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/ In this edition: \

From the President — Pg 1
- Mark McClennan

The past month was a great one for PRSA Boston and its members.
Our Social Media Panel discussion was sold out (we had people
sneaking in and standing in the back) and it attracted a number of
people we have not seen in quite a while. This is the type of high
quality programming we want to bring you each and every month.

Pursue the New, but Don'’t

Forget the Basics — Pg 1
- Phil Juliano

Pay-for-Performance PR? - Pg 1
-Jack Jackson

As | alluded to in last month’s letter, we are adding a number of free
programs for PRSA Boston Members which will focus on a variety of
topics ranging from taking the new APR, finding a mentor, and entering
the teaching profession, to tips for new supervisors. Check out the
PRSA Boston blog for more details soon.

Social Media Panel Discussion —
A Recap - Pg5

- Mark McClennan, Darlene

Hollywood

This month | wanted to talk about something near and dear to me - the
power of praise. Praise for a job well done is something that | find to be
overlooked too often. If we reinforce the successes of those who work
with us, they will strive to do even more. Managing through fear is a

losing proposition. Pg 6/7

Different things motivate different people, but | have found time and

time again, the best way to motivate most PR people is to set the bar

high, let them exceed it, and praise them when they do. By its nature,

public relations can never be perfect.

Events/Volunteer Opportunities —

-Contd. on page 2

In this and other resources for PR professionals,
there's plenty of discussion about new
communication media. We've all read the articles on
the do's and don'ts of blogging, podcasting, buzz
marketing, social networking, and other new ways to
reach and influence our audiences.

We spoke to a prospect this morning, a financial
services company, which offered to hire our PR
agency on a “pay-for-performance” basis -- paying
only if and when we get them coverage.

We've never done anything like this before. Should
we consider such an arrangement? If so, any

We're focused on these new media because their
influence is growing fast. They also are appealing
because they offer a way to generate results quickly
and relatively easily. Every tech PR person should
know how these media work and which ones map to
their organization's or client's communication goals.
Most tech-savvy organizations already have new
media PR efforts underway. If your organization
doesn't, it should — and you should make it happen.

But to generate the substantial and impactful
coverage expected of us, we must work effectively
with all media.

-Contd. on Page 3

suggestions on how to structure the fees? I'd like
your input.

This email ignited a flurry of messages last month
among a dozen Boston PRSA chapter members.
What started as an exchange of ideas around a
question of financial logistics quickly morphed into a
spirited debate regarding the ethical considerations
of conducting PR in this manner.

My sense is all of us will confront a pay-for-
performance situation sooner or later.
-Contd. on Pg 2
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From the President — Contd. from Pg 1

There is always something that can be better. But
consistently pointing out the negative ignores the
reality of most situations and de-motivates your
workforce. | have seen this kil more PR teams’
willingness to go the extra mile than anything else.

When it comes to PR, we are regularly asked to go
the extra mile. A crisis erupts, an event falls through,
a customer complains, the client wants a 258 page
report in three days...whatever it is, one of the things
that really demonstrates a good PR pro is his or her
willingness to unhesitatingly go the extra mile (often
without complaint). And yes, even though events
often conspire to make us change our plans, we
should plan ahead to eliminate the need to go the
extra mile.

As public relations professionals, we need to
remember to publicly praise people when the big
tasks and the small, but important tasks are done.
This gives them a feeling of accomplishment and
keeps them motivated to reach the final goal. The
little things matter.

When the goal is reached — don't just note it and
move on — celebrate the work the team has done. If
you do this, people will be willing to go the extra mile
for you in the future.

We all know it, but sometimes we forget to do the
little things. So let’'s take some time over the next
month and show the power of praise. | invite all of
you to e-mail me (Markm@schwartz-pr.com) some
of your stories of people going the extra mile, or add
comments to the “Going the Extra Mile” post on the
PRSA Boston Blog. | will include some of them in a
future newsletter.

Pay-for-Performance PR? — Contd. from Pg 1

This applies across the board, and not only to those
of us on the agency side of the business. In-house
PR pros face analogous challenges when their
“clients” -- CEOs or VPs of Marketing -- subtly or not
so subtly adopt an expectation that their PR dollars
should deliver proportional and predictable amounts
of coverage.

