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August 5, 2012

Dear FPRA Conference Attendee:

Association - A Treasure Trove of PR Strategies and Tactics!

This event will showcase the very best in professional development

opportunities for public relations professionals throughout the state of
Florida. It’s also an opportunity to close out another fantastic year for
FPRA by celebrating 74 years of enhancing the profession while also “Discovering the Treasures of FPRA.”

Over the next few days, we will learn from some of the best and brightest in our field, picking up informative
and memorable tips from each speaker along the way. As with every FPRA conference, I am certain you will

leave feeling more knowledgeable and inspired about practicing your chosen profession of public relations.

It takes many, many hours of dedicated work and creativity to put on an event of this magnitude and
caliber, and I'd like to personally thank our Vice President of Annual Conference Paul Ramey, APR and
his committee for their enthusiasm, leadership and professionalism. I'd also like to thank our Co-Executive

Directors, Christopher Carroll, APR, CPRC and Cheray Keyes-Shima, APR, CPRC, and their team for

always keeping us on track to ensure our organization continues to enjoy an outstanding annual conference.

In 1938 the founding members of FPRA understood the value that public relations could bring to all
organizations in Florida. They also knew that a collective voice was necessary for the profession to thrive,
develop enhanced skills, and gain needed credibility. Our FPRA founder, Col. John Dillin, was always a
strong advocate for our profession. He never missed an annual conference because he felt it was important
to stay up-to-date on the latest happenings in the profession.

Whether this is your first annual conference or you just cannot remember what number it is, [ know you will

be pleased with the lineup of speakers. You have made a wise investment of time and resources to enhance
your personal and professional development. I encourage you to take every opportunity to participate,
interact with speakers, and enjoy the chance to network with your colleagues from throughout the state.

Let’s start “digging” to discover this Treasure Trove of PR Strategies and Tactics, and let us not forget to take

the time to celebrate the jewel that is FPRA!

You are Treasured,

M;i f?\&mj S lera—

Melanie Mowry Etters, APR, CPRC, CPM
FPRA State President

Welcome to the 74th Annual Conference of the Florida Public Relations
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August 5, 2012

Welcome to the Renaissance World Golf Village Resort in St.
Augustine. It has truly been an honor to serve as your Vice

President for the Florida Public Relations Association’s 74th Annual
Conference. Though at times the commitment seemed overwhelming,
the opportunity to work with and receive assistance from so many
members across the state has been an extremely rewarding experience.

While obviously I may be a little biased, I believe our complete speaker line-up from top to bottom is one
of the strongest we’ve had in a number of years. I hope the next three days will inspire and motivate you,
and that we all discover public relations strategies, tactics and other “treasures” we can take away from this
meeting in our nation’s oldest city.

In addition to the excellent professional development and educational opportunities our speakers will
provide, I hope you also are able to network with other professionals, as well as explore and experience

the area’s rich history and unique landmarks. The free educational outing to the Fountain of Youth
Archaeological Park Sunday afternoon (pre-registration required), as well as the option to explore the city on
your own Monday evening, are just two of these options.

Our Association’s Annual Conference is the blending of innovative ideas from many motivated and
dedicated individuals. While I was honored to take a lead role, it is the contributions of many that made it
possible. I especially want to thank the wonderful staff at KSC, Inc., whose expertise, hard work and intimate
knowledge of this event allows for the planning process to run smoothly.

I also want to extend my sincere gratitude to this year’s Annual Conference Committee: Terri Behling, APR,
CPRC; Leeann Bright, Wendy Crites Wacker, APR; Joe Curly, APR, CPRC; Terrie Glover Ard, APR, CPRC;
Jeff Nall, APR, CPRC; Jennifer Fennell, APR; Chris Gent, APR, CPRC; Kathleen Giery, APR, CPRC;
Courtney Holmes; Elise Lipoff Ramer; Jennifer Moss, APR, CPRC; Vivian Myrtetus, APR; Rick Oppenheim,
APR, CPRC; Roger Pynn, APR, CPRC; Jay Rayburn II, Ph.D., APR, CPRC, Fellow PRSA; and Karen
Smittle, APR, CPRC. Their dedication, wisdom, experience, knowledge and encouragement played key roles
in planning this year’s event.

If you have questions or concerns during your stay, please let me know. I hope you enjoy FPRA’s 74th Annual
Conference and discover a treasure trove of PR strategies and tactics.

Sincerely,

Vol £ Ra/w@}/

Paul Ramey, APR

Vice President, Annual Conference
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SUNDAY — AUGUST 5

Noon -5 p.m.

Registration Desk Open

9 a.m. Golf Clinic

9:30 a.m. Tee Times Start

FPRA members, friends, spouses and exhibitors are invited to join us at the Slammer &
Squire. The championship course, designed by Bobby Weed with input and inspiration from
both Slammin’ Sammy Snead and Gene “The Squire” Sarazen, is challenging without unfairly
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penalizing the amateur player. Par is 72, with five sets of tees per hole to accommodate all levels of
play. Lakes provide strategic challenges, while gently rolling fairways, tees and greens feature a new

LETET

s

Florida breed of Bermuda grass that ensures delightfully unmatched playing conditions.
18 holes, $65 per golfer, a box lunch is available for $18. Sponsored by Executive Women’s Golf Association.

