
Dear All, 
Spring is already here and what could possibly be a better 
place to celebrate its arrival than Paris? Conveniently, the 
city of lights will be the next PRWA General Assembly’s 
location. Our host, Catherine Kable will elaborate on the 
programme of that upcoming busy May weekend. 

This issue is also our newsletter’s first in 2019 so we organ-
ized a little recap of the past year, to see what has happned 
in our respective agencies and the network, as we get to 
read the first PRWA’s exchange programme participants’ 
testimonials.  

Moving away from our own affairs to the industry at large 
Voxia’s Rohan Sant will explore the territory of litigation 
PR, providing us with a few tips on how to prepare a client 
for successful crisis interview, while Henry Feintuch will 
look at a bigger picture and ponder how our industry 
might look in another half a century.  

Regards,
NBS Editorial Team

M A R C H  2 0 1 9

akrajewska@nbs.com.pl
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Our 2019 General Assembly will be hosted in Paris on May 9-11. 
We have crafted an exciting program, that you have all received. Let me under-
line my favorite workshops:
 

�•��An update on our strategy and priorities, and debrief on staff exchanges (Friday 
morning): we have all been working hard since Amsterdam to revive our 
network, and this will be a good time to share our progress and assess our first 
results. I look forward to Patryk and Tamara’s stories and reflections 

�•��PR Measurement: Syntec, the French PR firm federation is very active on that 
topic and has just launched a new frame of reference, with 4 levels from basic 
to advance, together with other French and international communications 
associations (International Communications Consultancy Organisation, Inter-
national Association for the Measurement and Evaluation of Communication). 
Chairwoman Pascale Azria will be our guest and will elaborate on the project, 
best practices shared with international associations ICCO and AMEC, and 
great case studies.  

�•��Davor has our future in his hand with “the hunt for new clients” workshop on 
new ways to prospect, while Marianne will comment on Marcommit experi-
ence with marketing automation – when I first heard it, I thought it was the 
solution but the reality seems to be quite different… Bring your best tips and 
outputs! 

•  Last but not least, let’s not to forget employee advocacy and the home office 
trends.

 
We’ll also welcome Denterlein, a Boston based agency introduced thanks to Peter 
Stanton. 
Assuming all of you have already been to Paris and visited the Louvre, the Eiffel 
tower and mainstream touristic points of interest, our social program will include 
a boat trip on the Seine, visit to the Foundation Louis Vuitton and a superb show  
at Moulin Rouge.  
Our venue will be the Westin Hotel, in central Paris, mixing the typically Napo-
leon III style architecture with modern conveniences. Through its history the 
hotel welcomed JFK, Princess Grace, the Dalailama and now the PR Word Alliance 
members will soon join this list!  

A bientôt,
Catherine
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by Catherine Kablé

Bienvenue à Paris!
WHAT’S UP IN PRWA



Open-minded discussions
From media monitoring tools to 
project management, from human 
resources to sales strategy: open-
minded discussions with the whole 
Marcommit management team 
enabled insights on the working life 
of Marcommit and the structure of 
the agency. Presentations prepared 
by Marcommit and me gave the 
meetings a real goal and increased 
importance. 

Dedicated team
Although 4 days are very short, I got 
the chance to get to know the whole 
Marcommit team. A personal pick-
up service in the mornings, lunch 
together and new company for din-
ner every day – everybody in Baarn 
was involved in my visit. Marcommit, 
and especially Denise van Ooijen, did 
a great job with the organization. A 
detailed program made it possible to 
prepare all relevant topics, but also to 
let my team back in Stuttgart know 
when I was available for them
I took a lot of ideas with me  

– and some of them are now imple-
mented in my work at Panama PR.  
Of course, both parties have to put  
a lot of effort into the exchange.  
But this effort makes the exchange 
program worthwhile.
I was very lucky to meet the great 
team from Marcommit and hope we 
can work together on a project soon.

