




















ZING and Cabana Boys win ARTSTART

Stuart Ghent, Nik Robinson (Cabana Boys), Darcie
O’Malley, Tanya Rawlinson, Jocelyne Simpson

(Zing)

Zing and independent creative agency Cabana
Boys have joined forces to win a marketing and
communications project for the Federal
Government’s Australian Council for the Arts.

The two-phased roll out will involve the
collaboration of both agencies to launch ArtStart, a
$10,000 grant program that gives recent art
graduates a leg-up in starting their professional
careers.

The first-phase of activity kicks off this month and
will aim to raise awareness about the initiative
through social media, PR and above-the-line
activity including radio. The second burst rolls-out
in November for the next round of grant
applications.

The win in a competitive pitch marks the first government project for Zing and the first time the agencies have
collaborated.

Jocelyne Simpson, general manager of Zing, told The PR Report: “This is a great one for us. Not only is it a
piece of government work, but also it's one that supports the next generation of talented artists. “Collaborating
with Cabana Boys means we are bringing together different skill-sets and great people to deliver amazing
results. It's something we plan to do more of moving forward.” Cabana Boys is a creative ideas shop, set up by
ex-Lowe Hunt art director Nik Robinson, and former Razor Sydney creative director Stuart Ghent last October.

How to fight back when you're trashed on the web
By Graham White, MD, Howorth PR

The burgeoning social media landscape has brought with it frightening new possibilities for brand-trashing on a
global scale: people using Twitter or blogs to spread derogatory remarks about your company; a disgruntled
employee posting an “insiders” video on YouTube. You have no idea how it all started, and even less of an idea
about how to stop it.

It seems every @tom, @dick or @harry can have an opinion.

In recent years some of the biggest US companies have experienced the ugly side of social media’s reach and a
recent Australian survey showed one in four of us would boycott a product after reading negative comments on
social media sites.

The reach and speed of social media can be astonishing. Just ask Comcast, America'’s largest cable operator.
One of their technicians was called to an apartment to install a new cable, only to fall asleep for an hour on the
couch as he waited for a call back. The customer videoed him sleeping, posted it on YouTube and to date the

image of Comcast at work has been viewed more than 1.3 million times.



Then we had a Burger King employee videoed bathing in the restaurant’s kitchen sink. The employee is now an
ex-employee but the YouTube image lives on for anyone to watch. Similarly ex are the two Dominos Pizza
employees who earlier this year posted a video showing them engaged in disgusting food preparation at a store.
The employees later claimed it was all a joke and that none of the food they tampered with had been sold, but
once again cyberspace ensures their handiwork lives on.

So what are the rules for handling crises in the age of social media? How can companies resurrect their
reputations in the face of malicious postings? What do you do if someone posts a negative comment in Twitter?

Here are some steps to consider:

1: Get your company engaged in social media space, and now. Use it to find out what your customers think,
when they are thinking it, who they share it with, and for directly corresponding with those customers. If your
business is not already regularly listening to and perhaps conversing directly with customers and potential
customers through social media — Twitter, YouTube, blogs, etc — then you are missing an opportunity.

2: When a crisis unfolds you must think and move quickly. Social media can move information at an
exponential rate, so have your response out there as soon as possible to counteract and hopefully nullify the
negative information. That's another positive to already being engaged and having a presence, plus you don't
have to waste valuable time setting up Twitter and YouTube accounts or establishing a blog.

3: Ascertain just how big the problem is. There are a number of sophisticated tools that enable you to
guantify the amount of chatter about any one subject. If it is merely a Twitter posting from a disgruntled
customer, respond politely via Twitter; likewise a critical blog. Remember, this comment can be public too. The
beauty of social media is that it allows you to respond directly and quickly, giving you the chance to explain your
position, right a wrong or apologise. You can ask the complainant to contact you by phone, or even to meet face
to face so that you can personally try to settle the matter. In the Australian survey mentioned above, 60 per cent
of those surveyed said if they posted a negative comment about an organisation on social media they would
welcome contact from the organisation.

4: If you are confronting a full-blown crisis then you must react in a similar manner. For that you may also
need professional help. In the Dominos case, the company initially decided not to respond, hoping the incident
would die down of its own accord. However, in just three days, more than a million people had viewed the video
and the company’s reputation suffered. After absorbing that damage Dominos posted a message on its website
and asked employees with Twitter accounts to tweet a link to the site. They established their own Twitter account
and tried to reassure people that the practice in the video was totally aberrant. They filmed a message from the
company’s president and put that on YouTube. These steps were all correct, but a couple of days too late, plus
time was lost as they didn’t have an existing social media footprint.

