CAREER PROFILE: PUBLIC RELATIONS SPECIALIST
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Kristin Rabas says the best part of her job as a public relations specialist is interacting with people. Sherry Stuart
Zuege/For the Press-Gazette



In public relations,
Image is everything

Rabas says outgoing personality important in her career

BY SHERRY STUART ZUEGE
Prss-Gaott comespandant

| Kristin Rabas came

m business-owner
parents. Her dad has a
trucking business and
her mom owns a hair
salon.

Rabas wasn't leaning
toward either business
but knew she wanted to
go to college. She started
with general studies and
took a-couple-of commu-
mﬂmmm

Then she fell in love

regions. She started at
Leonard & Finco Publie
Relations in July of last

year

A public relations spe-
cialist performs a variety
of duties to create and

lations specialists are
also called media special-
ists or communication
specialists. They must be
sensitive to the needs, at-
titudes and opinions of
the business and their
andience,

Most companies have a
public relations depart-
ment or in charge
of public relations, while

other businesses com-
bine it with their adver-
tising department.
Schools, hospitals,
churches and govern-
mat;u]} nrglaanizaﬂnns use
public relations special-
ists to inform the public
of activities, services and
special accomplish-
ments., Not-for-profit
groups use public rela.
tions to inform the public

ers. Some companies
hire a public relations
firm to be their voice.
The firm may inform the
public of new products
and services,

Public relations spe-

- maﬂstammlﬂng
- engagements, news con-

ferences, meetings,
fundraising campaigns
and appreciation events,
They prepare speeches,
news releases, magazine
articles, scripts, fact
sheets, and I'S.
They work on image
campalgns. The public
relations specialist works
closely with businesspeo-

- ple, co-workers, media

people from radio, televi-
sion, print and advertis-
ing and the public.

Rabas may have to
drop everything to take

care of an issue or for
crisis mnnngamen] 8 t. For
example, if a company
has a large layoff, it may
need her to communicate
with employees, cus-
tomers or the media,

A big portion of Rabas'
job is spent working on
social media. She moni-
tors Facebook, Twitter
‘and many ather sites on

“behalfl of- WM—M&HM

also makes posts for their sis
businesses,

“Social media is really
catching on,"” Rabas said.
“Young people got it right
away. Now the older
crowd is growing rapidly
Social media can be set
up to be efficient and
work for you. It's really

ed with. It's just a new
way to get information
out there,

“Traditional media is
not dead, so don't just
drop everything that
you're doing. Simply in-
tegrate social media into
thﬂphn-"

On a large staff, duties
may be directed to one

area of interest. In small-
er companies a worker is
more likely involved in
all aspects of the job,

M Highlights: According
to Rabas, the best part of
the job is interacting
with and building rela-
tionships with a variety
of people in different
businesses,

W Lowlights: The worst
part of the job is when
yout have to drop every-
aorl

"Butﬂutm be an ex-
citing challenge, too," she
said. “You could be think-
ing about a grocery store
and at the drop of a hat
have to handle a crisis for
a financial client."

B Advice: “The sun rises
and sets the same way on
Saturday as Monday, so
take advantage of it.”

B What's needed; Rabas
says to get into public re-
lations you must be a
strong writer and a very
outgoing people person.
Training in communica-
tion and journalism is
helpful. If you're work-
ing for an agency, vou
have to be able to switch
your train of thought
quickly and in an organ-
ized manner because you
handle a wvariety of

W Asplrations: “The fu-
ture is out there, I want
to pursue my MBA, con-
tinue to build relation-
ships, continue notwork-
ﬁ :md improve my skill




