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President’s Letter 
Hello to the best chapter members, 

 
I can’t believe our first semester together has already come to an end. Our chapter has more than 120 members and 
is constantly growing. It has been extremely rewarding for me to have had the opportunity to get to meet each and 
every one of you at our meetings and I love the enthusiasm everyone possesses for our chapter. I consider Temple 
PRSSA one of the best chapters, and with the help of all of you, we have been able to retain our title as one of the 
largest PRSSA chapters in the nation. I haven’t seen a more excited group of students eager to expand their 
knowledge of the field of public relations. 

 
Throughout the semester, our chapter has been actively involved in a number of ways. 
Many members have attended general body meetings to learn from guest speakers from 
various industries, represented our chapter and grown their professional networks at the 
Philadelphia Public Relations Association’s (PPRA) events and volunteered for the Ameri- 
can Heart Association Walk! A bunch of our members attended PRSSA’s National Confer- 
ence in Atlanta, GA, and created friendships with members of fellow PRSSA chapters from 
around the country. This semester, your excitement for PRSSA has been evident and your 
involvement has strengthened our chapter. 

 
I can’t begin to thank all of you enough for your dedication to Temple PRSSA. With your 
enthusiasm and involvement, you have made my job easier. I am proud to represent a chapter of members who are 
so excited to get involved with Temple’s PRSSA chapter and PRSSA National’s initiatives. I am looking forward to 
an exciting spring semester involving our annual TU Invitational, socials with other local PRSSA Philly chapters, and 
late-night speaker panels with other student-run organizations. I can’t wait to see our chapter grow even more. 
Keep being the best chapter members in the nation! 

 
Alissa Steele 
Chapter President 
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Social Media Update 
by Michelle Davies 

 
This semester, Temple PRSSA has incorporated many new social media strate- 
gies. Our first project was a series on Instagram titled “Instagram Summer Post- 
cards.” The posts featured executive board members doing things over the sum- 
mer that were part of their work-life balance. Some postcards featured members 
in pictures on vacations while others showcased pictures of members on their 
internships. The design of the postcards was simple, fun and engaging. The cap- 
tions accompanying pictures at jobs or internships talked about how Temple PRS- 
SA contributed to that opportunity. This campaign helped show what Temple 
PRSSA is all about while also introducing the executive board to the followers 
before the school year began. Since then, we’ve tried other campaigns and social 
media initiatives that demonstrates Temple PRSSA’s mission. 

 
When the school year began, we ran a social media campaign giving members a 
chance to win a free year of membership. All they needed to do was post a photo 
of them doing something PR-related, whether they were at a PRSSA meeting, at 
their internship or in a class. Members were encouraged to tag Temple PRSSA in 
a photo on Instagram, Facebook, or Twitter that included the appropriate 

hashtags, #TUPRSSAfree and #PRepared. The owner of the post garnering the most engagement won the contest and a 
free membership to PRSSA for the year. This campaign encouraged members to engage with us on social media while also 
introducing members to one another through their posts. 

 
After two very successful campaigns, we decided to do a couple of Twitter chats to further engage with our members and 
followers. Our first chat focused on mentorship so new members could understand the importance and benefits of having a 
mentor through PRSSA. The other chat we participated in was co-hosted by the University of Delaware and was titled 
#PracticeChat. This opportunity was a great way to learn different tactics for developing and refining public relations skills; it 
also served as a way to virtually network with other PR students. 

 
This semester allowed for some fun experimenting with our social media accounts. In spring 2016 members can expect to 
see a social media takeover from some members, a campaign for the TU Invitational, contests and much more. We can’t 
wait to get posting! 

 
 

PRowl Public Relations Update 
by Alyssa Guckin 

 
The fall semester has been an eventful one for PRowl Public Relations. 
After interviewing many Temple University students, PRowl started the 
semester with 39 members. The firm currently serves six clients, The 
Liacouras Center, The Department of Strategic Communication, Temple 
University Strategic Marketing & Communication, TUTV, PRowl Internal, 
and the Institute of Survey Research. ISR is PRowl’s newest client; the 
firm is working on social media strategy and website strategy in an attempt 
to engage new participants in ISR’s latest campaign, BeHeardPhilly. Be- 
HeardPhilly is a mobile-messaging program for Philadelphia residents to 
join and answer survey questions for researchers studying the behaviors 
of our city. 