5. Enlist your fans in the social media landscape. This could be your employees, friends, and clients — those
that know the company and don’t share the negative sentiment. You can utilise Twitter, Facebook, YouTube,
and your blog to allow them to post their messages. Establish a page on your website where people can post
messages and videos, to which you can direct traffic.

6: Keep monitoring the social media landscape. Find out whether the conversation is continuing or abating.
Continue to have a voice and consider responding to incorrect information.

7. If you have a data base of customers, contact them to set the record straight, asking for their
continued patronage. This could be offline or through other channels.
Not an exhaustive list by any stretch of the imagination, but a good start.

The tone and style is also important. Don’t preach. Don't think of transmitting messages; instead participate in
the conversation and allow people to engage and ask questions. Be informal and conversational. Your goal is to
build a community (of fans), a community that can and will support you in trying times



Elphinstone launches arts focused PR agency

Kym Elphinstone is moving on from the MCA to establish a consultancy called [art]iculate [art] iculate
focusing on PR and brand communications for the arts sector.

Her first client is the 2010 Biennale of Sydney. Contact: kym@articulatepr.com.au
The MCA media relations will now be managed by Gaby Wilson gaby.wilson@mca.com.au

Sunbeam and Breville Group rivalry extends to PR

Article in full from current.com.au 2/10/09

Australia: Sunbeam has announced its new PR agency, MINT PR, which replaces Write
Away Communications, which has moved to Breville Group to work on the Kambrook
account.

“MINT PR will inject a freshness and new enthusiasm into our public relations,” said
Sunbeam Corporation Limited CEO, David Jackson. “They have a good understanding of
our business issues and have innovative ideas that will take Sunbeam to the next level.

“We have some great new products, promotions and offers for the Christmas period and
MINT PR will be promoting these. We are expecting a major increase in brand exposure \
and coverage,” he said. G

MINT PR is based at Sydney’s Northern Beaches and was founded in 2005 by Monique
Haylen (pic, right) after she left the integrated agency Love. MINT PR has clients in the IT, retail, fashion and
lifestyle sectors.

New online event solution launched for PR practitioners

Premiere Global’s ‘Virtual Roadshow’ helps PRs create cost effective events
Article by Joanne Rigby, APAC Marketing Director, Premiere Global Services

The PR budget can sometimes be a bit of a squeeze. With media briefings, interviews, events, work-in-progress
updates and other adhoc meetings, it's no wonder. The most pressing challenge is how to reach relevant
journalists across the vast Australian landscape (and beyond)? And just for good measure, add into the mix
travel policies of some publishing companies preventing journalists from attending offsite events and junkets.
How do you go about engaging them?

These challenges shouldn’t stop you from creating high impact campaigns that reach journalists no matter where
they are, even if they cannot make it to your physical event.

Premiere Global Services has just launched its latest solution — Virtual Roadshow — to help PR practitioners
reach a broader audience for product launches, press conferences, media briefings and major announcements.



How does it work?

In order to help PR practitioners host
successful events to geographically
dispersed journalists and team members,
Virtual Roadshow uses audio and web
conferencing, as well as notification
technologies. This provides a complete
event management solution that delivers
a highly interactive experience, while
lessening the demand on time and
budget.

Premiere Global supports the event
management process through managing
pre-event communications, registrations,
post-event reporting and the running of
the event.

There is also access to email, voice and SMS notification technologies that can help boost attendance and
ultimately improve the event ROI. Imagine the time and energy that could be saved by having all event needs
handled by one company.

Top six features that help create a fantastic event

e The complete event: Everything from pre-event communications to running the event to post event
reporting is taken care of, saving you valuable time to focus on your client’s needs.

o Notification services: Improves no-show rates for your event with pre-event email, SMS or voice message
invitations and reminders.

o Polling: Lets you see how your audience reacted to different parts of the briefing or presentation for more
tailored follow-up.

¢ Q&A: Instant, live feedback can be obtained from attendees, as well as the ability to prioritise questions (for
media, planted questions, testimonials).

