
It’s a cautionary tale for PR 
pros grappling with the shift 
to digital platforms and 
consumers’ changing media 
habits. When JCPenney 
stopped publishing its catalog 
in 2010 the retailer thought 
that catalog shoppers would 
migrate online. Eventually the 
company learned that a lot of 
what it thought were online 
sales had their genesis in print. 
People went online to make 
purchases after being inspired 
by printed words and images. 
So JCPenney is doing what any 

brand worth its salt should: It 
is listening to its customers. 
Starting in March, JCPenney 
will send a 120-page home cat-
alog to select customers’ mail 
boxes, not their inboxes.

(The story was reported 
earlier this month by The Wall 
Street Journal.)

The catalog will be a mar-
keting piece designed to drive 
traffic, whether the customer 
decides to shop in a JCPenney 
store, online or via mobile 
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Feel Me, Touch Me, Read Me: 
Print Remains Valuable

Trust But Verify: Ensuring  
Strong Partnerships
Constant evaluation is 

key for all parties

It’s a given that the best PR 
and integrated communica-
tions work begins with a 
strong client-agency relation-
ship. The essential ingredients 
that establish true partnerships 
between clients and their agen-
cies are trust and exceptional 
work, with defined outcomes. 
Equally important is under-
standing the evolving role of 
the C-suite, particularly the 
CMO. What does a CMO need 
from  agency partners and 
vice versa? In light of dramatic 
changes in marketing commu-

nications, these questions may 
require new thinking.

Having a thorough under-
standing of an agency’s capa-
bilities, approach, and meth-
odology contributes to how 
expectations are set from the 
start. It’s critical to deliver on 
your promises and be direct 
if you think something won’t 
work as planned. 

You also need to gauge the 
client’s expectations and how 
those fit with what can actually 
be achieved. When there is no 
consistency in expectations, trust 
diminishes and behavior changes 
quickly, usually for the worse. 

To create long-term rela-
tionships, client and agency 
also should agree on what suc-

cess looks like. Metrics should 
be designed to evaluate per-
formance and increase team 
accountability. 
A tightly woven partnership 
should be designed to produce 
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DID YOU KNOW

1. Despite the rise of digital 
channels, print media still 
plays a key role in PR. (p.1)

2. When there is no conis-
tency in relationships, trust 
starts to erode. (p. 1)  

3. There’s a significant dif-
ference between staying 
loose and winging it. (p. 2)   

4. Content marketing is 
predicated on having a solid 
editorial radar. (p. 3)  

5. Social media is not a 
technological revolution; it’s 
a transfer of power. (p. 4)

6. Politics provides a solid 
training ground for a career 
in public relations. (p. 5)

7. GE Reports may be a har-
binger for how brands get 
their messages out. (p. 8)

▶ Agency-Client Relations By Karen Clyne

PR Advice  
from the Pros

Read more great advice in  
PR News’ Best PR Advice Compendium 

prnewsonline.com/prpress

“Reporters do not 
promote products,  
so find other ways.”

BY THE NUMBERS

LABOR PAINS: Dramatic changes in marketing communications demand new 
(and decidedly untraditional) types of skill sets for PR and marketing units. Digital 
and social talent is now grabbing the most attention among hiring managers, 
according to The Future of Digital Marketing Report (released by Mondo). The survey 
took the pulse of 200+ digital marketing managers and decision-makers.

*Who’s Getting Hired?
Digital/Social 54%

Content Creation 44%

Big Data/Analytics 33%

Mobile Strategy 30%

Search/SEO 28%

Operations 27%

Creative Services 24%

Product/Brand 22%

*Based on the 
next 12-18 

months.
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▶ Infographic

Speak Up     
If you don’t have to give a speech periodically, then your managers do. 
Either way, public speaking is a delicate art.     
In a digital age, spontaneity 
rules. Social messages that 
are unscripted and on the fly 
help to humanize the brand. 
But messages that seem overly 
packaged are about as popular 
as the measles. It’s a different 
situation when giving a speech 
(or commenting) on behalf 
of the brand. There’s a differ-

ence between staying loose 
(but keeping to the text) and 
winging it.   

When planning a speech 
relevance is the heart of the 
matter, according to the 
London Speaker Bureau. 
That’s a highfalutin way of 
saying that you need to answer 
the key questions that most 

people in the audience are 
asking: ‘What’s in it for me?’ 
and ‘Why do I care?’ 

Knowing how to answer 
those questions is part of a 
process that starts at least one 
day before you take the stage 
and ends, we can hope, with 
a welcome round of applause 
and follow-up questions. PRN

Information that is helping to define the communications field

Source: Daily Infographic, London Speakers Bureau

Memorize

Toes pointing
toward the 
center-back

of room

Feet approximately
shoulder-width

apart, legs relaxed
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PR News Workshop:

Leadership Strategies for  
Communicators

 
February 27 | 8:30 - 11:45 a.m. | Grand Hyatt NYC

Join PR News on Friday, February 27 for a half-day workshop that 
will explore the qualities of leadership in PR, the unique challenges 
that PR leaders face and how to attain and exercise a leadership 
outlook. Don’t miss this opportunity to begin 2015 with a fresh 
perspective on leadership.