A Google search on “pay for performance” +PR
yields 229,000 hits. That's a decidedly un-Google-
like number when you consider that “public relations”
returns 73.6 million citations. And some of those
229,000 sites are actually diatribes against pay for
performance. So “pitch now, pay later” outfits must

Publicity Club of New England presents:
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be relatively scarce. Yet the constant scramble to
allocate limited marketing dollars, and the never-
ending pressure for media exposure, ensures that
pay for placement offers will continue to surface in a
variety of settings.

Our email deliberations generated some passionate
advice, 99 percent of which was dead-set against
any flavor of “dialing for dollars.” Straightforward
admonitions, like “Don’'t go down that rat hole” and
“They're looking for a way to get your efforts for
free,” also triggered philosophical red flags. As a
primary means of compensation, went one reply, it
“... violates PRSA ethics and principles.”

While | might viscerally agree with the suggestion
that a “pay-per-hit” mentality conflicts with PRSA’s
Code of Ethics, nothing in the Code specifically
prohibits it. To be sure, an agency might run afoul of
certain PRSA professional values, like honesty and
fairness, depending on how it sells itself. An
example: One agency promises, “We guarantee you
a story in the New York Times.” Another proposes
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the less affirmative, “You pay us only when we get
you a hit in the NYT.” I'd characterize the first
agency as clearly out of compliance with Code
provisions. The second, while a bit aggressive for
my taste, at least makes a true assertion.

Now, here’'s a viewpoint that may come as a
surprise. For the sake of discussion, let's say PR
guru John Smith sets up the following project. By
mutual contractual agreement, a company pays
John a modest sum of cash for trying to place a
story in the New York Times. John stresses in
advance that he will do his utmost, but that there are
no guarantees of coverage. He commits to working
extra nights and weekends, dreams up new pitch
angles while in the shower, and foregoes any
personal or social activities for months at a stretch in
his laser-focused struggle to achieve this goal. John
pursues every ethical means to secure a hit.
Knowing the original fee scarcely begins to
compensate John for the sheer volume of hours he
devotes, the contract calls for the client to pay him a
sizeable bonus -- triple the original fee -- if and when
the coverage ever occurs.

Maybe I'm trying to provoke an argument, but | see
no ethical pitfall in this. As long as John frequently
and consistently cautions his client, “No
guarantees,” he’s constructed a valid way to
operate. That being said, it's also a highly
guestionable way to operate from the standpoint of
business efficiency and time management practices!

| fervently believe, however, this is a poor way to
establish positive and lasting business relationships.
No matter how often we tell someone, “No one can
guarantee placement,” by receiving compensation
when coverage occurs, we send a mixed message.
At some implicit level, accepting payment on receipt
of coverage conflicts with basic notions of editorial
independence and news judgment -- the very things
that make press coverage such a powerful and
valuable part of the marketing mix.

From my perspective, pay-for-performance PR
shops occupy a place in our industry that's
equivalent to the role personal injury lawyers play in
legal circles. For the most part, they exist on the
periphery of mainstream practitioners; they are
highly visible despite being a minority among their
colleagues; they can attract clients whose goals may
be substantially out of sync with reality; and
elements of what they do or say affect how society
views our profession overall.

Any given day, PR practitioners may be asked to
justify what we do, who we target, what goes into
determining an activity’s cost or “Why we aren't in

the New York Times.” Under those circumstances,
I'd rather find myself explaining these issues from
the end of a professional spectrum that doesn’t
entail quite so many inherent contradictions.

Jack Jackson, Ethics Officer of the Boston PRSA
chapter, is President of On-Message Public
Relations. The views expressed here are his own.
Versions of his writing first appeared in messages
he contributed to an online exchange in February.
Quoted email passages have been shortened for
clarity. To discuss this topic or other questions on
ethics, please contact Jack at ethics@On-
Message.com. Resources on ethics also are
available at
http://www.prsa.org/aboutUs/ethics/preamble en.ht
ml.
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Would you like to contribute content to
the PRSA Boston newsletter? Do you
have comments or suggestions
pertaining to the newsletter?

Contact the editor at:
prsabostoneditor@yahoo.com

Pursue the New but Don’t Forget the Basics —
Contd. from Pg 1

After all, getting lengthy and positive coverage of
your company in a national business publication is
the royal straight flush of PR — it beats all. To get
there, you must prepare for and execute on the
proven fundamentals of technology PR.

