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The Digitablrmpact L

Dear Colleague,

“May you live in interesting times” is a phrase that certainly
speaks to all of us these days, causing both a shiver of uncer-
tainty and a buzz of exhilaration. We in the public relations
industry are faced with unprecedented challengesand opportu-
nities caused by the vast changes wrought on the global econ-
omy in recent months, the impact of which is still unknown.
How will these changes impact the practice of public relations,
your organization and your position? What new opportunities
exist to create stronger relationships with your stakeholders?

As traditional news media gatherers continue to downsize
and disappear, the prospect of media placements as public
relations’s central value proposition is on trial. The Internet is
the primary channel through which the developed world
searches for and finds the news, information and opinions that
influence popular perception. The jury is out on how organiza-
tions should manage their reputations online, and which
department is best equipped to make a digital impact.

And yet, at the same time, there are notable successes in
the world of online branding and communications, increased
knowledge of consumer behavior based on comprehensive new
research and a greater understanding of how to use digital
communications tools appropriately.

Join us April 30-May 1 in New York City at the Digital Impact
Conference and learn from digital thought leaders how to:

- Build a business case in the board room for public relations-
led online communications and ensure ROl for your company
from online initiatives.

- Assess your risk and successfully navigate the often rocky
rapids of Web-based communications channels for public rela-
tions purposes.

- Insure your future in the realm of digital communications.

Every keynote and session has been carefully selected to
insure you leave this conference with practical guidelines
backed by solid research and experience to help you develop
and execute online communications plans that win executive
approval.

We look forward to seeing you in New York this spring.

Sincerely,

Elizabeth Albrycht (@ealbrycht)
Conference Co-Chair
Co-founder, New Communications Forum

Eric Schwartzman (@ericschwartzman)
Conference Co-Chair
Founder & Chairman, iPressroom

Learn to pr

¢ Build the business case
¢ Leverage the power of pull

e Gather intelligence

¢ Influence the crowd

e Recruit and manage digital-age employees
e Gain search engine techniques, improve blogger pitches and tweet your way to success

Elizabeth Albrycht is a 17-year veteran of high technology public relations practice, with
‘ an expertise in participatory communications and social media garnered over the past
four years as an independent consultant for European and U.S.-based clients. She is a
founding advisory board member and member of the research, best practices and educa-
i tion committees for the Society for New Communications Research, and a co-founder of
F P the New Communications Forum.
.
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Eric Schwartzman is founder and chairman of iPressroom, managing director of
Schwartzman & Associates, and executive producer of the award-winning public rela-
tions podcast “On the Record... Online.” He has nearly 20 years of experience as a mar-
keter and a public relations practitioner, specializing in helping clients integrate all
aspects of Web-based communications into mainstream public relations,

corporate communications and marketing campaigns.

Conference Location and Dates:
101 River View, 101 Sixth Avenue, New York, NY 10013 | Thursday, April 30-Friday, May 1

Hotel Information:
The 2009 Digital Impact Conference will be held at the 101 River View building, which is not a hotel venue.
The closest hotels to the event location are:

Hampton Inn Manhattan-SoHo Soho Grand Hotel
54 Watts Street, 310 West Broadway
New York, NY 10013 New York, NY 10013
(212) 226-6288 (212) 965-3000
Registration:

Saver Rate:
Register by March 30 and save $100! Registration after March 30
PRSA Member $799 / Nonmember $899 PRSA Member $899 / Nonmember $999

Register online at www.prsa.org/pd/DigitalimpactConference.html.



B Thursday, 30 April

8 a.m.-9 a.m.
Registration & Breakfast

9 a.m.-10 a.m.

Opening Keynote

Put the ‘Public’ Back in Public Relations
Using Social Media to Reinvent PR

Public relations has evolved from engaging the public
to broadcasting disconnected messages to “media and
analysts.” Learn how to rewire your public relations
DNA to stop marketing “at” audiences and instead,
identify, understand and reach everyday people and the
communities they inhabit. Learn how to improve your
company’s ROl and earn a new level of results that just
wasn't possible before now.

