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In February of this year, the Portiand public relations community
lost a founding member whose career flourished for 40 years
and who dedicated himself to his dlients, his fellow professionals
ond his community. In kesping with his soit the PRSA board of
directors has decided to dedicate the first Directory of

/| Consultants to his memory.

Bill Marsh made lasting impressions os a colleague, counselor, fiend ond teacher He
worked for Western Arlines and White Stog manufactuning before founding the W w
Marsh and Associates public relations firm in 1954 1n 1970, he merged with Joy Rockey
Public Relations of Seattle to establish Rockey/Marsh Public Relations. He cultivated long
relationships with his dients—28 years with Pon Amencan Airways and 20 years with the
Confederoted Trbes of Warm Serings

In 1986, the Columbio Rver Chapier of PRSA created the Willom W Marsh Award to
recognize a career of distinction Of course, Bill was the first recpient In 1983, Bill receved
the orestigious Paul M- Lund Public Service Award from PRSA national

Maryhurst College estoblished the Willom Marsh Public Relations Forum and the
Wiliom Marsh Public Relotions Scholarshio Fund

He was o charter member of the Portland Metro Chapter of PRSA ond senved os
president Bill established the Public Relotions Certificate Progrom at Marylhurst College
ond tought dosses from 1986-1993

With offecton and admiretion, we called Bill'Oregon's Dean of Public Relations” He
will be greatly missed

Woloshin Communications

“Make every bean count.”

We offer a full range of services in:

* Marketing ® Public Relations

® Strategic Planning * Research

¢ Crisis Communications * Media Relations

® Project Management e Graphic Design

¢ Print Production ¢ Writing and €diting

Mara Woloshin, APR
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PRSA hos created the Directory of Consultants to fadlitate the positive use of Portland
area consultonts and consulting firms: All listings are un as submitted The consultants list-
ed in this directory have a wide range of experience and skills We encourage prospec-

tive employers to determine the level of expertise that will best meet their need
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JOHN A. KITZHABER

GOVERNCOR

May, 1996
To the Oregon Business Community:

I am pleased to introduce you to the first Directory of Communications and Marketing
Consultants.

Published by the Portland Metro Chapter of the Public Relations Society of America, this
guide will enable businesses in the Portland Metropolitan Area to develop relationships
with members of local professional organizations who are dedicated to offering
comprehensive and competitive services in diverse areas from advertising and graphic
design to public relations and marketing.

I am excited to see Oregon businesses working together. As a team, we can forge a
business arena that is both committed to high standards of professional practice and able

to experience continued economic growth. I wish each of you luck in this venture.

Sincerely,

John A. Kitzhaber, M.D.
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Portland Metro Chapter

May 1, 1996

On behalf of the Portlond Metro Chopter of the Public Relations Society
of Americo, | am pleased to welcome you to our first Directory of
Consultants

This directory come to life as the brain child of our immediale post-presi-
dent Palty Farrell We hod gathered at a board goal-setting session and
were seeking woys to better serve our members, espedally those with
long-term experience who, for lack of a better title, we call ‘senior mem-
bers After conducting a survey, we found that about one-third of our
membership consists of independent public relations practitioners and
small, mid-size and large firms

This directory was born

Each month, the Portland Metro Chapter of PRSA receives several inquiries
about hiring public relations firms via its voicemail sevice: As organizations
in Oregon recognize both the effect public relations can have on the
bottom line and how manoging their reputations is an investment in
growth and quality, public relations practitioners will be in even greater
demand. This directory can help organizations search for the proctitioner
whose counsel will helo them realize their goals

Pass this directory onto businesses and other organizations who hire con-
sultants for communications challenges, and let any consultants who arent
induded know about this guide We'll be bock next year with another

Sincerely, Q/( M

Gail Dundas, APR
1996 President, Portlond Metro Chopter, PRSA
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All about this directory

How to use this directory
The 1996-1997  PRSA
Directory of Consultants hos
been designed os an easy-to
use, simple guide thot will ossist
Oregon businesses in selecting
and developing satisfactory
relationships with communications
professionals in public relations,
marketing, advertising, fund
development ond related fields
The book is in alphabetical
order with o cross-referenced
index by areas of specialization
Two brief artides on devel-
oping relationships with consul-
tants which begin this book and
the PRSA Code of Professional
Standards offer guidelines for
successful business practices

How Much Do Consultants
Charge?