By focusing on these fundamentals, come deadline
time you'll have given the reporter everything he or
she needs for a “writable” story. That is, a story that
passes muster with editors and gets published,
rather than getting rejected because it lacks a critical
element.

There are only three basic elements that editors look
for in stories — three legs of the editorial stool.
Take away one leg and the story falls over. These
three crucial components are: the compelling story
line, the customer reference, and third-party
validation. Following are brief descriptions of each.

Compelling storyline

Focus your story pitch on the legitimately new or
distinctly different aspects of your product or service.
Also, weave some tension into your story if you can.
Does your product or service run contrary to
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conventional wisdom? Or is it a disruptive
technology that challenges the entrenched players
and status quo? If so, emphasize that fact and better
coverage will result. Also, be sure to frame your
story in terms that will resonate with the target
publication's primary audience.

Customer references

During every pitch, you'll arrive at the moment of
truth — the “So what?” question. Variants include
“Does anyone really care about this?”, or “Is anyone
really using it?” or “Are people saving time or making
money with it?” Your best answer is: “Yes, but you
should talk directly with a few of our customers.” To
give that answer, you need to have worked with your
customers in advance and prepped them for your
PR outreach. Editors usually don't require that the
customer be up and running with the product version
being announced. A beta customer will usually
suffice, and sometimes you can get by with a
customer who has only seen a demo and is excited
about it. The bottom line is that some customer
comment is a must.

Third-party Validation

The last story element editors normally require is a
comment on the story from a credible third party.
The best bet is usually an analyst from one of the
leading market research and consulting firms, such

as Gartner, Forrester, IDC or the like. Companies
can in fact work with these firms and their analysts
without contracting for their market research
services. The separation of church and state
notwithstanding, getting analysts interested in and
ready to comment on your offering always seems
easier when there is a service contract in place. So if
there's room in your budget — even for a smaller
engagement with a boutique firm — you should
consider making the investment. Come deadline
time, you'll be glad you did.

In conclusion, every solid technology PR program
these days absolutely needs a new media
component. But these efforts should augment — not
replace — the basic technology PR workflow upon
which so much of the media, especially national
publications, still operates. Pursue the new, but also
execute on the PR fundamentals, and you'll be sure
to get the coverage your company or client
deserves.
Phil Juliano is Vice-President of
Global Brand Management and
Corporate Communications at
Novell Inc.
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e Join Us for a Day
of Excellence!

Topics include:
P Leadership, Disney Style
Management, Disney Style

Loyalty, Disney Style

Registration:

A rare opportunity to look at the "business behindthe magic" from Disney insiders
and apply proven principles to your business.

Special PRSA Member Discounted Price;/$349 only for full prgram!
As

PRSA Members: Enter Promo CodePRSABOSTONO7 during registration

k
P Customer Service, Disney Style
k

Online: http://www.disneyboston.com (Use promo cod)

Where: MassBay Community College
Wellesley Hills Campus
50 Oakland Street
Wellesley Hills, MA 02481

When: March 21, 2007
8:30 a.m - 4:30 p.m

Phone: 877-544-2384
Fax: 913-712-9247
E-mail: registrations@KeysUS.com
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Social Media Panel Discussion — A Recap by Mark McClennan and Darlene Hollywood

The panel discussion event was one of the most informative, dynamic and passionate PRSA Boston events | have been to in a long time. The
discussion on social media moderated by John Cass, with panelists Paul Gillin, Todd Defren, and Todd Van Hoosear touched on everything from

tips for blogging success to five things to never, ever do when engaging social media.

o

Panel (seated left to right): Paul Gillin (Paul Gillin
Communications), Todd Defren (Shift Communications),
Todd Van Hoosear (Topaz Partners)

John Cass, event moderator, introducing the
panelists

Todd Defren (Shift Communications) takes
questions from the audience

The panel discussion ran for almost a full two hours to a packed audience. | believe the
final tally was 90 people. Shift, Racepoint and Schwartz Communications (the agency for
which | work) had a strong showing, but the session was a good mix of corporate
communications professionals, small agencies, principals and independent practitioners
and large agencies.

All agreed that if you try the "command & control" system of PR in the social media, you
are doomed to failure. | personally believe that if you try it in traditional PR you will not be
as successful as you could be. Two-way, symmetrical communication will provide the
greatest impact.

