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Dear PRSSA Member: of America

The greatest way to develop professionally is through personal experience. Student-run firms
have been a part of PRSSA professional development for many years. Their role has not only
been to serve clients but students in advancing their experience within the Society and the
profession. With passion and dedication from firm members, student-run firms will continue
to be a successful attribute of the Society.

This handbook serves to guide your firm experience. Whether you are starting anew or are
well established, refer to this handbook for advice on all aspects of student-run firms, as
well as examples and samples from a variety of schools across the nation. Although the
guidelines listed here are not mandatory for a successful firm, they will help you achieve
standards of professionalism, structure and connections that will lead your firm to (or help
your student-run firm renew) National Affiliation.

Nationally Affiliated firms are the most prestigious and successful in the Society. Achieving
this status will give your firm access to PRSSA’s client referral system and the opportunity to
apply for the newly developed Student-run Firm Awards. The application for National
Affiliation and information on the awards are listed near the end of this handbook and on
http://www.prssa.org/chapters/firms/national affiliation/.

Many thanks are necessary to those who helped make this handbook a success. Specific
acknowledgement goes to the firms who submitted samples to make this a more thorough
demonstration. Thank you to the student-run firms at the following PRSSA Chapters:
University of Texas at Austin, Drexel University, University of Nebraska at Omaha, University
of Northern lowa, Rowan University, California State University Fullerton and Ball State
University.

If your Chapter would like additional copies of this manual, you may download them at
www.prssa.org. If you prefer to have copies mailed to you, contact Vice President of
Education Jeneen Garcia at PRSSA Headquarters at (212) 460-1474 or
jeneen.garcia@prsa.org.

Much like the handbook my role is to serve as a guide to your firm experience. | am available
to discuss any struggles or accomplishments, no matter how big or small. | am here to assist
your firm in achieving your goals. | look forward to working with you, in any capacity, to
ensure the success of your student-run firm.

Good Luck,

ﬂ%

Jessica Noonan
2011 - 2012 Vice President of Professional Development
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“A Wish for Leaders”

| sincerely wish you:

L]

The experience of thinking up, planning, and following an idea to completion, and then
having it be superbly successful. | hope you go through the same process and fail.
Could know how it feels to run with all your heart and lose horribly.
Could achieve a great good for humankind, but have nobody know except for you.
Could find something so worthwhile that you deem it worthy of investing your life in it.
Will make mistakes, and be big enough to say those magnificent words, “l am wrong.”
Give so much of yourself that some days you wonder if it’s all worth the effort.
A magnificent obsession to give purpose and direction for your life.
The worst kind of criticism for everything you do, because it will make you fight to
achieve beyond what you thought you could.
The experience of leadership.

— Earl Reum

What Is a Student-run Firm?

A PRSSA student-run firm is an operational public relations firm managed by PRSSA
members. Firms allow you to get hands-on experience with business-to-client relationships.
The advantages of participating in a firm include the following;:

Building client relationships and meeting professionals.
Learning how to lead and work as a team.

Creating résumé/portfolio material.

Getting hands-on public relations experience.
Developing PRSSA Chapter unity.

Learning to balance tasks and handle numerous duties.
Applying theories learned in the classroom.

Beginning a student-run firm may seem daunting. As you wonder how to start, remember
that successful businesses did not begin perfectly, but with determination. For student-run
firms, your hard work cannot be underestimated.

When launching a student-run firm, keep the following principles in mind:

L]

Start small. While you might have plenty of interest in the firm, it is much easier to
manage and learn from mistakes with a small group of clients and employees.

When working with clients, confirm everything in writing. Maintaining contracts is an
important way to align the firm’s and client’s goals and expectations. Know what public
relations is and help your clients understand it too. Public relations isn’t necessarily
putting up fliers, passing out coupons or making a Twitter account. Be strategic so your
firm gets as much out of the relationship as your client does.

Set a professional atmosphere so your employees will take the firm seriously. It's
easier to maintain a professional setting than to try to regain one after it has been lost.



Build Your Team

When choosing executives, always pick trustworthy individuals who will be committed when
difficulties and pressures come. With these people, you can effectively manage a firm.
Though student-run firms are organized within a PRSSA Chapter, they require their own
student administrators to support their initiatives. Firms must have effective leaders to
ensure stability and longevity. A small student-run firm may choose to have only a firm
director, an assistant firm director and an account executive or two; whereas, a larger
Chapter may have a full board of officers. The positions and titles should accommodate the
needs and numbers of your firm staff. Remember to make sure your structure meets the
standards set forth for National Affiliation if your firm wishes to apply for the designation
(see section on National Affiliation).
PRSSA recommends the following positions (with multiple members holding the position, if
appropriate):

e Firm Director

« Assistant Firm Director or Vice President

* Account Executive

» Public Relations Director

« Administrative Assistant

« Finance Director

« Staff Member
Depending on the size and structure of your firm, you may require more, fewer or some
combination of these positions. National Affiliation standards recommend you have at least
one firm director and two assistant directors.

Firm Director
The firm director is responsible for managing the firm’s operations and serves on the
Chapter’s PRSSA executive board to maintain communication between firm and Chapter.
The firm director should have regularly scheduled meetings with staff and weekly meetings
with officers. Be sure to include time for questions from the account executives. Duties may
include the following;:

» Select account executives with the help of the vice president.

« Maintain on-going contact with the firm, Faculty and Professional Advisers.

« Conduct leadership and general firm meetings.

« Maintain files of all activities.

» Oversee and approve client recruitment.

« Evaluate and motivate firm members.

» Establish communication between the firm and the rest of the Chapter.

« Maintain contact with clients and account executives to ensure satisfactory progress.

« Offer commitment and professionalism to the firm and its activities.



Assistant Firm Director or Vice President
The Assistant Firm Director plays an important role in helping the director oversee the firm’s
leadership and relationships. Duties may include the following;:

» Assist director on all projects and activity planning.

e Supervise all accounts and maintain file of activities.

« Recruit and maintain clientele.

» Assist, advise and evaluate executives during meetings and report to president.

« Perform director’s duties in his or her absence.

Account Executive
Account executives are often the main client contact. The account executive must be
professional, responsible and ethical because he or she represents the firm. National
Affiliation standards recommend a firm should have at least two account executives.
Account executives should report consistently to the firm’s executive board through written
and oral reports. This ensures that the client is well-served and that all associates are
participating. Duties may include the following:

» Develop goals and objectives with his/her account members.

» Obtain client permission to implement tactics.

* Motivate account members with phone calls and email reminders.

* Maintain regular communication with the client.

« Complete a detailed weekly activities report.

« Maintain a continuous and complete file of activities and completed projects.

Administrative Assistant
An administrative assistant records the firm’s meeting minutes and assists with client
relations, thank you letters and firm social events. Duties may include the following:
» Record attendance at all meetings.
« Create email list serve for all members to receive minutes and other notifications.
» Assist officers with various firm activities.

Public Relations Director
The public relations director builds relationships and support for the firm among its key
audiences. Duties may include the following:

« Create a publicity committee to promote the firm and motivate others to join.

» Develop fliers, letterhead, letters and newsletter for the firm.

« Disseminate news to local media about upcoming and successful client events.

« Assist president to creatively recognize achievements for firm members.

» Research and implement volunteer events and donation opportunities for the firm.

Finance Director
The finance director keeps accurate, updated expense records and ensures adequate funds
are available for campaigns. He or she is strongly encouraged to work with an Adviser to
reduce liability. Duties may include the following:

« Assist president in preparing annual plans, budgets, proposals and histories.

» Ensure appropriate resources are available for account executives.

+ Research, design and implement fundraising.
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Staff Members
Fill these positions with PRSSA members first, then solicit the service of student freelancers,
consultants or accountants. Staff members are responsible for maximizing their own
experience, under the direction of the account executives. Duties may include the following:
e Submit regular report forms to account executives.
» Actively participate in account activities.

