
 

 
 
 Unless you plan on starting your own 
business or taking an non-traditional route 
into the workforce, here are a few things you 
should know:
 I am shocked at how many graduates think 
they are going to start out at an executive level 
position. Public relations is about real-world 
experience, and you have to work your way 
up. However, if you are a good communicator 
and learn fast, you can move up rather quickly.
 A good place to start is at a small nonprofit. 
Since most have limited resources and few staff 
members, you have an opportunity to learn all 
aspects of the profession. 
 Networking is another must in our field. 
The Public Relations Association of Louisiana 
has a Baton Rouge Chapter that welcomes 
students. Reach out to PR leaders in the area, 
and let them know you are job hunting. Use 
this opportunity to find a local mentor who 
can give you advice on your job search now 
and professional advice throughout your 
career.         
 You have skills that are useful in today’s 
marketplace. Highlight these, but do not 
oversell them. For example, if you know 
how to use social media to disseminate a 
message, that is an advantage. However, if 
you do not know how to strategically decide 
on what type of social media to include in a 

campaign based on the specific type of 
industry or audience, do not tout yourself as 
an “expert.”  
 Professional development is key. Mass 
media and technology change frequently. As 
PR professionals, we must evolve by reading 
and researching trends and other industry-
related news. One daily email newsletter I read 
every day is Ragan’s Daily Headlines. (Sign up 
for a free subscription at ragan.com.)  
 You have a unique perspective from every 
other person on the planet. Do not be afraid 
to share your ideas. 

                                                      

Michelle Clement also serves as the secretary for 
PRAL Baton Rouge.
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The “real” working world part II
by Michelle Clement, associate vice president 
of communications and public relations for the 

Louisiana Hospital Association.

Learn more about regional conference,p. 2

March 10-14: Midterms

March 13: ImPRint meeting 

at 6 p.m. in 216 Hodges

March 6: Executive board 
elections at 6 p.m. in 143 
Coates

March 20: How to put on a 
press conference in 143 Coates

March 21-23: PRSSA 2014 
Region 5 Conference “Hollywood 
Under the Oaks” 

Michelle Clement

March 27: ImPRint meeting at 
6 p.m. in 216 Hodges

April 3: ImPRint meeting at 6 
p.m. in 216 Hodges

April 10: Personal 
branding and ethics at 6 p.m. in 
143 Coates 

April 24: Own your own firm 
at 6 p.m. in 143 Coates 



Dear members, 

Is it just me, or 
are we starting to say, 
“It’s that time of year 
again!” quite often?

Each month 
seems to have a 
different, repetitive 
theme in our lives 
nowadays: August 

for back-to-school, 
September for football, December for the 
holidays, etc.

March means a lot of change for me this 
year. A new PRSSA at LSU executive board 
is being elected, a new PRSSA National 
Committee is being elected, changes to our 
bylaws are being passed… the list goes on.

What changes are happening for you 
and how can PRSSA at LSU help? Are you 
looking for a new summer internship? Check 

our internship database on the website. 
Do you need more diverse experience on 

your résumé?
Join a committee to build skills and 

experience. Looking to gain more knowledge 
on being a PR pro in general? Attend our 
regional conference.

As always, remember that PRSSA at 
LSU is more than a student organization; it’s 
a community. It’s a resource of people. One 
day, we’ll all be working for each other! So let’s 
starting working together now.

Tap into our network of professionals, 
too. SPRF, PRSA and PRAL are just a few of 
the amazing organizations working with us 
to become the best PR pros we can be. Just 
read some of their articles in this issue to see 
for yourself. Good luck on midterms, and I’ll 
see you at our biweekly meetings and regional 
conference!

Best,
Paige
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By Paige Weber, PRSSA at LSU president

Paige Weber

Who to follow: 
@PRSSANational
@ManshipSchool

@CSGBR
@ImPRintCommLSU

@ashkrisb
@2BRokeGuys

@Repo
@Lance_Frank

@KristinaLagasse
@LouisianaFilmTV

@ClaireMBiggs

@InternQueen

Lauren Berger — you 
heard her name. Or maybe 
you recognize her as the 
“Intern Queen.” Or maybe 
you’re not very familiar with 
her at all. One thing’s for 
sure: if you’re not acquainted 
with her, you should make 
sure that you are, soon. 

Berger obtained 15 
internships in her four years 
of college —  and she will 
soon be on our campus, 
speaking at the “Hollywood 
Under the Oaks” Regional 
Conference, held March 21-
23, 2014.

Listen to Berger’s advice 
for $25 on Sunday, March 23 
from 9 a.m. until 10 a.m. 

I n t e r n Q u e e n . c o m , 
Berger’s masterpiece was 
started in September of 2009 
after Berger graduated from 
the University of Central 
Florida in 2006. Her first job 
was at Creative Artists Agency 
in Beverly Hills. 