Brian Solis is the principal of
FutureWorks, an online public rela-
tions/communications firm he
founded in 1999. He is a co-
founder of the Social Media Club,
a national organization which con-
venes events for the purpose of
sharing best practices, establishing standards and pro-
moting social media literacy. He is an original member
of the Media 2.0 Workgroup, and also contributes to
the Social Media Collective. He recently co-authored
“Putting the Public Back in Public Relations” (March
2009 FT Press).

10 a.m.-10:15 a.m.
Break/Coffee

10:15 a.m.-11:15 a.m.
Breakout Sessions

A World of Strangers

How Social Media is Transforming Our
Networks and the Way We Find Information
Thanks to the digitization of our networks, we are build-
ing networks with and are permanently connected to
people with whom we would never have maintained
contact in a pre-online life. The way we interact with
people and the trust we place in complete strangers
are impacting the way we think about the brands and
products we buy. This is forever changing the way that
brands will communicate with their customers.

Tom Smith is founder of
Trendstream, a company dedicat-
ed to understanding global trends
in Web usage. Trendstream deliv-
ers research projects for clients
on Web, social media and mobile
usage trends, with particular focus
on how consumer Web use affects businesses across
the globe. As head of Consumer Futures EMEA at
Universal McCann, Smith created the world’s largest
social media tracking study, Wave.

Social Media Public Relations

How to Use Social Media to Reach
Reporters and Analysts

Find out how to avoid pitfalls and defuse scandals by
leveraging grassroots support for your product or serv-
ice; how to use social media to solicit cost-free feed-
back from customers and stakeholders; and how to
determine whether “shiny object” tactics like Twitter
and Facebook align with your corporate strategies or
are a disaster waiting to happen. You'll also learn how
to use tools like LinkedIn and Facebook and how to use
technologies such as RSS feeds.

John Wall specializes in customer
relationship management (CRM)
and sales support systems for
clients such as Microsoft, Oracle,
and Salesforce.com. He and
Christopher S. Penn co-host the
award-winning Marketing Over
Coffee podcast. Penn is the chief
technology officer of Edvisors,
Inc., and the Student Loan
Network, and is founder and pro-
ducer of the multi-award-winning
Financial Aid Podcast Internet
radio show.

11:15 a.m.-11:30 a.m.
Break/Coffee

11:30 a.m.-12:30 p.m.
Breakout Sessions

Leverage the Power of Pull

How to Make Your Brand

More Digitally Discoverable

Increasingly, bloggers are more likely to talk about you
if they discover your content organically, rather than
through an e-mail pitch. Call it the power of pull. But
search engine optimization isn’t just about lists of key-
words. It's about creating powerful blog posts, videos,
white papers, microsites and other content that can’t

help but get discovered because it's inherently interest-
ing. Learn how to ensure your clients are “findable”
online and gain concrete tips for creating fresh content
that takes on a life of its own.

Sponsored by
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Steve Rubel is senior vice presi-
dent and director of Insights,
Edelman Digital. He writes the
influential weblog Micro
Persuasion and is a columnist for
AdAge Digital. Jay Krall is the
manager of Internet Media
Research at Gision US, Inc. His
team researches blogs

and social networks for Cision’s
media database. He blogs at
CisionBlog.

The Naked CEO

How Social Media, Communities

and User-Generated Content is

Changing Organizations

New tools and channels created by the Internet are
radically transforming the way we communicate within
organizations, as well as changing organizational struc-
tures and processes, creating a ripple affect across the
organization. Learn how today’s organizations are
adapting — and what you have to do to better inte-
grate and deliver your marketing, sales, product devel-
opment, product delivery and support.

Rachel Happe is an independent
consultant and blogger. Previously
she was responsible for the product
- management, marketing, design
and documentation of Mzinga’s
social enterprise solutions. Happe
has more than 15 years of
experience working with emerging technologies, including
e-commerce and enterprise software applications.

12:30 p.m. — 1:45 p.m.
Lunch

The Whuffie Factor

Using the Power of Social Networks

to Build Your Business

Online success comes from building a community and
being part of it — not by pushing a product or service.
In the Web 2.0 world, market capital flows from having
high social capital, “Whuffie.” Without Whuffie you lose
your connections, and any recommendation you make
will be seen as spam, met with negative reactions and
a loss of social capital. Hear how you can use social
networks successfully in the lucrative, but strange and
elusive, world of online communities.