1-2p.m. Executive Committee Meeting
Final meeting for the outgoing 2011-2012 FPRA Leadership.

2-3 p.m. Incoming 2012 - 2013 Chapter Leadership Forum
Incoming chapter leaders are invited to this pre-conference forum to get leadership tips, ask
questions and learn about resources available to help you lead your chapter to a successful year!
Chapter presidents and presidents-elect are strongly encouraged to attend. Other incoming
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chapter board members are welcome, as well.

2-3 p.m. Executive Committee Meeting
For incoming 2012-2013 FPRA Leadership.
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3 p.m. Departure Time For Fountain of Youth

Transportation on your own is highly recommended. If interested in the hotel shuttle, see page 22 for
departure times. Please gather at the park entrance no later than 3:45 p.m. The tour will begin promptly at
3:45 p.m. and our group must all go into the park together

THEELY

3:45 -5 p.m. World Famous Fountain of Youth Archaeological Park
Join colleagues at the Fountain of Youth Archaeological Park and experience 500 years of
history at the 1565 Birthplace of St. Augustine and Colonial European America. This 15-acre
waterfront park offers many unique opportunities including a drink from the legendary waters
of the Fountain of Youth, a Native Timucuan Village, cannon firing demonstrations and a brief
presentation by Florida Museum of Natural History archaeologists working at the site.

This event is free for Conference attendees. You must preregister for this event. Estimated drive time is 27
minutes and the park offers ample free parking.
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6:30 — 7:30 p.m. President’s Welcome Reception

Welcome to St. Augustine! Join President Melanie Mowry Etters, APR, CPRC, as she kicks-off the
74th Annual Conference.

Cost: $37 for non-registered guests. Sponsored in part by the Capital Chapter.

LA R R e R LA R LR LA LR LR L

7:30 — 9:30 p.m. FPRA Hall of Fame Networking and Recognition Event

Network with your FPRA colleagues at this special recognition event! Enjoy tastes from around

the world as we recognize the contributions of members from across the state. All proceeds
benefit the Florida Public Relations Education Foundation. This event is not included in the
price of regular conference registration.

Cost: $45 per person and includes heavy hors d’oeuvres and refreshments. Sponsored in part by the
Jacksonwille Chapter. Those who have made donations to the FPRE Foundation of $100 or more this year
receive free admission to the event. All attendees receive a special commemorative gift.

‘/ A Treasure Trove of DR Strategies €5 Tactics / August 5 - 8, 2012 5
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MONDAY — AUGUST 6

6-7 am. PR Coffee Club

Start your day with a cup o’ joe and network with your energetic colleges in the lobby with our
Coffee Club. If you would rather start your day with a walk or run, the pristine property offers
lush landscaping for a scenic jog or a 24-hour fitness center for an energizing workout.
Sponsored in part by the Nature Coast Chapter.

7 am.=5pm. Registration Desk Open

7 am.-5 p.m. Cyber Café Open

7:30 - 8:30 a.m. Continental Breakfast with Exhibitors

7:40 — 8:25 a.m. Past Presidents’ Council Meeting

8:30 — 8:50 a.m. Welcome & Annual Meeting
8:50 =10 a.m.

General Session A

Achieving Peak Performance

Lou Heckler, Motivational Speaker

Lou Heckler was voted one of the favorite speakers by meeting planners as listed in Meetings

and Conventions Magazine, July 2010. In this session, Heckler will detail five action steps that all
top achievers commit to daily. Heckler, who has a new segment on public television’s Nightly
Business Report, believes ordinary people can do extraordinary things by following tried and true
practices of outstanding business people who have gone before them. He will share stories of these
remarkable people who have crossed his path and explain how you can walk behind them and
take your career and your life to a new level.

10:15=11:15 a.m.

Breakout 1A

28 Steps to Socializing Your Online Newsroom

Steve Momorella, Owner and Founder, TEKGROUP International

More than 75 percent of people learn of their news through social media and visit a corporate
website or online newsroom for more information. About 90 percent of people on social media
channels use Twitter or Facebook as a primary source of news and information. Steve Momorella’s
presentation is a step-by-step guide on transforming the online newsroom into a social newsroom,
including how to create and share compelling content and provide journalists and news
consumers with the tools they need to find your latest stories. Participants will learn techniques
they can implement immediately AND with results.

10:15=11:15 a.m.

Breakout 1B

What Today’s Employees Want from Workplace Communications

Ron Hess, President, Motiv8 Communications

In a nation where tweets, texts and Facebook posts have become integrated into daily life, what
are the implications for how organizations communicate with employees in the workplace?
This presentation will examine how organizations are addressing ‘new age’ communication
challenges and combining old and new methods to inform, engage and motivate workers. This
presentation will also examine the critical role public relations professionals can play in shaping,
focusing and managing workplace information programs and integrating them with external
communications strategies.

%

N A N R S LR E R R E R TR e TR R

TR

TR R TR T AR e L T L e T LR TN SN B L

——

LR LR R LA R

R

E%

PR LR RLE LN
e A

I T T L L AR R R TR AR

TR

10:15-11:15 a.m.
Breakout 1C

Extreme Makeover Home Edition: The Big Reveal!