After developing a strong 
work ethic and the skill to 
work, Berger began working 
with movie producer Marshall 
Herskovitz, who guided her 

in building her brand.
Berger is sought after 

far and wide for internships  
around the nation and 
internationally. She has 
been on a number of TV 
shows, featured in multiple 
magazines, and written for 
numerous websites. Her book, 
“All Work, No Pay” highlights 
the entire internship process 
from top to bottom, from 
finding what internship to 
apply for to how to make the 
most of an internship. 

Internships can certainly 
pave the way for a person’s 
future profession. Gaining 
an internship allows you to 
get experience in your field 
before you actually have to 
get out into the workforce. 

Based on the 
relationships you make and 
the way you conduct yourself, 
a company you interned 
with may hire you once you 
graduate. Internships are 
imperative for careers in the 
mass communication field, 
and this is why Berger’s 
knowledge is so important to 
have. 

Are you interested 
in Entertainment public 
relations and want to learn 
more? Then join PRSSA 
at LSU for their Regional 
Conference Hollywood 
under the Oaks.  
   The entertainment 
industry is booming in 
Louisiana, and HUTO 
will showcase the budding 
industry with guest speakers 
covering topics including 
cuisine, music, film and 
fashion PR.

Guest speakers 
for HUTO include 
communications specialist 
for NOLA Fashion Week, 
Kristina Lagasse and 
founder of the Louisiana 
International Film 
Festival (LIFF), Chelsey 
Heymsfield. Other speakers 
include Alex Restrepo, 
social media manager for 
the Saints, and publicist for 
the “CBS Evening News 
with Scott Pelley,” Lance 
Frank.

The keynote speaker is 
Lauren Berger, also known 
as the “Intern Queen.” 

She is arguable the nation’s 
most sought-after personal 
branding expert.  

HUTO is a great 
opportunity for every major. 
If you are not interested in 
the entertainment industry, 
there will be other speakers 
with more broad PR topics. 

At this conference, you 
will have the opportunity 
to meet and network with 
members from PRSSA 
chapters all over the nation 
as well as established PR 
professionals. 

PRSSA members 
receive tickets at a 
discounted price of $50 and 
tickets for nonmembers are 
$60. Tickets include all 
sessions, Friday dinner and 
Sunday Brunch.   

Register for HUTO 
by visiting our website at 
hollywoodundertheoaks.
com  

Hollywood under 
the Oaks is scheduled to 
premiere March 21 in the 
Manship School on LSU’s 
campus. Come join PRSSA 
for this star-filled event. 

Intern Queen in the Red Stick 
by Ti Dillard, Manship freshman

Hollywood on our campus 
by Taylor LeBlanc, Manship junior

Letter from the President
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PROFESSIONAL PROFILES
Q: How did you get started in your career? 
A: Through my writing skills and good luck. Even though I started off in a different field (English/
creative writing), I was consistently drawn into public relations jobs.

Q: What is the best piece of professional advice you’ve received? 
A: In public relations, you’re never off the clock. Every interaction is a part of your personal brand and 
professional portfolio. Dress and act the part you want to be, even if you’re just an intern. What’s the 
worst someone can say? Wow, that’s the best-dressed, most professional intern I’ve ever seen?

Q: What is your favorite part about being in the public relations field? 
A: Learning. In this field, you’re always learning something new, whether it’s about your client, a new 
field, or a new social media platform. No two days are ever alike in this field  — nor are any two hours.

Q: What is the most important thing we (as students) should do before entering the workforce? 
A: Get experience and build connections — find a mentor who takes a personal interest in your development. Intern and 
volunteer. Learn as much as you can about design, photography and other fields that are related to public relations — it helps 
you work with a team. And last, but definitely not least, sharpen your writing skills. 

Describe a typical day at work. 
A: Typical? No such thing, but I’ll try. Today, for instance, I drove out to the Louisiana Radio Network studio to accompany 
a faculty member who was being interviewed on-air for a segment of the Jim Engster show. Then, I wrote a script for one of 
Dr. Alexander’s upcoming appearances. I fielded two media calls (one about face-recognition software, the other about coastal 
landloss). I attended a social media meeting and prepped a week’s work of tweets for our @LSUResearchNews handle. I met 
with a writer to develop some strategy about LSU’s paleo-climate research. I developed a media report about LSU’s economic 
impact study for the board of supervisors. I did some logistical work for February’s LSU Science Café and pitched it to several 
local media outlets. And that’s all before 12:30 p.m.

Q: What is unique about your organization? 
A: LSU research is extremely varied … we have expertise ranging from psychology to energy to ceramics and arts. It’s incredibly 
difficult to keep your finger on the pulse of all the great things happening here.

Q: How do you see public relations developing in the next 5-10 years? 
A: It will be nearly unrecognizable because of our increasing dependence on social media and lessening dependence on more 
traditional tools, like press releases. I think we’re in a middle ground now, but change is starting to gather steam. The most im-
portant things —  ROPES, understanding your client, sharp writing skills — will always remain at the core, though.