Officer Training
You must train your team in the firm’s operations and procedures. Training can be as simple
as holding officer meetings, providing a handbook or hosting a retreat. Your Advisers may
assist. The firm should send at least one individual to the PRSSA National Conference each
year to attend the workshop specifically for student-run firms, as well as professional
development sessions and networking opportunities.
Public relations skills that can be practiced in your firm include:

« Research — Focus groups, surveying, evaluation techniques, interviewing

+ Business — Budgeting, proposals, presentations, management function

» Media relations — News releases, press kits, media pitching, radio and television spots

« Design — Publicity (newsletters, brochures), photography, special, desktop publishing

« Writing — Feature stories, op-ed pieces, speech writing, strategic plans

«  Web development — Copy design, graphics design, forms handling

» Event planning — Fundraising, campaign planning, goal setting, multi-tasking

Good Management Practices
Management involves planning, setting goals and making decisions. Officers are responsible
for the business and influence its success. Management encompasses the following:

« Planning — Setting the goals and strategies for your firm.

« Organizing — Deciding on tasks, delegating, scheduling, etc.

« Staffing — Hiring, training, and terminating (if necessary) employees.

« Directing — Supervising and motivating employees.

« Controlling — Evaluating how you are achieving your goals and reacting accordingly.

Recruiting members
Seek publicity to recruit new members. Modes of publicizing include the following:
« Create a firm newsletter or regular spot in the Chapter newsletter.
» Send a press release or pitch to the school newspaper.
» Place brochures in public relations and business textbooks.
« Develop fliers to post around campus or give out at special events.
» Start a publicity committee.
« Offer the firm as a class for credit.
* Invite public relations students to an opening social, such as a barbecue.
» Create awards for students who demonstrate an outstanding effort in the firm.
* Announce the firm in public relations and business classes.
« Feature a link to the firm website on the Chapter website.



Structure
Organization Chart
Firms should have a documented structure similar to a professional firm’s to guide all
organizational activities. The structure should accommodate each firm’s resources and
circumstances. The following is a sample organization chart for a student-run firm.

Organization Chart

PR PR PR PR
Staff Staff Staff Staff
PR PR PR
Class Class Class

**Freelance/ **Freelance/ **Ereelance/
Consultant Consultant Consultant
Students Students Students

—

**Ereelance/
Consultant
Students

**A student who provides short-term specialty advice on a campaign or project.

Name

Whether you choose a hame that is simple, urbane or associated with your college, make
sure it will grow with your firm. Involve all firm members in brainstorming and choosing. A
good firm name is easy to remember, distinctive, professional and indicates your business.

Logo and Tagline exa
The logo and tagline should be carefully developed symbols of We?

the business. See examples from University of Texas at Austin, K )
Drexel University and University of Nebraska Omaha. i }],;”J

33RP sTREET

university of nebraska at omaha public relations student society of america A Non-Profit Public Relations Firm

e ri c k[@ [f PUBLIC RELATIONS




Mission Statement
A mission statement clarifies the firm’s goals, sets expectations for members, and shows
clients you are organized and focused. Good mission statements are brief and memorable.

The following is an example mission statement from Edelman:

“To provide public relations counsel and strategic communications services that enables
our clients to build strong relationships and to influence attitudes and behaviors in a
complex world.

«  “We undertake our mission through convergence by integrating specialist knowledge
of practices and industries, local market understanding, proprietary methodology and
breakthrough creativity.

*  “We are dedicated to building long-term, rewarding partnerships that add value to our
clients and our people.

« “Our clients are leaders in their fields who are initiating change and seeking new
solutions.”

Vision

One of your first and most important decisions is when responsibility for the firm will
transition to new leaders. To make this decision, firm leaders should review the National
Affiliation standards and envision how the firm will operate after it has met each standard.
Set semester- and year-long goals, and let the goals dictate when leadership changes.

Goals
Have an organized strategic plan, with research, planning, execution and evaluation
sections. Periodically, re-evaluate goals and objectives with your Faculty and Professional
Advisers. Goals help indicate if your firm is valuable to staff and clients. They provide a focus
for officers, whose goals and projects should complement. The following are example goals:
« Increase firm [membership or clients] by [quantity] during [semester, year, etc.].
« Contact [number] firms or organizations to establish a professional affiliation by [date].
« Create a firm portfolio or sample press kit by [date].
» Increase awareness of our firm by [percent] compared to last year’'s awareness survey.

Objectives

Objectives for a new firm may include establishing strong leadership, obtaining clients,
developing a strong network and increasing membership. When setting objectives, consider
the demands on the firm and how the firm can benefit current and future members.



Policies
Specific policies are necessary for crisis and problem resolution. All members should receive
a copy of the firm policies. Consider including the following:

Conduct Personnel Responsibilities
» Behavior policy and dress code  Employment agreements
» Customer relations policy « Orientation and training
« Conflicts of interest policy « Hiring and firing policy
« Confidentiality policy » Personnel records policy
PRSA/PRSSA Code of Ethics » Pay and reimbursement policies
» Dispute resolution policy e EEO policy
» Travel and automobile usage policy e Suggestion policy
« Community participation policy * Employee relations policy

Firm Operations
Firm Activities

« Officers should conduct regular meetings with all staff.

« Account executives should meet regularly with account staff.

» Hold workshops to help members learn about topics not discussed in classes.
Hold regularly scheduled client meetings or calls and distribute minutes.
Complete all client services as promised and submit regular client reports.
Allow clients to evaluate the firm annually.

L]
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As The Firm Grows
« Offer a brochure to local businesses, restaurants and shops.
« Develop and practice a presentation to give to potential clients.
» Establish billings rates and methods.

Interviewing Potential Firm Members
« Sincerely welcome every applicant. Be enthusiastic and friendly.
« Share your commitment to the firm and the benefits of participating.
» Ask about the applicants’ experience, expectations and commitments.

Business Pitfalls
You can avoid many of the following pitfalls by planning ahead and seeking help:

* Incomplete records e Hiring the wrong people
» No marketing strategy » Poor customer service
* Poor management « Unwilling to ask for help

Proper Records
Records are the most important management tool you possess and help future members.
Keep your records simple. Track the following information:

* Inventory  Employee data

+ Client contacts « Mileage

» Petty cash and payroll » Telephone calls

e Suppliers » Accounts payable and invoices



Recruiting Clients
Research possible clients that need the type of work you want to do. If your campus is not
near a large community, look within your school for possible clients.

» Visit campus organizations. * Announce the firm at a PRSA meeting.

* Promote at campus events. « Contact previous employers.

» Distribute brochures and fliers. « Advertise in a PRSA Chapter newsletter.
« Contact local new businesses. « Volunteer or fundraise for a nonprofit.

Once you have a list of potential clients, send a personalized letter to each introducing the
firm. Follow up with a call to arrange a meeting to present a proposal and contract.

Managing Contracts and Campaigns

Contracts
Contracts are vital to your student-run firm. A contract aligns your expectations and abilities
with those of the client and provides documentation of the conditions of your work. See the
sample contract at the end of this handbook. Your contract should include the following:

« Client’s list of anticipated projects including priorities and tentative schedule.

« Conditions of accepting new projects not listed on original contract.

» Times like finals and holiday breaks that will affect productivity of firm members.

« Minimum amount of work or projects to deter inactive clients (when necessary).

« Billing information and conditions, including out-of-pocket expenses.

» Conditions for termination and canceled projects.

« Conditions of keeping samples of printed or published work as portfolio samples.

For more details, review the sample client contract at the end of the handbook.

Campaigns
A successful public relations campaign starts with understanding your client’s needs.
Campaign planning includes the following:
» Research your client, the opportunity or problem, your audiences.
» Determine objectives with a focus on impact and output.
« Plan your theme, actions, media targets and what constitutes effective communication.
« Evaluate the impact and output of your objectives.

First Client Meeting
Prepare for client meetings by writing an agenda. Be sure to ask the following:

+  What are the client’s needs? « Do their needs match your services?

« What are the client’s goals? «  What have they done in the past?

« What are our goals? » Does the client understand the contract?
« What do their competitors offer? « Who is the client contact?

* What is their budget? e What is the timeframe?

Discuss and agree upon your evaluation of “good public relations.” How do you want to
evaluate the outcome? Manage the client’s expectations up front, before any work begins.