 
At the beginning of November, PRowl PR was excited to spend a long 
weekend in Atlanta, Georgia for the PRSSA National Conference. PRowl- 
ers attended sessions on topics ranging from PR writing tips, social media 
marketing, the ins and outs of nonprofit PR, crowdsourcing and many 
more. PRowl members arrived in Atlanta a day early in order to participate 
in agency tours; a few PRowlers met executives at agencies like Ketchum, Cookerly PR, Edelman, and Cohn & Wolfe. There 
were a few social events presented by PRSSA, as well. Let’s be honest, who wouldn’t love networking when a dessert bar is 
involved? 

 
In the future, PRowl members will be hearing from an alumni panel, so our members can hear about what life and PR is like 
post-PRowl. The firm appreciates hearing from alumni and finds their advice beneficial to professional development. For our 
last meeting, PRowl members took a break from the textbooks and celebrated the holidays with a gift exchange. 

 
Once the spring semester starts, PRowl will be back with new and recurring members striving to provide quality work for our 
quality clients. 



Community Service Update 
by Kaitlin Osborn 

 
This semester, the community service committee has 
been very active. We started the semester with a Hal- 
loween bake sale benefitting the Kisses for Kyle Foun- 
dation, a non-profit organization serving families bat- 
tling childhood cancer in the Delaware Valley region. 
At the end of October, the committee also participated 
in the Avenue of the Treats on Halloween. Members 
handed out candy, painted faces, and interacted with 
children in a haunted house in North Philadelphia. 

 
In November, there were numerous service activities 
planned. We began by volunteering at the Philadelphia 
Heart Walk. During the walk, members were in charge 
of posting to the Heart Walk’s Instagram account and 
taking pictures of all of the sponsors, including Temple 
Health. This opportunity even led to internship oppor- 
tunities for two members of the Community Service 
committee. From November 13 - 20, we participated in 
a food drive for Philabundance. Members were en- 
couraged to bring canned goods to the general body 
meeting. All of the cans collected went to people in need of food for the holidays. On the weekend of November 20 members 
helped with media relations at the Philadelphia Marathon. 

 
In December, the committee visited the Green Tree School to visit the students. There, the members handed out candy to 
the children and celebrated the holidays a little early. Committee members have the opportunity to help Philadelphians get 
into the holiday spirit by assisting in the Christmas tree lighting for the City of Philadelphia. 

 
So far, this semester has been very exciting for the community service committee. Members are getting involved in the 
events and are always eager and looking for more opportunities to serve. We can’t wait to see what next semester has in 
store! 

 
 

 

Fundraising Update 
by Kaitlin Milano 

 
PRSSA’s fundraising committee this semester has been very busy! Our commit- 
tee started the year with a bake sale. Halloween was approaching, and in order 
to get into the spirit of Halloween, we made sure everything sold had a spooky 
theme! Students and faculty who bought the baked goods were extremely im- 
pressed with what we were selling. 

 
The fundraising committee did not stop there. We also planned a grilled cheese 
fundraiser on a Thursday night held off campus. We knew Temple students 
would be craving hot food especially with the change in the season. With help 
from a few volunteers from the fundraising committee, we made grilled cheeses 
at a fellow member’s house and sold them to Temple students. It was a great 
experience holding a fundraising event off campus and going beyond the con- 
ventional initiatives we did in the past. 

 
The committee sold PRSSA T-shirts to chapter members this semester as well. 
It was a good way for members to represent Temple PRSSA and it provided a 
great opportunity to increase our organization’s awareness and overall 
branding. 

 
The fundraising committee has a lot planned for the spring semester, so stay tuned for more! 



 
 

Mentorship Update 
by Su Rei Khoo 

 
Mentorship plays a key role in the personal, academic and professional success of every individual. At PRSSA, we strongly 
uphold this belief and strive to create a community where our members will be able to learn and grow as they navigate 
through their public relations journey. The Mentorship Program was established to achieve this goal by bridging the gap 
between new students and more experienced upperclassmen. 

This semester marks the 11th semester of the mentorship program and I’m happy to announce 20 matches were made be- 
tween our mentors and mentees. Members were matched based on their career objectives, personality types and areas of 
interests both in and out of PR. 

At the beginning of the semester, we hosted a Twitter chat focusing on the Mentorship Program to help students gain a bet- 
ter understanding of what the program entails. I answered questions posted by the Temple PRSSA account, as well as 
questions asked by curious members regarding the program. Other members who have participated in the program in the 
past also took part in the Twitter chat. The chat was used to educate students and promote the Mentorship Program, and 
helped garner engagement from members and alumni as they shared their positive experiences with the program. 