Q: What is the coolest experience you’ve had while at your current job? 
A: What a tough question! I’ve seen the world’s tiniest vertebrate (a frog!), touched ancient ice samples from Antarctica (some 
more than 30,000 years old!), and driven a real-life sized driving simulator through torrential (pretend) rain (then gotten 
ridiculously car-sick). I’ve taken crews from the Weather Channel and CNN around campus. And I got to spearhead our 
communications related to the 2010 Oil Spill and the 2013 Coastal Campaign. Overall, though, the coolest thing is uncovering 
amazing research that no one had any idea came from LSU and letting people know about it. It’s incredibly rewarding. 

Q: Who inspires you the most? 
A: My students, hands-down. I’m always impressed by how you all can take an idea that’s good at best and make something 
amazing out of it.

Ashley Berthelot Arceneaux is from Plaquemine, La. She received a Bachelor’s and Master’s degree in creative 
writing from LSU, where she currently works as director of research communications in the Office of 
Communications & University Relations. She has placed university experts and their research in top media 
outlets such as the New York Times, USA Today, Scientific American, National Geographic, Discover 
Magazine, Time Magazine, CBS Sunday Morning, BBC, NPR and many additional major national and 
international media markets. She is also a public information office for LSU’s Emergency Operations Center.

Ashley Berthelot
Arceneaux,
Director of 

LSU research 
communications 



Chances are, your 
boss knows you are 
talented and full of 
potential. He/She 
did hire you after all. 
Learning how to navigate 
your relationship with 
your boss is one of the 
most important and 
rewarding skills you will 
gain in an internship. 
Before you charge full 
speed ahead in an effort 
to impress, take a few 
days and observe what is 
going on around you. 

Find out project 
timelines, research event 
schedules and start to 
anticipate where your 
help will be the most 
valuable.

Like any relationship, 
the one you have with 
your boss is based on 
trust. He/She wants to 
know that you can work 
at a high level under a 
deadline or uncertainty. 
While the hope is that 
your boss is invested in 
your professional growth, 
the fact of the matter is 
that he/she hired you 
to get things done. The 
better you can get things 
done, the more trust he/
she will have in you, and 
the more opportunity 
you will be given. This 
is where the concept of 
‘managing up’ comes 
into play. The idea is 
that you can play a role 
in making life easier for 
your boss, freeing his/her 
time to do her job better, 
and allowing the entire 
organization to function 
more smoothly. 

If you can anticipate 
things that he/she needs 
done, and can do them 
without him/her needing 
to ask, you will not only 
increase his/her trust in 
you, but also be a more 
valued member of the 
team. 

Say there is a press 
conference scheduled 
for next week, and you 
know from observation 
that the organization 
sends a media alert 24 
hours ahead of time and 
posts on social media 
beginning three days out. 
Go to your boss and ask 
him/her if he/she would 
like you to get started 
on drafting the alert or 
scheduling posts.  

After time, he/she 
may develop enough trust 
in you that you can work 
more autonomously 
and complete such tasks 
without running them 
by him/her. This gives 
you more   hands-on 
experience, and also 
frees his/her to focus on        
his/her work.  

A word of caution: 
start small. 

Trust usually takes 
time to build, and is built 
at a different rate for 
everyone. Avoid going 
rogue and jumping over 
others to impress your 
boss in the attempt to 
manage up. 

 The essence of 
managing up is going 
the extra mile to advance 
the organization, 
not yourself. If done 
properly, you will build 
up your relationship 
with your boss and find 
yourself being given 
more opportunity, which 
is a win-win.

                           
Kelly Glymph is the 

marketing manager of 
executive education for the 

Stephenson Entrepreneurship 
Insititue. 

Glymph was a PRSSA 
at LSU member and one 
of the founders of LSU 
PRestige, now ImPRint  

Communications
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Managing up: the key to getting the most out of your internship

    By now, 
every PRSSA 
member already 
u n d e r s t a n d s 
that the 
profession of 
public relations 

requires clear 
communication at all times.

In addition to what you write and say, however, what 
you do (and don’t do) also speaks volumes — about you and 
also your attitude toward your work. Following these tips 
can help you avoid a less-than-stellar assessment of your job 
performance:

1. Perform every task you are assigned as though you 
were the owner or CEO. Every employer is looking for 
workers who take the time to do things right — the way he 
or she would do them. Go the extra mile to comply with 
both the language and the spirit of directions. Ask questions 
as needed to clarify your instructions to enable you to get the 
job done correctly and completely. Focus on the job at hand 
by silencing and stashing your cell phone and waiting until  
break time to send text messages, check social network sites 
or call friends.

2. Remember that negative body language can instantly 
cancel out a polite verbal response. Keep in mind that even 

if you respond with, “Of course, sir,” or, “Yes ma’am, I’ll get 
to it right away,” eye-rolling or sighing unmistakably signals 
how you really feel. If you can’t be constantly cheerful and 
enthusiastic, simply being pleasant and compliant is also 
acceptable.

