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Important
Dates:

Feb. 7: Résumé/Interview/
Ethics Workshop
 Location: Holliday Forum

Feb. 21: PR Skills Advisory 
Panel; Dues deadline
 Location: Holliday Forum

March 7: Entertainment PR
 Location: Holliday Forum

March 21: Officer elections 
and Advising night
 Location: Coates 143

April 11: Corporate PR
 Location: Lockett 10

April 25: Nonprofit PR
 Location: Coates 143

* All business meetings 
begin at 6 p.m. 

Find more events 
and opportunities at         
www.prssalsu.com

The PRogress Report is PRSSA at LSU’s revamped, monthly newsletter produced by students, for students. We strive to bring you current, PR-related news, but would love your help. Did you have a fulfilling internship experi-ence? Want to share your social media expertise? If you are interested in contributing, please contact PR Director Paige Weber at prssalsu@gmail.com. It’s a great way to get published and have some portfolio-worthy material. Plus, members will receive 1 point toward their active membership. Thanks!

FROM THE EDITOR’S DESK

 As the new year begins, the public relations industry will be faced with new 
challenges that will set the tone for 2013. With these challenges, students must be 
willing to learn and adapt to keep up with the changes in the industry. Luckily, as 
students, this is the ideal time to study these trends and changes because we are no 
strangers to the digital realm. We can take the time to learn how to navigate the 
various social media platforms, research how companies are using them to spread 
their messages and set ourselves apart from other students. It is key to remember 
that the PR industry is continuously changing, and having flexibility to adapt to 
these changes will be key to your success as a PR professional. Here are four things 
to expect from PR this year and simple ways to adjust and grow as a professional. 

1. A picture is worth a thousand words.
With the creation of photo sharing applications such as Instagram, companies are 
now able to spread a message with just a simple picture. A picture can catch an au-
dience’s attention and start a conversation. Photo sharing among smartphone users 
has become easier and allow users to tell a story without a single word. And as the 
cliché says, a picture is truly worth a thousand words.

2. Higher Standards
Social media platforms such as Facebook and Twitter allow anyone to be a jour-
nalist these days. Anyone can take a picture, post a status or tweet something that 

What is ImPRint Communications? p. 6
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see PRedictions, p. 7
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A Year in Review: 
Nonprofit group Invisible Children, Inc., changed the standards of social 
media for nonprofits in February when its video “KONY 2012” went viral 
within a matter of hours. The campaign proved the power of social media 
and eluded even the brightest minds in the PR and marketing field (PR 
Daily); viewers were encouraged to share, “like,” tweet and post the video 
on all social media sites, as well as tweet and email influential celebrities 
and politicians. KONY 2012 raised national attention and went down in 
the books as the most viral video in history.

The London Olympics received a PR gold medal when results of an in-
ternational survey by the global public relations group ECCO shows that 
London 2012 was a public relations success for Britain (PR Web). Prior to 
the Olympics, British sports fans weren’t known for their charm and good 
sportsmanship. But after the global event, the same survey showed a 25 
percent increase in the perceptions that British are friendlier, more cultur-
ally complex, more competitive and have a greater sense of humor. Host-
ing the Olympics obviously boosted international tourism for the United 
Kingdom, but success of the brand management throughout the event will 
prove to benefit the country for many years to come.

In 2008, the presidential election was dubbed the “social media election,” 
and 2012’s election carried the name through. Pictures filled Instagram 
with citizens casting their ballots, Obama eating at Wendy’s and selfies of 
celebrities supporting their candidate. Then there were the embarrassing 
slip-ups candidates said like Romney’s comment on Big Bird or having 
“binders full of women,” which always provides the public relations teams 
with plenty of crisis communication to catch up on. The question when 
it comes to elections generally isn’t, “How does public relations relate to 
this?” but, “How doesn’t public relations relate to this?”