Rates vary widely, and
many consultants have different
rates for different services. Itis o
good idea to ask for a propos-
al and/or an estimate of fees
before entering into a business
relationship. Consultants™ hourly
rates may seem high at first
glance, but often cost your busi-
ness much less than using an

employee to do the some work
This is because:

+ Consultants are specdialists,
they work faster, with more profi-
dency and with specialized con-
tacts developed by years of
experience and research

* Consultants are responsi-
ble for paying for their own
health insurance and benefits

* The consultant’s work is
often time-limited and easily
evoluated

* Consultants are extremely
concerned about maintaining
their credibility and reputation
ond tend to operate with
extremely high standards for
performance

The average hourly rate for
an individual consultant in the
Portland area is /0 per hour
Agencies, which also provide
consulting services, charge
approximately *100 per hour

Protecting Your Interests

We encourage businesses
who use this directory ond the
consultonts listed in this directory
to wiite ond sign contracts speci-
fying fees and the scope of ser-
vices before commencing work

Index of Sections

Informational Articles ........ccvvvnrrnnrsnnrcsaiscaccncsncsnsssassaanons Section |
List of Consultants (Alpha-order) .. .Section Il
Index by areas of specialization .........ccccevueenees wrveennenneensSection 11
PRSA Code of Professional Standards ...........ccosseeresansees Section IV




Choosing the best PR counsel:
Knowing who your organization is and what its
needs are can expedite and simplify the process.

Successful management is
turning Increasingly to public
relations counseling and the
techniques of professional public
relotions to help their enterorises
communicate effectively

How To Begin the Process
The first step in the search

your public relations program
which, in turn, will help to pinpoint
the qualities and strengths to
look for in o public relations
counsel

Finding the Right Fit
Talk with peers — find out if
their orgonizations retain: public

for o public rela-
tions firm is to iden-
tify and prioritize
your organizoation's
own corporate
goals. Your public
relations counselor
will use these to

“Knowing your
organization’s goals
can make choosing | ¢

the right consultant a
simple process.”

relations firms. If so,
which ones? Are
their performonces
satisfactory”? Would
recommend
themn? What do they
know about any
other public relotions

develoo objective
strategies ond tactics spedifically
oriented to your needs

An excellent goal-focusing
exerdse is to construct an infor-
mational backgrounder that out-
lines:
* the history of your organiza-
tion (when founded, size, etc);
* your mission/aims;
* public relations needs;
* public relations expectations;
* any special public relations
skills and/or resources sought;
* any other public relations
efforts;
* any requirements for collateral
materials, advertising, etc;
* budget commitment/poarome-
ters if any.

Developing this information
will help to darify the scope of

firms in the area”?
Call local newspoper, televi-
sion, or radio reporters and
trade publication editors who
cover your orgonization's field
and ask about the public rela-
tions firms from whom they
receive the most accurate and
professional information

What Next

After polling peers, profes-
sional assodiotions and media,
you have begun to hear certain
firm names several times. Contact
these counselors by telephone
or letter Describe your orgoni-
zation and its public relations
needs as you see them Ask if
the firm would be interested in
talking with you. (If it is, check to
maoke sure it does not already

|
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* represont a dient who might be
a conflict of interest.) Ask the
principal to send a letter with: -

« the firm's general background
and any experience in your
organization’s areq:;

* its range of services;

* the professional qualifications
of the firm's principals and staff;

* specialized skills or resources
such as market research, or
in-house design capabillities;

* a current dlient list;

* the firm's polices on charging
for its counsel and services

The Final Steps

After reviewing the respons-
es, select those which seem to
best fit your orgonization's public
relations needs and set up o
mecting at the offices of each
firm to get further acquainted
During this first visit look for:
* A general copabilities presen-
tation from the public relations
firm, but with some information
directed to your organization’s
needs as outlined earlier
* Fomiliarty with the issues and
trends of your industry

Narrow your search to the
top two or three firms, and
request that each set up a
meeting for you with the prind-
pal player(s) of your organiza-
tion's account team. Treat this
meeling os you would on inter-
view. Ask questions induding:
* how long will it take to get up
to speed?
* whot reporting/measurement
methods will be used’?
* who will be the account execu-

tive"?