Brainstorming
Brainstorming is a creative group problem-solving technique. Members may suggest any
solution to a problem. The following tips will help you run a group brainstorming session:

« Define your problem clearly. « Encourage everyone to contribute.
« Define the criteria of success. + Let people have fun brainstorming.
» Stay focused. « Do not allow criticism. It stifles creativity.
« Don’t stay on any idea too long. » Appoint one person to take notes.
RACE formula

When planning a campaign you should systematically use the Research, Action,
Communication and Evaluation model, or a similar system, to meet the clients’ needs. The
RACE model has the following 10 defined components:

+ Objectives and goals » Executive timeline

o Strategy » Problem or opportunity statement

* Activity « Situation Analysis and Primary Focus
« Evaluation » Budget

Developing a Business Network
Effective business networking provides you and your firm with relationships that could
become business. Remember that networking should be based in a genuine interest in
helping others. Friends and supporters are just as important in business as they are in your
personal life. They will educate and guide you. Your network should include the following
people:

« Community leaders e PRSSA alumni and PRSA members
» Business owners » Champions for PRSSA
e Campus administration « College/University faculty and staff

Pro-Bono Professional Development

When starting your firm, finding clients willing to pay for your services may be difficult. Pro-
bono work is a great way to build your firm portfolio and attract larger clients.

Pro-bono work is done for free. You may consider working for local non-profits. By presenting
strategies to increase their donor or volunteer base, you may be able to add to your portfolio
and execute a successful campaign and earn an invaluable client recommendation. Be sure
they understand that your pro-bono work extends beyond casual volunteer duties.

When choosing a client to assist, consider what you want to accomplish. Perform a strength,
weakness, opportunity and threat (SWOT) analysis for the organization to guide your
campaign planning. If you are already familiar with their organization’s needs, they will be
more confident in your counsel. Discuss your ideas for them and if they consent, you have
your first client.

Use the guidelines found in this handbook for your pro-bono client, as for any other client.
Remember that your initial clients are your best advocates when securing new business.



Strong Support System
Every firm needs a strong support system, so secure advisers as soon as possible. National
Affiliation requires firms to have at minimum a Faculty Adviser and Professional Adviser.
Other advisers may include the following;:

« Community leaders

» Other business professionals

e Alumni

e Champions for PRSSA

» PRSA Chapter members

e Other faculty

While advisers’ first responsibility is to uphold the firm’s quality, they should attend
meetings and counsel the firm leaders on clients, recruitment, projects, finances, contracts
and evaluations. The adviser should be familiar with clients and staff.

Finances
A firm’s finances can be handled internally or by a financial manager, but either way,
recordkeeping is vital. Records to maintain include the following:

* Inventory Log » Telephone Log
» Accounts Receivable and Payable « Mileage, Travel & Entertainment Log
« Payroll Log +  Weekly Income/Sales Journal

A paper recordkeeping system may work for a small firm, but eventually you may need
computer software. A large firm may need to hire a fiscal manager to handle invoices,
receipts, time cards and taxes. To avoid ethical problems, require signatures from your firm
director and Faculty Adviser, and release funds to only one designated person.

Billing

Determine if and how much you are going to charge clients. Many student-run firms don’t
charge until they gain experience. Check if your school’s campus regulations allow you to
charge. Clients will pay for quality work. Your fees may vary if the client is a nonprofit or
depending on the experience of firm members. You may want to base your hourly rate on
what local interns earn. The firm officers, counseled by advisers, should make billing
decisions.

To gain experience with billing, consider “fake billing.” Prepare an invoice clearly marked
“NO CHARGE.” Include all information that would be listed on an actual invoice.

All fees must be stated in the contract. When setting prices, consider your operation costs,
what the competition is charging and research into market standards. The following are
three common methods of charging clients for firm services:
» Retainer Fee — A fixed fee for unlimited services over a period of time.
« Special Project Fee — A fee charged per service or product provided.
* Hourly Billing — A fee charged per hour worked. Your contract should include a
predetermined monthly minimum and maximum. The firm is responsible to deliver its
services within that range. Include a list of accomplished tasks in the invoice.
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The financial manager is responsible for keeping an accurate budget and financial record.
You also need to determine how firm income will be used. Often, it should be used to
expand and improve the firm, rather than being directed for general Chapter use.

Proposal

The firm and client should agree on a proposal before any work is performed. The proposal
should list the services you'll provide, supplies needed, reimbursable costs and client fees. If
additional services are requested, draft a separate contract to prevent misunderstandings.

Corporate Sponsorship
Many times, companies looking to benefit their communities will donate funds to hire you for
a nonprofit. Be sure to examine the criteria and terms when applying for these grants.

Evaluation
An effective evaluation process measures the firm’s performance and identifies areas of
improvement. The evaluation should answer the firm’s goals and provide insight for future
firm members. Maintaining thorough, accurate records of evaluations is vital. Each firm
member should keep a portfolio of all projects for use as an evaluation and employment
tool. Clients should complete an evaluation at the end of each semester or project. This
feedback will show how the firm could improve and can be used in recruiting future clients.

The Faculty Adviser or firm director should conduct a three-minute interview with each
member yearly, though a firm may benefit from having account executives conduct more
frequent reviews. This interview should not be extensive but should mimic a professional
annual review, focusing on client benefits and results, rather than methods or tactics.

Reports should accommodate the firm’s needs. Consistency is vital to ensure the client is
well served and all associates are participating. The following are suggested reports a firm
should maintain, and samples can be found at the end of this handbook:

e Account Executive Sign-off and Weekly Activity Reports

» General Membership Application, Staff Evaluation and Portfolio

« Client Pitch Letter, Proposal and Contract

« Client Final Report and Evaluation Questionnaire

Your annual report should include a brief description of the year’s projects and may include
as an addendum copies of the firm’s products. The PRSSA National Annual Reports, on
WWW.prssa.org, can be used as a sample.
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Conclusion
Recognition and Evaluation
As the academic year comes to a close, recognize and evaluate the individuals who
contributed to your firm’s success. Hold a final meeting or social to review the firm’s
accomplishments. Spotlight each account or project and display some of the work. Give
awards such as outstanding account coordinator, team or new member. Consider giving all
participants a certificate. This motivates members and shows their contribution is valued.
Apply for PRSSA National Outstanding Firm Teahan Award, which adds to your credentials
and validates your firm’s excellence to clients, potential employers and peers.

Appreciation

Thank the clients that provided you work opportunities and the advisers who helped the firm
grow. Send letters of appreciation or consider having a client appreciation social. Maintain
contact with clients over the summer months (summer conditions may be part of the
contract). Clients need to know when vacations or finals will terminate or temporarily delay
work on their projects. Include these dates and times in your firm-client contract.

Questions & Answers
What if an account group is struggling to communicate with its client? Choose one point
person, usually the account executive, to contact the client. If the client is difficult to reach,
the account group may want to establish a specific method and time to correspond.

How do firm members become familiar with the client? Staff should research the client
before the first meeting. Visit the company if appropriate, and if it is a nonprofit, volunteer to
help. You may also consider inviting the client to a reception held by the firm.

What should we do if our firm has too many or too few members? If there are too many
members, try to secure more clients or set higher participation criteria. If there are too few
members, reduce your number of accounts/projects by not renewing contracts.

What if our members lose interest in our student-run firm? Try securing an exciting account
that offers a more diverse experience. Remind students that they can expand their portfolio,
gain leadership experience and earn awards. Obtain feedback through surveys and talk to
your advisers. To avoid this problem in the first place, ensure that you are utilizing all
members of your firm. Don’t use the same people repeatedly while leaving others out. If you
have a member that is particularly good at something, pair him or her with a less
experienced member for a project as a way to facilitate a relationship and encourage
participation.

How can we increase attendance at firm meetings? Incorporate something fun, like a quiz or

prizes, at all general meetings. Consider making this an on-going competition that will
require members’ attendance and participation.
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How can we increase membership? Recruiting is usually easiest at the beginning of the
semester. Set up an information table at events or talk to communications professors about
the firm. However, size does not indicate success; members in a small firm may have more
ownership and take on more projects.

How do we raise awareness of the firm? You must know how to market your firm before you
can market clients. If awareness is a problem, take on fewer projects and spend more time
on building the firm’s name and image. Create a website or promotional materials.

Combine your promotional efforts with those of your PRSSA Chapter. Speak to incoming
freshmen, share information during related classes and place bookmarks in textbooks prior
to the start of the semester in order to keep your firm at the top of students’ minds.

Recommended Reading

The following list suggests reading that may assist you in your business dealings. To suggest
an addition, contact the vice president of professional development.

*  “The Personal Touch” by Terrie Williams

+ “The One Minute Manager” by Spencer Johnson, MD and Kenneth Blanchard, Ph.D.