First PRWA Exchange: 

From Stuttgart, Germany 
to Baarn, Netherlands

by Tamara Stegmaier, Panama PR
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I took a lot  
of ideas with 
me – and some 
of them are 
now imple-
mented  
in my work  
at Panama PR

But see for yourself:  https://www.panama-pr.de/pr-world-alliance-exchange-programm/ 

Tamara, senior account manager 
at Panama PR was the first profes-
sional to take part in the PRWA 
exchange program. Tamara visited 
Marcommit in Baarn in December 
2018. The 4 days, 30 new col-
leagues and open-minded discus-
sions made the exchange  
a life-enhancing experience in her 
own words. 

WHAT’S UP IN PRWA



WHAT’S UP IN PRWA

When I first learned about 
the PR World Alliance’s 

exchange programme I was instantly 
sold on the idea. 
At NBS I am usually involved in 
projects with a strong Public Affairs 
component, and although I am very 
much engaged in those issues and find 
that part of the job really interesting,  
I was curious about broader PR prac-
tices. NBS is pretty open organization 
and I am often asking around to learn 
more about what else are we doing, 
however our strong IR pedigree makes 
it a specific place, not an archetype of 
the industry at large. I relized that the 
exchange could serve as a good occa-
sion to look beyond all that limitations. 
I submitted the eleventh-hour applica-
tion and the next thing I knew I was 
crossing the Atlantic. I’ve picked the 
United States as I imagined that there 
couldn’t be a public relations market, 
in the PRWA network, more different 
to Polish one than the American, in 
terms of the size, maturity and history. 
As for many before me, my first step on 
the American soil was New York City, 
where Henry Feintuch hosted me for 
a week at Feintuch Communications. 
Henry set me up at hip place at heart  
of Williamsburg so every day I had  
a proper NY millennial experience with 
a morning commute to Manhattan and 
constant nagging at the L-train delays, 
topped with a great deal of after-hours 
fun in ever-changing Brooklyn.
Work-wise, I’ve came just after 

the Consumer Electronics Show  
in Las Vegas, an important event for 
technology-oriented Feintuch Com-
munications. The aftermath turned 
out to be “an extremely quiet period”, 
per Henry’s estimation. However, that 
allowed me to have more time to talk  
and discuss with Henry and his team. 
We often exchanged information 
and opinions on how both our firms 
worked, identifying  the areas of 
similarity and comparing differences 
between the market realities in Poland 
and the U.S. 
The other advantage of that relative 
lack of pressure, was that it made room 
for more casual socializing with Henry 
and his staff and made a great combina-
tion with Henry’s hospitable attitude. 
Henry was an amazing host that eagerly 
carved some of his after-hours time to 
hang around Brooklyn, get an after hour 
drink or see a Broadway show. 

In terms of the programme’s objectives 
I’ve been regularly invited to client 
meetings and internal brain storming 
sessions, where I could contribute as 
well. Even if I didn’t know the client, or 
the industry that well it was genuinely 
interesting and informative as Henry 
and his staff were really forthcoming 
and frank in those exchanges. On my 
own I was able to do stuff I mostly don’t 

do at home which was really refresh-
ing such as pitching journalist for the 
upcoming trade show in Amsterdam. 
The next stop was D.C. where I’ve spent 
another week with Peter Stanton and 
his team. The general framework was 
kind of similar. I could get involved in 
practically anything that was in the 
pipeline, with my engagement ranging, 
from just observing, a kind of fly on the 
wall arrangement to full participation, 
according to my preference.  
Coming to Washington I had also bit 
of a different goal in mind, as I’ve im-
agined that D.C. could be a great place 
to observe some of the best practices 
from my particular turf – Public Affairs. 
And even if  Stanton Communications 
did not have any on-going project in 
this field my conversations with Peter 
allowed me to get a fair deal of quality 
insight. 
During my time across the pond, both 
Peter, Henry and their respective 
teams have been equally open, candid 
and willing to share their know-how 
and opinions with me while I was 
involved in many projects at various 
stages. Thanks to that sensibly loose 
structure I was able to have a broad 
perspective and see many aspects of 
the PR profession I am not exposed in 
my daily routine. On the other hand, 
the workload made it possible to stay in 
the loop with the developments back at 
NBS, and whenever I felt I need it catch 
up with some assignments there I was 
free to do so. 
I highly recommend participating in 
the programme, I came back with a dif-
ferent, wider perspective perspective 
and many fresh ideas I hope to imple-
ment at home. 