April Schroeder, President and Creative Director, Marketing Mud

What would you do if challenged to raise $1 million in seven days to build a home, recruit
thousands of volunteers to complete the project, notify the surrounding community and

media ...AND maintain total secrecy to the future homeowner beneficiaries? This is exactly what
Marketing Mud successfully accomplished while working with the popular TV show Extreme
Makeover Home Edition. Hear an exciting PR case study on how Marketing Mud and Liquid
Creative Studio created a community brand around this thrilling home build, generated social
media buzz to gather volunteers and fundraise, and brought a community together to achieve this
amazing feat!

Sponsored in part by the Treasure Coast Chapter.

10:15-11:15 a.m. Counselors’ Network Breakout 1
A private, informal and interactive discussion with Lou Heckler. This session is open to
Counselors’ Network members only.

11:30 a.m. = 1:30 p.m. Presidents’ Luncheon

The luncheon features the traditional Dillin Dessert -sponsored in part by the Dick Pope/Polk County Chapter.
Join us for a special luncheon in true FPRA style as we honor outstanding individuals and chapters,
recognize newly accredited and certified members, acknowledge scholarship award winners, and
bestow the coveted Chapter President of the Year and Chapter of the Year awards!

Cost: $58 per person for non-registered guests. Sponsored in part by the Gainesville Chapter.

1:45 — 2:45 p.m.

Breakout 2A

The Difference Industry: A place for fresh thinking, growing investments and work that matters
Ann Christiano, Frank and Betsy Karel Endowed Chair in Public Interest Communications,
and a Professor at the University of Florida, Department of Public Relations.

As private and public organizations become more sophisticated about the importance of messaging
that achieves behavior and other types of change, there is an increased demand for talented
communicators who want to work toward these objectives. Governments, foundations and
non-profits are increasing their investments in strategic communications, which is creating new
employment opportunities. We'll talk about the best examples from the field, and how they rely on
evolving digital platforms to achieve results.

Sponsored in part by the Ocala Chapter.

1:45 — 2:45 p.m.

Breakout 2B

Using Social Media to Connect with Employees

Kathy Barbour, APR, Public Affairs Manager, Mayo Clinic, Jacksonville, Fla.

The Mayo Clinic is one of the most powerful brands in the world. For more than a century,
word-of-mouth has led patients to the Mayo Clinic from everywhere. Social media, the most
farreaching communications revolution since Gutenberg’s printing press, has made the word-of-
mouth experience even more important. Today, Mayo Clinic is expanding its reach by accelerating
its adoption of social media and helping other health-related organizations get started. Hear about
examples of how social media tools transform health care and learn how you can use social media
to do well by doing good. Learn why social media is a key to higher productivity, not a time waster

to be blocked by IT.
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1:45 — 2:45 p.m.

Breakout 2C

Crisis Diagnostics: Assessing Brand Damage. Restoring Brand Equity.

James Gregory, Founder and CEO, CoreBrand

Every company has a brand, regardless of whether or not it is tightly managed. Brands are not one
dimensional and must be assessed using several criteria. An organization’s brand plays a key role
in growth and serves to confirm its financial well-being. This is never more apparent than during
a crisis, when a company’s brand is undoubtedly threatened or damaged. The questions are

“To what extent?” and “What steps are necessary to restore its well-being?” The challenge facing
C Suites - and the communications managers who advise them - is to evolve a more concrete
understanding of what’s at stake, with measurable indicators of how strategic responses to a crisis
succeed or fail. In this session you will be among the first to hear new findings, based on original
research as recently presented in an article in the Journal of Marketing Management, which
provides our profession with quantifiable research that assesses brand damage and how to restore
its equity.

3-4p.m.

General Session B

PR is a Contact Sport

Jim Joseph, President, Cohn & Wolfe North America

An incredible brand experience is what turns ordinary products into beloved brands. Public
relations and social media are taking an increasingly important role in shaping that brand
experience. Learn how PR is shaping perceptions and building loyalty for brands.

4:05 - 4:25 p.m. Book signing with Jim Joseph
4:15 - 5:15 p.m. State Board Meeting
Final meeting of the outgoing 2011-2012 State Board

4:30 - 5:15 p.m. Counselors’ Network Breakout 2
A private, informal and interactive discussion with Jim Joseph. This session is open to Counselors’
Network members only.

5-10 p.m. Discover the Allure of St. Augustine
Attendees will have the opportunity to explore the allure of legendary St. Augustine with four unique tours:

The St. Augustine Pub Crawl: Take a Historical Walking Pub Tour of the old town district.
Cost is $36 per person, plus $2 tip.

Ghost Tour Express: Explore the darker side of the nation’s oldest city aboard the Trolley of the
Doomed which has been featured on The Today Show, Sci-Fi Channel and Travel Channel!
Cost is $26 per person. Please tip your guide at the end of the tour.

Ghostly Experience Walking Tour: Saunter with the spirits from dusk until darkness during
Florida’s top-ranked guided tour.
Cost is $14 per person. Please tip your guide at the end of the tour.

San Sebastian Winery: Take an exciting journey through the complete wine making process of
this 18,000-square-foot local St. Augustine wine production facility.
Cost is $15 per person.