3. Dress the way young professionals in the company 
dress. Every organization has its own unique culture, and 
appropriate attire varies. Wherever you work, however, your 
goal should be to look like someone at your boss’ level. 

As an intern or student worker, that means dressing as 
though you are a young professional — without appearing 
to be putting on airs. Even if you see others in jobs similar to 
yours wearing shorts or casual clothing, dress like you’re in a 
professional position at that workplace unless your boss tells 
you otherwise.

4. Showing cleavage on the job is not appropriate. This 
applies to low necklines as well as saggy pants. Even if what 
you’d like to wear is fashionable and flattering and you have 
the body of a model, save revealing clothing for after hours to 
avoid distracting others or inadvertently sending the wrong 
message to clients or co-workers. Remember, you’re being 
paid to work and represent your company and its clients, not 
to strut your stuff.

                       
Catherine Carlock Simpson serves as the 2014 

PRSA-BR President. 

Four things managers wish you knew (but may not tell you)

Kelly Glymph

by Kelly Glymph, Manship alumna

by Catherine Carlock Simpson

Image courtesy of PRSA.org



 Sometimes, we have to 
take risks to get the things, or 
internships, we want. This holds 
true for me, as two internships 
I was offered started with me 
going out on a limb. 
 Last spring, the semester 
had ended and I had accepted 
not having an internship for 
the summer.  One day, I was on 
Facebook and came across an 
internship opportunity. 
 Local event designer Victoria 
A. Roberts had spoken at one of 
the last PRSSA meetings of the 
semester. She was advertising for 
a few internships so I inquired 
about them.
 A couple weeks and an 
interview later, I was selected as 
a public relations intern for VAR 
Events. During the summer and 
fall semesters, I created content 
for the company’s social media 
accounts. I also attended a couple 
client consultations throughout 
the summer. 
 At VAR, I also did event 
market and design research.  I 
was able to document Victoria’s 
radio show appearance on July 
16 through photos and videos as 
well.       

Meanwhile, my interest in sports 
media relations continued. In 
June 2012, I started the LSU 
Summer Ball Twitter account. 
 This profile follows LSU 
baseball players in summer 
collegiate leagues across the 
country. 
 

 Through Summer Ball, 
I met a radio announcer in 
the Northwoods League. In  
January 2014, I contacted him 
about potential internship 
opportunities.  
 He recommended me to 
his organization, and I will 
serve as the summer 2014 
communications and journalism 
Intern for the Lakeshore 
Chinooks.   

 I know I have been fortunate 
to obtain my two internships. 
Now, you are probably wondering 
what you can do. As a PRSSA 
dues-paying member, you have 
access to a national internship 
database. Don’t know how to 
access it? Contact Chapter digital 
media director Rowan Knight 
for the login information.  
 You can also login to the 
Manship School database with 
your myLSU account. Last, 
internships are listed each week 
in the Manship Weekly emails. 
Don’t be a afraid to take a risk, 
you just might surprise yourself.

                       

Follow Christina throughout her 
journey on Twitter (@mecriv). 

Learn more about the Lakeshore 
Chinooks (@LS_Chinooks) 

and Victoria A. Roberts Events 
(VictoriaAR).

Page 5

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. Conduct a high school outreach 
session and/or promote Affiliate 
membership to a nearby community 
college.

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    at-
tend 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 at the 2011 and 2013 PRSSA 
National Conference and plan to win it again 
in 2014. We would appreciate your help in 
achieving this goal.

In order to win the award, Chapters 
must complete eight out of the 10 criteria and 
submit an application to PRSSA Nationals:

Worth the risks: from event planning to baseball 

Christina Riviere will spend 
her summer interning for the 

Lakeshore Chinooks.

by Christina Riviere, Manship junior

Example of a 
social media image created by 

Riviere for VAR Events.



      In the four-step process we use 
as public relations practitioners to 
create and deploy successful PR 
campaigns, research is the No. 1 
step, while evaluation is the crucial 
last one. In my mind, that makes 
research and evaluation the most 
important steps in the four-step 
process, yet they seem to be little 
understood and less well used than 
the other two. 
     Perhaps practitioners see  goal-
setting, the identification of 
audiences and coming up with 
tactics as more creative or even more 
fun than research and evaluation, 
but without those key steps, the 
most creative ideas may fall on an 
uninterested audience’s ears.
     Research is the key to the first 
and fourth steps of the four-step 
process. Pre-planning research 
and evaluation should be tied 
together from the beginning of 
your campaign planning. Yet, as 
mentioned, research and evaluation 
are usually given less time, money 
and effort than goal-setting and 
the actual communications tactics. 
Many communicators mistakenly 
believe that research is inherently 
too expensive and difficult for 
small organizations, nonprofits and 
individual practitioners.
     In part, this is because many 
communicators equate “research” 
with doing a scientific survey. In 
fact, there is a wide range of valid 
research techniques available to us 
— many of which are “free” (except 
for the time investment).
   A quick refresher of types of research: 
The first way one can break down 
the subject is to designate between 
formal and informal research. 
Formal research uses the scientific 
method to ensure that the results 
can be extrapolated to a larger 
population — for example, a 
scientifically designed telephone 
survey. Formal research:
•	 Gives you objective and 

systematic data — “hard” data,
•	 Generally uses random 

sampling,
•	 Is highly structured,
•	 Can be repeated reliably,
•	 Can be used to confirm informal 

research.
    Informal research means that 
the results cannot be used to draw 
scientifically based conclusions. This 
type of research:
•	 Produces soft data,

•	 Open-ended, unstructured,
•	 Can be used to begin the 

research process.
•	 Is exploratory, probing,
•	 Can be used to identify what 

formal research needs to take 
place.