Questions? Contact Rachel Scharmann at rscharmann@accessintel.com

25265www.prnewsonline.com/leadership-workshop-2015
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It’s one of the rich ironies of 
the digital age: Print media are 
shrinking, thinned out by the 
ongoing shift to online media 
channels. At the same time, 
PR and marketing agencies are 
starting to adopt many of the 
tenets that have fueled print 
media products for decades: 

pay close attention to your 
audience, tell an interesting 
story, keep the stories flowing 
and stay flexible editorially.

Content marketing is 
the umbrella term for the 
trend, of course. But what it’s 
called is not as important as 
PR pros’ ability to commit 

to producing high-quality, 
editorial-based content. The 
transition continues to be a 
challenge for many brands 
and organizations, which are 
conditioned to selling rather 
than sharing a story. 

PR execs and communica-
tors can’t be deterred, however. 

More and more people con-
sume media differently these 
days and want their interest 
piqued before they even con-
sider becoming a customer.

 Below are tips from the 
world of magazine publishing 
to assist with your content 
marketing strategy. PRN

▶ The Checklist

Turn the Page       
Content marketing is a catch-all phrase for producing editorial-based content and getting it to the 
right consumers. But brands are having a tough time making it work. Here’s what PR pros can do.  

Make it your mission ü . Every magazine has a mission that out-
lines a concise declaration about the brand and a clearly defined, 
distinct purpose. Be sure that your content strategy starts with 
a mission. This is going to be your gut-check whenever you’re 
thinking about content, no matter what kind you’re creating. Ask 
yourself: What do you have to offer your customer? What are the 
stories you want to tell? What is unique about your brand that no 
one else can claim?

Know your audience ü . Magazine editors have an understanding of 
their target audience when they edit the magazine. This is about 
more than just demographics—it encompasses all aspects of how 
readers live. What do they eat? What do they wear? Where do they 
shop? How and where do they consume information? Listen to your 
audience members and give them opportunities to tell you their likes 
and dislikes.

Hit the headlines ü . In our content-overloaded landscape, how do you 
get consumers to actually read, watch and share what you’ve created? 
Consider how editors have perfected the art of the catchy cover line. 
A well-written, to-the-point headline or caption will tap into your 
audience’s curiosity, generating an emotional response or hinting at 
the inherent value in the story.

Find what works ü . Editors use a host of strategies to see what 
readers respond to. Newsstand buyers in the South, for example, 
might see a cover shot of a celeb dressed in a summery dress, 
while that same celeb is sporting jeans and a tee on a cover sold 
elsewhere in the country. Publishers also test different cover prices, 
put coupons on the covers of select copies and tweak cover lines to 
appeal to different audiences.

Get on the same page ü . While magazine editors and publishers each 
have their turf to protect, best results happen when both sides—editorial 
and sales/marketing—are on the same page. Take a similar approach, 
and make sure key stakeholders within your organization are working 
together toward shared goals and are speaking the same language.

Ask for help ü . If you worry that your department isn’t staffed to 
develop ongoing, quality content, act like a magazine and seek out-
side help. Most publishers rely on a stable of freelance writers to help 
produce articles that run in their magazines.

Don’t be afraid to commit ü . Magazines benefit from having con-
sistent relationships with their readers. Knowing that your favorite 
magazine always will show up in your mailbox or on your tablet 
makes it more than a magazine—it’s like a trusted friend.    

7 Ways to Boost Your Content Marketing Efforts   

Source: Robyn Mait Levine is senior director of content strategy and development at Peppercomm. This is an excerpt from PR News’ Book 
of Content Marketing Strategies & Tactics. To purchase a copy, please go to prnewsonline.com/prpress/ 
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 Richard Levick
 CEO,
 LEVICK

Too often, the 
advent of social media is misread 
as a technological revolution. It 
isn’t. It’s a transfer of power. At 
the height of the TV networks 
and major dailies, companies 
wrote the narrative via the 
one-way megaphone that is 
advertising and public relations. 
Like something from The Outer 
Limits, companies exerted total 
influence. They controlled the 
vertical. They controlled the hor-
izontal. Now, the monologue is 
a dialogue, with multiple voices 
vying for dominance. One need 
not look further than the debates 
surrounding fracking or the 
Keystone Pipeline for evidence 
that one-way communications 
don’t work anymore. Whether 
they are disseminated in the 
form of advertising or industry-
backed advocacy, they don’t 
organize constituents or establish 
emotional connections with  
the audience.