Gap, American Apparel and Urban Outfitters might have saved their email 
receipts, but nothing could take back the anger of frustrated customers, 
specifically Hurricane Sandy victims, when these brands sent out offen-
sive promotions during a troubling time. Tweets and emails for the “Sandy 
Sale” and “This storm blows (but you know what doesn’t?)” free shipping 
promotion earned American Apparel and Urban Outfitters some time for 
crisis management. This serves as a reminder to be sensitive even in the 
punniest of times and always be conscious of what your audience is feeling. 
If you were worried about a hurricane destroying your home, could you be 
provoked to online shop? Probably not.
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Simply search “social media and the Aurora shooting” and multiple articles 
will appear telling the exact correlation. As CNN says it, “Before Twitter, 
smartphones and YouTube, it would have been impossible for an event 
like Colorado’s ‘Batman Massacre’ to have played out for the global public 
in real time.” Being able to follow such news so personally and in-the-
moment changes how we react to it. It’s live-tweeting of the worst kind.

Chick-fil-A faced all colors of the rainbow in July when their president, 
Don Cathy, expressed his opposition to same-sex marriage. Then, in the 
midst of the biggest fast-food chain scandal in 2012, its vice president of 
public relations had a heart attack and died. Talk about total PR crisis! 
From the downs (like political figures shutting down local franchises) to 
the ups (like the Chick-fil-A business boom after “Chick-fil-A Appre-
ciation Day”), the chicken restaurant definitely had it’s share of public                                           
relations tests.

Apple may have damaged their credibility when they released the iOS 6 
update. As technologically forward as this innovative brand is, it can make 
mistakes, too — and the public realized that. Apple Maps caused so much 
trouble with consumers that CEO Tim Cook issued an apology soon after 
the release. At least they can say they’re honest, right?

The Lance Armstrong scandal began in 2012 and continued through 2013 
but nonetheless, doesn’t seem to have made any progress. After losing 
multiple contracts with sponsors and decades-long supporters, Armstrong 
appeared on Oprah’s show to publicly apologize and, hopefully, gain some 
trust back from his millions of fans. Unfortunately, this plan seemed to 
backfire, and according to Media Bistro, the number of people growing 
more sympathetic toward Armstrong dropped 12 percent after he went       
on Oprah.

PR Edition by Paige Weber



Page 4

PROFESSIONAL PROFILES

Kristi Williams
PRAL-BR President

Stafford Kendall
PRSA-BR President

Lisa Stansbury
PRSA-BR Immediate 

Past President

Lauren Joerg
PRAL Board member

Sadie Wilks
PRAL-BR Immediate 

Past President

Marcus McGehee
Account Associate, 

NOLA Media Group

Les Patin
Communications 

Assistant, Louisiana 
Lottery Corporation

Alicia Hoffman
Marketing Support   

Manager,  Hampton Inn 
& Suites New Orleans

Claire Biggs
writer, MTV Act

Professional Development Panel

PR Skills Advisory Panel
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1.  Initiate and complete at least one 
community service project.

2.  Strengthen your relationship with 
your PRSA sponsor Chapter.

3.  Give attention to ethics in at 
least one Chapter meeting.

4.  Confirm that at least one 
Chapter member applies for 
an individual National PRSSA 
scholarship or award.

5.  Confirm that your Chapter 
applied for at least one national      
PRSSA award.

6.  Implement at least one           
National initiative.

7.  Confirm attendance by at 
least one Chapter member at 
National Conference, National 
Assembly, a Regional Conference or       
Leadership Rally.

8.  Gain positive attention for your 
Chapter in at least one campus 
or community publication or           
other media.

9.  Extend an invitation to students/
faculty from other disciplines to    
attend at least one Chapter meeting.

10. Confirm that at least 10 percent 
of your graduating seniors applied 
for PRSA Associate Membership.

PRSSA Star Chapter 
Award Requirements:
One of our initiatives this year is to win 
the PRSSA National Star Chapter Award. 
We won the award last year at the 2011 
PRSSA National Conference and plan to 
win it again in 2013. We would appreci-
ate your help in achieving this goal! In 
order to win the award, Chapters must 
complete 8 out of the 10 criteria and sub-
mit an application to PRSSA Nationals:

Letter from the 
President

by Mallory Richardson

Hello members,

 Welcome to the Spring 2013 semester. The spring and summer 
internship/job hunt season is upon us. 
 As you may notice on our internship database, many companies 

and organizations are posting applications — and 
most are due in March even though the internship 
may not start until June. I’ll admit, the internship/
job hunt can be stressful, but PRSSA at LSU has 
dedicated February to help you with professional 
development. 
 I applied for my first internship at Mary 
Bird Perkins Cancer Center the summer after my 

freshman year of college. I got the job by tapping into my PRSSA 
network. A graduating senior I met through PRestige left her 
internship, encouraged me to apply and recommended me to her 
supervisor. Even though I was worried that I was too inexperienced 
(I hadn’t taken a PR class), I made sure to highlight my strengths and 
apply them to the job description. To my surprise, I got hired.
 If you’re a freshman or a sophomore, you can get hired, too. 
Be confident in your abilities and don’t ever sell yourself short. As 
a member of PRSSA, you are given the chance to network and get 
advice from professionals and upperclassmen, putting you ahead of 
your competition. 
 Take the opportunity to get your foot in the door; for example, 
volunteer at an event your “dream internship” is hosting. You can 
even ask for an informational interview with the company just to 
learn more about their office culture. As the old saying goes, “It’s not 
what you know; it’s who you know.” 
 I also strongly suggest that you check out PRSSA at LSU’s and 
PRSSA National’s internship databases (ask secretary Hailey Vincent 
for the code). Several local agencies and nonprofits are looking to 
hire spring interns immediately, and having PRSSA on your résumé 
makes you stand out. You’ll stand out even more if you are an active 
member or hold a leadership role. 
 If you want to get more involved this semester, but aren’t sure 
how, let the executive board know. In Fall 2012, we had 46 percent 
of members active. My goal for Spring 2013: 60 percent. Let’s                
do this.

Best,

Mallory Richardson
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Introducing: 
ImPRint Communications

 The Manship School of Mass 
Communication has long been 
imprinting key concepts and ideas 
into the minds of young students, 
but only within the past few years 
have the students decided to im-
print what they learn from the 
Manship School onto the Baton 
Rouge Community.
 In 2009, Kelly Glymph and 
Fernando Arzola began a stu-
dent-run public relations firm on 
LSU’s campus. Public relations 
students in the firm began work-
ing on campaigns focused in the 
Baton Rouge area. The firm was 
titled “PRestige Public Relations.”
 The firm was nationally affil-
iated with PRSSA during its first 
years.. The affiliation, however, 

has a limited lifespan and must be 
renewed after a certain period of 
time. 
 This year, the firm will be 
re-applying for national affiliation. 
In the process, we learned that the 
name “PRestige” was taken and 
could not be used for another na-
tionally affiliated firm. This means 
members would have to start from 
square one in re-branding the         
firm.
 The current members brain-
stormed and worked together to 
decipher which name would best 
suit the firm and what it stands 
for. 
 The name “ImPRint Com-
munications” was chosen. The 
name represents the impact that 

the Manship School has on its           
students and the effect that the 
students can in turn imprint on 
the community. 
 Current firm members chose 
to use the word “Communica-
tions” instead of the phrase “Pub-
lic Relations” because they want 
those it to be all-inclusive; all ma-
jors — not just public relations — 
should feel welcome in joining the 
team. 
 ImPRint strives to provide stu-
dents with real experience in a stu-
dent-friendly environment. The 
firm is pre-professional and a great 
opportunity for students to grow 
and learn through implementing 
the communications process in 
real life situations.

How can you join 
ImPRint Communications?

photo by PAIGE WEBER

Faculty advisor Jensen Moore speaks to members of ImPRint 
Communications (formerly known as PRestige) on Sept. 13,  about 
the R.O.P.E.S. public relations strategy.

Who can join? Any paid PRSSA at LSU 
member.

What to do: Fill out an application and pay 
$30 dues by Feb. 7.

Who to contact for questions: 

Chelsea Moreau, co-director
cmorea5@lsu.edu

Hailey Vincent, co-director
hvince1@lsu.edu

Paige Weber, administrative assistant
pweber1@lsu.edu

See you at the first meeting after the PRSSA 
Chapter meeting Feb. 7!

by Hailey Vincent



tells a story. With this advancement 
in technology, problems easily arise. 
Rumors and incorrect information 
can be posted and spread. This year, 
PR professionals and journalists will 
be held to a higher standard. As you’re 
learning in your PR classes, focus on 
the facts, not just getting the story 
out fast. Being the first to get the sto-
ry out is very important, but proving 
incorrect information can cause your 
firm to lose credibility and be detri-
mental to your success. 