Tara Hunt, co-founder and citizen
marketing officer at Gitizen
Agency, LLC, has worked in a
plethora of industries, from nonprofit
to consumer beverages to technol-
ogy for over the past seven years,
winning awards and seeing many
successes with her creative, community-focused cam-
paigns. She is a frequent speaker at technology confer-
ences on the subject of marketing and community
building and has authored “The Whuffie Factor,” (Spring
2009, Crown Publishing).

1:45 p.m.-2:45 p.m.
Breakout Sessions

Listening to the Conversation —

The New Communications Imperative
New Listening Techniques

to Gather Intelligence for Communication
and Product Strategies

You no longer own your brand. Your brand is a conver-
sation by and between individuals freely sharing their
informed and uninformed opinion. They are using sim-
ple Web publishing tools to discuss their perceptions
and experiences, to praise and criticize, and to influ-
ence others. And increasingly, these perceptions —
laudatory and critical — are made highly visible in
search engines. The impact of these conversations can
make or break a brand or product. Effectively listening
to, and engaging in, these conversations have become
essential communications disciplines.

Rob Key is founder and CEO of
Converseon, an award-winning
social media agency that helps
brands “join the conversation” to
meet business objectives.
Converseon provides a full range
of social media technologies, con-
sulting and services to some of the world’s leading
brands. Converseon is mashup that brings together
search experts, public relations professionals, computer
scientists, direct response experts, interactive creative
directors, independent filmmakers and more.




Personality 2.0

How to Stay True to Your Brand —

and Yourself — As You Communicate via
Diverse Online Communities

Learn how to manage, monitor and engage in multiple
networks — without coming across as having multiple
personalities. Find out how to syndicate content to dif-
ferent platforms, clean up your Facebook pages and
other personal listings and manage your social media
involvement on a busy schedule.

Sponsored by
CISION”

Sarah Evans is director of com-
munications at Elgin Community
College, founder of the popular
Twitter group Journchat, blogger at
PRSarahEvans.com and creator of
the one-of-a-kind video group Vid
PRO Co. Heidi Sullivan, Cision’s
director of media research and
blogger for CisionBlog, blogs about
how to manage your personal and
professional lives online.

2:45 p.m.-3 p.m.
Break/Beverages

3 p.m.-4 p.m.
Breakout Sessions

Help Google Find Your Releases

Top 10 Search Engine Optimization Tactics
for Public Relations Professionals

Nine out of 10 journalists, reporters and editors use
search engines to do their jobs, according to a recent
survey by TopRank. In this environment, public relations
professionals must understand the ins and outs of
search engine optimization, aka SEO. Find out how to
choose the best keywords, optimize your newsroom
and press releases, build better links and sell SEO to
decision makers. Plus, you'll learn the No. 1 SEO tactic
to implement today.

Lee Odden is the CEO of TopRank
Online Marketing, an Internet mar-
keting agency. Odden helps com-
panies like Hewlett-Packard,
McKesson and Northwest Airlines
market their Web sites. His
thoughts on new media public
relations, search and social media marketing have been
cited in U.S. News & World Report, The Economist and
PR Week. An active blogger, Odden writes and edits
Online Marketing Blog, one of the top 100 popular
blogs on Technorati.

What Are Your Gustomers Thinking —
Right Now?

How to Use Real-Time Media Analysis

and Data Visualization to Make Better
Business Decisions

What are print, online, broadcast and other media saying
now? Real-time media analysis can help you see what
perceptions your stakeholders are forming now. In this
session, you'll learn how organizations are using consoli-
dated media assessments, coverage tonality reports and
dashboards to share strategic insights across the organi-
zation and to take action on emerging intelligence.

Sponsored by
@ LexisNexis

Michel Da Costa is an account
executive for the LexisNexis U.S.
Analytic Solutions Team. He has
spent most of his career helping
companies gain strategic insights
through media monitoring and
analysis. Da Costa launched the
first competitive intelligence platform in France combin-
ing proprietary technology and consulting and imple-
mented 120 customized projects for global companies
in Europe before joining the LexisNexis New York office.

4 p.m.-4:15 p.m.
Break

4:15 p.m.-5 p.m.
General Session

Wrap-up/Lessons Learned

Digital Impact Conference co-chairs, Elizabeth
Albrycht and Eric Schwartzman, summarize today’s
sessions, adding insights they've gained from hearing
today’s speakers share their expertise.