Activists understand that 
digital and social engagement 
is more than a tactic. They see 
it as a democratizing force that 
has given voice to their concerns 
and enhanced the ability to 
change policy—both corporate 
and public. Until companies 
come to the same realization, 
they will remain an Internet 
generation behind their critics—
and behind the eight ball when 
a crisis inevitably strikes.

 Lauren Cason
 Director of     
  Marketing and  
 Communications,

New Orleans 
Convention and Visitors Bureau

One of the first steps in 
a crisis situation is to set up 
social media monitoring to 
listen to what people are saying 

about a certain situation. Also 
important is where the conver-
sation is happening: Is it locals 
discussing something that was 
featured on the news or is it a 
topic that is reaching a national 
audience? Take all of this into 
consideration when drafting 
your statements.

Following a natural disaster, 
social media is key to commu-
nicating that it is OK to travel 
to the city and what is open or 
not. If at all possible for certain 
instances, try to avoid going 
back and forth with one person 
via your social channels. Also 
avoid raising awareness of a 
problem to other people who 
would not have known of the 
situation otherwise and are not 
going to be impacted.

These types of situations 
often are isolated incidents 
that don’t influence the larger 
audience. The best course is 
to reply to the person directly 
with an email address or phone 
number so that he/she can con-
tact you directly. Then you can 
best answer specific questions, 
offer insight and advice and/or 
address any concerns.

 Sam Huxley           
 Senior VP,   
 Global Lead,  
 Digital Crisis,
FleishmanHillard

Here are 5 ways that digital 
media have changed crisis com-
munications:

1. Speed kills. While it 
is well known that digital 
platforms move information 
faster than ever, it’s critical 
to not let that knowledge 
rush your judgment. By pre-
defining thresholds on when 
and whom to respond to, 
you can remove uncertainty 
around questions like ‘Whom 
do we respond to?’ and ‘What 
do we say?’ 

2. Know your inputs. It’s 
easy to get overwhelmed with 
data. Knowing ahead of time 
what the most important 
sources are can improve time 
and response. While Twitter is 
less popular than Facebook, it 
is usually the primary platform 
to monitor during a crisis, and 
where the media will look first.

3. See the forest and the 
trees. Follow trends, but track 
their source; you want to follow 
the macro developments, but also 
have crystal clear visibility of the 
few individuals who are driving 
the story. Engaging with them, if 
appropriate, can potentially defuse 
a crisis before it spreads.

4. A picture is worth 1K 
words. Every major crisis has 
‘keystone content’ and it is 
almost always visual. Prioritize 
tracking videos and images, and 
establish their pedigree—there 
are many examples of old or 
altered photos that have been 
associated with a crisis. If you 
discover this to be the case, 
make sure you respond quickly, 
and on the same platform 
(usually Twitter, Instagram or 
YouTube) as the image; a press 
release or statement won’t cut it.

5. Play by different rules.
There are many ways to game 
social media, and different 
groups use these methods to 
target clients; fake followers, 
imitating other accounts and 
publishing altered content all are 
common tactics. You are held 
to a higher standard. Realize the 
risk of being exposed as uneth-
ical is almost always greater than 
whatever short-term gains are 
obtained by cheating.

 Ken Makovsky
 President,
 Makovsky

On the surface, 
it may seem as though social 
media only can exacerbate a 
crisis situation. But, in truth, 

the channels provide us with a 
valuable opportunity to speak 
directly to stakeholders and, in 
some cases, help identify and 
stop a crisis before it starts. 

First, set up Google Alerts 
and run regular social listening 
or monitoring reports across all 
of your social channels. Being 
able to identify the problem 
is your first line of defense. 
Second, assess the severity of 
the situation. 

Remember that not all 
tweets or posts are created 
equal, and while a single 
tweet from one person might 
be fairly innocuous, that 
same tweet from a someone 
of influence can spread like 
wildfire. Work with your 
client and team to define what 
constitutes a crisis and set up 
an escalation plan to deter-
mine when it’s appropriate to 
raise a red flag. 

Finally, if you’ve identified 
a crisis (or something that’s 
starting to brew), address the 
situation with the appropriate 
parties; whether that means 
your internal team or your 
stakeholders. This is a vital 
step for two reasons. First, 
addressing the issue head-
on can keep you from being 
forced to act on the defensive, 
which could be key to main-
taining your client’s image. 
Second, making it known that 
you’re taking steps to fix the 
problem rather than skirting 
the issue can save you valu-
able time. And for a PR pro-
fessional in a crisis situation, 
time is money. PRN

CONTACT:
Lauren Cason, lcason@
neworleanscvb.com; Sam 
Huxley, sam.huxley@fleishman.
com; Richard Levick, rlevick@
levick.com; Ken Makovsky, 
kmakovsky@makovsky.com 

▶ Expert Advice

Melding Social Media With Crisis Management 
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▶ My first “real” job was 
when I began working for the 
Governor of New Jersey in 
his Washington, D.C., office. 
At the age of 19, I was hired 
to be a Special Assistant to 
the Governor; in essence, the 
federal transportation lobbyist 
for the State of New Jersey. 
As a young kid entering the 
workforce, you think you know 
what pressure is—studying for 
a test, handing in papers on 
time—but working in politics 
and trying to get people much 
older than you to take you seri-
ously is an entirely different ball 

game. My boss at the time was 
Marilyn Thompson. She was 
(and remains) a smart, talented 
pro. Marilyn also was tough. I 
didn’t know it at the time, but 
she was demanding because she 
was making me a professional. 
She taught me how to think, 
write, act and comport myself in 
the workplace. Her work ethic 
shaped my own.