¢ “Who Moved my Cheese?” by Spencer Johnson, MD

« “The Ultimate Question” by Fred Reichheld

+ “The New Rules of Marketing and Public Relations” by David Meerman Scott

»  “Groundswell” by Charlene Li and Josh Bernoff

Student Case Studies

Case Study One: Forest Park

Cardinal Communications, Ball State University’s student-run public relations and
advertising agency in Muncie, Ind., works for Forest Park, a local senior center. The agency
has worked with Forest Park for three years and helped rename the center from Forest Park
Senior Citizens Center to Forest Park Senior Center.

Cardinal Communications’ goal was to feature Forest Park’s activities, mission, history and
classes. All suggestions and approvals for Forest Park went through a board of directors that
allowed all parties to have a say in the development of the centers new identity. Materials
and logos were critiqued many times before the final identity was developed.

Projects that Cardinal Communications developed for Forest Park included:

« Name change from Forest Park Senior Citizens Center to Forest Park Senior Center.

» Design, photographed, wrote content and produced a new logo.

» Designed and produced print advertisements that appeared in local Muncie papers.

» Wrote scripts and produced radio advertisements highlighting specific activities at the
Center, which aired on local Muncie radio stations.

« Designed, photographed, wrote and laid out the www.fpseniorcenter.com website.
Advertising the center in another avenue to its targeted audiences.

+ Defined the target audience, allowing the center to market to potential users.

* Produced a promotional video that is shown at special events and on cable access
channel 42. The video features aspects of the center that best represent Forest Park.
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» Designed a new letterhead and business cards.

» Forest Park, a not-for-profit, has limited funding. Cardinal Communications researched
and wrote community grants to help improve the center.

« Sent weekly press releases announcing new and upcoming activates occurring at
Forest Park in attempt to gain extra media attention and exposure for the center.

Case Study Two: Delaware Country Club

Cardinal Communications, Ball State’s student-run public relations and advertising agency
conducted work for a client called Delaware Country Club, a golf course and country club.
The agency began working for this client in the fall of 2005. In that time, the firm conducted
a communications audit and a strategic plan.

Cardinal Communications’ goal for the Delaware Country Club was to promote the Club and
find out what its members thought about its services and communication offered. All
suggestions and approvals for the Delaware County Club went through a board of directors.
Having the board of directors’ opinion in everything gained Cardinal Communications
credibility.

Projects that Cardinal Communications developed for Delaware Country Club included:

« Aninternal communications audit was preformed, reviewing the internal technology
systems the Club was running from. Cardinal Communications recommended software
upgrades for the Club that was acted upon within 24 hours.

« Focus groups of members were conducted reviewing the overall image of the Club and
examined areas which could be improved upon and areas to grow from.

« One-on-one interviews were conducted with the managers and board of directors of the
Country Club with a member of Cardinal Communications.

« These one-on-one meetings allowed for questions and answers more personal than
might normally be answered . The interview’s main focus was on the overall growth of
the Club and areas and ways the Club can improve.

e The 400 plus members of the Delaware Country Club were surveyed in an in-depth
survey asking positives and areas for improvements in the Club. Feedback was
available and given allowing the members to have a confidential voice. Of the 400
members, 140 responses would allow for statistical generalizations, Cardinal
Communications received over 50% of the surveyed responses back.

« Currently, Cardinal Communications is reviewing the data of the survey and making
generalizations from the responses. They are putting the collected data into goals and
objectives for a strategic plan to be implemented to improve the overall member
experience, communication and reputation of the Club.
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Case Study Three: Sh.l.P. Happens, It's a Real Life Saver!

Following the attack on the World Trade Center in September 2001, students at West
Virginia State University (WVSU) felt particularly insecure and vulnerable due to their
campuses close proximity to chemical plants. Members of a Communication 205 class (Intro
to Public Relations) discussed WVSU’s Emergency Response Plan and realized that few in
the class knew of the plan. A total of seven students in a class of 43 actually knew what to
do and where to go on campus to be safe. The class hypothesized that their lack of
emergency knowledge was typical of the 5,000+ University family and expressed their desire
to improve the situation. The first order of business: to research the emergency response-
knowledge of WVSU. The students developed a survey instrument to implement among the
WVSU student body, faculty and staff. Five hundred surveys were distributed, which
represented roughly 10% of WVSU enroliment.

Results of the survey revealed that more than 50% of those surveyed (students, staff,
faculty) did not know what to do or where to go during a shelter in a drill, let alone an actual
emergency.

Following a news conference releasing the results of the research, class teams and PRSSA
members were assembled to develop objectives, design logos and slogans and an initial
plan for the campaign. The competition was intense, but the class consensus was for the
team that developed the slogan “Sh.I.P. Happens, It's a Real Lifesaver (Sh.I.P. is an acronym
for Shelter in Place). The logo is of a ship’s life preserver and following the post 9-11
patriotism, the colors chosen were red, white and blue.

The WVSU PRSSA Chapter began implementation of the campaign during the fall semester.
A WVSU calendar of events was obtained and planning was begun to correlate “Sh.1.P.”
activities with already scheduled events in order to reach the maximum number of primary
and secondary audiences identified by the previous semester’s research.

On March 13, 2002, a pitch was made to public relations representatives and safety
planners from the local chemical industry for financial support in producing a video about
Shelter in Place for WVSU students. Within 10 working days, word was received that a check
for the $5,000 requested to produce the video would be forwarded to WVSU PRSSA for the
project.

“Sh.l.P. Happens, It’s a Real Lifesaver!” was launched March 15, 2002 at the WVSU
Women’s Day Retreat. A guest speaker, former Republican Senate Majority Leader Vic
Sprouse, talked to the packed Student Union about Shelter in Place and held a question and
answer period afterward. This was well received by the students and other members of the
campus family.

By March 26, 2002, the news of the student campaign had reached the West Virginia Office
of Emergency Services located at the State Capitol in Charleston. Students were invited to
the capitol to share the campaign in front of state and county emergency workers. At the
close of the presentation the Director of WV Office of Emergency Services, arranged to have
the Shelter in Place signs paid for and made by Prison Industries. A bright yellow and black
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metal signs bearing the Shelter-In-Place Logo was placed at every entrance on the WVSU
campus. This donation amounted to $2,000 of the campaign’s budget.

Students submitted stories for print and made appearances on Talk Radio, the Cable Access
Channel and a local program’s “State Today,” earning recognition from the University
administration leading to invitations to share our campaign at administrative meetings.

The student produced video: Sh.l.P. Happens, It’s a Real Lifesaver was shown to the entire
faculty and staff just prior to the start of spring 2003 semester. Arrangements were made
for having it shown in every class at the onset of every semester.

Evaluation: Attendance by students, faculty, staff and administrators at the colleges’ most
popular events was a perfect tie-in for Sh.I.P. Happens campaign. Each organization that the
class and PRSSA students approached was enthusiastically supportive of the campaign.
They positioned the Sh.I.P. presentation in their “prime time” spot or rather, at the height of
attendance at their events. Senator Sprouse was the featured speaker at the Women’s Day
Retreat held in the College Union during the 12:15 -1:45 p.m time slot, a time when “no”
classes are conducted. Additionally, the local celebrity country-western singer Mo Truman
sang the Sh.I.P jingle before the Senator’s speech and following the Q&A period. He also
sang it during his morning and afternoon concert appearances. The Shi.P. presentation was
duplicated at the Communication Day celebration with Sh.l.P. name tags for all attendees
and life savers were placed at each table setting. Mo Truman’s jingle provided background
music during the 90 minute event. The college radio station WVSC 106.7FM aired the PSA
jingle two to three times an hour during their standard operational hours of 1 p.m.-2 a.m.
During the popular evening hours of 9 p.m.-2 a.m., the DJ’s read the PSA over a Reggae, Hip
Hop, jazz or R&B soundtrack of their choice. The radio station also streamed over the
internet. Finally, the video was shown in all six sections of College 101 classes during two
semesters. An analysis based on these sources reveals:

Campus Activities

Women’s Retreat Sen. Sprouse’s speech 432

Mo Truman a.m. 220

Mo Truman p.m. 673

WVSC 106.7 FM 962

WVXS (Internet) 25,600 Hits
College Newspaper 3,000 Distribution
Total 30,887
Community Activities

WQBE FM Radio 7-9 a.m. 22,500 Listeners
KCS Cable TV 3,600 Viewers
Total 26,100

Grand Total Reached 56,987
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Sample Documents
The following pages contain several sample documents that may be used in your firm. Keep
in mind - these are suggestions for your student-run firm. Although we recommend using
this manual as a guide, PRSSA or PRSA in no way requires that you use them.