Patryk, an account executive at NBS Communications and a member 
of the first class of the participants in the PRWA Exchange programme, 
shares his thoughts on the programme and the time he spent  
at Feintuch Communications in New York City and Stanton Communica-
tions in Washington D.C. at the beginning of this year.

I relized that the ex-
change could serve as  
a good occasion to 
look beyond certain 
limitations. 

HOW TO MAKE IT

in America
by Patryk Slodzinski, NBS Communications
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AGENCIES PITTER-PATTER

Revenues:  EUR 238 366
Employees: 8
Highlights:  The research project with Croatian PR Association set to determine 

how big companies choose the PR agencies
Challenges: Overcoming the market players inertia 

Revenues: EUR 2 mn
Employees: 21 Full Time + 2 Part Time 
Highlights:  Client acquisitions, such as iRobot, the global consumer robot  

company, creator of the Roomba vacuum cleaner 
Growth of business with the Anglosphere (UK and UK)

Challenges: Talent retention and attraction (especially junior)

Revenues: EUR 0.2mn
Employees: 1 Full Time + 3 Part Time
Highlights:  Merger into newly formed Nowa Group with two other PR agencies, 

Nowa Executive and Long Tall Sally
Challenges:  Efficiency of business. In the wake of the merger the target is  

to become a comprehensive communication agency with  
a revenue of EUR 1.5m in 2019.

Revenues: EUR 0.9 mn
Employees:  5
Highlights:  Financial results -- second best year since starting the agency  

in early 2009.  
 Development of fintech and AV technology practices

Challenges:  A second bolt-on acquisition

Revenues: EUR 0.6 mn
Employees: 6
Highlights:  The Private Equity Magazine awards, accession to Global Com-

pact France network, which commits Kable Communications to 
integrate the 10 Principles of the United Nations Global Compact 
(climate, preservation of resources, decent working conditions, 
anti-corruption, etc.) into its strategy and operations

Challenges: Preparing the 2019 GA in Paris

2018 in a nutshell
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AGENCIES PITTER-PATTER

Revenues: EUR 2 mn
Employees: 19 Full Time + 1 Part Time + 2 Freelance
Highlights: Dynamic growth of business via new client acquisitions
Challenges: Living up to the strategic choice to concentrate on larger clients

Revenues:    EUR 1mn 
Employees:  15
Highlights:  good year, we were involved in the biggest  M&A transaction (EUR 1 

bn) -  Macquarie sold Gdansk container terminal DCT. We acquired a 
new client Pfleiderer, a leading wood panel manufacturer in Europe, 
listed on Warsaw Stock Exchange. NBS role is to support the Com-
pany’s investor relations officer.

Challenges:  recruitment and retention of young talents, coping with fees in 
decline

Revenues: EUR 1.1 mn
Employees:  13
Highlights:  Client acquisitions: one of Europe’s most popular outlets Outletcity 

Metzingen, the award winning kitchen appliances producer Sage 
Appliances, as well as Riffel Wines, a family winery in Germany’s 
renowned winegrowing region Rheinhessen 

Revenues: EUR 1.2 mn 
Employees: 12
Highlights:  The well-attended and well publicized press conference for the 

launch of the Oro Saiwa Italian biscuits.