    It’s important to note that 
“informal” does not mean 
“unreliable” or “invalid.”
     Research can also be broken 
down into primary vs. secondary 
research. These terms refer to the 
source of the research information.
       Primary research means that you 
and/or your coworkers conduct the 
research or examine the evidence 
personally, firsthand. You design 
and carry out research that’s specific 
to your current needs. It comprises 
new or original data.
    Secondary research means that 
you investigate secondhand evidence 
— e.g., the results of someone else’s 
studies or the report of someone 
else’s primary research. It provides 
secondhand, sometimes older data 
— data that is already available. 
Again, both types are perfectly valid.
    Here’s a very brief list of some 
specific research tactics — any of 
which can be primary or secondary. 
Some are formal and some are 
informal; can you tell which is 
which?
•	 Mail or telephone survey,
•	 Focus groups,
•	 Roleplaying,
•	 Communications audit,
•	 Website survey,
•	 Public relations audit,
•	 Man-on-the-street polls,
•	 Advisory panels,
•	 Readership study,
•	 Database search.
       How do you know which method(s)
to use? Knowing what type of 
research to use in preparing for your 
communications campaign may be 
difficult, in part because there are so 
many types to choose from. Several 
factors come into play, and you have 
to use your judgment. Questions to 
ask yourself include:
•	 How much time and money do 

you have?
•	 How important is this project to 

your organization in terms of:
•	 Potential impact on sales, 

finances, people
•	 Number of people it could affect
•	 The company’s financial 

investment
•	 Who’s in charge of the 

project?  

       Set  goals and evaluate. I always 
recommend that practit oners, 
no matter how experienced, draft 
a communications plan before 
you launch a new project. Set 
measurable objectives based on your 
research. Remember that objectives 
are different from goals. They are 
specific milestones that measure 
progress toward achieving one of 
your goals.
   Your pre-planning research, 
objectives and evaluation are tied 
closely together. When you’re doing 
your initial research, think ahead 
about ways to evaluate your results. 
In an ideal world, you should be able 
to repeat this research to evaluate 
the results of your work.
       For example, if you conduct a 
focus group to determine a certain 
audience’s attitudes during the 
research phase of your campaign, 
then design and implement a 
telephone survey based on the results 
of your focus groups, you could 
repeat one or both of these methods 
in the evaluation phase. Basically, 
evaluation consists of doing research 
to determine whether you’ve met 
these specific, measurable objectives. 
          Ways to evaluate: Although some 
practitioners turn up their noses at 
counting media clips, I believe they 
are a valid form of measurement, 
especially in context. 
      Take them a step farther by 
giving your client, boss or awards 
judges that context: i.e., “a positive 
half-page article appeared on the 
front page of the business section of 
the top local daily newspaper.”

Jump to RESEARCH, page 7
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Research and evaluation in the public relations process

Robin Mayhall

by: Robin Mayhall,  APR
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       Other forms of anecdotal evidence 
can be valuable, such as letters and 
emails from customers, attendees or 
senior management and testimony 
from your sales force or account 
managers that a program is gaining 
acceptance or helping to drive sales. 
      Again, context is important. Start 
with some kind of benchmark if you 
can. Do both pre- and post-testing 
and/or surveys, and compare your 
results to the previous year’s results, 
attendance or sales or to industry 
standards.
     You can also take a look at what 
you learned from your campaign. 
Don’t be afraid to admit it when not 
all the news is good. 
    You can learn from parts of a 
campaign that missed the mark and 
adjust your goals and objectives for 
next year or the next program. Use 
any negative feedback to improve 
future efforts.
     Use additional ways to evaluate 
your efforts are through: Specific 
measurement: Things that can be 
measured quantitatively, such as 
number of clippings, attendance at an 
event, or percent answering a certain 
way on a survey.
    

 Semi-specific measurement: 
Items that an experienced professional 
can get a reading on, but that lack 
numerical measures, such as the 
balance of coverage in the media or 
the audience’s reaction to a speech.
 Acceptance on basis of judgment:  
Do complaints overall decrease? Does 
management believe efforts have been 
valuable?
Recognizing value of input: Have your 
concepts led to marketing themes that 
have captured buyers’ enthusiasm? 
 Has the stance of the organization 
recommended by PR staff been well 
received by its publics?
 Prevention: What didn’t happen as 
a result of public relations advice, such 
as issues that were blunted before they 
arose.
 Guidance: A general absence of 
issues and alarms may be testimonials 
to the PR department’s overall 
efficiency.
 If these different ideas and 
methods are starting to get confusing, 
take a step back and remember that 
you don’t have to use all of them on 
any one project. 
 These are all just tools in your PR 
toolbox — tools that allow you to put 
your campaign in context and report 
successes meaningfully to clients, 
coworkers, bosses, boards, etc.
      