3. Mobile Moments
Smartphones and tablets allow con-
sumers to receive information fast 
and on the go. PR professionals can 
now format their content to reach 

their specific audience by only using 
140 characters. Social media plat-
forms and mobile applications that 
allow users to access them make it 
easier to get a message out, which can 
be very valuable to you as the practi-
tioner. Use this time in your classes to 
learned how to navigate and use them 
on different devices, so you are well 
informed when you begin your job 
search. 

4. Have a way with words.
Although the world of PR is continu-
ally changing, one thing remains con-
stant: writing. Having the ability to 
write skillfully and for different audi-
ences is essential in this field. With 
the expansion of technology, profes-
sionals are able to write a press release 

and post a tweet with the same infor-
mation. Employers want to see that 
you are flexible and can work beyond 
traditional media. Being able to get 
your message out across different me-
dia will be key to your success as an 
aspiring professional. 

 As with anything, you will not 
learn and perfect these things in one 
day. While you are in learning in your 
PR classes this semester, challenge 
yourself to keep up with these ideas 
in order to improve your skills. The 
smallest things will make you not 
only more marketable when search-
ing for a job, but also a strong asset to 
whichever company you work for in 
the future.   

PRedictions, from p. 1
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 Last September, college foot-
ball fans across the country were 
inspired by the resilience shown 
by the University of Notre Dame’s 
Manti Te’o in a time of tragedy. 
Heartstrings were pulled eve-
rywhere as Te’o told the story of 
his girlfriend, Lennay Kekua, be-
ing in a terrible car accident and 
dying of leukemia eight months 
later. 
 But on Jan. 16, one news story 
took precedent over most. Sports 
blog “Deadspin” released an ar-
ticle that revealed a timeline of 
Te’o and Kekua’s relationship. Her 
death proved to be a hoax. Did 
the Heisman Trophy runner-up 
fabricate the entire story?
 According to University 
spokesman Dennis Brown, Te’o 
and his parents notified Notre 
Dame football coaches of the 
situation on December 26. Te’o 
had been the victim of a hoax.                 

Instantaneously, the school con-
ducted an investigation. 
 Kekua was a non-existent 
woman created by a man named 
Ronaiah Tuiasosopo. Her ini-
tial relationship with Te’o started 
through Twitter and continued 
with Facebook, texting and over 
the phone. Despite efforts to 
meet in person, their relationship 
was strictly online-based.
 Brown admitted the univer-
sity withheld these circumstances 
before the BCS National Cham-
pionship game. They did not 
want to bring negativity upon 
the football team or atmosphere 
in Miami. Should they have re-
leased their knowledge sooner? 
 Since the release of this sto-
ry, the Te’o family has hired ac-
claimed “PR Guru” Matthew 
Hiltzik of Hiltzik Strategies, who 
has worked with famous clien-
tele such as Justin Bieber and                  

Alec Baldwin. 
 Te’o was first interviewed by  
ESPN’s Jeremy Schaap. In this 
interview, he admitted he “tai-
lored” stories after Kekua’s death 
was announced. On Jan. 24, ABC 
aired his first TV interview with 
Katie Couric, who happens to be 
a client of Hiltzik as well. It ap-
peared the Te’o family has taken a 
safe approach to control the situ-
ation. 
 Although Te’o was the victim 
of a “catfish” situation — mean-
ing he was deceived by a fake 
Facebook profile — bringing his 
girlfriend’s “tailored” story to the 
public eye was unethical. This PR 
crisis certainly hurt Te’o’s and No-
tre Dame’s brand image. 
 Since the exposure in Janu-
ary, Te’o has deleted his Twitter 
account and placed in the top 
two of Forbes’ list of the 10 most 
disliked athletes in America.

Te’o ‘tailors’ story, left with PR crisis
by Christina Riviere



NOTES:

Contact Us:
Website: www.prssalsu.com Email: prssalsu@gmail.com

Facebook: “PRSSA at LSU” Twitter: @prssalsu