Revenues: EUR 2.1 mn
Employees: 15
Highlights: Stability – no clients or professionals lost
Challenges: Growth in an increasingly competitive market

Revenues: EUR 2.2 mn
Employees: 15
Highlights:  The newly created Life Sciences project for an American law firm. 

The pro bono work for The Geneva Summit for Human Rights and 
Democracy

Challenges:  Integrating digital driven services into an agency with more tradi-
tional angle
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SHARE YOUR EXPERTISE

Proper preparation
“The answers cause the damage, not 
the questions,” philosophized Sam 
Donaldson, a journalist and presenter 
for nearly five decades on ABCNews. 
Clarifying in advance the framework 
of the interview will allow you to be 
more serene.

Knowing the media well, studying 
them, following their respective 
evolution and maintaining good 
relations are prerequisites to be well 
prepared. This will help determine 
the media’s target audience: special-
ists or the general public. Knowing  
a minimum of information about the 
journalist who will conduct the 
interview, particularly through 
reading his latest articles, will give 
you an idea of the subjects that 
interest him most.

The themes or subjects of the 
interview should be determined  
in advance, so as to be able to 
prepare on a specific field and not be 
exposed to questions outside the scope 
accepted by both the interviewee and 
the media. It is rare for a journalist  
to give a series of questions upstream, 
and this in itself can sometimes even 
prove counterproductive. Indeed, the 
interview often takes the form of a 

casual conversation and the journal-
ist tends to bounce back on the 
answers he gets. Indeed, it is likely to 
deviate significantly from the 
questions initially proposed out of 
context. It is therefore better to be 
well prepared to deliver the messages 
you want to convey to the target  
audience than to focus solely  
on answers to specific questions.

“The most sympathetic journalist in 
appearance can also turn out to be 
the most scathing, ready to shoot you 
down at the first opportunity,” 

mistrusted the American lawyer and 
politician, Edward Koch. A prelimi-
nary contact with the journalist will 
make it possible to define the angles 
which will be discussed and even 
sometimes to have a frame of the 
interview.

Based on this information, it will be 
necessary to prepare the key 
messages to be placed during  

the interview. You should also think 
about using references, examples and 
describing situations in a convincing 
and relevant way. The journalist 
wants original information based  
on concrete facts. But the staging  
of this factual information is equally 
important.

In order to avoid any surprise 
questions, it will be necessary to 
anticipate them by means of a Q&A. 
To establish this document and make 
it as relevant and useful as possible,  
it will be necessary to try to deter-

mine what facts and information  
the journalist could collect about  
the case and what arguments and 
counter-arguments could be raised.

It is also essential to know if other 
stakeholders will join the inter-
view. They may be experts or 
representatives of the opposing party. 
It is better to be well armed so as not 
to be destabilized. →

12 key points 
 FOR A SUCCESSFUL
                       CRISIS          interview

by Rohan Sant, Voxia

“Talking to the press is always risky, it tends to report what you say,” used to 
say Senator and former U.S. Vice President Hubert Humphrey. Litigation can be complex to explain. During an 
interview no one has any interest in their comments being distorted, taken out of context or misunderstood. To 
avoid any risk of the situation turning against the interviewee, preparation for the interview or media training is 
essential. Do not hesitate to devote time to it. The ultimate goal being to be able to best convey your key mes-
sages and not to be dragged on perilous paths by the interviewer.
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Finally, it is important to check that 
the quotes can be proofread before 
publication. This ensures that the 
comments made will not be distorted 
and that the journalist will transcribe 
them correctly. Of course, any 
changes resulting from this proof-
reading can only apply to the form or 
tone of the speech and the correction 
of factual errors. A proofreading 
granted by the journalist is therefore 
in no way a blank check to let oneself 
into an open and unconstrained 
conversation with the journalist and 
then hope to rewrite everything. This 
could lead to the media’s total refusal 
to change anything in the article and 
to potentially significant reputational 
damage.
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SHARE YOUR EXPERTISE

→

2)
12 tips  for a successful interview*

1. Stay relaxed! 
It sounds trivial, 

but it helps 
 not to rush  
to answer.