 Evaluation: Some final thoughts. 
In general, you should mix qualitative 
and quantitative measures. You should 
measure objectives, but you don’t have 
to do a scientific survey on everything. 
The most important thing to remember 
is to tie your evaluation in to your pre-
planning (step one) research.
 One way to ensure you don’t 
“forget” about evaluation is to think 
about how you will evaluate each 
objective while you are writing it. 
 Thus, in the analysis portion of your 
planning, when you are writing your 
objectives, ask yourself (and jot down) 
how you will evaluate the achievement 
of each behavioral outcome. If you do 
this, you’ll find that those key first and 
last steps tie neatly together.

                       

Robin Mayhall, APR, is the senior 
writer for Blue Cross and Blue Shield 
of Louisiana. Mayhall is a member of 

PRAL, PRSA and SPRF. 

Follow Mayhall on Twitter 
(@Hieran) to find out more about 

her writing adventures. 

Mayhall also included a quiz on 
research methods which can be accessed 

through the PRSSA at LSU blog. 

ACTIVE POINT SYSTEM

    To be considered an active member of PRSSA, dues 
must be paid and five points must be earned by the end 
of the semester.  Active members are eligible to run for 
officer positions and are able to receive awards given 
at the end of each semester.  Active members will also 
have access to PRSSA National Conference funds and 
in-state & out-of-state agency tours. Each activity is 
worth one point:

• Attended a business meeting;
• Participated in a volunteer effort or service project;
• Involved in affiliated student-run firm, ImPRint 
Communications; 
• Involved in a committee formed by the executive board;
• Assisted in fundraising for PRSSA;
• Attended a PRSSA workshop or special event;
• Wrote an article for PRSSA at LSU’s or PRSSA National’s 
newsletter and/or blog; and
• Attended PRSSA National Events, including National 
Conference, Regional Conference or National Assembly.

* Active status is the first of three levels for members. 
PRo Member requires two community service events, one 
fundraising event and attendance of half of the business 
meetings. Star Member requires two community service 
events, two fundraising events, one blog post and attendance 
of all business meetings.

FIND AN INTERNSHIP

   PRSSA at LSU wants to 
help you find the perfect 
internship. We have a variety 
of postings listed on the 
website, and companies 
reach out to us each day for 
prospective interns. 
   To find available internships 
on prssalsu.com, use the 
drop-down “Membership” 
menu and click “Internships.” 
Please contact an e-board 
member for the login 
information. Remember, these 
internships are available only 
to you as PRSSA at LSU 
members.   
   PRSSA National also provides internship listings 
within its Internship Center (prssa.org/career/
internships).  Take the opportunity to research your 
options and find the perfect internship. 

Photo courtesy of PRSSA 
National

Jump from RESEARCH, p. 6 by Robin Mayhall,  APR
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 It’s been a long, hard-fought month. 
February brought support, accolades, 
trials and frustrations in 28 short days. 
 We had no idea how grandiose some 
of our ideas were before we began our 
journey. We assumed everything would 
fall into place, and we would have the 
opportunity to make waves in various 
groups at Louisiana State University. 
 The beauty of public relations is that 

things never go exactly as expected. We 
have accomplished more than we could 
have imaged in four short weeks. As 
we were planning our events and goals 
for the events, we realized that we were 
thinking on a much larger scale than 
what was expected of us. 
 Manship produces hard workers and 
students who strive to achieve more than 
what is expected of them. We are a group 
of five proud Manship students — soon to 
be alumnae of the school — who set out 
to surpass the goals we set for ourselves 
and our campaign in December. 
 We want to thank PRSSA at LSU for 
helping us surpass our goals in creating 
a fun campaign that would garner the 
attention of an inundated student body. 
 We appreciate every tweet, share, 
“like” and word of encouragement you 
sent our way. You have undoubtedly 
helped us succeed in more ways than one. 
 This month, we will be piecing 
together our campaign book to send 
to PRSSA National. Each facet of our 
campaign will be included, and we hope 
to wow the judges with creative messaging 

and participation from the LSU campus. 
 The members of KREWE Public 
Relations have worked non-stop since 
February 1, and we still need momentum 
to finish the most important aspect of the 
competition: a book that houses all of our 
efforts and acts as the embodiment of the 
campaign itself. 
 Wish us luck along the way, and keep 
up with the timeline for the competition 
by visiting PRSSA.org and using the 
dropdown menu for “Scholarships and 
Competitions” which leads you to the 
Bateman project brief, client key messages 
and more. 
 Also, we encourage you to apply for 
the team as a junior or senior PRSSA at 
LSU member. I have learned more than I 
ever expected, and I feel confident in my 
skill sets as an aspiring public 
relations practitioner. 

