
GMAC taps CJP to boost 
consumer-facing identity
By Tonya Garcia
DETROIT: GMAC Financial Services has hired New  
York-based CJP Communications to aid outreach as  
it transitions into a more consumer-facing bank  
holding company. GMAC was founded as a wholly  
owned subsidiary of GM in 1919 to provide vehicle  
financing. It expanded those offerings and in December 
was approved to become a bank holding company.
Because the relationship is so new, details of the  

work have yet to be determined. However, now that 
GMAC is in the process of becoming a bank holding 
company, its PR efforts will increasingly focus on its 
online banking unit, GMAC Bank, and other consu- 
mer businesses, according to Toni Simonetti, VP of 
global communications at GMAC. 
“As a bank holding company, it opens up new possi-

bilities,” she said. “We have stated plans to grow the role 

of GMAC Bank. As a bank holding company, we will 
support our traditional business areas and then, second-
arily, we can grow our consumer bank activities.”
The company will also continue to promote its tradi-

tional businesses, which include auto and real estate 
financing, insurance, and financing for auto dealers.
CJP was selected after a competitive two-month  

review that involved about six firms, both large and 
small. It began work February 19.
“We have an in-house capability, so we weren’t look-

ing for a firm to which we could delegate, [but rather] 
support and increase level of activity,” Simonetti said. 
GMAC has about 40 communications staff members. 

It has been building its communications capabilities 
since GM sold 51% of its stake in the company to  
investors, led by Cerberus Capital Management in  

By nicoLE ZEriLLo
NORWALK, CT: Kayak.com, a 
media company and travel search 
Web site, has put out an RFP  
seeking an AOR. It will include  
corporate communications for  
parent company Kayak.com, which 
also operates TravelSearch.com, 
Sidestep.com, and TravelPost.com,  
as well as brand work for travel  
Web site Kayak.com.
The RFP cites several challenges 

for the company, including limited 
resources for the internal PR team. 
However, the overall theme is an  
emphasis on driving more traffic 
to its Web site and raising brand 
awareness. The budget includes a 
monthly retainer of $10,000. 
The incumbent on the account, 

Edelman, was not invited to pitch 
and declined to comment. 

The search for a new agency  
was prompted by Kayak.com’s  
decision to head in a new direc- 
tion, explained VP of commu- 
nications Kellie Pelletier, who is 
leading the search. 
The company also expects the  

new agency to help it expand its 

media relations focus from con-
sumer travel to “consumer tech 
and tech writers/bloggers,” and to 
expand into social media.
“In the past, we’ve only dabbled 

in social media,” Pelletier said. 
“We’re ready for an agency with 
more consumer technology experi-
ence to come in and shake up what 
we’re doing.”
Among those firms responding  

to the RFP are Weber Shand-
wick, Text 100, and Lewis PR, the 
agencies confirmed. WS helped 
launch Kayak.com in 2004, and 
more recently, it was tasked with  
assisting the company’s launch of 
TravelPost.com. 
Proposals were due from the  

agencies on Friday, March 6. Work 
on the account is expected to  
begin April 1. n

Kayak.com begins AOR search
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Philips and Omnicom firms 
partner to form ‘One Voice’
By aarTi sHaH
NEW YORK: Philips has teamed 
with Omnicom to form “One 
Voice,” a network of firms that will 
provide communications support. 
Ketchum, Fleishman-Hillard, 

CPR Worldwide, and Kreab Gavin  
Anderson will form One Voice and 
begin work July 1. The team will  
provide global support on Philips’ 
three business sectors: healthcare,  
lighting, and consumer products, 
according to Geert van Kuyck,  
CMO for Royal Philips Electronics. 
Another source within Omnicom 

said contract negotiations are still 

underway but the final figure would 
amount to a “sizable” account. 
From now through July 1, Philips  

will transition its communications 
function from its current firms, 
MS&L and Text 100, to One Voice. 
Philips worked with both MS&L 
and Text 100 for several years. Both 
agencies were invited to repitch, ac- 
cording to Philips. Neither firm 
could be reached by press time.
“Philips strongly believes in a peri-

odic re-selection process to main-
tain a healthy and market-focused 
approach to our communications,” 
van Kuyck said via e-mail. n
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Sarah Reigstad, a student at the Univer-
sity of Minnesota School of Journalism 
and Mass Communication, recently 

deployed the social media skills she learned 
in class to help jump-start her career. Eva 
Keiser, adjunct professor at the school and 
SVP at Risdall McKinney PR, says Reigstad  
has an administrative job with local restaurant  
group Parasole Holdings. After learning of  
Reigstad’s social media studies, its marketing 
team asked her to show them how Facebook  
and Twitter could aid promotional efforts. 
“Students can mentor [older] people,” says 

Keiser. “It gives them a good advantage in 
the workplace.” 
As demand for such skills grows, it’s increas-

ingly important to teach social media in PR 
classes. Keiser has integrated it by requiring 
students to interact with her through vari- 
ous sites, including Twitter. For example,  
she posts reading assignments there and 
requires students to post things for her. 