4. The answers 
should preferably be 

short and precise. The 
journalist does not 

have unlimited time. 
We must therefore be 

mindful of the time 
constraints.

7. If information is not 
available when answer-

ing a question, skip to the 
key messages that have 
been prepared. If neces-

sary, the journalist can be 
offered «to come back  
to him with the exact 
information later.»

Never let your guard down! 
The interview is by nature antagonistic. Even 
the friendliest. The interviewee and the jour-
nalist never follow the same goal. It is crucial to 
always keep this postulate in mind, at the risk 
of being led in an unwanted direction.

Every interview 
has its theme.
It will be a matter of 

enforcing this theme in the 
journalist’s mind while remaining 
focused on the original message 
prepared in advance. They should 
be used as often as possible, “ham-
mered” and illustrated by examples 
that will reinforce it.

The journalist could put 
forward arguments 
taken from the 
other side.

These arguments are not 
directed against the interviewee. 
Generally, the journalist is objective 
and simply seeks to establish the 
facts. His sometimes confusing ques-
tions having been mostly anticipated 
in a Q&A, should not be too destabiliz-
ing. Direct conflict with the journalist 
must be avoided at all costs.

3)

5. The answers must be understandable for the journalist, who is 
most of the time a generalist and not a specialist. He will not neces-

sarily have had the time to read in detail about the case and measure its com-
plexity. The contents must also be understood by the media audience.  
Favour a simple and illustrated vocabulary and avoid technical notions. 

6)

Avoid “no comment”.  
Nothing gives the impression  
of guilt more than an evasive “ 

no comment”.
Remember: we must always 
answer a question but we do not 
need to give an answer to the ques-
tion that is asked. Therefore, it is 
necessary to reorient the discussion 
towards the key messages, even if it 
means not answering exactly  
the question asked.

8)

9. Whether the interview takes place over the telephone, in a room, or in  
a café, the journalist must clearly indicate when it begins. The journal-

ist should always be informed when the interview is “off-” and “on-the-
record”. However, it is crucial to understand that you are never completely 
off-the-record. Never make sensitive comments that you would not like to be 
published in the media the next morning. 

If the same question is 
asked several times, give 
the same  

answer several 
times as well. Journalists will 
sometimes ask the same question in 
different ways. They are trained to ob-
tain as much information as possible. 
To avoid saying too much and risking 
transmitting incorrect information,  
the best defense is to repeat oneself. 
While keeping in mind that the only 
goal is to get the key messages across.

12. Silence is not a problem. 
Journalists often pause to see if 

the interviewee wants to add anything. 
Sometimes the interviewer needs 
these minutes to finish taking notes or 
to read them to bounce back on one or 
the other topics. Often it is also a test 
that may seem trivial but giving in to 
the desire to “fill the void” can be very 
risky and lead the interview in an un-
wanted direction. The best attitude will 
then be to quietly wait for the journalist 
to move on to the next question.

10.  In the 
event of strong emotion 

or surprise, it is essential to 
take a step back, to mark  

a pause to gather one’s ideas. Take 
a deep breath before responding 

and think about the key messages.  
The main purpose of interview 

training is to ensure that you 
feel perfectly at ease  

and in control of your 
emotions.

11)

*/ This methodology can be effectively applied during a meeting with a representative of the digital or print media.  Much more “advanced” preparation will be 
necessary to survive  a “live” interview on television or radio, or even on an online video media.
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“PR is going to significantly move away from any kind of mass distribution since 
it is no longer going to be necessary,” said Natan Edelsburg, COO of the Muck 
Rack and Shorty Awards. “Journalism’s fragility and evolution is going to force 
more customization than ever before. Because of advancements in technology 
and social platforms, it will be easier to target the right journalists and get  
a brand’s message across in a sincere way. As a result, the PR industry is going  
to help boost a renaissance within a journalism industry that has been plagued  
by outdated business models and mass layoffs. The future is bright for those 
who take their time to build relationships and use technology to scale.”