* who is the backup key person
when he/she is not available”?

* does this key person under-
stand your organization’s needs
ond ask intelligent questions’?

* does this key person aopear
to have the supenvisory abillity to
lead the account team”?

* does he/she have any experi-
ence in your organization’s
field”?

* and, of high importance, how
is the chemistry between you”?

If You’re Still Not Sure

Send each of your top con-
didates o request for o written
proposal outlining how it would
provide the public relations ser-
vices your organization needs to
achieve its gools and objectives.

Once You've Decided

When your dedision is made,
discuss fee arrangements and
initial length of controct with the
selected firm and have it send
you two copies of a signed let-
ter of agreement recapping
these terms. As soon as you
return a copy with your signo-
ture, your organization's newest
manogement asset will go to
work.

Compiled from Selecting a
Public Relations Firm, published by
the PRSA Counselors Academy.




Personal Chemistry is the key:
Experience is a key factor in hiring a consultant, but
personal chemistry can make or break a relationship.

Personal chemistry must be
considered an important part of
selecting o public relations con-
sultont. For thot central reason,
then, we suggest you keep
these personal measurements in
mind

Questions To

The Track Record

What have they done that
has worked?

Have they taken o public
communicotions problem and lit-
erally tumned it around’?

Itis important to know if they
have the skills and the contacts

Ask Yourself

Do | find it easy
to tolk to this
group”? Do they
find it eosy to listen
to me”?

Do they grasp
the issues and are
they receptive to
our own, in-house,
up-front assessment

“Conducting a public
relations consultation
becomes a
very personal and
very direct—
and very sensitive Hove  they

relationship...”

necessary to reach
with effectiveness
and believability
the torget oudi-
ences that you, as
a dient, must reach

In short, have
they made a differ-
ence”?

moved minds and
shoped issues’?

of what we think
needs to be done”?

Is it comfortable to sit down
and chat with these people?

Do | feel welcome when |
visit their location”? Do they mix
well with my stoff?

Would | feel perfectly com-
fortable calling my account
supervisor at 3:00 a.m. on a
Sunday morning”?

But, of course, all is not per-
sonal. Some of the dedision must
be made on the basis of the
firm's trock record

Hove they won
causes and converts?

Have they gone to the front
lines and done real bottle with
decency, honesty, bravery ond
integyity”?

You need to ask for specific
case histories within those guide-
lines—because public relations s,
first and foremost, o matter of
successful public communication

The Hard Questions

And., along this line, ask your
prospective choice if they hove
ever bombed

If they say "no” look for
another firm at once. You cant
be in this business without losing

ﬁ

* upon occasion. Good public

relations requires daring and
derring-do and sometimes the
wings ?oll off The kind of public
relations firm youll be able to
live with comfortably is the one
that can be honest with you and
do so in o spiit of good humor

You might also consider ask-
ing the candidate if he or she
has ever resigned an account
because of ethical, tempera-
mental, judgmental, creative, or
other touchy reasons Most
agendes have. In discussing this
aspect—though it may seem
negotive—you will be able to
uncover mudh of its emotion and
intellect—the fabric of this
firm-in-question

The Usual Criteria

Who are the current clients
and the former dients?

What do these past and
present clients have to say
about their relationship with your
condidate’? Most PR firms will be
very happy to let you tak to
clients and former dients. If not,
be wary

Staff backgrounds What
have your potential team mem-
bers done with their lives so far"?

In addition to this job, what
have they liked and chompi-
oned and cheered and treo-
sured”?

Who ore their heroes and
why"?