¢ Recording: Prolongs the shelf life of your event. You can use it as the basis for follow-up outreach to
attendees, no-shows and non-respondents or add to your website as a free download.

o Attendance reports: Immediately consolidate lists of attendees, polling results and questions asked — for
your sales and marketing departments to follow up.

Want to learn more about Virtual Roadshow? Please email information@premiereglobal.com.au.

Successful health communication in the digital age

By Stephen Richardson, Senior Account Manager - Healthcare, Haystac

Today’'s consumer has an appetite for information like never before, and digital
communication channels are making it far easier to access and share information amongst
large numbers of people. This trend is exemplified by people’s willingness to go online in
search of information relating to health issues.

How then can people working in the healthcare industry, be it pharmaceutical companies,
patient support groups or government, capitalise on the opportunities presented by digital
communications?



1. Establish an online presence

In Australia, about 89 per cent of doctors have had patients bring information to them from the internet,
according to ACNielsen Consult. In Europe, where despite the absence of direct-to-consumer advertising, over
half of physicians surveyed in Germany and France report that patients often or frequently ask them about brand
name prescription drugs.! In the US, where direct-to-consumer advertising is allowed, virtually all physicians
report that at least some of their patients bring health information they found online to an appointment.?

While pharmaceutical companies operating in Australia face tighter restrictions than in other markets around the
world, there is still an opportunity to provide factual and relevant information to consumers on disease specific
websites. For example, www.thefacts.com.au, developed by GlaxoSmithKline is the online component for one of
Australia’s longest running disease awareness campaign and provides information for consumers wanting to
learn more about genital herpes. ‘The Facts’ campaign and website are also supported by PR and advertising.
We've also seen other pharmaceutical companies, such as Pfizer, running similar disease awareness
campaigns. And, while prescription products are heavily regulated in what can and cannot be said in promoting
them to consumers, we shouldn’t underestimate the opportunity for over-the-counter health products in
developing digital marketing strategies.

2. Don’t neglect other forms of media

According to the Nielsen Online Internet and Technology Report released earlier this year, people aged over 16
spent an average of 16.1 hours on the internet each week, 12.9 hours watching TV, 8.8 hours listening to the
radio, 3.7 hours on a mobile phone and 2.8 hours reading newspapers.® While this shows more time is spent
surfing the Internet than on all other forms of media, this doesn’t mean traditional media should be discounted
entirely.

The average Australian spent 89.2 hours per week consuming media in 2008 - or the equivalent of almost 80%
of their waking hours. This was an increase of almost five hours form 2007, and a whopping 17.8 hours from
2006" so it appears our ability to consume media is almost boundless. It also suggests people are
simultaneously consuming different forms of media. We already know that to absorb messages we need to ‘hear
or see’ them 3-5 times. Therefore effective communication should not rely on digital at the expense of traditional
forms of media. Rather, digital should form part of a broader strategy encompassing all forms of media to ensure
messages are communicated to as wide an audience as possible.

3. Social media —it's not just for Gen Y

While people in their teens and 20s were the first to adopt social networks for everyday use, their popularity is
rising in the older demographics. According to a new report - 'The Broad Reach of Social Networks' — much of
the growth in social networks today comes from people older than 34. The report shows adults over the age of
34 increased their participation in social networks by more than 60% compared with 2008. Today, more than half
of adults aged 35 to 44 are in social networks the report says. People in their 40s and 50s still lag behind this
age group in participation, but they, too, are beginning to use social networks more than in the past, the study
found. And even adults 55 and older are starting to share and connect more online.®

With so many more adults participating in social networks, organisations that tap into this growing trend will be
able to connect with their target audience and better understand the issues they are concerned about. While
regulations preclude pharmaceutical companies commenting directly about specific treatments and medications
in Australia, they should strive to make themselves accessible online and be as responsive as possible for
patients.

Notwithstanding the opportunities provided by social media, it is important to also acknowledge that it also
provides a vehicle for the public to share negative feedback - or potentially misinformation - about particular
brands. For this reason, successful risk management plans should now incorporate scenarios arising from social

1http://www.imshealth.com.au/vqn/imaqes/portal/cit 40000873/7/37/84116738Pharmacomplexity%20White%20Paper_O6.pdf. Accessed September 2009
2“How Digital is Shaping the Future of Pharmaceutical Marketing”, Manhattan Research, 2009

® Dudley-Nicholson J. “Australians spend much more time online”, The Courier Mail, March 5, 2009

4 Dudley-Nicholson J. “Australians spend much more time online”, The Courier Mail, March 5, 2009

5 http://www.pcadvisor.co.uk/news/index.cfm?NewsID=3200543. Accessed September 2009




media networking. One needs to look no further to see the power of social media than the public outcry that lead
Kraft to dump the unpopular iSnack 2.0 and switch to Cheesybite for their new Vegemite spread.