▶ Politics is an amazing training 
ground, perhaps the best, in 
learning how to be strategic, 
juggle competing priorities and 
understand the needs of almost 
unlimited stakeholder groups.

 ▶ The biggest risk I took 
in my career is also the first 
risk I took in my PR career: 

starting MWW. Prior to 
that, I had never worked at 
a PR agency. In fact, I had 
never stepped foot into one. 
In many ways, that was the 
secret to our success—we 
didn’t know what we didn’t 
know [and] we weren’t 
encumbered by a bunch of 
obsolete industry rules.

▶ Coming to work every day 
to do the right things for my 
employees and clients. I have 
one firm and fast rule—if it 
makes sense, do it, if it doesn’t, 
then don’t. Don’t worry about 
how you have always done it. 
Look at everything fresh, and 
do your best; the best that 
comes from your heart as well 
as your head. 

▶ There’s a quote from 
Abraham Lincoln that I par-
ticularly enjoy. He said, “In the 
end, it’s not the years in your 
life that count. It’s the life in 
your years.” If you don’t love 
what you do, find something 
else, because passion drives 
greatness. And besides, you 
should love what you’re doing 
every day. I know I do. PRN

CONTACT:
Michael Kempner, mkempner@
mww.com

A ‘Firm and Fast’ Rule  
 ▶ How I Got Here

Michael Kempner
President and CEO
MWW Group

A New (and More Cohesive) Identity 
 ▶ Silobusters

Lisa Joy Rosner, CMO of Neustar, 
doesn’t mince words when 
describing the state of PR at the 
company when she took charge 
in May 2014. “Things were highly 
fractured,” said Rosner, who 
was CMO at social intelligence 
company NetBase before joining 
Neustar, which provides real-time 
information and analytics.

Part of the problem was 
that every business unit—
marketing, security, data and 
registry services—had its own 
GM and PR manager. 

Job one for Rosner was to 
start breaking down the silos. 
She hired a VP of communica-
tions, so all communication 
efforts, including social mes-
saging, would be integrated.

Rosner also consolidated the 
PR and marketing disciplines so 
PR managers would report to her 
department. More specifically, 
Rosner implemented three pro-
grams designed to create better 
overall communications within 
the company and more cohesion.
 
▶ Created measurement dash-
board for all the company’s 
PR and marketing disciplines. 
Before she arrived, there was 
very little tracking of the com-
pany’s PR efforts. Rosner created 
companywide metrics for press 
releases, share of voice, ”buzz” 
metrics and resonance of mes-
saging. “Now we can see how 
PR correlates with website visits, 
resulted leads and will impact the 
bottom line.”
 
▶ Introduced the ‘Super Smart 
People’ program. The pro-
gram gathers executives from 

throughout the organization—
PR managers, product man-
agers, technology executives, 
HR pros—who can be used for 
commentary and adding to the 
conversation online. The goal 
is making sure everyone is on 
the same page. “We’re bringing 
people from across functions 
together,” Rosner said, “and using 
that to help tell our story.”  
  
▶ Rolled out ‘Identity Matters’ 
campaign. Neustar needed a 
message that would resonate 
inside and outside the brand. 
Last year Rosner’s team 
launched the “Identity Matters” 
campaign that included PR, 
social, advertising, website, 
pubic speaking, tradeshow and 
lead generation components. 
The program was a hit in the 
market, but also internally, 
where leaders from various 
groups started advocating that 

‘Sales Matters,’ ‘People Matter’ 
and ‘Budgets Matter.’ “We are 
using PR to find messages that 
not only inspire customers, but 
employees as well,” Rosner said.

Rosner stressed that the com-
pany still has a few miles to go 
in completely breaking down its 
silos, but there has been “tremen-
dous” progress. “It’s like night 
and day,” she said. “People from 
finance, HR, IT and sales are 
knocking on my door, sharing 
their ideas for programs.” PRN 

CONTACT:
Lisa Joy Rosner, lisajoy.rosner@
neustar.biz

Lisa Joy Rosner
CMO
Neustar



or tablet, according to Kate 
Coultas, senior manager of 
media relations and corporate 
affairs for the retailer.

The home mailer is one part 
of a larger promotional mix that 
includes direct mail, pre-prints 
and other marketing vehicles. 