You're going to be in cose
cahoots with these people in the
days chead-youd better find
out now if you think liking them is

possible. Again, most PR firms are
proud of their stoff biographies
After all, they arent selling steel
ingots—they're selling talent—
and that's a people matter
entirely

Don’t Jump the Gun

You can't meet too often
before making up your mind
Don't hesitate to ask questions
and listen carefully to the
onswers. [If the condidate seems
to know about your problems
ond needs immediately - back
off and take a good, hord look
Most candidates for o public
relations assignment are not
quick to start spitting answers
and theories ond projects. They
want to look and listen and con-
fer and ponder very deeply
and carefully because they
don't want to come up with a
disaster; they wont to come up
with a sturdy, practical, well-con-
ceived. carefully developed
plan. A plan that will work

So keep those conversations
going And also examine what
they write in their proposal very
carefully. And trust your intuition.

This is o delicate relotionship
ond the best partnershios are
mode in compatibility of spirit as
well as in technical detall

Excerpted from On Choosing a
Public Relations Firm by Ron Schmidk
of Pihas, Schmidt, Westerdahl.
Schmiok, one of Oregon’s foremost
practitioners, died in 1992.




PRSA Code of Professional Standards

Members of the Public
Relations Society of America
base their professional princples
on the fundamental value and
dignity of the individual, holding
that the free exercise of human
rights. especially freedom of
speech, freedom of assembly,
aond freedom of the press, Is
essential to the practice of pub-
lic relations

In serving the interests of
dients and employers, we dedi-
cote ourselves to the goals of
better communication, under-
standing. and cooperation
among the diverse individuals,
groups, ond institutions of sodi-
ety, and of equal opportunity of
employment in the public relo-
tions professional
We plecge

To conduct ourselves profes.
sionally, with truth, accuracy, fair
ness, and responsibility to the
public;

To improve our individual
competence and advance the
knowledge and proficiency of
the profession through continu-
Ing research and education;

And to adhere to the arti-
des of the Code of Professional
Standards for the Practice of
Public Relations as adopted by
the governing Assembly of the
Socisty

These articles have been
adopted by the Public Relations
Society of America to promote
ond maintain high standards of
public service and ethical con-

duct among its members:

LA member shall conduct his or
her professional life in accord
with the public interest

2. A member shall exemplify
high standards of honesty and
integnty while camying out dual
obligations to a client or
employer and to the democratic
Orocess

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

4 A member shall achere to the
highest standards of accuracy
and tuth, avoiding extravagant
claims or unfair comparisons and
giving credit for ideas and
words borrowsd from others

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

6. A member shall not engage
In any practice which has the
purpose of corrupting the
integrity of channels of communi-
cation or the processes of gov-
ermnment.

7- A member shall be prepared
to identify publicly the nome of
the dlient or employer on whose
behalf any public communication
is made

8 A member shall not use ony
individual or orgonization pro-

»

fessing to serve or represent an
announced cause, or professing
to be independent or unbiased,
but actually serving another or
undisclosed interest

9 A member shall not guaran-
tee the achievement of speci-
fied results beyond the mem-
ber's direct control

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

I A member shall not place him-
self or herself in o 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 dis-
closure of such interest to all
involved

12 A member shall not accept
foes, commissions. gifts, or any
other consideration from anyone
except dients or employers for
whom services are performed
without their express consent,
given after full disdosure of the
facts

13- A member shall scrupulously
safeguard the confidences and
erivacy fights of present, former,
and prospective clients or
employers

14 A member shall not intention-
ally domage the professional
reputation or prodice of anoth-
er practiioner

15.1F o member hos evidence
that another member has been
guilty of unethical, illegal, or
unfair proctices, including those
in violation of this Code, the

member is obligated to present
the information promptly to the
proper authorties of the Sodiety
for action in accordance with the
procedure sct forth in Article XII
of the Bylows

16. A member called as o witness
in a proceeding for enforcement
of this Code is obligated to
appear, unless excused for suffi-
cdient reason by the judicial
panel

17 A member shall, as soon as
possible, sever relations with any
orgonization or individual if such
relationship requires conduct
contrary to the articles of this
Code