                                

If you have any questions about 
the campaign, please contact 

krewepublicrelations@gmail.com.

 ImPRint has kicked off  the 
semester with a busy start. 
The firm recently gained 
three new members and 
just hosted a professional 
development workshop on 
the ins and outs of LinkedIn. 
 After wrapping up the 
PRSSA Career Portraits 
fundraiser, we were able to 
raise some extra funds that 
will go toward the Chapter’s 
Regional Conference, 
Hollywood Under the Oaks. 
 Our client, BRAVE, 
just hosted a city luncheon 
and LSU press conference 

as the U.S. Dept. of Justice 
stopped by Baton Rouge 
to check on the program’s 
progress and how much 
success it has seen. 
 Additionally, the firm 
is busy working on social 
media plans and graphics 
for various events as we look 
forward to our next few 
meetings and the speakers 
we have lined up for them.

    #GeauxImPRint  
 - Megan Gibbs 

and Cyone Batiste,
ImPRint firm directors                   

The KREWE thanks you

ImPRint Communications happenings

By: Erin Kenna, Bateman Team member and 
PRSSA at LSU public relations director 

BRAVE Press Conference, 
photo courtesy of ImPRint Communications

Interested in helping with the first 
PRSSA at LSU year-end PRogram? 

Contact Ashley Monaghan (monaghanash@gmail.com) 
or Erin Kenna (erinmkenna@gmail.com) to contribute 

design, content or illustrations to this 
PRSSA at LSU keepsake. 



Picking passions with public relations 
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I see bright smiles stretched across dark, round faces. 
I hear spirited laughter and sweet, African children yelling 
“Mzungu! Mzungu!” I feel precious, little fingers wriggling 
their way through mine, one child to each finger and a 
few more to each arm. Every time I close my eyes, I am 
surrounded by the memories of Africa. 

As I walked through each village, I witnessed what it 
meant to live in real poverty. I saw this during my winter 
break, sharing the gospel in Africa.  As one of my team 
members put it, “Everything we see about poverty on 
TV is real, not just a staged commercial to guilt you into 
donating.”  

Where many see the solution to poverty in money, 
my daddy once said, “The only thing I have to offer of any 
lasting value is the word of Jesus Christ.” The people of 
Uganda brought those words to life.

Gift, a two-year-old baby suffering with sickle cell 
disease, will likely continue to suffer because her mother 
can’t afford the medical care. But her mother, Sarah, knows 
that the Lord will provide them with comfort. 

Johnson, a 60-year-old disciple of Christ, continues to 
evangelize to the lost despite being beaten and imprisoned 
twice in the past because of his efforts. 

There is a pattern in my friends’ stories. Although 
they live in impoverished conditions, they find absolute 
hope and joy in the Lord. While we complain about our 
#firstworldproblems, they rejoice because they are alive 
another day in Christ.  

I can give them a shirt. I can give them shoes. I can 
give them food. But that shirt will tear, those shoes will 
fall apart and their stomachs will be empty again. If I give 
those things with God’s love, those gifts become a gateway 
to share the gospel; the real gift, God’s gift. 

So, how does a mission trip to Africa relate to public 
relations? Public relations will put me in a position to 
stand for something. Why not stand up for Christ and 
take care of the least of these? It’s what God commands 
us to do as Christians, and it’s what I’m called to do as a 
Christ follower. 

Sometimes I ask myself what I’m really doing here 
at LSU. I wonder if God wants me in school or in the 
mission field. After living with the Africans, with those 
truly struggling, I remembered why I chose LSU. I 
wanted to be a part of Manship. I know that I will learn 
how to be a voice for the voiceless and make a difference.  
Public relations will be my gateway to giving the gift of 
the gospel, the only thing of any lasting value that I have 
to offer. 

                                            
View more photos from Alaina’s mission trip on the PRSSA at 

LSU blog. If you are interested in learning more about the trip, 
contact alainabrooke831@gmail.com or follow Alaina on 

Twitter (@alainabrooke831).

By: Alaina Williams 
Manship freshman and PRSSA at LSU member

These are some of the children of Bugobi, Uganda, 
jumping and waving at the camera with Williams. 

 
 
 
 

   Getting an internship in a big city is the dream, right? 
For those of us with an interest in politics, D.C. is where we 
want to head. 
 Finding a job in the city is hard enough, but when the 
price of living is high, it seems nearly impossible to get there. 
Being from Maryland, Louisiana feels about as far away from 
D.C. as it gets, but after the Society for Political Interest and 
Networking hosted Lancee Kurcab of the Koch Institute, I 
found out that getting back to D.C. isn’t as hard as I thought. 
 The Charles Koch Institute is a private organization that 
encourages economic freedom through education, research 
and training. 
 

