
PRWeek is the leading industry magazine 
for PR and Communication professionals, 
keeping them up to date with industry 
news and trends. 

PRWeek Recruitment Solutions include:
n PRWeek magazine
n PRWeekjobs.com
n PRWeek weekly online edition
n PRWeek Careers Newsletter 

This combination allows you to target 
candidates with all levels of experience 
from a variety of industries making 
PRWeek an invaluable source to fill your 
PR and Communication vacancies.

PRWeekjobs.com delivers career-
related news, expert advice, and the latest 
job openings in the industry. Your vacancies 
will be viewed by roughly 26,000* unique 
visitors per month, and will receive approxi-
mately 100,000* impressions per month. 
Stand out from other employers by upgrad-
ing your online job posting to the Featured 
Job or Spotlight positions and guarantee 
maximum exposure. The featured upgrade 
will give your job posting premium posi-
tion, while a spotlight upgrade will give 
your job strategic placement at the top of 
the search results for 30 days.

The Weekly Online Edition of PRWeek 
is distributed every Friday to the PRWeek 
subscriber base.  With an advertising unit 
labeled “Job of the Week” connect directly 
with passive job seekers as well as PR and 
Communication professionals actively 
searching for their next position.

The PRWeek audience can not be reached 
any other way. Take advantage of the 
integrated advertising opportunities PRWeek 
has to offer, in order to attract your next 
qualified industry professional. 

Maximize your exposure to qualified candidates 
in the PR and Communication industry.

PRWeek Careers Section:

		  Monthly Online
Ad Size	 Rates (net)	 Exposure

1/8 page	 $1,315 	 1 posting 
2 3/16”h x 3 1/2”w

1/4 page	 $2,025 	 2 postings
4 1/2”h x 3 1/2”w

1/2 page	 $3,115 	 3 postings
9 1/3”h x 3 1/2”w

Full page	 $4,790 	 4 postings
same as display

For more information contact:  
Lauren Lombardo at (646) 638-6032 
email: lauren.lombardo@prweek.com

*Repeat print ads earn a 50% discount 
*Source: hbx analytics (average 2009) 
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Publicis appoints a new CEO of 
PR, Yahoo loses a VP, and more 

People Moves

SANTA CLARA, CA: Brad 
Williams, former VP of cor-
porate communications at 
Yahoo, left the company, 
according to reports and 
his LinkedIn profile. The 
circumstances under which 
Williams, who had been 
acting as head of corpo-
rate communications after 
Jill Nash left in February, 
remain unclear. Yahoo did 
not immediately respond 
to press inquiries.

MILPITAS, CA: SanDisk 
hired Wendy Sept for the 
newly created position of 
director of worldwide re-
tail PR. She most recently 
headed consumer market-
place PR for eBay. Sept will 
report to Ryan Donovan, 
senior director of corpo-
rate communications. Alan 
Marks, SVP of corporate 
communications at eBay, 
said it plans to name a 
replacement for Sept.   

FRANKLIN, TN: Nissan 
North America hired Scott 
Stevens as VP of corporate 
communications for Nis-
san Americas. His respon-
sibilities include product, 
corporate, and internal 
communications for all 
of the Americas. Stevens 
replaced Alan Budden-
deck, who was promoted 
to VP of global communi-
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cations following Simon 
Sproule’s departure for 
Microsoft earlier this year.

NEW YORK: FD promoted 
four staff members to MD 
in North America. Jean-
nine Dowling is now MD 
in corporate communica-
tions, where she counsels 
on sustainability and regu-
latory issues. Evan Goetz 
is now MD in corporate 
communications and he 
oversees marketing and 
media relations efforts in 
North America. Olivia Piro-
vano is MD in the strategy  
consulting practice and 
heads up the market in- 
telligence research team.  
David Press, MD in the 
special situations practice, 
advises on financial and 
crisis communications.

SILVER SPRING, MD: 
Discovery Communications 
named Chance Patterson  
VP of international com- 
munications. He will lead  
development and imple-
mentation of all Discovery 
Networks International 
communications strate-
gies. He reports to David 
Leavy, EVP of corporate 
affairs and global commu-
nications. Patterson was 
previously VP of corporate 
communications and pub-
lic affairs at Sirius XM.