I'd like to share with the members some of the recommendations of the panelists:

1) When starting to engage in conversations in the blogosphere follow the tried and true

- PR practice of listening and learning about the people with whom you will be interacting.

Then a good opening is to simply let people know you are present, listening, ask them
what they want to know and ask how you can help.

2) Avoid drive by commenting. (You need to return to your posts)

3) Start tagging. There are

excellent resources that explain
this in greater detail, and | invite
you to share them in comments.

4) PR is still essential.

5) The majority of markets are
still not represented in the
blogosphere. Now is the time to
act! If you are in tech,
entertainment, politics or
financial services and not active,
you are late to the game.

6) One of the Todd's points was

) that there are four levels of
Mark McClennan, PRSA President, welcomes participation.

the panelists and attendees

A) Monitoring

B) Joining conversations

C) Starting conversations

D) Optimizing visibility online

There is a lot that | did not
include in the wrap up, but |
invite others to comment and
share their thoughts.

| arfiatt- b
Paul Gillin (Paul Gillin Communications) takes
the podium
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2007 Charity Poker Tournament

Register
Now!

Appropriate
for all levels
of expertise!

When: Wednesday, March 28, 2007
Where: Elks Lodge #9531 Bchool St, Waltham, MA
Why: To raise money for the PRSA Boston CollegehdBarship

Fund and to have fun!

Networking begins at 6:00 p.m. Tourney starts at 6:30 p.m.

Trophies awarded to: Best Player, Best Agenc y Player, Best Corporate Player
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Through the first week of April 2007: New Full Member Fee: $225 only ($65 initiation fee waived)

Also receive a $20 voucher toward a future professional development program or for use at the PRSA

store.

Don't forget to join the Boston Chapter at the same time. Chapter membership offers access to a network of
300+ area professionals, networking meetings, and discounts to chapter programs. Joining is easy. Log
onto www.prsa.org. Click on the blue box on the right side of the home page entitled "JOIN PRSA." Fill the
downloadable membership application (promo code TASTE 2007 for discount).

PRSA March 2007 New Member Promotion
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A Boot Camp Style Textbook for the
Profession
# 8 * & )
) 3 ) 3 * &
) & *! ( I &
b & ())
Hosted by PRSSA Chapters of Boston * 34
University, Simmons College, and
Emerson College 9 & 3&¢&l
When: April 14w, 2007 £ & ()
10:00 A.M. — 5:00 P.M. & 223334 () *)A #24 ::11<+<+<<<0 4 .&
Where: Photonics Center on Boston ( 3 3 | & & & 8 *4=
University Campus ) ( # 3
8 St. Mary's St. (off 3 # ) 3 * &(! &
Commonwealth Avenue) 8 *4 I # & 8 !
Boston, MA 02215 3334 4 #
Registration:
Download registration form at: =1 #
http://www.prssa.org/regional/schedule/forms/bosto . # _># 4 70,61 +67 ,,4
nreg.pdf or contact Shirley Liu at scliu@bu.edu
(Phone: 949-310-6624)

Seminar and Exhibition Showcase

Meetings Market™ Academy + Exhibition is a one-day, high-quality educational, training and exhibition event
for anyone involved in planning meetings. Includes multi-tiered education tracks, seminars featuring the
industry’s leading experts, face-to-face networking time with meeting and event professionals, and local and
national exhibitors offering the latest education, products, services, and venues. Breakfast and lunch included.
Sponsored by Crowne Plaza Hotels and Resorts. Cost . Full Registration, $129; Advance Registration (*Ends
April 20, 2007), $109; On-site Registration, $139. For more information on registering to attend or exhibit, visit
www.meetingsmarket.com or call the show manager, Jessica K. Roberts, CMP, at (410) 255-7167.

When a disaster strikes, the American Red Cross helps people

who are at their most vulnerable. During these times, we need
volunteers who are skilled at media relations to help relay important
messages to the public. We are building a cadre of public relations
professionals who can respond to regional and national disasters, and
we ask you to consider contributing your talents to the Red Cross. If a
hurricane, tornado, flood, fire or other large disaster strikes — you could be deployed for up to
two weeks at a time to help tell the story of the Red Cross. We will hold a two-day orientation in
the next few months. If you are interested, please contact Nicole Gustin, 508-595-3973,
gustinni@usa.redcross.org, by March 30. For information about the Red Cross, visit our
website at www.redcross.org.