Keiser says an in-depth social media class is 
also offered now, but that social media will  
be integrated into all classes going forward. 
Karen Russell, associate professor at the 

University of Georgia’s Grady College of 
Journalism and Mass Communication, notes 
that social media is currently integrated into 
all classes. She notes that professors must 
become immersed in social media before 
incorporating it into their curricula. Russell 
posts assignments and links to required read-
ing on a dedicated delicious.com page. All 
students must have a Twitter account, while 
her PR administration class has its own blog 
where students post book reviews. 
“Blogging book reviews may not seem like...  

a [big] deal, but one author commented on one 
student’s review,” she adds. “They’re learn- 

ing how easy it is to find something and how 
to interact with people on the Internet.” 
All of Russell’s students are also required to 

use PROpenMic.org, a social network with 
more than 3,600 members worldwide for 
students, professors, and PR pros. The site 
was created by Robert French, instructor in 
Auburn University’s Department of Com-
munication and Journalism.
French, who started teaching online activities 

as early as 2000, prefers the term “emerg-
ing digital media” to “social media.” All his 
students use PROpenMic.org and all have 
individual blogs on PRblogs.org, another site 
French created on the Ning.com platform. 
His students also use Twitter to find and 

follow people who are pertinent to what he’s 
teaching. Research class students, for example, 
follow PR researchers such as Katie Paine.
Since 2007, Grady College and Porter Novelli  

have sponsored “Connect,” a PR and social 
media conference, and the college also hosted 
Edelman’s 2008 digital boot camp. Russell 
organizes “Connect,” and students covered 
last year’s conference using Twitter, videos, 
and podcast interviews. They even created a 
blog (Ugaconnect.wordpress.com).
Russell also invites guest lecturers, such as 

Bert DuMars, VP of e-business and interactive  
marketing at Newell Rubbermaid, into the 

class. Keiser agrees that students should have  
exposure to different perspectives on using 
social media. Guest lecturers in Keiser’s classes  
have included pros from Weber Shandwick  
and Best Buy, as well as Julio Ojeda-Zapata,  
reporter and author of Twitter Means Busi- 
ness: How Microblogging Can Help or Hurt  
Your Company. French also hosts guest ex- 
perts, including David Meerman Scott, author 
of The New Rules of Marketing & PR. 
French, Keiser, and Russell all use supple-

mental texts, such as Scott’s book and Ground-
swell: Winning in a World Transformed by 
Social Technologies, by Charlene Li. 
“Students have to study it and they also have  

to do it,” French says. “They’re... doing things  
in the digital realm, but really they’re writing  
and creating collateral. [It’s] not so much a big  
change as it is using new and emerging strate-
gies and tactics that employers [will] want.” n
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Social media skills go to head of the class
➤Real-life proficiency in this  
area is becoming increasingly 
vital to PR students and their 
professors, finds Tanya Lewis

“Students have  
to study [social 
media] and they  
also have to do it”
 
Robert French, instructor, Auburn Univ., 
Dept. of Communication and Journalism

DO
n Use social media to 
interact with students
n Establish social 
networks for classes
n Teach social media 
applications of tradi-
tional PR 

DON’T
n Miss chances to 
learn from experts
n Rely on textbooks; 
assign supplemental 
books as well 
n Teach social media 
without using it yourself
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With the recession in full 
force, there are many 
PR professionals out in 

the job market due to redundan-
cies and budget reductions. While  
job offers are still available, the cur-
rent economic situation has made 
moving forward into 2009 a cau-
tious endeavor.
The 2009 PRWeek Salary Survey 

polled 1,160 PR professionals, 
across various work settings and dis-
ciplines. Of the respondents, 41% 
work for a PR/IR firm; 26% work 
for a corporation; 8% work for a 
nonprofit; 8% are self-employed/
freelance; 5% work in education; 
and 3% work in government. 
While the survey findings confirm 

that salaries are remaining steady, 
they also reveal that expectations 
have begun to align with the eco-
nomic uncertainty. 
 This year’s survey found that  

22% of respondents “strongly 
agree” that their job in under threat 
due to economic conditions, com-
pared to just 8.6% in 2008. Addi-
tionally, 25% of respondents said 
compared to last year, they are more 
willing to relocate for a job this year 
– and with good reason.
Of the 238 respondents who have 

changed employers within the  
past year, 23% were laid off. As 
these PR professionals flood the 
job market, consulting jobs and 
freelance work have become ways 
for these job candidates to utilize 
their contacts and experience, says 
Jim Delulio, president of recruit-
ment firm PR Talent.

“There are fewer of those kinds of 
senior jobs available on the market 
anytime, and even fewer during a 
recession,” he adds. “So I’m seeing  
a lot of those people exploring 
opening their own consultancy, 
going out and doing freelance work, 
or starting their own agency.”
Also, as firms continue to acquire 

projects, they may lack manpower 
from layoffs, and will, in turn, raise 
the number of freelancers they use. 
This change contributes to a greater 
dependence on the flex staffing 
model, according to Delulio.
Other senior executives who are 

struggling in the present job mar-
ket have been taking lower-paying 
jobs than their previous positions  
or potentially changing industries 
and aspirations, he adds. 
In fact, 24% of respondents to this 

year’s survey state they would con-
sider pursuing non-PR work due to 
the current economic climate.