NEW YORK: Publicis Groupe dis-
mantled its division that previously 
housed PR activities, Specialized Agen-
cies and Marketing Services (SAMS), 
and appointed Olivier Fleurot CEO of 
all PR and events management com-
panies, including MS&L and Publicis 
Consultants. Maurice Levy, Publicis chairman and 
CEO, said the company aims to “simplify” to drive 
efficiency, profits, and growth. MS&L CEO Mark 
Hass recently departed Publicis, and Eric Giuily has 
also stepped down as CEO of Publicis Consultants. 
John Farrell, president and CEO of SAMS, previ-
ously announced he will depart in July.

Olivier Fleurot

Careers
Contact:
Lauren Lombardo
Tel: 646-638-6032;  
Email: Lauren.lombardo 
@prweek.com 

Deadline: 
The 10th of the month 
prior to publication
On the web at  
www.prweekjobs.com

MySpace, the next generation portal and the UK’s 3rd most actively trafficked site
on the Web, has revolutionised the way people interact, communicate and discover
pop culture. Our global community has 129.2 million unique users worldwide per
month and 31.2 million in Europe. MySpace is a place where creativity and
independence thrives. 

Senior Manager Communications, International
Based London or Los Angeles
As a key member of our corporate communications team, you will focus on day-
to-day international media outreach and strategy. Working closely with
international PR and marketing teams, you will play an active part in a wide variety
of domestic and overseas PR projects spanning media and agency relations,
project/feature launches and event coordination.

Educated to degree level, you will be able to demonstrate extensive
communications experience with a working knowledge of traditional and non-
traditional media together with a broad understanding of marketing
communications and well honed skills in media relations. You will be a creative
thinker with strong leadership qualities who thrives in a fast paced environment
where strong opinions and convictions are encouraged.  The ability to work well
independently and as part of a team and a track record of developing and
executing successful PR strategies and programmes across international territories
are essential.

You must have legal rights to work in the relevant country before you make the
application – we do not provide sponsorship.

We offer an exciting working environment with plenty of opportunities for career
advancement including a comprehensive benefits package. Salary
commensurate with experience. To apply, please email your CV to
ukjobs@myspace.com with ‘Senior Manager Communications, International’ in
the subject line.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Vice Chancellor for External Relations 
Worcester, Massachusetts   •  www.umassmed.edu 

The University of Massachusetts Medical School (UMMS), one of the fastest growing academic health cen-
ters in the country, has built a reputation as a world-class research institution, consistently producing noteworthy 
advances in clinical and basic research. UMMS is the academic partner of UMass Memorial Health Care, the 
largest health care provider in Central Massachusetts. 
The Vice Chancellor for External Relations reports to the Chancellor and works with senior University admini-
stration in managing all aspects of the institution’s external relations.  Specifically, this includes designing and 
implementing a comprehensive and integrated communications and public affairs strategy to advance the goals 
of UMMS and position it among the leaders in the field.  She/he will also:  create a proactive media relations 
strategy that engages local, regional, national and international media to create high profile coverage for the 
institution; serve in a leadership role in managing the institution’s crisis and issues management initiatives; work 
in close collaboration with the clinical system in developing a resource model that collaboratively develops, 
implements and coordinates marketing plans that deliver results.    
Experience and Qualifications 
The successful candidate will be an experienced professional with a minimum of 15 years of integrated market-
ing and communications experience inside a large, complex organization.  Candidates may have gained their 
experience in Higher Education or Medical Schools, Non-Profit Organizations, Agencies (public relations, mar-
keting or public affairs), Government/Politics or the corporate setting.  She/he must: be a persuasive advocate 
for higher education and medical discovery and have exceptional judgment, a reputation for integrity and discre-
tion, and the demonstrated ability to think strategically and deliver tactically. 
Please respond with resume & cover letter to: corporateaffairs@kornferry.com with UMASS VCER in subject line 

Public Relations Manager
Major national organization is expanding its PR dept. Looking for  
several managers with experience drafting PR plans, writing effective news  
releases, developing and implementing national awareness campaigns,  
creating and coordinating successful media events, and placing stories with 
national media. One position requires solid writing experience for articles, 
opeds, and speeches. Another requires expertise producing new videos, 
VNRs and RNRs. Exciting opportunity with a high-profile organization.

Minimum of 10+ years PR experience.
Washington DC area.