For more information about these tours, please see pages 18-19. Attendees must preregister for any of the above
tours as space is limited. It is recommended that you use your own transportation and carpool where possible.
The hotel does provide shuttle service to downtown St. Augustine but the departure may not accommodate all
of the tour start times as the shuttle only runs every two hours. See page 22 for shuttle schedule.
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Explore on Your Own: Attendees will find a host of exciting shops, restaurants, museums and
vibrant nightlife at historic St. Augustine. The resort offers daily shuttle service (every two hours)
to downtown St. Augustine.

TUESDAY — AUGUST 7

6-7 am. PR Coffee Club

Start your day with a cup o’ joe and network with your energetic colleges in the lobby with our
Coffee Club. If you would rather start your day with a walk or run, the pristine property offers lush
landscaping for a scenic jog or a 24-hour fitness center for an energizing workout.

Sponsored in part by the Nature Coast Chapter.

7 am.—4 p.m. Registration Desk Open

7 am.=5pm. Cyber Café Open

7:30 — 8:30 a.m. Continental Breakfast with Exhibitors

8:15 - 8:20 a.m. Announcements

8:20 — 9:30 a.m.

Dillin Keynote Address

Closing the Perception Gap

Oscar Suris, Executive Vice President and Head of Corporate Communications,

Wells Fargo & Company

Executive Vice President and Head of Corporate Communications for Wells Fargo & Company,
Oscar Suris will discuss what he calls the “perception gap” and how Wells Fargo has worked to
close this gap by measuring how the company viewed customers and how customers viewed Wells
Fargo. The insight gained from this exercise was the basis for a change in direction for Wells Fargo,
which ultimately earned the company a Forbes cover story titled: Wells Fargo: The Bank that Works.
In this session, you'll learn how customer insight, patience and ongoing customer relations efforts
paid off for this financial services giant and how you can utilize PR as the discipline to influence
outcomes with internal and external audiences.

Sponsored in part by the Central West Coast Chapter.

9:30 — 9:45 a.m. Break

9:45 - 10:45 a.m.
Breakout 3A

Grassroots Public Relations: Building Support, One Blade at a Time

Joe Hice, APR, CPRC, Vice President, Public Relations & Marketing, Moffitt Cancer Center
& Research Institute

Potato, potato, potato. A sound that warms the heart of Harley fans, but a sound that almost went
away until the motorcycle company mobilized grassroots support to help educate congress about
motorcycle sound issues. Join Joe Hice as he discusses how the “power of one” helped save that
syncopated Harley beat, loosed the reins of The Gator Nation and is bringing new vigor and focus
to the Moffitt Cancer Center, one friend at a time.

S /“ R Aae. Do,
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9:45 — 10:45 a.m
Breakout 3B

1:30 = 2:30 p.m.
Breakout 4A

T hhh
The L

IE APR-Your Fufure' Your Career, Your OPPQrfunify IE Who shows up when you show Up? Presentation is Everyfhing
“l Susan Ennis, APR, CPRC, VP Accreditation & Certification #1  Annetta Wilson, President of Annetta Wilson Media Training & Success Coaching
# > . ) . .
X1 APR is considered the mark of distinction for those who demonstrate commitment to the profession 1 How would you know if you're turning people off? The way people perceive you can mean the
1 and its ethical practice. Currently, there are 5,000 public relations professionals worldwide who have s difference between success and failure in business and your personal life. The risk of being
“  earned this voluntary accreditation. Find out how you can join them at this session. i misunderstood puts your reputation, business, job and relationships on the line. You CAN
; 1 develop the ability to appear confident, comfortable and in control in front of an audience and
.‘.: 9:45 — 10:45 a.m .‘.: behind a microphone. In this interactive session, learn the secrets to managing and projecting
= Bl.'eokou’r 3 C ’ = your personal brand, YOU. People buy you before they buy what you’re selling.
:: Advertising. Making the Fun Last : Sponsored in part by the Volusia/Flagler Chapter.
f Steve Smith, Founder and President, Markalyst Consulting Group f 1:30 — 2:30 p.m.
at Twenty-five years ago, Steve Smith was tapped by a little-known car rental company wanting at Breakout 4B
2 tolaunch its first consumer marketing initiative. He accepted the challenge and via effective 1 Get Attention for You, Your Company and Your Events
“l advertising, Enterprise evolved into one of the nation’s bestknown brands that, at Smith’s 4 Shari Lynn Ro'rhs'rein—ll(rqmer SLK Creative
2l retirement, enjoyed category dominance with more than 1 million autos in service and $13.1 ” . . e . ) .
- o . _ _ _ “1 While talented companies create incredible events, many don’t know how to get the attention
21 Dbillion in annual revenue. Today, Smith is president of Markalyst Consulting Group. He will o . . . . .
- 21 and media coverage they deserve. Learn how to use marketing and public relations strategies to
;I lead a fun and engaging examination of how research can help advertising teams consistently ;I get your company noticed, how to get attendees excited and through the doors, and how to get
= produce effective advertising, demonstrate accountability for their decisions, earn executive-level p . . ’ L
i d 1 make the fun last. *  press coverage - before, during and after - your event. Learn effective methods of publicizing an
d’ confidence ... and make the fun last, forever. d’ event, when to get the word out, what is newsworthy, and so much more.
= 21 Sponsored in part by the Northwest Florida Coast Chapter.
) %l 9:45-10:45 a.m. Counselors’ Network Breakout 3 " 4 art by b
I;QC‘ ‘ .E A private, informal and interactive discussion with Oscar Suris. This session is open to .E 1:30 p.m. — 2:30 p.m.
.fl Counselors’ Network members only. .fl Breakout 4C
: 1 N : Foundations for Good Measurement
ey a.m. = o.on % Patrick O’Donnell, Senior Project Manager, Ketchum Global Research & Analytics
j gene’nill. SeS;I:OSI'CR lations. Reputation: Putting it All Tesether for Your Brand j Measurement should be at the core of public relations work - helping to shape programs and
f orytelling, Media Relations, keputation: Fufting I ogether for Tour Bran | prove results - but it is something that for too long the industry had not standardized. That
% Mickey G. Nall, APR, Fellow PRSA, Managing Director, Ogilvy Public Relations i
p Y ’ ’ v ging ¢ glivy = changed in 2010 when the measurement industry introduced a set of guidelines on how to
- Weorldwide Atlanta %l measure programs called the Barcelona Principles. These guidelines include moving from outputs
@ For nearly 30 years Mickey G. Nall, APR, Fellow PRSA, has been developing award-winning “  to outcomes and avoiding use of advertising value equivalents (AVEs). O’'Donnell will discuss
“ national and regional campaigns for clients. As a leader of the one of the world’s largest 6 6 =1 those principles, how to implement them and their implications for the industry.
f_ communications companies, he counsels major corporations, government clients and non-profits c.“ f_
%l on delivering the brand promise. In his Storytelling, Media Relations & Reputation: Putting it All I;Q 2 1:30-2:30 p.m. Counselors’ Network Breakout 4
f_ Together for Your Brand session, Nall invites audience members to focus on their brand’s reputation. E A private, informal and interactive discussion with Mickey Nall, APR, Fellow PRSA. This session
1 He'll demonstrate how to create your content, become a storyteller and engage your employees 4  is open to Counselors’ Network members only.