5 p.m.-7 p.m.
Reception/Book Signings

B Friday, 1 May

7:30 a.m.- 9 a.m.
Breakfast and Roundtable

Discussion Groups

Facilitated by co-chairs, sponsors and invited speakers,
these small group discussions allow you to share your
social media experiences and gain insights from your
peers.

9 a.m.-10 a.m.

Keynote

Selling Social Media to the CEO

Translate New Mediums

Into Bottom Line Growth

CEOs are faced with decisions about new mediums that
have stretched the boundaries of not only communica-
tions but also imagination. How do you convince a CEO
that his/her company needs to invent its virtual self in
an online world or that he/she should share their
thoughts regularly in a blog, or even use a “tweet” to
announce a new product? Just as a company’s overall
approach to communications must be driven by its
larger business strategy, effective social media initia-
tives should always be aligned with the needs of the
business first. Hear from a CEO opportunities and dan-
gers of social media and how it can be leveraged in a
deliberate, meaningful way that translates into bottom
line growth.

Aedhmar Hynes, chief executive
officer, Text 100 Global Public
Relations, has worked in the public
relations industry for more than 20
years, 19 of which have been with
Text 100. Throughout her career
she has worked exclusively with
technology companies consulting on behalf of both large
corporations and small startup companies. She is a
member of the Aspen Institute Roundtable on technolo-
gy, a member of the board of trustees of the Arthur W.
Page Society, and sits on the Foundation Board of her
Alma Mater, The National University of Ireland - Galway.

10 a.m.-10:15 a.m.
Break/Coffee

10:15 a.m.-11:15 a.m.
Breakout Sessions

Tweet Your Way to Success

How to Use Twitter to Connect

With Your Audiences

Twitter can serve as a powerful addition to any public
relations practitioner’s communication toolbox. Discover
how forward-thinking companies are using Twitter to
connect with their publics and engage in authentic con-
versations. Learn how to build a community around
your brand through microblogging — and find out how
to get your message across in 140 characters or less.

Corinne Weisgerber, Ph.D., is
an assistant professor of commu-
nication at St. Edward’s University
in Austin, where she teaches pub-
lic relations classes and serves as
the PRSSA Chapter adviser.
Weisgerber also developed one of
the first social media for public relations classes.

Human Capital

Managing the Digital-Age Communicator
The online world has created enormous opportunities
for communications professionals whose skill-set is
tuned to the digital age. From his perspective as a sen-
ior leader at Korn/Ferry, the world’s largest executives
search firm, Don Spetner will share insights on why the
demand for communications executive will increase,
how to best manage them, what clients are looking for
and how candidates can position themselves for jobs in

the digital age.
1: -
“

l intellectual property, developing
new products and solutions and

integrating new investments. He also serves as a senior

client partner in the Corporate Affairs Executive Search

practice. Before joining Korn/Ferry, Don served as vice

president of Corporate Communications for SunAmerica

Inc., and for Nissan North America.

Don Spetner is executive vice
president of Corporate Affairs for
Korn/Ferry, where he oversees
strategic corporate initiatives,
including monetizing the firm’s

11:15a.m. - 11:30 a.m.
Break




11:30 a.m.—12:30 p.m.
Breakout Sessions

Tribalization of Business

Leverage the Crowd for Increased
Revenues, New Marketing Approaches and
the Reformed Business Process

Beeline Labs, Deloitte and the Society of New
Communications Research have produced the first
study of its kind for learning from the early experiences
of more than 140 organizations on how they’re manag-
ing communities, measuring success and deriving busi-
ness benefits. The study surfaced valuable insights, les-
sons learned and best practices for moving forward.
Hear how these study results can influence your social
media practices for better results.

Francois Gossieaux, partner,
Beeline Labs, is a lifelong tech
marketing and media veteran. He
led marketing, product manage-
ment and strategy at eRoom
Technology, is president and part-
8 ner at MarketHum partner Corante,
founded Synopia, advises numerous companies, has
developed and chaired industry events, and more.