Weekly Activity Reports. This report helps officers measure the successes and failures of
their account projects. They also can tell officers if the account executives and individual
members are doing their jobs. To fill out the report accurately, an account executive may
have their account members report on a weekly basis. The University of Northern lowa
submitted this sample.

General Membership Application. All staff should receive this form when they join the firm.
The form helps with creating account teams with balanced experience. Allows members to
rank projects they would like to work on and consider this when assigning staff and
leadership positions in the firm. The University of Texas at Austin and Rowan University
submitted these samples.

Staff Evaluation Report. Account executives complete this report to turn in to the executive
board to assist in recognizing, helping or evaluating staff members on their contributions to
the firm. The evaluation is for account executives. The University of Texas at Austin
submitted this sample.

Portfolio. Each member of the firm should keep a portfolio of all the campaign and projects
they work on. This can serve a dual purpose. It can be a method to evaluate work performed
as well as provide that person a portfolio to use for future employment.

Client Evaluation. Clients complete this report to turn into the firm. This document will help
the firm evaluate the services provided to clients throughout the year. The University of
Florida submitted this sample.

Client Contract. This or a similar contract should be read and signed by the client and the
firm director, as well as the assigned account executive before any firm/client project
begins. Any legal questions or concerns should be addressed before a client is accepted.
Make sure both parties have a copy of the contract. The University of Northern lowa
submitted this sample.

Pitch Letter. This is a sample pitch letter that could be given out to prospective or existing
clients. The letter explains the services and capabilities of the firm. An alternative to the
pitch letter may be a promotional brochure of your firm. This sample is from California State
University Fullerton.

PRSA Member Code of Ethics. All PRSSA members should practice this code to uphold
ethical behavior in their student and professional practice. A copy of this should be
distributed to all students and firm members. Consider reading and discussing it at the first
meeting or retreat.
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Weekly Activity Report
(University of Northern lowa)

Tracking projects and progress is an essential part of < S ——
working with clients. When entering your work into this log % H @ E‘
be specific about the tasks preformed and the amount of i  M—

time spent on each task. (L UNIVERSITY OF NORTHERN IOWZ

Name
Account group
Client:

Week of:

Monday

Tuesday

Wednesday

Thursday

Friday

Saturday

Sunday

Total Hours:

Comments/ Concerns: (all comments and concerns are kept confidential)
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Fall 2010 Member Application
(University of Texas at Austin)

Due by 5 p.m., Friday, Sept. 3
texastowerpr@gmail.com

Information eX a

Name: Wer
Email Address:

Phone Number:

Major:

Classification:

Please tell us what extracurricular activities or other time commitments you have, such as
internships, jobs, and other student organizations.

Essay: Why do you want to join Texas Tower PR and what relevant past experience do you
have? What do you hope to gain from joining Tower and what do you bring to the group that
iS unique?

Please send this application, a résumé, and your essay in separate documents to
texastowerpr@gmail.com. Your documents should be labeled with your first and last name,
ie “John Doe app,” “John Doe resume” and “John Doe essay.”

Each applicant will be interviewed on Saturday, September 4 between the hours of 9 a.m.
and 12 p.m. Please check your email after submitting your application for your assigned
interview time. Interviews will last approximately 10 minutes. Dress is business casual.

A response will be given to all applicants by Monday, September 6.

After acceptance, you will not be considered an active member of Texas Tower PR and will
not be given any assignments until the following is complete:

« Paying the $10 per semester membership fee to Texas Tower PR.

« Paying the $50 annual membership fee to PRSSA.

« Signing the PRSA code of ethics.

+ Submitting a bio and picture.
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PRaction General Staff Application
(Rowan University)

Name Class Year

Cell Campus/Home Phone

Email Local Address

Major Minor

1. Are you signed up for Practicum? YES NO

2. Are you available on Wednesdays from 5-6 p.m.? YES NO

3. How many hours per week can you contribute to the firm?
1-2 35 5-10 10-15 15+

4. Have you worked for PRaction before?
a. If so, what account(s) were you involved with?
b. Positions held?
¢. Would you like to remain on this account? YES NO

5. Are you interested in being an Account Manager? You will be responsible for delegating
tasks, keeping a timeline and maintaining weekly communication with the VP of Operations.
YES NO

6. Are you interested in being an Assistant Account Manager? You will be responsible for
taking notes and providing weekly updates to the VP of Operations. YES NO

7. Which account(s) are you most interested in working on? Please use numbers (1 being
most interested, xx being the least interested) to indicate your preferences.

__ Account (description, goals, etc.)

__ Account (description, goals, etc.)

__ Account (description, goals, etc.)

__ Account (description, goals, etc.)
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8. Do you have experience with QuarkXPress? YES NO
If yes, how experienced are you? 1 2 3 4 5
Inexperienced Proficient

9. Please identify any special interests or experience you have:

__layout and design ___speaking/presentations ___audio visual
___photography ___news releases ___research/SPSS
___PSAs ___brochures ___special events
___promotions ___marketing plans Other:

10. List any other PRSSA activities and/or PR internship experiences you have had.
11. List membership and/or offices currently held in other organizations.

12. Please mark as the following: P=Passed, CE=Currently Enrolled, or leave space blank

Comm. Theory Public Opinion Intro to PR
Intro to Advertising Basic PR Writing Advanced PR Writing
PR/Adv. Research Pub Layout/Design Case Studies

PR Planning Field Experience/Internship

Recognition of Commitment

Although mandatory PRaction meetings will be held on Wednesday from 5-6 p.m. we require
that you spend additional time working on your assignments outside of mandatory meetings.
Your group should establish a weekly meeting and you should work on your own when
necessary to meet the deadlines set by the VP of Operations. It is highly recommended that
you attend all meetings. If you cannot make a meeting, please send an email to
PRaction@gmail.com explaining why you missed the meeting. If you miss more than three
meetings, the executive board has the right to review your case and you may be terminated
from the firm. By signing below you understand the commitment involved with being a
member of the firm and agree to the terms of our attendance policy.

Signature Date

PRSSA Code of Ethics and Conduct

Pledge to the Society

| pledge:

To conduct myself professionally with truth, accuracy, fairness and responsibility to the
public, fellow members and to the Society; to improve my individual competency and
advance the knowledge and proficiency of the field of public relations; and to adhere to the
articles of the Member Code of Ethics/Conduct by the PRSSA National Committee.

| understand and accept that there are consequences for member misconduct, up to and
including membership revocation.

| understand that members in violation of the PRSSA Code of Ethics/Conduct may be further
barred from PRSA Membership.

Signature Date
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Staff Evaluation Report
(University of Texas at Austin)

Name:

Position:

Account:

Date:

Please write the number that corresponds to how you feel.
(1=Strongly Agree, 3=Neutral, 5=Strongly Disagree)

How well does this member understand the requirements and responsibilities of the job?

How well does member’s work meet the requirements of an assighed project?
How consistent is this member in the quantity and quality of performance?
How well does this member accept assigned responsibilities?

How well does this member begin an assignment with minimal or no direction?
How effectively does this member work with co-workers and supervisors?

How well does this member balance multiple account duties?

How well does this member contribute to the overall quality of the firm?

How well does this member interact with the client and/or clients?

How well does this member evaluate his or her own work?
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Semester Review Process
(University of Texas at Austin)

Associate name: Reviewer’'s name:
Client: Date:

Rank the following criteria by circling the number that applies.
1. Associate volunteers for the work on their account.

1 2 3 4 5
Strongly Agree Strongly Disagree
2. Associate meets deadlines and communicates in a timely manner.

1 2 3 4 5
Strongly Agree Strongly Disagree
3. Associate is dependable and conscious of their responsibilities.

1 2 3 4 5
Strongly Agree Strongly Disagree
4, Associate maintains a friendly, positive attitude.

1 2 3 4 5
Strongly Agree Strongly Disagree
5. Associate is eager to learn.

1 2 3 4 5
Strongly Agree Strongly Disagree
6. Associate is a team player and works well with others.