According to Erik Deutsch, Principal 
of ExcelPR Group in Los Angeles and  
a former PRSA-LA President, “It’s 
difficult to predict what will happen 
next week let alone 50 years into the 
future, but the long horizon gives us 
freedom to think big. If the past is any 
indication, change will be manifest 
in new technologies and the democ-
ratization of content publishing and 
distribution. We may see artificial 
intelligence take on PR storytelling 
functions, as it is already beginning to 
do in journalism. It’s possible PR will 
take on a more scientific approach, 
given new forms of data and the abil-
ity to analyze it. Perhaps the most fun-
damental change will involve how the 
public perceives news sources. We 
already see a less clear delineation 
between editorial and branded con-
tent, and that’s likely to continue.”

Bill Doescher, President and CEO of the Doescher Group and past President 
of -PRSA-NY and the PRSA Foundation, thinks change will accelerate and that 
includes the language of our profession. “The short answer is in all kinds of 
directions with some indications that the words ‘public relations’ will be playing 
a lesser role and maybe even disappearing … in the next five-to-10 years.”
What else may disappear? Quite a bit according to Rick Anderson, Managing 
Director and head of Feintuch Communications’ financial practice, who shared 
a more cynical view of where the industry is headed. →

Assuming we all have a good sense as to the current state of the profes-
sion, I thought it might be instructive to look at where PR is headed in the 
next 50 years. I turned to some industry friends and colleagues to weigh 
in. “Technology” and “societal changes” are two common themes I heard 
in many responses.

“PR will be taken 
over by AI and 
bots which will 
crawl through 
our clients’  
public and  
private  
information.”

Where IS THE 
      PR INDUSTRY headed?
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by Henry Feintuch, 
Feintuch Communications2070
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“… to extinction. PR will be taken over by AI and bots 
which will crawl through our clients’ public and private 
information and effectively bypass our role  
as the middleman. It will be machine-to-machine since 
there will no longer be reporters but intelligent robots 
sifting through their expansive data bases looking for 
sources and data. It’s hard enough today to get report-
ers on the phone; robots won’t even have cell phones,” 
said Anderson. 

Perhaps one of the most upbeat and analytical respons-
es came from Kevin Akeroyd, CEO of Cision. “Public re-
lations is headed toward becoming a heavily data-based 

profession within the next 50 years, in 
highly similar ways to how market-
ing, advertising and digital commerce 
have evolved. ‘Real’ data, analytics, 
and business results attribution and 
measurement will finally arrive (un-
like the last 50 years) and will perme-
ate the industry as the advancement 
and sophistication of available tools 
continues to increase.”

Where do I see the industry going? 
After watching technologies arrive 
and transform our business for more 
than 35 years, there’s no question that 
the volume and pace of innovation 
will only increase. From big data, AI, 
AR, social media and mobile to new, 
undreamed of tech, the only constant, 
as the ancient Greek philosopher 
Heraclitus of Ephesus is thought to 
have said, is change.

Regardless of the tools, it’s the people 
who use the tools and advocate for their firms and clients that are the constant. 
The technology allows us to be more thoughtful, to target better, interpret and 
free up our creativity. Tech will not replace us; it will empower us in ways previ-
ously unimaginable.

Cision’s Akeroyd similarly believes the best days are ahead. “PR, the fundamen-
tal keystone of earned media — will actually be recognized for what it is — the 
most influential, most effective, most impactful of the media mix.”

“Public relations  
is headed  
toward 
becoming  
a heavily  
data-based  
profession  
within the next 
50 years.”
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