We also hosted an event at the game room that brought mentor-mentee pairs together for a fun time filled with games and 
pizza. The Mentor-Mentee Game Room Hangout was a success and members had a great time bonding over pool, ping- 
pong, ice hockey and board games. This event allowed members to meet people outside of their circle of friends, and not be 
limited to their paired mentor or mentee. 

 
Kristen VanLeer, who has been in PRSSA for a year, was matched with Marlie Derstine, a sophomore who was new to the 
organization. In addition to meeting up, the pair also volunteered together at the Philadelphia Heart Walk at Citizens Bank 
Park. 

Marlie said, “We hit it off great. Every other week we go for lunch or dinner together and end up talking for hours. She is 
currently helping me with my resume and applying for spring internships!” 

More than just answering questions about internships and classes, the objective of the Mentorship Program is to form close 
relationships among our members, developing friendships that will last even after the program ends. 

 
 

 



Non-Profit PR on a Budget 
by Hannah Litchfield 

 
 

As practicing PR professionals about to enter the field, you 
might start your career in a nonprofit position. For one thing, 
nonprofits are flourishing in cities and in need of public rela- 
tions. Also, college students usually do not qualify for higher 
salaries, making them a perfect fit for a nonprofit. 

Because of this, it’s important to know how to budget PR for 
a nonprofit that has a tight handle on its purse strings. The 
four steps listed below will help if you find yourself working for 
a nonprofit with an extremely tight budget. 

Know the Definition of PR 

First and foremost, you must know the definition of public 
relations. This is a highly contested subject, but a succinct 
and simple version is “a mutually beneficial relationship be- 
tween an organization and its publics.” Notice, this definition 
says nothing about paying for ads or paying for fancy graphic 
design. PR is all about earned publicity. People are talking 
about you for FREE! Which is great for a nonprofit with a 
small budget. Use this to your advantage. It costs absolutely 
nothing to pitch a journalist about a potential feature story 
and get a bite. Of course, as a nonprofit, there might not al- 
ways be something new and exciting, because new and ex- 
citing can be expensive. Being able to find multiple angles for 
stories that are not new is key. 

Use Testimonials Everywhere 

Trying to renew memberships? Use testimonials.in promo- 
tional materials. This plays into the human interest tip below, 
but it also helps your organization build credibility and trust 
within the community. Getting people to spend money on 

 
products is one thing, but getting them to donate is some- 
thing entirely different. By showing them other people trust 
your organization and enjoy or believe in the work your or- 
ganization does, people will be more likely to help your or- 
ganization out, whether it’s through volunteering, purchasing 
a membership or making a donation. 

Find the Human Interest 

If you’re working for a nonprofit, chances are there is a heart- 
warming or feel good story somewhere in your organization— 
you just have to find it. Get to know everyone in your organi- 
zation. Talk to every employee, every donor and every per- 
son at events and benefits. Somewhere there is a mother 
donating to the cause because it is close to her heart, or an 
employee doing charity work on the side. Actively seek out 
those stories. Human-interest stories are incredibly easy to 
pitch if you do it right; you just have to find the story first. 

Go Viral 

This last one can be a bit of a challenge, because having 
content for your nonprofit go viral is not something you con- 
trol at all—it tends to just happen. However, if you keep a 
close eye on the kinds of content and stories going viral 
online, you know what angles to look for within your organiza- 
tion. This does not mean everything you produce needs to be 
full of memes or distinctly trying to achieve a viral feel, be- 
cause then it becomes obvious you’re trying too hard. Let the 
stories tell themselves and play out how they will. 

 
 

 

Programming Update 
by Gabrielle Lacherza 

 

For the fall semester, Temple PRSSA successfully hosted 
two panels during regular chapter meetings to integrate di- 
versity into the schedule. 

The first panel held was an “Entrepreneurial Public Rela- 
tions” panel, where Fox School of Business undergraduate 
students, David Ettore and Zachary Battaglia, along with Fox 
School of Business Professor Jane Frankel addressed mem- 
bers. This panel spoke to the chapter about the correlation 
between public relations and entrepreneurism. A majority of 
the chapter strongly understood public relations, but entre- 
preneurism was a relatively new topic to think about. Both 
students and Professor Frankel provided a variety of different 
ways the two fields connect. It was a new perspective and 
approach of public relations to most in the chapter, which led 
to a handful of members staying after the meeting concluded 
to converse with the panel. 