as advocates to succeed on the brand promise. Nall will bring it all together in an insightful and
2:30 — 2:50 p.m. Chocolate Break
Sponsored in part by the Space Coast Chapter.

engaging presentation demonstrating that while the brand is the promise an organization makes
to its stakeholders, reputation is how you live up to that promise.
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3-4p.m.

12:15-1:15 p.m. Lunch Time with the Tampa Bay Times
Breakout Session 5A

Sponsored by Counselors’ Network (open to all attendees including students)
When Is It the Right TIME to Make A Name Change?
Bruce Faulmann, Vice President of Sales and Marketing, Tampa Bay Times

R A A T L A R R R
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Meeting the Challenge: Employee to Employer!

Joe Curley, APR, CPRC, Senior Corporate Communications Counsel, Universal Parks &
Resorts, International

Becoming your own boss has risk and rewards. This interactive session will address your curiosity, fears

Get a behind-the-scenes look at the transformation of the St. Petersburg Times into the Tampa
Bay Times from Times Publishing VP of Sales & Marketing Bruce Faulmann. This luncheon
session features an intriguing story behind the name change, but also delivers a classic rebranding
case study ... admitting that virtually every good opportunity one could imagine had all but fallen
into place for Times Publishing.

and dreams about taking the major step and setting up your own business. Is it the end of regular
paychecks or a windfall of revenue? How will I find new clients and how can I do all the work myself?
Will billing invoices and bookkeeping eat up all the professional PR time? These and many more
probing questions about how set up shop and work on your own will be explored - through audience

questions - by an expert who has already traveled the entrepreneurial road. In addition, you’ll learn
the results of a recent survey of independent public relations practitioners who reported on fees and

charges, billings, how they spend their time and other business practice issues.

——— ol Remdin_ _aae. &
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3-4p.m.

Breakout Session 5B

The F-35 Program: Leveraging the Corporate Communications—=PR Agency Relationship
Michael Rein, Director, F-35 Communications, Lockheed Martin

The F-35 Lightning II jet fighter program is the largest Department of Defense acquisition
program in the history of the United States, valued at more than $380 billion. More than
3,000 jets are being built that will be flown by the U.S. Air Force, Marine Corps and Navy, and
10 foreign nations including Australia, Canada, Denmark, Israel, Italy, Japan, Norway, The
Netherlands, Turkey and the United Kingdom. Managing the public relations requirements

of such a vast program involving many different national governments and cultures is
challenging. This presentation will discuss how Lockheed Martin synergizes the best of corporate
communications and its domestic and international PR agencies to accomplish this task.
Sponsored in part by the Treasure Coast Chapter.

3-4p.m.

Breakout Session 5C

Preparing for the CPRC Exam

Susan Ennis, APR, CPRC, VP Accreditation & Certification

Thinking about becoming a Certified Public Relations Counselor but don’t know what to expect?
This session will help you prepare to take the CPRC exam. Try a sample question and get an idea
of what to expect.

4-5pm. You’'re the Boss
Make your own session: Meet with colleagues, check in at the office, enjoy the hotel or simply relax!

6-7 p.m. Reception of the Presidents

Join fellow conference attendees for an elegant champagne toast and reception with our
association’s current and former state presidents. Arrive early for pictures! Chapter group photos
will be taken between 6 and 6:30 p.m.

Sponsored in part by the Orlando Area Chapter.