 The internship program is a great way to get involved 
with a nonprofit associated with the institute. Nonprofit 
organizations are always in need of public relations help, 
whether it be in fundraising or simply getting the brand 
recognized.   
 Four days of the week are spent working with the 
nonprofit, and one day a week is spent learning management 
techniques, and taking business classes.   This is a 
paid internship opportunity, so the price of living in D.C. is 
less daunting than it would be with an unpaid internship. 
 Manship also offers a fantastic internship database for mass 
communication majors. The database sorts opportunities by 
focus and city, helping you to get exactly what you’re looking 
for. Also, don’t forget about the internship database perk you 
get for being a dues paying member of PRSSA at LSU.
 There are plenty of other opportunities in D.C. that 
provide excellent learning and work experience. The bottom 
line is to just get an internship. The people you work for want 
you to succeed and learn from your internship experience, so 
take advantage of their expertise and generosity.

                                            

Utilize the PRSSA at LSU internship database, the 
Manship database and the PRSSA National database 

during your search for an internship.

Gateway to the beltway: Finding an internship in metro areas by: Katie Thompson
Manship freshman and PRSSA at LSU 

Katie Thompson
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     Since their launches, social       
media giants like Facebook,        
Twitter and LinkedIn, all had great 
intentions. Most of their        
intentions have carried over. I think 
the biggest advantage of     social 
media today is its ability to allow 
you to network.
 I have met so many 
people through Facebook, and I 
look forward to meeting future 

employers through LinkedIn. 
I continue to update my LinkedIn 
profile to cater to prospective 
employers. 
 Here’s a few tips for your 
social media pages when seeking 
employment.
 1. Be professional. Don’t 
use profanity or sexually explicit 
language. If that means deleting 
your old Twitter account, then do 
it. Most public relations employers 
will stalk you before interviewing.
 2. Be careful when you post 
political or religious content. Sure, 
it’s your opinion, but  sometimes 
your prospective employers will 
see this and if they have different 
views, this could affect your hire.
 3. Be weary of the pictures, 
and videos you post. You may be 
tempted to post pictures of last 
night’s party. However, if you’re 

looking for a job, a picture of you 
drinking or wearing clothes that 
only cover only half of your body 
may be a bad idea.
 4. Think in the mind of 
your future employer. Would you 
hire someone with your social 
media accounts? 
 I’m not exactly sure where 
I want to go with public relations, 
but I think managing a company’s 
social media pages, website, 
relations, etc. would be my niche.

                                            

Follow Matthew Bagot on Twitter 
(@mbagot) to learn more about his 

public relations passions and pursuits. 

To learn more about social media 
etiquette, check out the PRSSA Blog 
for “Be Transparent and PRactice 

Social Media Etiquette” 
by Lexi Verret.

Women’s Leadership Symposium 

 
 

 “Lean In” by Sheryl Sandberg 
opened my eyes to some of the 
inequalities that women have 
begun to accept as social norms. 
I understood that there were 
differences in the way men and 
women were treated in the work 
place. However, after reading 
Sandberg’s words I was able to 
identify with these inequalities in 
my daily life.
 The same co-worker who got 
me hooked on “Lean In” told me 
about the Women’s Leadership 
Symposium that LSU was hosting.  

 I signed up right then and there. 
This was the first time LSU Campus 
Life had put anything like this 
together. I was incredibly excited to 
be surrounded by my fellow women 
who wanted to lead. The program 
started with an introduction from 
the Dean of Students KC White. 
  We then split up into groups 
to discuss “Lean In.” While it wasn’t 
required to read the book, we were 
still able to have a great discussion 
about various issues that women face 
and how we can make a difference. 
 I especially loved hearing what 
some of the women who had not 
read the book felt. They brought in 
many different ideas than what were 
expressed in the text. 
 In addition, there were a wide 
variety of ages in the participants. 
While most were of college-age, 
there where some who worked as 
LSU and decided to attend the 
event.  
 There were even men at the 
event. I loved seeing that they 
wanted to encourage leadership in 
women and gender equality. 
 

 I also loved that the women  
weren’t doing any “man bashing.” 
It was understood that social norms 
have created this inequality, and by 
the means of education and action 
we can change those behaviors. 
Speaking up and being an example 
is what is going to create a change in 
how women are perceived in social 
and work settings. 
 After discussing the book 
there were break out sessions that 
discussed various topics from 
wellness to how to handle difficult 
situations. Campus Life did a great 
job, and I think the event will only 
get better each year. 
 I encourage everyone to attend 
next year, man or woman.

                                            

Read more about the Women’s Leadership 
Symposium on the PRSSA Blog. “We 

are women, hear us roar: Women’s 
Leadership Symposium sheds light on 
work ethic for women” by Lexi Verret 
was posted on Wednesday, March 5. 

by: Sandra Castillo, Manship junior

Matthew Bagot

Social media can tell your story or choose your fate

Sheryl Sandberg, courtesy of “Lean In”

by: Matthew Bagot, Manship sophomore
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