4. Internet-savvy doctors are becoming the norm

It is not only consumers who are embracing the shift to digital communications. Internet-savvy clinicians are no
longer an emerging group. In the US, nearly all doctors are online for professional purposes weekly or more.' As
a group, clinicians have adapted themselves to advanced online activities, such as watching streaming video
and listening to podcasts, at a much faster rate than consumers. Doctors are also utilising social media in
greater numbers — with participation in online communities designed specifically for healthcare professionals
doubling between 2008 and 2009."

For time-poor doctors and other healthcare professionals, digital communications, such as e-newsletters,
podcasts, or webinars present a tremendous new opportunity for engaging with them and communicating
important health information. It is clear doctors are increasingly turning to digital channels to access news and
information, which previously they would have had to get from journals and attending medical conferences.
While these forms of communication will continue to be an important means of reaching healthcare
professionals, digital provides doctors getter flexibility in accessing information when and where they want it.

5. Understand your audience

Although we are unlikely to reach a point where the Internet replaces doctors as the most trusted source for
information, patients who go online before or after talking with their doctor to “double check” the information they
have received are no longer a rarity. According to a recent US survey, nearly one-half of Internet users said they
used a search engine to find more data about their specific medical condition. Another 20% went to health
websites to get more information. Tellingly, just 35% of Internet users simply trusted their doctor without looking
to the web."

In addition, health forums and social networking sites are opening up a world of people online that patients can
relate to. Because of the sheer number of people utilising the Internet, it is now possible to find people who
share the same experiences as you - even for those with the rarest conditions or for those with some form of
social stigma attached. For example, SANE Australia (www.sane.org) provides podcasts containing
comprehensive interviews on a range of topics that can be played on a patient’s PC, iPod or other MP3 player to
complement their traditional factsheets.

Knowing where consumers are looking for information, how they are interacting with each other and sharing
information is vital for pharmaceutical companies, government bodies and patient advocacy groups wanting to
successfully communicate with them and bring about behavioural change. For those wanting to engage,
influence, or educate consumers and healthcare professionals — the question should no longer be should digital
communications be used but how it can be best incorporated into an effective marketing and communications
strategy.

For more information about Haystac visit www.haystac.com.au

Pulse wins “Creme de la Creme” WPP award

Pulse Communications and BlueScope Steel have been awarded the prestigious “Creme de la Creme” award
and ‘Best Consumer Public Relations Campaign’ for the Tank a Day Challenge in the WPP - WPPed Cream
Awards.

This achievement makes the BlueScope Tank a Day Challenge the most awarded consumer marketing PR
campaign in Australia, bringing the total number of award wins to ten!



The WPPed Cream Awards recognise the very best work produced by WPP companies globally, across all its
marketing disciplines. Campaign winners are those which have already garnered awards at the best shows in
the world, and participation is invite only.

Conceived by Pulse Communications in 2007, the BlueScope Tank a Day Challenge aims to kick-start primary
schools’ water conservation programs by giving away a 27,000 litre rainwater tank, every school day of the year.

The campaign was based around the creative insight that part of the wider solution in tackling Australia’s water
problem is to inspire sustainability through the younger generation. The Tank a Day Challenge had a strong
educational component, designed to empower the next generation with the message that they too, can help
Australia manage water better. To date, over one third (33%) of all Australian primary schools have taken up the
Tank a Day Challenge and well over half a million students have completed the online educational water saving
quiz.

Samantha Allen, Managing Director of Pulse Communications said, “We are incredibly proud of the success of
the Tank a Day Challenge and the nine global and national awards we have achieved to date. The BlueScope
campaign demonstrates how PR can significantly assist in building corporate reputation in a measurable and
meaningful way.” To find out more about the BlueScope Tank a Day Challenge visit: www.tankaday.com.au.

Conservatives learn from MyBarackObama

Article in full from PRWeek.com; written by David Singleton 2/10/09

The (British) Conservative Party launches a new website which it claims is 'the most ambitious party political
campaigning network of its kind outside of the US'.