7-10 p.m.

Discovering a Fountain of Gold
Join us in our nation’s oldest city, St. Augustine, and discover a fountain of gold at the 55th Annual
Golden Image Awards. Founded by the nation’s oldest public relations organization, FPRA, the
Golden Image Awards have become a standard of public relations excellence for recognizing

Golden Image Awards

outstanding public relations programs in Florida.
Cost: $130 for non-egistered guests. Sponsored in part by the Tampa Bay Chapter and the Southwest
Florida Chapter.

10-11 p.m. Golden Image Entry Notebook Pickup
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WEDNESDAY — AUGUST 8

7 a.m. —= Noon Cyber Café Open

7:30 a.m. — Noon Registration Desk Open

8-9:15a.m. Power Networking Breakfast
A delicious breakfast buffet awaits all attendees for the final conference networking opportunity.
Cost: $47 for non-registered guests

8:15-9:15 a.m.
Breakfast provided.

Counselors’ Network Business Meeting

9:25 - 9:30 a.m. Announcements & Card Collection for Finale Drawing
9:30 - 10:30 a.m.

General Session D

Constructing the CEO Apology: What Works, What Doesn’t and How to Tell the Difference
Rhonda Barnat, Managing Director, The Abernathy MacGregor Group

Today, everything is public. When an apology is called for - we expect our leaders to speak. More
than ever, the apology is a critical vehicle for an individual CEO to send a message to employees,
to customers, to investors and to the general public. We'll examine several CEO apologies -
those that worked and those that backfired. We'll offer several principles to help public relations
professionals in turn help their CEO determine when an apology is called for and how to make an
apology as meaningful and appropriate as possible.

10:40 — 11:40 a.m.

Closing Session

Leadership is an Inside Job

David Griffin, Attorney, David Griffin Consulting

True, impactful leadership starts on the inside of the individual and happens at the intersection
of preparation and opportunity. Leaders must believe, leaders must care and leaders must

lead. When you can inspire others to dream, learn, do and become, you are a leader. Effective
communication, through both word and deed, is the conduit for leadership.

11:40 a.m. — Noon Conference Finale

Don’t miss the drawing of two full conference registrations for the 2013 Annual Conference. You
must be present to win.
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Speaker Bios

General Session A — Achieving Peak Performance

Lou Heckler, based in Gainesville, Fla., is a motivational humorist and business speaker with more than 40

years experience in managing, motivating and directing others. He served on the adjunct faculty at the University
of Michigan’s Executive Education Center for 19 years. Heckler is a Certified Speaking Professional and was
inducted into the National Speakers Association’s Speaker Hall of Fame in 1992. In 2010, readers of “Meetings
and Conventions” Magazine named him as one of their favorite keynote speakers. He annually gives dozens of
speeches for corporations, trade associations and educational institutions. In addition, a portion of Lou’s business
each year is coaching other professional speakers. Before starting his own business in 1980, he spent 14 years in
television in a variety of on-air and management positions.

Breakout 1A — 28 Steps to Socializing Your Online Newsroom

Steve Momorella, owner and founder, TEKGROUP International in Pompano Beach, Fla., has more than 17
years of direct Internet experience ranging from programming to high-level design and consulting for numerous
large corporations including IBM, AOL and Ford Motor Company. Currently, he is responsible for the sales and
marketing of TEKGROUP’s Online Newsroom Solution, used by well-known brands including Toyota, Starbucks,
Prudential, Walgreens, Sprint and many Fortune 500 companies. Momorella is co-authoring his first book, “The
Incredible Online Newsroom,” with Pete Codella to be published this year.

Breakout 1B — What Today’s Employees Want from Workplace Communications

Ron Hess is president of Motiv8 Communications, a full-service employee communications consulting firm
based in Port Orange, Fla., near Daytona Beach. Prior to establishing his own consulting firm a decade ago,
Hess managed corporate employee communications at GE and at International Paper. He is a frequent speaker
and writer on employee communication topics and shares best practices through his online column, “Ideas and
Trends in Employee Communications.” His clients include some of the nation’s bestknown companies and
organizations. Hess’ website is at www.motivBcomm.com.

Breakout 1C — Extreme Makeover Home Edition: The Big Reveal!

April Schroeder started Marketing Mud five years ago after deciding to return to the University of Florida to
complete her undergraduate advertising degree. With 10 years of graphic design and sales experience under her
belt, she had the idea of beginning a small business she could manage while completing her degree. This idea for a
small promotional products company, Marketing Mud, took off in the first year. Schroeder provided logo-branded
promotional items and customized design materials, and her small one-person business quickly expanded to eight
employees to meet the needs of her growing client base. After completing her degree in 2009, the company grew
into a full-service creative agency. In January 2012, Schroeder opened a new division, Liquid Creative Studio,
www.LiquidCreativeStudio.com. Liquid Creative houses all agency service work: web design, digital and online
marketing, graphic design, social media marketing, and advertising strategy and solutions. Liquid Creative is

a leader in branding and integrating social media. Marketing Mud is now solely dedicated to the promotional
product and ad-specialty industry, www.Marketingmud.com.