Send resume with salary requirements to:
nonprofitjobseeker@gmail.com

Master Class

“PlaCEd ON  
aN OPtimizEd 
PlatfORm... YOuR 
RElEasE will HElP 
audiENCEs fiNd 
YOuR NEws“

– tom Becktold
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How can social 
media be used to 
extend the reach 
of a press release?
PANEL: 
Tom Becktold 
VP of marketing, Business wire  
e-mail: thomas.Becktold@businesswire.com
Andy Keith  
digital strategy manager, weber shandwick  
e-mail: andy.keith@webershandwick.com
Paolina Milana  
VP of marketing, marketwire  
e-mail: pmilana@marketwire.com
Michael Pranikoff 
director of emerging media, PR Newswire  
e-mail: michael.Pranikoff@prnewswire.com
Scott Van Sickle 
account director, the Hoffman agency  
e-mail: svansickle@hoffman.com

A well-written release is still the most critical  
element for success in engaging reporters, con- 
sumers, or thought leaders. Social media  
encourages this engagement by making it  
easy for readers to find, share, and comment 
on the stories they find most interesting.
Tom Becktold, VP of marketing,  
Business Wire

Social media is essentially an evolved form 
of old-fashioned word of mouth – after all, 
“news” is what people are discussing with 
friends, family, and coworkers. Because the 

Press releases should be written so that  
they are search engine optimized for the 
terms and keywords your audiences use in 
their discussions and searches. Placed on an 
optimized platform and widely distributed 
to information portals, your release will help 
audiences find your news. 

The compelling content, including bul-
leted highlights, photos and multimedia, and 
hyperlinks to background information, along 
with easy sharing features for social media 
sites, bookmarking sites, and blogs, enable 
social media participants to share and engage 
in conversations about your news. Your 
thoughtful interaction in social media forums 
– including alerting your Twitter followers 
to the availability of your news and making 
it available on your Facebook fan page and 
public profile – gives you an opportunity to 
reference your press releases as appropriate  
to spur further dialogue on issues important 
to both you and your targeted groups. 

In this way, social media expands a press 
release’s reach by exposing it to a large audi-
ence that might not have seen it otherwise. 
And because this audience is often looking 
for news in a specific category (health, tech, 
political, sports, entertainment, etc.), they 
are more likely to be interested in your news, 
hold conversations about it, and share it with 
other interested consumers.

Social media provides opportunities for a 
press release to engage target audiences in 
the online communities they frequent the 
most, without depending on media coverage.  

social Web makes it possible for virtually any-
one to take on the role of publisher, pundit, or 
critic, it allows for that discussion to be ampli-
fied many times over as news moves through 
the network and is linked, blogged, and com-
mented upon. Keeping this dynamic in mind, 
there are two ways to extend the reach of a 
news release using social media.

The first is to package news in a Web-
friendly format, such as a social media release, 
which incorporates video and images, as well 
as keywords, tags, and links that facilitate 
search visibility and sharing across multiple 
networks and social bookmarking sites. You 
want the release to be easily discovered, reused, 
embedded, shared, and linked, not only by  
media outlets, but also by countless bloggers, 
citizen journalists, and everyday people who 
share news with their friends and followers  
across multiple sites, forums, and networks.

The second is to leverage relationships 
online. The value of having ongoing, trusted 
relationships with bloggers and other key 
online influencers can’t be overstated. The 
social Web prizes authenticity: a blogger  
may reach a niche audience relative to a  
media outlet, but may be a trusted source 
because he or she is authentically a doctor, 
sports fan, musician, investor, law professor, 
movie buff, political pundit, environmen-
talist, or mom. That blogger’s readership 
will likely be more enthusiastic about their  
specific topic than the public at large, and 
more inclined to link news and posts on their 
other networks. To establish those trusted 
relationships, regularly read the bloggers 
who matter in your space, participate in 
comments sections, provide information, 
and be a resource for others. 
Andy Keith, digital strategy  
manager, Weber Shandwick

Social media promises business commu-
nicators a fertile new world of consumers, 
businesspeople, and journalists full of pas-
sion and commitment to their issues. These 
people can make or break brands. Blogs, social  
communities, and online forums present 
untapped opportunities for press releases.  
Proceed with caution, though: Communicat-
ing in this world requires a new mindset. 

Social media is a peer-to-peer landscape 
where credibility and honesty from “someone 
like me” trump corporate-marketing speak. 
Steer clear of traditional “top-down” b-to-b 
and b-to-c thinking. Do your homework 
to learn what people are saying about your 
brand, product, service, executives, indus-
try, and competitors, including their words 
and tone. Be sure to track issues and trends. 
Google Blog Search, IceRocket, Technorati, 

Andy 
Keith

Tom 
Becktold

Paolina 
Milana