For the third straight year, an extremely successful “Media 
Panel” was held and drew a lot of interest from Temple PRS- 
SA members. The panel this year consisted of Theresa 
Dolge (VP of media relations, Tonic Life Communications), 

David Thompson (Temple University professor and former 
public relations professional), Ann Cornell (Executive Editor/ 
Content Director, The Reporter) and Lu Ann Cahn (Temple 
University SMC Director of Career Services and former 
NBC10 reporter). The panel offered great insight on what the 
media is looking for from public relations practitioners. From 
tips for a standout subject line to tips for keeping a relation- 
ship strong, a variety of PR-journalism- related topics were 
discussed during the panel. One point clearly made was how 
media relations is the backbone of a successful public rela- 
tions rockstar. 

The goal for next semester is to bring back distinguished 
alumni for the third annual “Alumni Panel,” as well as create 
an entirely new panel. Member retention is something the 
chapter strives for every week and is a main priority among 
the executive board. Panels are a great way to mix meetings 
up and keep them exciting, bringing fresh perspectives from 
different individuals. Panels also provide more than one pro- 
fessional networking opportunity to members, allowing them 
to make new and meaningful connections. 



Advice From a Pro to the PR-Driven 
by Brittney McFarland 

 
Public Relations is a unique profession practiced in a varie- 
ty of industries, ranging from the health care arena, to poli- 
tics, to the private sector. A public relations professional 
who has work experience in the corporate world, agency 
and law firms came to share how his public relations skills 
carry over into every industry. Charlie Douglas, the execu- 
tive director of corporate communications at Comcast, 
shared his knowledge and experiences in both the corpo- 
rate and agency world during the Sept. 15 PRSSA meet- 
ing. He left the group with valuable insights that can lead 
young PR professionals up and over the obstacles holding 
them back. As Douglas said, PR is all about “playing the 
game and figuring out how to play the game, or the game 
plays you.” 

 
The first piece of advice Douglas gave Temple PRSSA 
members was the importance of knowing yourself, even 
though it can be the most difficult thing in life to do. He also 
stressed having a desire to learn new things, because you 
need “hustle, plus grit and desire” to succeed. These traits 
alone can take you far in both your personal and profes- 
sional life. 

 
Douglas said, “Be honest about your attributes – the ones 
you have and the ones you don’t and figure out how you 
can go get them.” 

 
You don’t need to have everything to get the job done, but 
it’s most important you continue to learn and go get what 
you are missing. 

Public relations professionals also need to be great 
writers. Anyone who knows PR couldn’t stress this 
enough. 

 
Douglas told students, “Number one thing—geek out about 
writing. I’m geeky about it. A week into the job, you need to 
be a good writer under pressure of deadlines and dealing 
with stress.” 

 
Regardless of what PR industry you put your efforts 
towards, writing is the one skill required for any position. 
Writing needs to come easy, and a PR professional should 
have a love for words. 

 
In addition to drive and writing skills, Douglas says the PR- 
driven professionals are those who are good with people 
and do well working in teams. Based on his experiences, 
he knows two heads are better than one, and as a commu- 
nicator, it is essential to be able to do these two things. 

 
Corporate jobs can be harder to get, so it’s important to 
make sure you work somewhere with a company culture 
you fit into, and where you add value. Being dedicated to 
your career and working hard along with adapting to the 
culture of the workplace can set you apart from the rest of 
the crowd. 

 
“Advice in a nutshell: know who you are, be disciplined, 
and know how to use your brain. Figure out your path and 
learn how you’re going to get there. Final secret, there 
really is no secret,” Douglas shared. 

 
 

 

Sports Blogging Your Way Into the Industry 
by Clarissa Ford 

 

Combining your passion for sports and your Public Relations 
studies is easier than you think. In the competitive sports 
industry, many wonder how to get their foot in the door. How 
do you stand out to employers? 

Start a sports blog. Blogging is an easy and inexpensive 
platform to create a positive online presence. A sports blog 
not only allows employers to read your writing samples, but 
also allows them to see your passion for the industry. It gives 
them an opportunity to see how knowledgeable you are 
about sports. Blogging is what will set you apart from your 
competitors. 

Creating a blog is easy. Online platforms such as Blogspot, 
Wordpress and SportsBlog give you accessibility to thou- 
sands of layouts. Blogspot and Wordpress give you the 
chance to create your sports blog with your own twist. While 
SportsBlog offers more basic layouts and designs, it also 
automatically gives you an audience of sports fans. 

When creating a sports blog, it is important to develop a 
community with your audience and fellow bloggers. Through 
social media outlets, you can create a large community of 

followers. The more known your sports blog becomes, the 
more employers will recognize your accomplishments. 