MyConservatives.com is a new resource to help party supporters with campaigning in run-up to the general
election. Initially launching in beta, the site allows users to select specific campaigns they wish to become
involved with - such as helping a particular candidate or campaigning for a single issue.



Conservative sources said the site was aimed at people who support aspects of Conservative policy but may not
be paid-up party members. Once on board, users can make donations to particular campaigns and view other
donations to the same campaign. They can also become involved in phone canvassing, leafleting and door
knocking.

The site also hosts a number of video guides to activites such as fundraising and door knocking - aimed at new
supporters who may be nervous about undertaking such activities.

The new site has been developed by Tory new media chief Rishi Saha, working with global digital marketing and
technology agency LBi. It will be managed by CCHQ staffer Sam Coates.

Tory sources said the site combined elements of various existing websites - from Facebook to JustGiving, as
well as MyBarackObama.com. 'lt's not about re-inventing campaigning,' said a source involved in the project. 'It's
about providing the tools so that people can organise campaigning in a straightforward way.'

The site allows Conservative activists to:

- Set specific fundraising goals and take donations for them online

- Recruit activists to do leafleting and door-to-door canvassing

- Promote and organise social action

- Telephone canvass from home

- Set up events, create online tickets and sell them to attendees

- Connect with other supporters and get them involved in campaigns

- Set up campaigns and fundraising goals based around local and national issues

The Conservative Party anticipates that the website will evolve over the coming months as the party responds to
feedback from users and adds new features. One initiative under consideration is the offer of lunch with (UK)
Tory leader David Cameron for site users who rack up the most calls to voters.

In a statement, Cameron said: 'We're hugely excited by the potential for MyConservatives as we gear up for the
general election, and beyond. Over the last few years my party has talked a lot about how the internet is
changing the nature of society. We recognise that the nature of modern communications means that we should
disperse information and decision-making away from the political elite, to the man and woman on the street.

"This understanding of what we call the post-bureaucratic age has been shaped our policy-making - all we're
doing now is applying those principles to the way we organise ourselves as a party. That's why today we're
launching a new online campaigning portal that empowers people - whether they're party members or not - to
campaign and fundraise for specific candidates and issues.

Campaign recognizes VIC Emergency Services
Volunteers

Victoria will recognise the state’s emergency services volunteers and their vital work to keep Victorian families
safe with a $3.2 million campaign called “Vital, Valued, Victorians” highlighting the role of volunteers.

Minister for Police and Emergency Services Bob Cameron and Minister for Community Development Peter
Batchelor launched the campaign as a CFA team took to the streets of the Black Saturday fire affected towns in
the Degani Kinglake bike ride at Whittlesea.

Mr Cameron said the campaign featured real-life volunteers from the Country Fire Authority (CFA), the State
Emergency Services (VICSES), Life Saving Victoria (LSV), Community Emergency Response Team (CERT) and
the Australian Volunteer Coast Guard (AVCG).

“Victoria is proud to have more than 84,000 emergency services volunteers across the state, with the CFA
boasting one of the largest volunteer-based emergency services in the world,” Mr Cameron said.



“The Black Saturday bushfires, and indeed the entire fire season asked a lot of volunteers and their families, and
this is an opportunity to show our support as we approach what is likely to be another demanding fire season.

Celebrities, sporting, music and business identities have also backed the campaign including: Vince Colosimo,
The Living End lead singer, Chris Cheney and bassist Scott Owen, AFL legend Glenn Archer, VECCI chairman
Jeremy Johnson, Quiksilver Foundation and Cricket Victoria.

Mr Batchelor said this was the first campaign to flow from the 2009 Victorian Volunteer Strategy.

The campaign will run for three months and span TV, print, radio and online advertising. All Victorians are
encouraged to show their support by posting a message on the website www.volunteer.vic.gov.au or sending
an SMS with “Vols” and their message to 0488 50 50 50.

Thought leadership — a definition

This is the second in a series of articles on thought leadership by Craig Badings (pic, right), a
director at Cannings Corporate Communications and the author of Brand Stand: seven
steps to thought leadership

In the last issue | spoke about how true thought leadership can act as a powerful tool in a
company’s communications arsenal. Today | want to cover the definition of thought leadership
and believe me when | say there are many.