1 2 3 4 5
Strongly Agree Strongly Disagree
7. Associate has brought creativity and new ideas to your team.

1 2 3 4 5
Strongly Agree Strongly Disagree

Please name a specific instance in which this associate’s work benefitted your team and/or
your client.

What kinds of work have you seen from this associate? Examples might include press
releases, social media usage, media lists, blogs, feature stories, graphic design, etc.

Which skills do you think are their strongest?

In what areas do you think their skills could be most strengthened?
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Items for a Portfolio
A portfolio is a way to demonstrate and show off your professionalism and presentations
skills. It will make you stand out. It is something tangible the firm director can review during
the evaluation process. Your firm portfolio should include all the work of individual members
on campaigns and projects. It can be customized according to the member’s strengths and
job description. It should be presented in a simple and clean three ring binder. It does not
have to be expensive. Information should be quality copies on solid color paper.

Sample topics can include:
» Published articles
» Broadcast writing
e Internet writing
» Press releases
» Case studies
* Publications
* Promotional material
* Plans and presentations
* Media relations
* Internal communications
Web sites

You may also choose to compile your portfolio online vs. paper. Online/new technology skills
are more important than ever. Be aware of how things appear and print differently on
different computers (i.e. black backgrounds with white text frames). Members should have a
printable version available during the evaluation process.
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Client Evaluation Form

(University of Florida)
The following information is used by Alpha PRoductions to measure success and to make
improvements to increase productivity and satisfaction in the future for clients and students.
Please complete the questionnaire as accurately and honestly as possible. We thank you for
your assistance in this matter.

Client Name:

How long have you worked with Alpha PRoductions:

Please write the number that corresponds to how you feel.
(1=Strongly Agree, 3=Neutral, 5=Strongly Disagree)
| have received the anticipated assistance from Alpha PRoductions. __
My team has completed all assigned work by the established deadline. ____
| feel | have an open channel of communications with my Account Executive. __
| feel all members of the team put in an equal amount of time. _____
Alpha PRoductions members have conducted themselves in a professional manner. ___
| am happy with the work Alpha PRoductions has performed for me. ___
| would continue to work with Alpha PRoductions if there was a charge. __
| feel | am assisting students with excellent hands-on experience. __
I hope to continue with Alpha PRoductions next semester.
I would recommend Alpha PRoductions to other businesses.

Additional Comments:

Thank you for your help. Please give this form to your Account Executive so we can make
Alpha PRoductions the best experience possible for all involved.
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Client Contract
It is important to note that this contract is merely a sample. Therefore, when compiling a
contract for your PRSSA Chapters’ student-run firm it is important to check the validity and
legality of the contract with your Faculty Adviser.

This agreement made and entered into this__ day of ___, 201_, by and between ,
an organization organized and existing under the laws of the State of (hereinafter
called “Agency”) and , a corporation organized and existing under the laws of the
State of , with its principal place of business at (hereinafter called “Client”).
I.  Appointment. The client hereby appoints the Agency as a public relations consultant,
handling the Client’s . Agency accepts the appointment and agrees to
perform the services specified hereunder according to the terms of this agreement.

[l. Agency Services. Below is a sample client contract that the firm should present for their
agreement and signature before work begins. Fees and all foreseen client expectations
and arrangements should be included.

A. Study and Analysis. The Agency will study Client’s products, packets, policies and
objectives. Based on this knowledge and its experience, Agency will communicate
opportunities for public relations or publicity programs to Client.

B. Planning and Execution. At the client’s request, the Agency will plan, develop and
execute public relations and publicity tactics with the understanding that before the
release of any materials whatsoever, Agency will submit materials to Client for
specific prior approval.

[1. Agency Cost and Compensation

B. Fee. Agency will be compensated for its services herein stated by billing Client at the
Agency’s (monthly or hourly) billing rates, plus such other charges as hereinafter
stated.

C. Outside purchases. Outside supplier costs, finished art, mechanical production,
photography, printing, display materials, premiums, rights, talents and services
purchased outside of the Agency, outside production costs and all other components
of a public relations program will be billed at net cost to the Agency, plus the
standard 17.65 percent commission. Sales tax levied by outside suppliers or
purchases made by Agency for Client will be billed net.

D. Out-of-Pocket Expenses. Postage, packing, express and other charges incurred by
Agency in the shipping of copy, orders, prints and other material will be billed net.
Telegraphic and teletype charges and costs of telephone service incurred for Client,
and duplicating and other out-of-pocket expenses occurred for client will be billed
net. Traveling and living expenses of Agency personnel servicing Client’s account will
be billed net.

E. Canceled projects. Client reserves the right to cancel or reject the plans or schedules
after they have been approved, but, in such an event, agrees to assume Agency’s
liability for expenses or costs involved in the preparation of such canceled projects,
but only on plans or schedules which have prior client approval.
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F. Service Charge. Payment is due at Agency on the following date stated on the invoice.

Should the invoice remain unpaid by the end of the month, following the expiration of
thirty (30) days from the date of the invoice, a service charge of one and one-half
percent (1.5%) per month shall be billed for each month the invoice remains unpaid.

IV. Indemnification

G. Material Furnished to Client by Agency. Agency agrees to assume sole legal

responsibility for, and to hold Client harmless from, any damage claims asserted
against Client resulting from the negligence or willful actions of Agency involving
copyright infringement, violations of personal rights of privacy, misappropriation of
ideas or rights, and literary piracy or plagiarism, excepting claims arising from
matters from respect to which Agency has advised Client of the legal risks involved
and Client, by its specific approval, has assumed the risks thereof. Client agrees to
give Agency prompt notice of such claims thereof. However, Client reserves the right
to participate in the defense of any such claim through its own counsel and its own
expense.

. Material Furnished to Agency by Client. Client agrees to assume sole responsibility

for, and to hold Agency harmless from, any advertising or promotion materials, or
commercial data, including product claims, furnished to Agency by Client, as a result
of which claims or suits involving deceptive advertising, unfair competition or product
disparagement may be made against the Agency. Client further agrees to indemnify
Agency with respect to claims which arise from the use of consumption of Client’s
products in market testing or general public usage.

V. Termination. This agreement shall continue until terminated by either party upon ninety

VL.

(90) days written notice. During such 90-day period, the rights, duties and
responsibilities of Agency shall continue. Upon such termination, Client agrees to relieve
Agency of all previously authorized contractual obligations and to compensate Agency for
all work performed but not otherwise compensated.

Failure of Supplier to perform. Agency will endeavor, to the best of its knowledge and
ability, to guard against any loss to Client through failure of suppliers to properly excuse
their commitments, but Agency shall not be responsible for any such failure.

VII. Construction. This agreement shall be construed in accordance with the laws of the

State of

VIII. Waiver. No waiver by either party of the breach of any provision of this agreement shall
be deemed to be a waver or any preceding or succeeding breach of the same nature.

IX. All notices hereunder shall be in writing and shall be served by registered mail, duly

addressed as follows:
If to Agency:
If to Client:
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X.

XI.

Costs and attorney fees. If any action is necessary to enforce any of the terms and
conditions of this agreement, the prevailing party shall be entitled to receive from the
other party all costs and fees, including reasonable attorney’s fees and prevailing legal
interest rate on all debts from the date of default.

Claims, Disputes, and Other Matters. All claims, disputes, and other matters in question
arising out of or relating to this agreement or the breach thereof (accepting claims under
paragraph IV) shall be decided by arbitration in , in accordance with the
rules of the American Arbitration Association then obtaining unless the parties mutually
agree otherwise. This agreement to arbitrate shall be specifically enforceable under the
prevailing arbitration law. The award rendered by the Arbitrator shall be final and
judgment may be entered thereon in accordance with applicable law in any court having
jurisdiction thereof. Notice of the demand for arbitration shall be filed in writing with the
other party to the agreement and with the American Arbitration Association. The demand
for arbitration shall be made within two years after the claim, dispute, or other matter in
question has arisen.

This agreement constitutes the entire understanding between the parties. All previous
representations and undertakings, whether oral or written, have been merged herein.
Witness, the due execution hereof the day and year first above mentioned.