Using your knowledge of public relations, you can create a 
successful advertising campaign for your blog. Utilize 
hashtags and target your sports blog to a niche audience. 
Focusing your blog on a specific city, like Philadelphia, or a 
specific team, like the Dallas Cowboys, can help you develop 
an identity in that specific sports community. 

Through my own sports blog, She Knows the Rules, I have 
created a community of female athletes and fans. I use the 
hashtag #SKTR for my audience to communicate and share 
their opinions. My audience has inspired and contributed to 
blog posts. They have also helped share and market my blog 
to other fans. The power of social media has allowed my 
community to continuously grow. It has also expanded my 
portfolio. 

If you are looking for a career in sports public relations, cre- 
ating a blog is the perfect opportunity to showcase your 
skills. Employers will notice your passion and dedication to 
the field. It offers them “one-stop shopping” to your online 
writing samples, and sports knowledge. 



Higher Education PR: Interview with Lu Ann Cahn 

by Julia Hayman 
 

 
 

JH: Reporter, Wife, Mother, Blogger, Cancer Survivor and now Director for Career Services at Temple’s School of Media 
and Communication, what led you to higher education at this point in your career? 

LC: I had always loved to mentor interns, so when I looked at the job description, I thought, “You know what, this might 
work!” I had always had Temple interns so it seemed in a way kind of a natural but yet, an unknown. It was a leap of faith, 
and thankfully, when I got here it was like, “Okay, this was a good move.” 

JH: I imagine that helping students land their dream jobs and opening up their eyes to a career in communications has to be 
very rewarding? 

LC: The thing that just makes my day is when someone comes running into this office and says, “I got the job! I got the in- 
ternship!” Or even, “Thank you so much for your help with that resume or cover letter!” That is the most rewarding thing for 
me to hear. You got to go do what you wanted to and I got to play a small role in it. The most rewarding moments are to see 
students grow and learn. 

JH: For colleges and universities the new trend is to promote themselves in order to attract students and faculty, what are 
some of the challenges that these institutions face in creating a marketable brand? 

LC: Brand is important, but I think maybe more important than brand might be return on investment. Every student who 
comes through here, many who are supporting themselves often wonder, “Is this worth it?” My office’s goal is making sure 
that you’re prepared to get a return on your investment. I think that is one of the things almost every college and university is 
dealing with now, knowing that employers want not just a degree, but experience and skills so you can hit the ground run- 
ning. 

JH: As a reporter for NBC10, an author and now the Director of Career services here at Temple University, you interact with 
professionals in the field of communications throughout the community. What are some ways that communications students 
can set themselves apart and be more attractive to potential employers? 

LC: Employers are looking for two things. Firstly, the experience you already have. They want to see you have been working 
on your skills. Secondly, they’re looking for work ethic. Employers want to know you are you going to be a good employee. 

JH: What impact have you seen by this new wave of young professionals incorporating social media into the way they con- 
nect with their audience? 

LC: Your generation is creating the new media. A lot of employers are going to look to you and say, “How do we reach peo- 
ple like you?” You have that advantage by knowing the technology. It’s a new dynamic. I’m interested to see how it turns out. 

*this article has been edited due to space constraints. 
 
 

 



PR Showdown: Agency vs. In-House 
by Su Rei Khoo 

 
 

It is not uncommon in the course of every public profes- 
sional’s career he or she must decide where to go: agency 
or in-house? While each has their own challenges and 
opportunities, many professionals relentlessly defend their 
respective camps. For aspiring PR practitioners, it is im- 
portant to understand the key differences between these 
two breeds of PR early, so you can find what suits your 
personality, interests and career goals best. Below is a 
breakdown of how these two career options stack up. 

 
Breadth vs. Depth 

 
Working at an agency makes you a versatile and valuable 
practitioner. Juggling multiple clients, the portfolio de- 
mands a wide range of skills and knowledge to cater to 
each client’s individual needs. To ensure quality work, 
you’ll need to understand each of your clients’ stories, in- 
dustry profiles, their competitors, industry trends and what 
sets them apart. 

 

When you’re working in-house, your scope is narrowed to 
a limited range of products and services. This creates a 

different kind of workflow, in which professionals need to develop a more intimate understanding of their company’s products 
and industry—sometimes, with less demands on time compared to an agency. 

 
Work Environment 

 
The agency culture is known to be livelier and more creative. The organizational structure tends to be more flat, where peo- 
ple are expected to be creative, to push boundaries and to come up with creative ideas and campaigns. The account team is 
usually larger, with each member striving to meet expected deliverables and execute strategies, in addition to building and 
maintaining relationships. 