Here is my definition:

‘Establishing a relationship with and delivering something of value to your stakeholders and _
customers that aligns with your brand/company value. In the process you go well beyond "
merely selling a product or service and establish your brand /company as the expert in that field and differentiate
yourself from your competitors.’

Recently | have been corresponding with Dana vandenHeuvel who is based in the US and runs a company
called Marketing Savant. He has written quite a bit on the topic of thought leadership and he sent me his
definition the other day — | think it's great.

“Thought leadership marketing capitalizes on your intellectual capital and unique point of view to actively position
you or your organization as an authority, resource and trusted advisor on industry issues. Thought leadership
marketing allows you to earn trust and build credibility and recognition differentiating yourself as one who clearly
understands the business and needs of your audience. And most importantly it mobilizes your audience to think
and act — engaging with you over the long-term.” Dana vandenHeuvel.

If you have time or the inclination, you should also check out the Wikipedia definition.

What I've discovered in analyzing all the definitions on thought leadership | can find is that there is a common
theme which pervades most if not all of them. It revolves around developing a deep understanding of your
business and your customers but more importantly the needs of those customers and the broader market in
which you operate so that you can provide information of value to them.

If you have your own definition, please feel free to share it with me. Send it via e mail to
cbadings@cannings.net.au or call me on 02 8284 9991 — I'd love to hear it.

In the next issue | will cover the importance of social media in taking your thought leadership campaign to
market. Visit Craig’s blog at www.thoughtleadershipstrategy.net or follow him on twitter @thoughtstrategy




Live news at lunch from ninemsn

Article from Digital Media 21/9/09: by Willem Reyners Tay

Fancy catching up on the lunchtime news right from your desk? Leading Australian online portal ninemsn is
looking to tap into workers hungry for some lunchtime information, launching an online only live news bulletin.

The live stream is billed as Australia's first live news bulletin produced specifically for the web with the 10 minute
bulletin to start at 12:30pm every weekday, being replayed twice in the stream window. ninemsn already
provides live TV streams of Nine News at 6pm and the Today Show.

ninemsn says internal studies show nearly half of their users are jumping during lunchtime to get their news and
information fix. Two thirds of people said they ate lunch at their desk once per week and nearly half are eating in
front of their computer three days a week or more.

The streaming is based on either Microsoft Silverlight or Windows Media Player, shunning Flash which has
become the de-facto standard for online video, including ninemsn's own video player. This decision may cause a
problems for some corporate users on high security corporate networks, however they have successfully used
the technology for their own live streaming broadcasts.

The use of all Microsoft technology is not surprising considering the Redmond giant is an ninemsn partner.
Silverlight's power has recently been showcased with Bing's new visual search, although the plugin is still not
compatible with Google Chrome, unless you plan on playing around with a development build.

PR case study: the power of pictures and competitions

Looking for a way to build customer loyalty, have some fun and reward your
customers? Jeststar's photo competition is a great case study of what's
possible using a simple concept — ask your customers to take a phot and
send it to you.

Jetstar received more than 35,000 entries in to their National Photography
Competition

John White from Port Lincoln, South Australia won ‘Best Amateur
Photograph’ for his highly creative man-made photograph entitled Australia.
To view the photographs go to www.jetstarphotocomp.com

HotHouse hires Rhodie for social media

Leading Australian interactive agency HotHouse has appointed social media strategist Scott Rhodie to head up
its social media and digital PR practice.

“We looked for someone with real experience, a commercial mindset and Scott Rhodie fitted the bill. He's lived
social media for years and has a proven record of success. We're extremely pleased he’'s coming on board,”
said Simon van Wyk, Founder of HotHouse.



Scott was most recently senior account manager for Zing Public Relations, where he produced social media and
digital PR projects for clients including LEGO, McDonald’s, Optus (launching the Apple iPhone 3G S) and
Toshiba (launching Toshiba’s first social media campaign in Australian to great success). He previously worked
as media manager and digital pr specialist for Pulse Media and Network Public Relations, after starting out as a
tabloid journalist for Britain's biggest selling newspaper The Sun in Scotland.