Make the Most of Social Media

and Demonstrate Its Value

Maximize Your Public Relations Dollars
Blogs, RSS feeds, user-generated content, Facebook,
LinkedIn, Web 2.0: What do they mean for your organi-
zation’s communication efforts, and how can you cost-
effectively leverage them to your advantage? Learn to
maximize your marketing and public relations dollars to
reach your target audiences — plus some audiences
you might not have considered — using traditional and
non-traditional methods. You'll also learn how to build
participation and use metrics to prove the ROl of that
participation.

¢ &
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Michael Pranikoff, director of
Emerging Media at PR Newswire,
F helps communicators learn about

. the role RSS, blogs, social net-

works, search engines and other

emerging technologies play in

public relations. He created PR
Newswire’s Seminar Series “PR in a Web 2.0 World.”
His own link blog, Delicious.com/MichaelPranikoff, links
to sites and conversations that pertain to the intersec-

tion of technology and public relations.

12:30 p.m.-1:45 p.m.
Luncheon/Digital Media Panel

Build Your Blogger Relationships

A Panel Discussion with A-list Bloggers
You've heard the horror stories about public relations
professionals who have sent unwelcome pitches to
bloggers and wound up being the subjects of negative
blog posts themselves. Here’s your chance to learn
secrets of pitching to bloggers from the bloggers them-
selves. Before you press “send” again, find out what
makes these A-list bloggers tick — and what just ticks
them off. You'll leave with strategies and techniques for
building better blogger relations.

Peter Himler, moderator, is a
blogger himself and founder/prin-
cipal of Flatiron Communications
LLGC, a public relations/media con-
sulting firm. He'll be chatting

with Stephen L. Baker, a senior
technology writer at Business\Week
and blogger on BusinesslWeek's Blogspotting; Lockhart
Steele, founder and president of Curbed.com, the New
York City neighborhoods and real estate blog; and Jill
Fehrnbacher, founder of Inhabitat.com, which catalogs
ways to improve the world through high-tech, environ-
mentally conscious design.

1:45 p.m.-2 p.m.
Break

2 p.m.-3 p.m.
Breakout Sessions

Create Sustainable Online Communities
Improve Your Presence on Twitter,

Blogs and Forums

Forums, social networking sites and other online com-
munities are only as strong as their members and fol-
lowers — no participation, no community. Learn how to
build stronger communities by recruiting and rewarding
evangelists. Find out how to use emerging technology
to monitor and manage responses to postings on
Twitter, blogs and other social networking sites.

John Cass, author of “Strategies
& Tools for Corporate Blogging,”
researches the impact of social
media and search technologies on
business. He was previously direc-
tor of marketing at

Register by May 16 and save! Register at www.prsa

48hourprint.com, director of blogging strategies at
Backbone Media, and president of the Boston AMA.
He is a Research Fellow with the Society for New
Communications Research. He advises business
executives on how to integrate social media into
their business.

3 p.m.-3:15 p.m.
Break

3:15 p.m.-4:15 p.m.
Breakout Sessions

Social Media’s Role

in Building Your Brand

Your Brand Is What “They” Say It Is

The social media marketplace is where “they” —
customers, prospects, journalists and other influencers
— are talking about your brand and forming and shar-
ing opinions that impact your brand at the speed of
light. Based on recent research findings, branding goals
should lead your social media strategy. Learn which
tactics rated highest in achieving branding objectives,
and how to fit these tactics into your marketing mix for
measurable ROI.

Sergio Balegno is a senior ana-
lyst with the MarketingSherpa
Research Group, focusing on
social media marketing and public
relations, e-mail marketing, and
business technology marketing.
Sergio presents his research,
analysis and opinions as a frequent speaker at
MarketingSherpa summits, industry conferences and
online events. His 30 years of marketing experience
have included roles as client-side executive, agency
principal, consultant and now as an analyst of emerging
marketing strategies.

Public Relations on the Third Screen
How and Why to Reach Audiences

Via Mobile Devices

News outlets and brands are delivering “snack-sized”
content to iPhones, BlackBerries and other mobile
devices — aka the “third screen.” Take a tour of global
best practices, find out what mobile audiences are
looking for and learn to grab the opportunities and
avoid the pitfalls of mobile communications.
Specifically, you'll learn how mobility is changing the
way we consume news; what public relations profes-
sionals need to know to create mobile strategies; and
tools you can use to apply mobility to your public
relations plan.