Breakout 2A — The Difference Industry: A place for fresh thinking, growing investments, and work that matters
Ann Christiano is the Frank and Betsy Karel Endowed Chair in Public Interest Communications and a Professor
at the University of Florida, Department of Public Relations. Prior to her current position, Christiano most
recently directed communications for The Robert Wood Johnson Foundation’s Vulnerable Populations portfolio.
This portfolio creates new opportunities for better health by investing in health where it starts and grows~in our
homes, schools and jobs. The social innovations the portfolio supports work in the domains of education, housing
or corrections, but always address health needs of people who are vulnerable. As part of her work, Christiano
oversaw communications strategies for programs like the Greenhouse project, which is a radical reinvention of
the traditional longterm care model, and CeaseFire, which uses a public health approach to reduce gun violence
in America’s most violent neighborhoods. Earlier in her career at the Robert Wood Johnson Foundation she
developed a robust government relations program that helped foundation grantees build productive relationships
with elected officials and significantly increased the foundation’s profile among Washington policymakers. She
has also worked with the Washington Business Group on Health.
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Breakout 2B — Using Social Media to Connect with Employees

Kathy Barbour, APR, is a public affairs manager at the Mayo Clinic in Jacksonville, Fla. Her experience ranges
from executive communications and strategic employee communications to media relations, crisis and issues
management, and marketing. Barbour has worked with CEOs and senior management teams in enhancing
culture and effective two-way communication to assist executives in improving their communication skills and
in supporting organizational goals and objectives. She also is a member of the executive team for Mayo Clinic’s
Center for Social Media. She’s on Twitter @KathyBarbour.

Breakout 2C — Crisis Diagnostics: Assessing Brand Damage. Restoring Brand Equity

James R. Gregory is founder and CEO of CoreBrand, a global brand strategy and communications firm based in
New York, with offices in Minneapolis and Los Angeles. With 30 years of experience in advertising and branding,
Gregory is a leading expert on brand management and is credited with developing strategies for measuring the
power of brands and their impact on a corporation’s potential financial performance. Most notable of the tools
that Gregory has developed is the Corporate Branding Index, a quantitative research vehicle that has continuously
tracked since 1990 the reputations and financial performances of more than 1,000 publicly traded companies
across 49 industries. CoreBrand uses the index to help clients recognize how their brands compare with industry
peers and how communications can impact corporate reputation and financial performance, which includes stock
price and revenue growth. Visit www.corebrand.com for more information.

General Session B — PR is a Contact Sport

Jim Joseph serves as the President of Cohn & Wolfe North America, the agency’s largest region. With more than
25 years of integrated marketing, public relations and branding experience, Joseph provides strategic oversight,
client service and drives new business across all offices in the U.S., Canada and Mexico. He has created seamless
brand experiences for clients such as Kellogg’s, Kraft, Ikea, Cadillac, Tylenol, Johnson & Johnson, Clean &
Clear, American Express and Wal-Mart. Known for his expertise in brand and integrated marketing, Joseph’s first
book - “The Experience Effect” - delivered a critically acclaimed, straightforward volume of marketing advice that
showed big business how to build the ultimate brand experience. Now, in his soon-to-be-released second book,

he takes that big brand theory and applies it to the backbone of the American economy, small business, in “The
Experience Effect for Small Business.”

Dillin Keynote Address — Closing the Perception Gap

Oscar Suris is the head of corporate communications and an executive vice president of Wells Fargo & Company
in San Francisco. Suris joined Wells Fargo from Ford Motor Company where he served most recently as director
of corporate communications and development. Most recently at Ford, Suris was strategic communications

lead for Executive Chairman Bill Ford and the automaker’s philanthropic arm, Ford Motor Company Fund

and Community Services. He previously led Ford’s global corporate news and North American product
communications teams. Prior to Ford, he was director of corporate communications at AutoNation Inc.,
America’s largest automotive retailer, and was a staff writer for five years at The Wall Street Journal.

Breakout 3A — Grassroots Public Relations: Building Support, One Blade at a Time

Joseph S. Hice, Jr., APR, CPRC, MA, MBA, is vice president of public relations & marketing at the Moffitt
Cancer Center in Tampa, Fla. Moffitt is the third-largest cancer center in the nation and is the only Florida-

based member of the National Cancer Institute’s Comprehensive Cancer Centers. Hice is responsible for public
relations, marketing, advertising and employee communications activities at Moffitt. He also directs the institution’s
news bureau, conference planning and institutional advocacy efforts. He is currently leading Moffitt through

the introduction of a new branding theme, “Closer to our patients. Closer to a cure.” Hice joined Moffitt from
North Carolina State University in Raleigh, N.C., where he was chief communications officer and associate vice
chancellor. Prior to NC State, Hice was associate vice president of University Relations at the University of Florida
where he led the development of “The Gator Nation” campaign. Before joining UF, he had a long career with some
of the nations most respected and well-known recreational product brands including Harley-Davidson, Segway, Sea-
Doo Watercraft and others.
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Breakout 3B - APR-Your Future, Your Career, Your Opportunity

Susan Ennis, APR, CPRC, president and founder of EnSpire Communication Consultants in Orlando, Fla.,

is Accredited in Public Relations and a Certified Public Relations Counselor. She has more than 20 years of
experience in corporate communications and business development and is actively involved in the Florida Public
Relations Association as this year’s Vice President of Accreditation and Certification.