HotHouse was recently named as one of the leading Australian interactive agencies by Forrester Research’s
Forrester Wave report. For more information on Scott’s appointment or the Forrester report, contact Simon van
Wyk at simonvw@hothouse.com.au
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- randstad

Professionals
senior PR account director

world class agency

strong focus on learning and development
global career path

up to $130k

Senior account director with a background in b2b and b2c technology required for this reputable
agency. This role will give you the chance to take a strategic part in development of accounts whilst
overseeing team activities in the delivery of campaigns.
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senior account executive/ account manager/ technology

e great mentoring system
e timein lieu
e strong career progression

Having both blue chip B2B and B2C tech clients, this agency boasts strong contacts and knowledge of
the sector, allowing them to effectively communicate core messages to the media and other target
audiences.
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media officer- government

e large government

e CBD location

e 3 month contract
As a media officer you will provide media support and prepare media releases and articles for internal
and external audiences, media scanning and identification of opportunities for positive media exposure,
a sensitive approach is a must for this role.
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Professionals

Please contact: Caroline De Kimpe, executive manager, pr communications and creative, Randstad.
T +61 282481874 or e Caroline.DeKimpe@randstad.com.au




SaLT&SHEIN
PR JOBS

Salt & Shein exists for the sole purpose of recruiting experts in the fields of communication and corporate affairs.
For more information please visit our website www.saltshein.com.au

Please contact Ike Levick at Salt & Shein if you are interested in applying for the roles listed below or other PR
agency opportunities.

ke Levick — 0405 218 626 - ilevick@saltshein.com.au

Investor Relations - Account Manager

This consultancy specialises in using market intelligence to offer valuable insights into maximising a company’s
investment profile within the investment community. Sustained growth has resulted in a great opportunity for an
Account Manager who wants to develop their Investor Relations skills, is passionate about proactive
communication and prides themselves on exceptional client service. Great package, strong team culture. A
background in financial PR is ideal and at least three years’ experience is essential.

Consumer - Account Director

This award-winning agency is looking for someone who can help shape and deliver outstanding consumer
campaigns for a range of consumer clients. Strategic planning, brand building and product launch experience is
mandatory. The successful applicant will become the 2iC to the Consumer Practice Head and should have 5 -7
years experience (at least two in the Australian market). Preferred sector experience includes food and
beverage, consumer tech, consumer health and/or travel.

Consumer — Account Director

This well-known PR agency is looking for an experienced AD who can lead the agency’s relationship with one of
Australia’s leading consumer brands. A career history of working for Australian PR agencies with an emphasis on
consumer PR will impress. Immediate start.

Account Manager - Travel and Corporate

Working with travel, tourism and corporate clients, this Account Manager role is for someone who has at least
four years’ experience and has exceptional verbal and written communication skills. A thorough understanding
of the Australian media landscape is essential. The agency takes career progression seriously and this is a great
opportunity to join an exceptional team of PR practitioners.

SdlT&SHeIN

The PR Report’s monthly Lucky Draw Prize:

Each issue, The PR Report draws a few subscribers at random from the database and sends them a book
relating to PR and communications.
This month the lucky draw book prize is 3 copies of Craig Bading’s new book, Brand Strand

Congratulations to our winners this month:

Nicky Webster, EPA Victoria
Lauren Collie, Lion Nathan
Dan Woods, RDNS



We also have 3 copies of Karen Morath’s book on the Australians who built the PR sector from the 1960’s until
today, Pride & Prejudice

Congratulations to our winners this month:

Kellie Lobb, NSW DPI
Hannah Dunn, Transgrid
Dianne Nguyen, Tourism Victoria

Networking for PR practitioners

In the Public Interest is a networking and short presentation session (usually approx 1.5 hours), held in Sydney,
Melbourne or Canberra, on a topical issue.

We've covered Twitter, Obama’s web strategy and the most recent presentation, by Rohit Bhargava, on the 5
Myths of Social Media.

All previous presentations are on the website:

http://thepublicinterest.ning.com

PR agency speak translated: The “soft launch”

Thank you for your brief and Translation:

we'd be delighted to work on

your account; we suggest a Your PR budget is a joke. There's
“soft launch” for your new no money to launch your product
product with the usual parties, paid-for-

celebrities and freebies-for-
journalists that we normally use to
get our clients into the media, so
we'll issue a media release and
pray it's a slow news day.
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The PR Report is a free service to PR practitioners. To subscribe, please visit www.theprreport.com

Contact the Editor:
Tel: 02-9489-9010 or email: glenfrost@frocomm.com.au

Previous issues: http://thepublicinterest.ning.com