“Our research has shown 
that our customers—particu-

larly when it comes to shop-
ping for home merchandise—
still prefer to browse a tradi-
tional print piece, but will then 
go online or come into the 
store to make their purchases,” 
Coultas said.

Indeed, JCPenney’s deci-
sion is a stark reminder to PR 
pros that—despite the digital 
lurch throughout most business 
sectors—print remains a viable 
marketing tool. 

BUILD AN EXPERIENCE
Of course, using print to get 
the word out or push product 
requires a different mindset 
than even a few years ago, 
when QR codes embedded in 
print materials were all the 
rage. To be effective, print has 
to be melded with the brand’s 
digital and social channels.

“You still need that sheet 
of paper, but it must be part 
of a digital experience,” said 
Christopher Penn, VP of 
SHIFT Communications. 
“The ultimate goal is for the 
audience to interact with the 
brand in both the real world 
and digital channels, but that 
doesn’t mean print is subordi-
nate to digital.”

Late last year, for example, 
on behalf of Enactus, a non-

profit organization dedicated to 
entrepreneurship and environ-
mental responsibility, SHIFT 
distributed a media advisory 
that included a box titled, “This 
Pitch is Garbage.”

 Open the box and it is filled 
with actual pieces of garbage in 
sealed containers, along with 
hashtags directing the media 
rep to explore the hashtag on 
Twitter and Instagram.

“You’re not going back in 
time,” Penn said, referring to 
the use of print. “You have to 
be aware of how people will 
respond to the print product 
and move into the digital realm.”

MEDIUM COOL
To get the biggest bang for 
their buck, PR and marketing 
pros also might try to use 
print differently, as opposed to 
delivering a message featuring 
ink on a flat piece of paper.

Last July APCO 
Worldwide created a direct 
mail campaign on behalf of a 
large railroad system looking 
to build a relationship with 
a community where the rail-
road was planning to expand 
its operation.

The mailing featured an 
envelope made to look like an 
intermodal railroad car, with 

extended ridges and extensive 
color saturation.

“It had a thicker weight 
and texture that was designed 
to stimulate a feeling and grab 
the consumer,” said Jason 
Meyer, director of digital 
strategy at APCO Worldwide. 
Meyer declined to name the 
client. “We also created a 
unique design, with the inten-
tion of making the contents of 
the mailing very reusable for 
residents of the community.” 

The direct mail product 
directed consumers to the 
railroad company’s Facebook 
page created specifically for the 
community. Enrollment and 
activity within the Facebook 
page spiked after the mailing, 
Meyer said.

“Print is not going away,” 
Meyer added. “There’s still a 
vast swath of the population 
that is interested in getting its 
hands on a piece of information 
via traditional ways.” PRN

CONTACT:
Jason Meyer, jmeyer@
apcoworldwide.com; 
Christopher Penn, cpenn@
shiftcomm.com  
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Tips for Using Print 
Media in a Digital Age  

As our approach to new media has evolved 
to meet consumption trends, so must our 
strategy for how and when we use more tradi-
tional media. A 360-degree approach to story-
telling is the only way to meet consumers on 
their own terms, especially the highly desired 
audience of millennial women. Waggener 
Edstrom has been taking a close look at 
women and retail. Here we share a preview of 
insights about how PR and marketing profes-
sionals can further tap into this audience and 
how it might apply to other consumers: 

1. Digital diet. Our research shows that the 
increasingly screen-filled society we inhabit 
has left customers with a case of “infobesity.” 

Sometimes diving into a print catalog or maga-
zine can be exactly the escape the customer 
needs. Forgoing print in favor of digital-only can 
risk missing this relationship-building touchpoint. 

2. Blurred lines. We live in a world where blog-
gers are cover girls (see: Vogue and Lucky), 
magazine editors are TV personalities and digital 
stars synthesize newspaper headlines in email 
newsletters. Instead of chasing every channel 
individually, place your bets on a strategic 
handful of influencers who can tell your story to 
the right audiences in a way that spans them all. 

3. Cover power. The digital landscape is 
noisy. Cover stories like the recent Wired 
piece on the reinvention of Microsoft fea-
turing a headshot of the new CEO still have 
the power to set the agenda, cutting through 

the sea of links and rippling 
across channels to define 
what’s trending. 

4. Creative catalog. Creativity 
shouldn’t be restricted by a 
medium. Retailers such as 
Anthropologie and Patagonia 
use their printed catalogs 
for storytelling and creative photography that 
sell a lifestyle as much as apparel. Challenge 
yourself to apply new tactics to old media (and 
vice versa) to enhance the experience for your 
target audience. 

This sidebar was written by Tiffany Cook, 
executive VP, consumer, at Waggener 
Edstrom. She can be reached at tiffanyc@
waggeneredstrom.com

Tiffany Cook

UNIQUE PITCH: As part of an edito-
rial outreach for a nonprofit company, 
SHIFT sent a print product to reporters 
and editors, who were then directed to 
the nonprofit’s social platforms. 
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great work that can lead to sales 
and revenue. Both client and 
agency must be committed to 
real-time feedback to ensure 
that a genuine effort is being 
made and strategies always 
map back to corporate goals 
and objectives. It’s also about 
access; access to information, 
individuals and a solid grasp of 
the client’s business.