Attest Agency Name
By

Attest Client Name
By
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PRIDE

UNIVERSITY OF NORTHERN IOW/

Client Contract
(University of Northern lowa)

Client: Account Executive:

Contract Period Start: End:

PRide, UNI's student-run Public Relations firm, agrees to perform the services specified

below in accordance with the terms of this agreement

I. Tasks/services: List below the projects you are currently requesting PRide to work on. (If
any project has to be completed by a specified deadline, specify mm/dd/yy behind that
project. If no deadline is given project due date is up to the discretion of the firm).

Il. PRide is not responsible for the distribution of materials or personal Fundraising on
behalf of the client. (Ex. Posters, solicitation of businesses) unless arrangements are
made between [you] the client and firm staff. Initial

[ll. Planning and Execution: PRide’s services are here to offer Public Relations support to
our clients. Before the release of any material(s) created and/or service(s) provided by
PRide staff all project(s) must first be approved by [you] the client. Initial

Firm president must approve all project(s) beyond those requested in this contract. Initial___

IV. Expenses: The client is solely responsible for the purchase or reimbursement of outside
or out-of-pocket expenses relating to the service(s) requested. (Ex. Printing costs,
binders, postage, and mileage). PRide understands that [you] the client will always be
consulted before or give pre-approval for any financial transactions made. Initial

V. Contract length/Termination: This contract is binding for the length/period stated above.
[You] the client has the right to terminate this contract if unsatisfied with the services
provided before the contract period is over. Before this happens [you] the client is
expected to consult with the firm president and Faculty Adviser along with the
completion of an evaluation explaining reasons for termination.

VI. PRide also has the right to terminate this contract before the contract length/ period is
over if the client is not cooperative and willing to participate in activities needed to
complete the project(s) requested. Initial

End of contract period: Clients will be asked to evaluate (via survey) the services and
satisfaction of the project(s) provided by PRide. Initial

VIl. Fees: Instead of fixed/hourly fees, PRide accepts donations appropriate for work done.
Thank you for choosing PRide. We look forward to working with you!

Signatures constitute the entire understanding of this contract between all parties.
Client:
Account Executive:

Firm President Approval:
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Pitch Letter
(California State University Fullerton)

y

TITAN PR Group
800 N. State College Blvd.
‘ Fullerton, CA 92831-3599

Date:

[Staff Members Name]
[Organization]
[Organizations Address]

Dear [Organizations Representative],

My name is Aria Fadakar and | am a student at California State University, Fullerton and the
Director of Titan PR Group. | am reaching out to you because Titan PR Group is looking for
new clients to assist with their public relations needs.

Titan PR Group, a division of the Public Relations Student Society of America at CSUF, is a
student-run public relations firm. We understand that with a troubled economy, finding a
team to coordinate your public relations needs may not only be challenging, but costly. We
at Titan PR Group offer our clients services free of charge; your only expense would include
such things as printing and copying fees that take place during the projects execution.

Our services include, but are not limited to:
«  Writing news/press releases
e Internal Communications
» Developing flyers/brochures
« Coordinating special events
« Organizing promotions

Our goal is to serve our clients while offering students a chance to gain real life public
relations experience. We currently maintain [#] executives and [##] staff members who are
ready to work for you.

May we set up an interview to see if our services would fit your needs? You may reach us
anytime at TitanPRGroup@gmail.com or you may also call my cell phone at (Xxx) XXX-XXXX.
Thank you for your time.

XX
Director
Titan PR Group
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PRSA Member Code of Ethics

Members of a student-run firm should adhere to the Code of Professional Standards for the
Practice of Public Relations. These articles have been adopted by the PRSA to promote and
maintain high standards of public service and ethical conduct among its members.

A member shall conduct his/her professional life in accord with the public interest.

« A member shall exemplify high standards of honesty and integrity whole carrying out dual
obligations to a client or employer and to the democratic process.

A member shall deal fairly with public, past or present clients or employers, and fellow
practitioners, giving due respect to the ideal of free inquiry and to the opinions of others.

« A member shall adhere to the highest standards of accuracy and truth, avoid extravagant
claims or unfair comparisons and give credit for borrowed ideas and words.

« A member shall not knowingly disseminate false or misleading information and shall act
promptly to correct erroneous communications for which he or she is responsible.

A member shall not engage in any practice that has the purpose of corrupting the
integrity of channels of communication or the process of government.

« A member shall be prepared to identify publicly the name of the client or employer on
whose behalf any public communication is made.

A member shall not use any individual or organization professing to serve or represent
an announced cause, or professing to be independent or unbiased, but actually serving
another or undisclosed interest.

« A member shall not guarantee the achievement of specified results beyond the
member’s direct control.

« A member shall not represent conflicting or competing interests without the expressed
consent of those concerned, given after a full disclosure of the facts.

« A member shall not place himself or herself in a position where the member’s personal
interest is or may be in conflict with an obligation to an employer or client, or others,
without full disclosure of such interests to all involved.

« A member shall not accept fees, commissions, gifts or any other consideration from
anyone except clients or employers for who services are performed without full
disclosure of such interests to all involved.

A member shall scrupulously safeguard the confidences and privacy rights of present,
former and prospective clients or employers.

« A member shall not intentionally damage the professional reputation or practice of
another practitioner.

« If a member has evidence that another member has been guilty of unethical, illegal, or
unfair practices, including those in violation of this Code, the member shall represent the
information promptly to the proper authorities of the Society for action in accordance
with the procedure set forth in Article XlI of the bylaws.

« A member called as a withess in a proceeding for the enforcement of this Code shall be
bound to appear, unless excused for sufficient reasons by the judicial panel.

A member shall, as soon as possible, sever relations with any organization or individual if
such relationship requires conduct contrary to the articles of this Code.
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National Affiliation Application
“Credibility Through Unity”
Though there are more than 100 student-run firms around the country operated by PRSSA
Chapters, only those among the upper echelons are PRSSA Nationally Affiliated. Firms with
this designation have successfully gone through an application process to ensure the firm is
soundly based in three areas: a solid PRSSA/PRSA connection, a high level of
professionalism and an effective structure.

Earning this recognition has many benefits, including the prestige of working for a firm that
represents the best of the Society and inclusion in a future client referral system. Only firms
that are Nationally Affiliated will be listed on the PRSSA National website for such requests.
This type of referral system will provide greater opportunities for service and meaningful
work for students. Lastly, only firms that have earned National Affiliation may apply for the
PRSSA Student-run Firm Awards.

To become Nationally Affiliated, a firm must abide by the standards listed below. PRSSA
Headquarters does not charge an Affiliation application fee or any sort commission or fees
once a firm is Affiliated.

In September 2009, National Affiliation requirements were updated to reflect the increasing
number of student-run firms appearing on the Chapter level. Current Affiliated firms do not
need to re-apply before the end of their three-year affiliation.

Application Requirements
To be considered for National Affiliation, firms must submit the following:

« Aclient list with a brief description of each organization. The description should include
what type of organization the client is, the services provided to the organization and
how many staff members are working on the account.

+ At least one case study detailing a public relations program implemented by the firm.
Case studies should highlight the firm’s best work and have four parts: research,
planning, execution and results. Two pages or less per case study.

« Aletter of support from the Chapter’s Faculty or Professional Adviser. Two pages or
less.

« A brief history of the firm describing when it was founded, how it has evolved and the
mission of the firm. One page or less.

« Aletter from the firm director. Four pages or less.

The Firm Director Letter

Describe situations or challenges the firm has faced and overcome, and explain how your
firm demonstrates the following principles:

Connection
« How is the firm connected to PRSSA?
* How is the firm connected to PRSA?
« What support does the firm receive from professionals and professors?
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Professionalism
»  What is expected of staff members?
» How does the firm interact with clients?
« What are some recent examples of client results you are proud of?
What emphasis does the firm place on ethics?
Structure
« What is the structure of the firm?
« How many staff members do you have at each level?
« Describe the billing process

National Affiliation certification lasts three years, after which the firm must re-apply. Previous
National Affiliation does not guarantee future National Affiliation, though it will be taken into
consideration. PRSSA Headquarters, the PRSSA National President, Immediate Past
President and vice president of professional development will review the application and
issue a decision within one month of receipt.