Mike Brewer is executive vice
president of Brodeur Partners and
founder and leader of Brodeur’s
Consumer Group. In 2006, he
established Brodeur Partners’
Mobility Practice to focus on the
increasingly mobile world and to
address the sea change in communications it would
bring. Before joining Brodeur, Brewer worked at Ingalls,
Quinn & Johnson PR, and Hill Holliday, Connors, and
Cosmopulos, where he managed high-tech and con-
sumer marketing clients.

4:15 p.m.-5 p.m.
General Session

Wrap-up

Join us at the

Digital Impact Conference
and learn from these digital
thought leaders how to:

- Build a business case in the board
room for public relations-led online
communications and ensure ROI
for your company from online
initiatives.

- Assess your risk and successfully
navigate the often rocky rapids of
Web-based communications
channels for public relations
purposes.

- Insure your future in the realm
of digital communications.

org/pd/DigitalimpactConference.html.



Conference Registration Form | |

Conference co-presented by The Public Relations Society of America, Cision, LexisNexis and PR Newswire.

Instructions: Please complete all information on this registration form (If needed, the form may be photocopied for additional registration). Form must be complete and accompanied by payment (in U.S. funds only) in order to be processed. Registration
received without payment will not be processed. Submit a separate form for each registrant. This form must be received by March 30, 2009, to qualify for the Saver rate. (Please print clearly.)

Name (Mr./ Ms.) Last/Family First Initial

Title

Organization

Address

City State / Province Zip / Postal Code Country

Phone Fax

E- Mail (Please note: An e-mail address must be provided to receive registration confirmation.)

Preferred name for badge

Emergency Contact:

Name

Phone Cell

Check All Appropriate Boxes:
O PRSA Member

O APR

O APR, Fellow PRSA

O Nonmember

O I'am a Cision customer and qualify for the PRSA member rate: DIO9CI

O 'am a LexisNexis customer and qualify for the PRSA member rate: DIO9LN
O I'am a PR Newswire customer and qualify for the PRSA member rate: DIOOPR
O I'am a Global Alliance member and qualify for the PRSA member rate.

Package Registration Options:

" Standard Rate
Check Corresponding Fee. ‘

~ Saver Rate
(received by March 30, 2009) (received after March 30, 2009)

Package 1 — Registration PRSA Member  Nonmember PRSA Member Nonmember
Includes sessions, lunches and reception.  © $799* O $899 O $899* O $999
*Global Alliance members, Cision customers, LexisNexis customers

and PR Newswire customers qualify for the PRSA member rate. Fee $

Ways to Register

Online:

www.prsa.org/pd/DigitallmpactConference.html.

Complete online form and submit; must include credit card information.

Fax:

Complete the registration form and fax; must include credit card information. Fax to 212-460-5460.
Mail:

Complete registration form and mail; must include credit card information or a check made payable to
PRSA, in U.S. funds only.

Mail complete registration form along with full payment to:

PRSA: The Digital Impact Conference, 411 Lafayette Street, Suite 201, New York, NY 10003

Questions?
Please call 1-800-350-0111 with any questions regarding registration.

Payment
Payment must be made in advance. For credit card registration, fax your completed form to 212-460-5460.

Registrations received without payment will not be processed.

Select card: O Visa O American Express O MasterCard

Card Number Expiration Date

Signature

| agree to pay the total amount indicated according to card issuers agreement.
Check: Please make check payable to PRSA and mail with this form to: PRSA, Attn: The Digital Impact Conference
Registration, 411 Lafayette Street, Suite 201, New York, NY 10003.

Cancellation/Refund Policy:

Refund of The Digital Impact Conference registration fee, less an administrative fee of $175, will be made if written notice of cancellation is post-
marked no later than March 31, 2009. Registrants whose cancellation requests are postmarked after March 31, 2009, will NOT be entitled to a
refund. Cancellation of registration for this event must be made in writing and mailed to PRSA The Digital Impact Conference, 411 Lafayette
Street, Suite 201, New York, NY 10003, Attn: PRSA The Digital Impact Conference Registration, or by fax at 212-460-5460. Substitute atten-
dees will be permitted (with appropriate documentation).

Public
Relations
Society of
America

33 Maiden Lane,11th FI.
New York, NY 10038-5150

Continue to check www.prsa.org/pd/DigitallmpactConference.html for the latest information on The Digital Impact Conference.