Agencies continually need to 
demonstrate that they understand 
clients’ markets and competition, 
are agile and have genuine enthu-
siasm for the space. The agency 
also needs to look beyond what is 
in reach, and pursue interests on 
the client’s behalf.  

How does this all translate? 
There’s an opportunity for both 
client and agency to add value, 
challenge, disrupt, and build 
mindshare/marketshare in new 
and unexpected ways. 

Yet building and sustaining 
a successful relationship is a 
two-way street and an invest-
ment of time, priority and 
focus. Neither the client nor the 
agency can own all the effort. 
It’s about instilling an esprit de 
corp in the partnership, sharing 
and challenging ideas, and 
developing mutual respect. 

With that in mind, here 
are 3 tips for building better 
relationships:

▶ Weekly check-in meetings 
with a clearly defined agenda of 
assessing the more qualitative 
aspects of the ongoing relation-
ship to keep the conversation 
clear and open. 

▶ Empower the client to 
address victories and concerns in 
real-time, up and down the team, 
so they can be resolved before 
blossoming into an issue. 

▶ Schedule regular brain-
storm sessions between the 
client and agency partner so 
creative solutions can surface 
from both sides organically.

Clients who convey the 
value of their agency partner 
have much to gain. Agency staff 
becomes champions of the cli-
ent’s business. Their passion and 
creativity inspires, team motiva-
tion peaks and stronger results 
flow to the top and bottom lines.   

STURDY FOUNDATION
The value between client and 
agency stems from a strong 
foundation. Trust, of course, is 
the bedrock. 

While there are many fac-
tors that contribute to the 
success of a client -agency rela-
tionship, the partnership must 
remain flexible and evolve, 
especially as circumstances and 
business-events change. 

The ongoing evaluation of 
team and program—through 
agreed-upon reporting and 
measurement metrics that 
track execution against goals—
will keep accountability levels 
where they need to be. 

High-performing relation-
ships share the characteristics 
described in this essay, and 
those are the ones that will 
have a deep impact and solid 
results, to boot.  

In return, both sides will 
reap the rewards of a fruitful, 
trusted partnership. PRN

CONTACT:
Karen Clyne, VP, client services 
at Eastwick. She can be reached 
at karenc@eastwick.com
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The ‘High Five’ For Agency-Client Relations
For clients and agencies to work together effectively, it’s essential to adhere to a few guiding principles 
that will set a strong foundation. Provided are a few observations and thoughts from my PR seat following 
a casual discussion with industry and agency professionals. The conversation centered on these two 
questions: What five things do clients need from their agency partner? What five things do agencies need 
from their client partner? Below is what was shared.  

What 5 things do clients need from their agencies?

1. Critical insights inspired by creative 
thinking. Every client expects critical thinking. 
Ask questions, listen for answers. Research 
first, and allow that information and analysis to 
inform the PR strategies and tactics you  
set forth.  

2. Collaboration. The ability to effectively collab-
orate and bring fresh ideas to the table is essen-
tial. Clients expect rich thinking that’s collective 
and adds value. Collaboration is partnership. 
Both parties have a vested interest to create this 
level of interaction.

3. Top talent. Clients seek agency talent that will 
set their business apart and contribute to mar-
keting success. Clients want and expect senior 
agency partners as well as a talent pool that is 
agile, understands their business, creates break-
through ideas and solves problems.  

4. Expanded skills. High-quality content, paid 
social media strategies, research and analytics, 
advocacy marketing; these are the expanded skills 
clients want to see from their agency partner this 
year and beyond. By offering new and differenti-
ated skills that address a specific need or pain, 
the more value is created.

5. Delivery. A well-run program exceeds expecta-
tions. Goals and metrics assigned to the cam-
paign are achieved and the results are proof of 
steps 1-4 outlined above. Delivery is the result of 
a well integrated, communications machine with 
top team performance.

What 5 things do agencies need from their clients?

1. Access. Access to information, people, chan-
nels, partners, lines of business, product and service 
information, competitive intelligence. This level of 
sharing and availability is required in order to gain 
a full understanding of the client’s business. Clients 
need to provide this access to ensure the team has 
every opportunity to absorb the details of a product 
or initiative and formulate the best strategy.

2. Trusted partnership. The PR pro is an extension 
of the client team and is an expert. The agency 
partner has experienced successes and lessons 
learned along the way; this is all to be leveraged. 
Trust the expertise and let it work for your business.

3. Integration. Integration with the client team, as 
well as an integrated approach to communications, 
will always gain the visibility (and results) demanded 
of the partnership and program. Set clear expecta-
tions on scope and responsibility and allow the 
agency what it needs to succeed. 