 
In contrast, in-house PR is usually more conservative and traditional, with its chain of command more defined. To reduce 
costs, the PR department might be much smaller than an agency team – often with only one person managing the unit. One 
of the biggest challenges is to persuade others to see the value of their work and campaigns, to obtain and secure budget 
approvals and to establish how these contribute to the firm. 

 
Professional Development 

 
The fast-paced environment of an agency provides more opportunities to get hands-on experience with new things. Because 
there is a larger scope of work an agency professional needs to accomplish, there will always be an opportunity to learn and 
expose his or herself to invaluable experiences. This automatically leads a professional to be more prepared when career 
advancement opportunities are available. 

 
On the other hand, in-house career development is often much slower. While PR professionals might be more invested in 
the company, they might also find it tougher for them to progress in their careers. The experience however, certainly makes 
them subject matter experts, giving them a cutting edge for future roles in the individual industry. 

Would-be PR professionals are often advised to gather and gain experience in an agency before moving to an in-house po- 
sition. However, this doesn’t mean an in-house career does not offer great learning and development opportunities. 

 
To make the most appropriate selection, one must consider his or her personal mission and goals, the relevant skills he or 
she intends to acquire and develop, and the organizational culture and environment. 

 
 



First Hand Fashion 
by Helena Wilcox 

 
Seven years ago, Sara Ann Kelly of SAK PR decided to dedicate her career to establishing her own fashion public relations 
business. Many people associate fashion public relations with glamorous fashion shows, yet it requires a lot of hard work 
and patience. Cities like Philadelphia—where fewer journalists cover a fashion beat—have more competition for press cover- 
age which makes building relationships with the media even more vital. Fashion publicists can also be left juggling event 
planning and dealing with even the tiniest of details, like making sure seats at shows are steamed. 

 
In spite of the challenge of performing fashion public relations, at just 30 years old, Sara has built a successful business in 
the fashion industry with local clients ranging from clothing designer Megan Swanson to makeup artist Garrett Olthuis. I had 
the opportunity to interview Sara to find out more about her experience working in fashion public relations, as well as setting 
out as an entrepreneur. 

 
One of the biggest questions everyone has is, why fashion? What 
about the industry makes it differ from typical agency work, or other 
industries like healthcare or corporate? Sara says it has a lot to do with 
the media relations aspect, because of the pitching trends and the slim 
options for journalists to pitch. 

 
“Throughout the industry, both sides of the fence are used to the pace 
and scheduling of fashion press-worthiness. But this does have its 
downfalls. Because everyone is aware of when sending a release 
would be most appropriate for a fall accessories piece, you are more 
likely to have to compete with a much higher volume of press releases 
in the writer’s inbox.” 

 
Because designers all tend to release collections and capsules at the 
same time, they all have pitches that can be seen as newsworthy. In 
Sara’s opinion, other industries have a greater number of writers to 
send pitches to and, while that doesn’t make media relations any easi- 
er, it certainly helps lessen the competition and can make it easier to 
build relationships. 

 
When asked about what skills are necessary to succeed in fashion PR, 
Sara emphasized the need for emotional intelligence and being able to 
understand diverse groups of people. 

 
“Culture and environment play a huge role in selling fashion brands to the public. Knowing how societal trends and 
civic movements are shaping people is important to keep in the back of your mind. Your clients aren't selling a dress or ban- 
gle. They are selling a persona tool that will help to continue building their customers’ personal branding. What do they want, 
need, see, feel and why?” 

 
These skills also play a large role in breaking out on your own and starting your own business. As competition for jobs in- 
creases, the idea of entrepreneurship and creating one’s own job has as well. While facing unemployment, due to job- 
competition rather than a lack of the necessary skills can be scary, it’s exactly what led to the creation of SAK PR. 

 
“I graduated from college in 2008, six months before the recession hit. I was hired after graduation at a top five Cen- 
ter City law firm as an executive assistant. I remained with that company for six months until I was laid off due to recession 
cuts. During that time, a recent graduate was guaranteed to be unemployed due to the flooded experienced workforce.” 

 
To Sara, the choice was simple. She had bills to pay and creating her own business was the answer. 

 
So after her experience both as a business owner and a PR practitioner, what advice would she give her 20 year old self? 

 
“To put less pressure on what was ‘to be,’ and enjoy more of ‘what is.’” 

 
 

 