If you have questions, contact PRSSA Headquarters or the PRSSA vice president of
professional development. To submit your application, please mail your content to PRSSA
Headquarters at the address below or email your application to PRSSA Manager of Student
Programs Amy Ovsiew at amy.ovsiew@prsa.org. If you are sending your application via mail,
please send an email to amy.ovsiew@prsa.org so Headquarters will expect its arrival.
PRSSA National Affiliation, 33 Maiden Lane, 11% Floor, New York, NY 10038-5150

Definitions
The following is a set of terms that will be used throughout the document. Review them
briefly to understand the standards listed below.

« Nationally Affiliated — Firms that have reached a new level of professionalism and
status among PRSSA student-run firms by meeting specific, official standards.

» Core values — The three basic principles of PRSSA student-run firms: connection,
professionalism and structure.

» Standards — A practical and measurable requirement a firm must meet to become a
PRSSA Nationally Affiliated student-run firm. Each of the core values is broken into
standards.

« Firm executive board — The firm director, two assistants and adviser.

« Firm adviser — A professional or faculty member who guides the practice and
administration of the firm. He or she may be the current PRSSA Chapter Faculty
Adviser of Professional Adviser; however, we highly recommended that the adviser be a
separate public relations professional who will focus solely on the success of the firm.

« Active PRSA member — To be an active PRSA member, an individual must have current
paid dues and periodically participate in PRSA activities. The number of times the firm
adviser participates to be called “active” is a personal decision of the firm adviser.

Recommended Firm Standards

Although firms vary in size and scope, the standards below were designed to help each firm
move toward greater professionalism and competency. These standards are minimum
requirements; firms are encouraged to exceed them as they are able.
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Below are listed the standards that make up each core value of National Affiliation, as well
as examples of how a firm can meet these standards. To become Nationally Affiliated, a firm
must show that it meets each standard, but it does not need to meet the specific examples
listed here. For instance, a firm must show that it is PRSSA Centered to become Nationally
Affiliated, but it does not specifically have to send one member to Conference each year.

Connection
Standard: PRSSA Centered
Examples of how a firm demonstrates this standard:
« All members of the firm’s leadership are PRSSA members.
« Itis highly recommended that the staff members should be involved with the PRSSA
Chapter, however it is not required.
» The firm sends at least one individual to the PRSSA National Conference each year.
« Every three years, the firm re-applies to be a PRSSA Nationally Affiliated Student-run
Firm by completing the “PRSSA Student-run Firm Progress Report” and sending it to
PRSSA Headquarters.

Standard: PRSA Connected
Examples of how a firm demonstrates this standard:

« The firm adviser is an active PRSA member.

« The firm adviser meets with each individual firm members at least once a year to
provide direction and counsel regarding the student’s professional goals.

« The firm’s executive board meets with it’'s a PRSA Chapter executive board annually to
report on the firm’s work. This meeting, in-person or through conferencing, should be
attended by a PRSA Chapter executive board member and at least two other PRSA
members, as well as a member of the firm’s executive board and at least two other
account executives. The most important part of the meeting occurs as PRSA provides
feedback to the firm.

Standard: Professional and Faculty Support
Examples of how a firm demonstrates this standard:
« Public relations practitioners and faculty members are actively supporting the firm
through counseling the firm’s management, reviewing the firm’s work or providing
clients to work with.
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Professionalism
Standard: Accountable
Examples of how a firm demonstrates this standard:

Account executives report consistently to the firm’s executive board through written
and oral reports. The nature and design of these reports may vary according to each
firm’s needs. However, the key is to report consistently. This ensures that the client is
well served and that all associates are participating (see more under “Outcome-
driven”).

Once a year, the adviser to the firm should conduct at least one three-minute interview
with each member. This interview does not have to be long and extensive, but it should
be similar to an annual review process conducted in business with employees. While
some firms may want their account executives to conduct these interviews, it is
important for the firm members to have at least one short interview — even if it is
three-minutes — with the firm director.

The firm requests that all clients complete some type of questionnaire and return it to
the firm at the end of the semester. Each firm may create their own questionnaire that
will provide them with the information they need to improve. This will provide feedback
to the firm and an opportunity to showcase to future clients those things the firm did
well.

Standard: Outcome-driven
Examples of how a firm demonstrates this standard:

In all written and oral reports, the focus is on the impact made with the client. As time
passes, technology will advance causing the means of communication to continually
change. For that reason, the review process is designed to measure results rather than
methods, strategies or tactics. Students must know how they are affecting real change.
Program planning systematically uses the research, action, communication and
evaluation (RACE) model, or a similar system, in meeting the clients’ needs.

Standard: Ethically-based
Examples of how a firm demonstrates this standard:

L]

The firm has a written commitment to follow the PRSA Code of Ethics.

All members receive basic instruction and sign a commitment to follow the code and
behave ethically at all times.

Any member who is found to be dishonest in his or her reporting to supervisors or
clients will be dismissed from the firm.

Standard: Geared toward professional practice
Examples of how a firm demonstrates this standard:

The firm’s executive board provides clear, written expectations and deadlines for the
account associates at the beginning of each school semester or term.

Account associates sign the written expectations at the beginning of each semester or
term, certifying their understanding of the firm’s expectations.

The account executives communicate the deadlines they set with their clients to the
firm’s executive board each semester or term.
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The executive board maintains a database of all the account deadlines and projects.
This way, the board can serve the accounts in helping them keep their commitments to
the clients.

Professional conduct dominates the firm’s atmosphere; this includes being on time for
all meetings with clients and professionals.

Structure
Standard: Organized and structured
Examples of how a firm demonstrates this standard:

The firm has a documented mission statement to guide all organizational activities.
The firm has a well-organized and written structure similar to a professional agency (i.e.
account executives, account associates, etc.).

The structure includes, at the minimum, a firm director and two assistant directors.
Other positions may include treasurer, public relations director or any other position as
needed by the individual firm.

The firm serves at least three clients, with three students working together to meet
each client’s needs. This is a minimum standard, but the firm must ensure that at least
three students are assigned to each client.

The firm uses a set of contracts and a defined system of billing for all clients.

The written structure of the organization has been approved in writing by the adviser
and included in the PRSSA three-year review process.
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Student-run Firm Awards

The PRSSA Student-run Firm Awards recognize the top public relations work done by

Nationally Affiliated Student-run Firms during the academic year, June.2010-May. 2011.

To be eligible, a campaign or tactic must have been implemented at least in part between

June 2010 and May. 2011. Entries tend to have better chances of winning near their

completion, when evaluation against initial objectives can be measured. For a student-run

firm to be eligible, it must have current National Affiliation status. If your firm is not yet
affiliated but you wish to apply for this award, become eligible by applying for National

Affiliation by June. 1, 2011 and being approved before the award application deadline.

To apply for a PRSSA Student-run Firm Award for best campaign or tactic, submit the

following:

« Three-page Summary. This concise summary is the most important part of your entry and
should give the judges a thorough view of the complete campaign or tactic. For best
campaign, the summary should cover research, planning, execution and evaluation, and
may include a situation analysis, research, goals, objectives, strategies, tactics and
results.

For best tactic, judges will evaluate your entry in four key areas — planning/content,
creativity/quality, results and technical excellence (where applicable). Your summary
should describe your measurable objectives, target audiences, budget and any other
information specific to the tactic. Qualitative and quantitative results should show how
you met the stated measurable objectives and how the entry impacted the success of a
broader program.

« Samples. If you are applying for best campaign, submit samples of work created to
support the overall objectives of the campaign. Samples may include research data,
collateral materials, schedules, photographs and videos.

If you are applying for best tactic, enclose a sample of the tactic.
If a tactic or campaigh element is online or video, include screen shots or printouts in
addition to links or video files. Do not assume judges will have computer access.

« 100-word Description. Include a 100-word description of your program. The description
will be used to explain your entry if it receives the Best Campaign award.

« Application Form. Your application form, can be downloaded online at www.prssa.org
and must be typed.

Entries must be letter-size, with at least a 10-point font and 1” margins. Entries will be
accepted in PDF format, with accompanying files labeled and well organized in a zip folder.
Hard-copy entries may be bound no larger than 10.5” x 12” and binders should be no more
than 3” wide.

Submit your entry via email to jessica.espinal@prsa.org or by mail to the address below. All
entries must be received by Sept. 12, 2011, not just postmarked. Winners will be
announced at the PRSSA 2011 National Conference in Orlando, Fla. and receive a
certificate.

PRSSA Student-run Firm Awards, 33 Maiden Lane, 11th Floor, New York, NY 10038-5150
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