4. Real-time feedback. As with all aspects of the 
client-agency dynamic, expectation setting and feed-
back is a key aspect of success. Receiving candid 
commentary builds trust, allows for the opportunity to 
course correct where needed and establishes strong 
guidelines. Not only will this strengthen the program 
work ahead, it keeps both sides accountable.

5. Celebrate. Our work together and the partnership 
created is worth celebrating, at every step. Let’s face 
it, along with the love of our craft comes a deep com-
mitment to each other and the business, and its fair 
share of stress. When we win together, applaud the 
effort and gear up for the next big thing.        —K.C.                             



‘GE Reports’ is as good 

a harbinger as any   

The PR world continues to 
shift dramatically, as traditional 
news media budgets shrink 
and reporters stretch to fill vast 
digital news holes. In response, 
PR professionals lean on their 
strengths as storytellers and 
writers, creating online news-
rooms, churning out relevant 
content and monitoring social 
media listening centers. “It’s the 
job of brands and their commu-
nicators to take cues from con-
sumers and act on them in real-
time,” said Stephanie Matthews, 
executive director of engage-
ment at Golin. “Newsroom-style 
thinking is vital in everything 
from community management 
and media relations, to content 
marketing and crisis response. 

Today’s communicators 
follow trends that lend them-
selves to stories about their 
brand or organization. Getting 
the media to bite is another 
matter, however. To increase 
your chance of landing a story 
with a reporter or editor is to 
think like one. 

Joe Cohen, senior VP of 
communications at KIND 
Healthy Snacks, stressed that 
in the current climate, thinking 
like a journalist is part of a more 
fundamental change in PR. “We 
used to say that good commu-

nicators needed to think like a 
journalist; today they need to 
think like journalists, publishers 
and brand marketers,” he said. 

MUST-HAVES
Converting to a newsroom-type 
environment will require a shift 
in resources, if not additional 
dollars. Regardless of the size of 
your budget, there are essential 
elements to creating a news-
room mindset: 

• Use images, infographics 
and other assets to bring your 
story to life. 

• Create short, high-quality 
videos, fewer than two min-
utes; avoid talking heads.

• Build a social media 
engagement center for real-
time feeds to see what news is 
trending and engage your experts 
in the conversation. Respond to 
customer service issues on a one-
on-one basis over social channels 
to foster trust for your brand.

• Monitor what’s being said 
about your brand and your 
competitors to identify gaps 
and opportunities to create 
online stories and pitch the 
media on important angles.

• Develop a bimonthly 
listening report for top leader-
ship that identifies news trends 
and shows how you have joined 
the conversation by connecting 
with reporters and addressing/
correcting issues raised about 
your brand.

 So how are some of the 
major brands making this shift 
to a newsroom mentality?  At, 
Humana, for example, com-
municators create packages of 
videos, photos, graphics and 
words, and feature them on the 
company’s online news center.

 Having these resources 
readily available increases the 
chance of stories being picked 
up by the media and allows the 
organization to accomplish its 
goal of helping internal and 
external stakeholders achieve 
lifelong health.

“Through photos, videos 
and real-life examples, we 
demonstrate why a healthy 
lifestyle is important and that 
it’s never too late to make 
positive changes,” said Marvin 
Hill, Jr., national public rela-
tions manager at Humana, 
referring to the company blog, 
HumanaNews.

GE is another top brand 
that’s taking on the characteris-
tics of a newsroom. The indus-
trial giant publishes content 
daily on its owned platforms 
like GE Reports, the brand’s 
online magazine. 

“Beat reporters follow GE 
Reports for stories about the 
company, our financial per-
formers and our customers,” 
said Nathan Strauss, digital 
communications manager at 
GE in New York. “We approach 
storytelling clearly, concisely 
and without jargon. Often, 

there is drama: 
a protagonist 
(typically a customer) with an 
issue or challenge to overcome 
and tension in the story that 
must be resolved.”

A DAILY HUB 
Today’s online newsroom is 
not a destination but a hub for 
anything you’re publishing, 
according to Anne Potts, 
executive VP of Racepoint 
Global in Boston.  “Serve your 
stakeholders by allowing user-
generated content, so others 
can tell and share your story,” 
she said. “Ask your audience 
questions and allow peer-to-
peer moderation.”

She added that internal 
teams and senior executives 
need to prepare for the con-
sequences of embracing user-
generated content, which can 
be a loss of brand control.   

Perhaps the biggest hurdle 
to creating a newsroom men-
tality is sustainability. This is 
not a campaign. It’s for the 
duration. It should be designed 
to grow and evolve. PRN

CONTACT:
Diane Gage Lofgren is 
senior VP of marketing and 
communications at Sharp 
HealthCare in San Diego.  
She can be reached at diane.
lofgren@sharp.com  
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▶ On Topic

In this 5th volume of PR News’ Book of Employee Communications Strategies & Tactics, you’ll benefi t 
from more than 45 articles covering internal crisis communications, social media policies, human 
resources collaboration, and more!

