Responsibility

▶ PR Guide to Crisis Management

Partner with PR News
PR News reaches the top decision-makers and is a valuable component of any comprehensive 
marketing plan.  

To Sponsor an Awards program, Co-brand a survey or advertise with us, contact: Diane Schwartz 
at dschwartz@accessintel.com; 301-354-1761. For co-marketing opportunities, contact Carol Bray, 
cbray@accessintel.com; 301-354-1763.

Client Services is also here to help you with…

Client Services Department is at your service.
Contact them at 888-707-5814 or +1-301-354-2101.
Or, via e-mail at clientservices@accessintel.com

▶ Renewing your subscription
▶ Ordering additional subscriptions
▶ Information on multiple subscription discounts
▶ Changing your name, job title or address on your 	
	 PR News subscription  
▶ Replacing missing issues
▶ Requests to receive PR News via e-mail

To Submit Articles: Contact Diane Schwartz at 	
dschwartz@accessintel.com or call 301-354-1761
To Purchase a Guidebook: Visit www.prnewsonline.com

Peruse the headlines of 
any leading newspaper, and 
you are guaranteed to find 
ample evidence that we live 
in an increasingly litigious 
world. For example:

Hewlett-Packard execu-
tives are in the midst of a 
congressional hearing over a 
corporate spying probe, which 
even prompted the company’s 
general counsel, Ann Baskins, 
to resign.  

Enron’s C-suite members 
were in the legal hot seat for 

years after the cor-
poration’s scandalous 
demise, and prison 
terms were passed 
out like candy.  

The list of corpo-
rate malfeasance end-
ing in the courtroom 
goes on and on, and 
it inherently poses 
a series of questions 
both for communica-
tions practitioners 
and corporate executives. 
When making a case for legal 

PR, where should 
the communications 
function be located 
to be most effective?  
Should it be imbed-
ded in the law firm 
itself as a public rela-
tions department?  
Or, does it make 
more sense to seek 
outside counsel in the 
form of an agency?

When you are 
contemplating the strengths 
and weaknesses of legal PR 

teams, it is essential to take a 
number of functions – and the 
PR department’s ability to man-age them – into consideration.

MEDIA RELATIONS
Handling the media in the midst of a legal maelstrom is 

not an exercise for the faint 
of heart; likewise, neither 
is coordinating with tight-
lipped lawyers.  The acrobat-
ics required to delicately and 
effectively minimize media 
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Maximizing the Impact of
Your CSR Press Releases

The CSR press release 
should be a mainstay of your CSR communications plans 
and be treated strategically. 
It can help a company stand 
out from the muckraking 
and reinforce the larger CSR 
strategy, message, and prog-
ress to journalists, business 
ratings analysts, activists, 
opinion makers, customers, 
and shareholders. 

Public relations and mar-
keting practitioners increas-
ingly need to recognize that 
CSR press releases must 
articulately and concisely 
position CSR subjects within the context of overall busi-
ness strategy. Doing so avoids the danger of being catego-
rized or dismissed by editors and reporters as “soft news,” 

“damage control” or “spin.”  
Doing it this way benefits 
a company’s credibility and 
prevents it being stuck in 
debate. And, it pinpoints 
what is changing or happen-
ing along a greater panorama.

CSRwire, an exclusive 
CSR news service based in 
Springfield, MA, and Ethical 
Corporation (London, UK) 
currently each get an influx of 
approximately 200 CSR press 
releases a month. 

Despite growth in the 
dissemination of CSR press 
releases, when you cruise 
through them you frequently 
find “one-offs” that annoy 
reporters. This is okay for 
appearance on the corporate 
Web site so that jobseekers 
or researchers interested in 

companies with strong CSR 
practices can find information, but they create an overload of 
paper on journalist’s desks.  

The December 19th, 2005, CSR press release headline, 
“BAE SYSTEMS makes year-
end donations to local chari-
ties; Company gives locally 
in addition to international 
contributions in 2005” is not 
candy to the media’s eye. It’s 
another one of those one-
offs that will make its way to 
the trash. Think instead in 
broader CSR context and link the subject matter to what the company is doing overall in 
community relations, CSR, or in strategy, why, and to what 
effect. Or, tell what is a new 
or different. 

Legal Communications: The Verdict on In-House v. Agency PR 

©2006 Access Intelligence LLC. Federal copyright law prohibits unauthorized reproduction by any means and imposes fines of up to $100,000 for violations.

October 2, 2006               prnewsonline.com Issue 37 Vol. 63     Contents▶

The School for Scandal  
What began as a murmur on the 
scale of corporate scandals is 
evolving into a roar. Hard on the 
heels of the news that Hewlett-
Packard Chairwoman Patricia 
Dunn knew about the decision 
to monitor communications 
between board members and 
journalists came another compli-
cation: CEO Mark Hurd was also 
close enough to the fire to get 
burned.  The executives’ written 
testimony to Congress (slated 
to play out in a September 28th 
hearing) revealed different com-
munications strategies.  Hurd 
exonerated himself, apologizing 
for HP’s leanings towards espio-
nage. In contrast, Dunn chas-
tised Congress for not establish-
ing legal frameworks that would 
protect companies like HP from 
leaks.  The strategies will be 
put to the test in court; the win-
ner will add a new dimension 
to how crisis communications 
handle corporate scandals.

((( PR Pulse )))
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Joshua Peck, 
Duane Morris LLP
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