Layoffs have become an unfortu-
nate reality – from global firms to 
boutique agencies.
Tyler Barnett, co-founder and 

owner of Barnett Ellman, says that 
as his client base has switched in 
the past six months, he’s had to lay 
off junior- and senior-level staffers 
who were excellent employees, but 
whose expertise no longer matched 
the client roster.
“There are a lot of people who have 

been laid off,” he explains. “Because 
of that competition, there’s been a 
real increase in seeing talented peo-

ple not previously available. My job 
as a business owner is to make sure  
we have the best staff possible.” 
Text 100 has laid off staffers across 

its North American offices in recent 
months. Presently, the company is 
evaluating all expenditures and 
tightening cost structures.
“Certainly, like most agencies, 

we’re being cautious with all of 
our expenditures. Our clients  
are in the same situation,” notes 
Aedhmar Hynes, CEO of Text  
100. “It’s not clear where the bot-
tom is yet... We’re doing everything 
in our power to shore up the busi-
ness and make sure it’s healthy.”
Few in the industry do not know 

of a skilled colleague or friend of a  
friend who has lost a job. And, more  
and more, professionals are reevalu- 
ating how these changes will affect  
day-to-day business and their ability 
to remain a part of this industry. 

Mandy Murphy recently found 
herself back on the job market  
after more than two years at  
Reebok International, where she 
was global PR manager.
“[Much of] our marketing depart-

ment just happened to be one of the 
casualties,” says Murphy, who had 
heard “rumblings” and was laid off 
in January with approximately 300 
other employees overall.
“One of the good things, if there 

is a good thing about being laid off,  
is I’ve had a chance to catch up with 
contacts that I haven’t had the time 
to talk to,” she adds.
Murphy has also been impressed 

with how helpful contacts, some of 
whom are also in the job market, 
have been to pass on job leads.
“I’ve honestly considered free-

lancing for a while,” she explains. 
“I’ve had several people call me up 
and ask... Now, that I have the time 
to do it, it’s [looking] appealing.”
Judith Lederman, a laid-off PR 

manager at Lord & Taylor and 
industry veteran, has taken up 
freelance PR opportunities.
“I’ve taken [this time] to sharpen  

my social media skills and use them  
for the clients I’ve gotten [free- 
lancing],” she says. “It’s a little scary.  
I’m a single mom, working really  
hard to keep it together, and I’m  
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The recession has drastically affected the job market 
and forced employees to reevaluate both their priorities 
and their expectations for moving forward, according to 
the 2009 PRWeek Salary Survey. Nicole Zerillo reports
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a senior person, so I’m not going  
to be taking a job doing [PR] 101.”
Lederman has also found a variety 

of opportunities to market her skill 
set through Twitter.
“[From Twitter], I’ve had a  

couple of people ask for CVs and  
a few others guide me to head- 
hunters and other jobs,” she says. 
“It’s hard to find the right situa- 
tion because I’m so senior.”
  

Some employees have had to take  
a pay cut or salary freeze to ensure 
job security for the next year, some-
thing 63% of survey respondents  
say they would be willing to do.
Comparing 2009 to 2008 shows 

that salary medians have dropped 
for most experience levels. In 2008, 
the median salary for someone with 
less than two years of experience 
was $40,300. This year, it’s $36,000. 

Only those in the seven to 10 years 
of experience range saw a median 
salary increase in 2009.
Phil Greenough, president of 

Greenough Communications, says 
he and upper-level staffers have  
taken pay cuts for the upcoming 
year to ensure that entry-level ap-
plicants would not be laid off.
“They’re just starting their careers,” 

he says. “We had to make some 
difficult decisions. Because we’re 
a private company, we could make 
decisions that an [organization 
overseen] by a holding company 
might not.”
According to the survey, salaries 

have also reflected this increased 
caution, though they’ve remained 
largely steady.
The results show that the median 

annual salary base for corporate 
employees is $103,000, while 
respondents in PR/IR firms report  
a median base of $90,000 annually. 
Though salaries have held steady, 

employees today are under more 
pressure than ever before. Accord-
ing to the survey, 46% strongly agree 
that they feel under more pressure 
to perform than 12 months ago, 
compared to 38.7% last year. 
Yet, Lynne Doll, president and 

partner at the Rogers Group, says 
salary requests have been more  
reasonable than they had been the 
year before.
“People are still expecting to be  

paid competitive salaries, but we’re  
not getting the ridiculous demands 
[we] were a year ago,” she explains. 
“I think people are much more 
appreciative and more respectful 
of what we need as employers.”
In the current environment, keep-

ing up morale and communicating 
internally has become increasingly 
important. This trend aligns with 
why Text 100’s Hynes is noticing 
an uptick in clients’ requesting 
employee communications. 
Doll notes that at the end of Q3, 

when the economy took a turn for  
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