Chapters Include:

Questions? Contact Laura Snitkovskiy at laura@accessintel.com
www.prnewsonline.com/employee-communications-guidebook-vol5

25
41
3

• Motivation & Morale
• Management Innovation

• Recruiting & Retaining Talent
• Crisis Management

• Social Media
• Workplace Culture and Brand Evangelists

25413_PRN Employee Communications guidebook strip ad.indd   1 1/29/15   3:21 PM

By Diane Gage Lofgren

Adopting the ‘Public Relations as Publisher’ Model 



FOR QUESTIONS OR ADDITIONAL INFORMATION, PLEASE CONTACT
Rachel Scharmann § 301.354.1713 § rscharmann@accessintel.com
www.prnewsonline.com/agency-elite2015

One of the most important—if not the most important—signifi ers of the success of a PR agency is a client 
saying, “Thanks for the great work, let’s do it again next year and here’s an increase in your budget.” That’s 
great news for you and your team members, but what you really need to spread the news is amplifi cation 
and peer validation. That’s where PR News’ newly launched PR Agency Elite Awards come in. We are going 
to showcase the top PR agencies by practice area at an awards luncheon event in Fall 2015, and now is the 
time to secure a place for your agency on the A-List.

Enter
Today!

25386

Entry Deadline: February 20 | Final Deadline: February 27
Enter Today at: www.prnewsonline.com/agency-elite2015

CATEGORIES
By Practice Area:
• Advocacy

• Branding

• Business to Business

• Cause/CSR

• Community Relations

• Consumer Marketing

• Content Marketing

• Crisis Management

• Digital/Social Media

• Financial Communications

•  Integrated Communications

• Issues Management

• Labor Relations

•  Marketing Communications

• Marketing to Youth

• Marketing to Women

• Marketing to Latinos

• Measurement/Evaluation

• Media Relations

• Media Training

• Multicultural Marketing

• Nonprofi t/Association

• Public Affairs

• Product Launch

• Publicity

• Reputation Management

•  Search Engine Optimization/
Marketing

• Word of Mouth/Viral

• Writing/Editing

PR Agency Internal and 
Promotional Categories: 
•  Best Training/Education 

Program
• Diversity Initiatives

•  Proprietary Software/Client 
Solutions

•  Promotion of Firm (marketing, 
advertising, PR)

• Internal Communications
• Web site
•  Community Relations/

Volunteer Programs

Agency People “Awe” 
Awards:
Please write a one- to two-page 
synopsis explaining how this per-
son has raised the bar on creativ-
ity, strategy and execution for his 
or her agency, or how this person 
has gone above and beyond 
for their agency or for clients. 
Agency professionals of all titles 
can apply. Multiple winners will be 
selected.

**Self-nominations are accepted.

PR AGENCY ELITE 2015

25386 Agency Elite Awards insert.indd   1 1/22/15   11:32 AM



Experts from Google, PBS, Human Rights Campaign and Finn Partners 
will lead 8 interactive sessions.

Register Online: www.googleconference2015.com
Questions? Contact Laura Snitkovskiy at 301-354-1610 or laura@accessintel.com

25103

You’ll become an expert in:
• Developing compelling content that raises 

your search ranking on Google

• Using Google Analytics data to answer key 
questions about which content drives traf� c

• Employing keywords, links and meta tags 
effectively without harming your page 
ranking

• Creating an AdWords campaign that is right 
for your brand

• Using Google+ and Hangouts as an 
additional way to engage customers

• Develop and cross-promote video content 
with YouTube

You’ll take away practical knowledge on 
how to:

• Understand Google’s latest SEO ranking 
factors

• Mix up your content mediums to increase 
visibility

• Develop content for speci� c ads that will 
draw clicks and conversions

• Understand the basics of Analytics so 
that you can move on to more complex 
measurement

• Create measurement reports that accurately 
and effectively track your progress

• Create quality video content on a budget, 
or with no budget

• Connect Google+ with YouTube to expand 
your content options

• Understand YouTube Analytics and use it 
to make adjustments to your video content 
strategy

• Use Google Trends to create searches that 
return compelling data that can enhance 
your content

• Create opportunities to reach new 
audiences through Google Helpouts

• Recognize what kind of content Google’s 
search algorithm favors now

All attendees will receive the following:
• 4 Pillars of Content Strategy

• 7 Tips for Working KPIs Into Your 
Measurement Strategy

• The Anatomy of On-Page SEO

• 5 Tips for Great Visual Storytelling

• 5 Ways PR and Advertising Are Working 
Together to Create Key Messages

• Executive Summary of the Full Day Written 
by the PR News Editorial Staff

Bonus Tip Sheets & Lists

SEO | Analytics | AdWords | YouTube | Influence
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