Breakout 3C — Advertising. Making the Fun Last

Operating as Markalyst in Daytona Beach, Fla., Steve Smith is an enterprise growth advisor. Prior to Markalyst,

he worked at Enterprise Holdings Inc. where, as vice president and chief marketing officer, Smith was responsible

for marketing strategies and tactics for the company’s brands throughout the Americas and Europe. During his
decades at Enterprise Holdings, Smith provided the company with the innovative thinking and leadership that took
Enterprise Rent-A-Car, the company’s crown jewel, from a little-known brand to one of the most recognized in North
America and Europe.

General Session C — Storytelling, Media Relations, Reputation; Putting it All Together for Your Brand
Mickey Nall, APR, Fellow PRSA, is managing director of Ogilvy Public Relations Worldwide and is a member
of Ogilvy PR’s global management committee. He has developed communications programs for United Way of
America; U.S. Centers for Disease Control & Prevention; Coca-Cola and General Electric. Nall has a master’s
degree in Journalism and Communications from the University of Florida. He was FPRA President in 1989 and is
the 2013 Chairman & CEO of the Public Relations Society of America. Nall and his wife Janice live in Atlanta.

Breakout Session 4A — Who shows up when you show up? Presentation Is Everything

After a 30-year career in television news, Annetta Wilson now helps people “put their best foot forward, not in
their mouths.” She is president of Annetta Wilson Media Training & Success Coaching located in the Orlando,
Fla., area. Wilson is a business strategist specializing in presentation skills training, communication skills coaching
and media training for executives, entrepreneurs and subject-matter experts. She also coaches individuals on
personal and work-related communication issues. A Certified Mastery Coach and Certified Trainer, she has
coached on-air journalists at CNN, coached for Walt Disney World’s Ambassador Program, trained executives at
AAA, Tupperware Brands and others, and trained physicians at Orlando Health. An award-winning journalist,
Wilson worked in the broadcast industry as a television news anchor, reporter, producer, talk show host and
writer. She holds the distinction of being the first African-American weekday evening news anchor in Central
Florida. Her work placed her in the top 20 on the “Golden 50,” a list of broadcasters whose work made a
significant impact in Central Florida (Source: RogerSimmons.com).

Breakout Session 4B — Get Attention for You, Your Company and Your Events

For 25 years, Shari Lynn Rothstein-Kramer has been on staff and/or freelancing for various magazines in
Manbhattan, N.Y., and throughout Florida. After serving as editorial director of BIZBASH Florida, an event
industry magazine and website, she opened SLK Creative, a North Miami Beach-based PR, marketing, branding
and imaging agency that specializes in the special events and hospitality industries. She not only does intensive
media outreach for multiple companies that create special events, but also creates and manages their brands and
personal images - in real life and online. Rothstein-Kramer travels nationwide giving seminars on public relations,
marketing, branding, special events, relationship building, how to write winning award submissions, social media
and much more.

Breakout Session 4C — Foundations for Good Measurement

Patrick O’'Donnell is a Senior Project Manager with the Ketchum Global Research & Analytics working in the
Chicago office. He has been with Ketchum since 2006, where he started at the company headquarters in New York.
O’Donnell has extensive experience in both primary and secondary research. He has specialized in survey writing,
including corporate reputation measurement, campaign analysis and surveys for publicity. He has assisted clients
and account teams with online and traditional media measurement, crisis monitoring, goal-setting and program
measurement. He has strong interest in social media measurement. Specific project work ranges from helping Dow
Chemical measure its reputation across the world among influencer groups to analyzing media coverage for Nokia
that has been used to develop key messaging. Surveys O’'Donnell has written and analyzed have helped clients such
as ConAgra Foods, Walgreens and Adecco receive coverage in top-tier media outlets. He has recently assisted clients
such as Wrigley and Cadence Health standardizing an approach to research and measurement.
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Breakout Session 5A — Meeting the Challenge: Employee to Employer!

Joseph J. Curley, APR, CPRC has practiced public relations in Florida for more than 35 years and is now semi-
retired. He was the cofounder and president of one of Florida’s largest PR firms, Curley & Pynn Public Relations
Management in Orlando, which he sold in 2004. Currently a public relations and marketing consultant at his
own firm Stingray Solutions Inc., Curley is retained by Universal Studios Parks & Resorts as senior corporate
communications counsel, international marketing & PR. He is directly involved in theme park projects in
Singapore, Dubai and South Korea. He recently served for six years on the Communications and Public Relations
Advisory Board for the University of Florida, which he co-chaired for two years. He is a past national president

of the Public Relations Society of America Foundation, and a past state president of the Florida Public Relations
Association. In 1993, 2005 and 2009 he was honored with FPRA’s highest statewide awards for outstanding
professional leadership. He is a graduate of the Executive Management Program at Rollins College Graduate
School of Business. In 2009, Curley was one of two alumni inducted into the Evergreen Park Community

(Chicago) High School Hall of Fame.

Breakout Session 5B — The F-35 Program: Leveraging the Corporate Communications —

PR Agency Relationship

Michael J. “Mike” Rein serves as director, F-35 Program Communications for Lockheed Martin Aeronautics,
located in Fort Worth, Texas. In this position since March 2011, he leads a staff of eight and is responsible for

all communications activities associated with Lockheed Martin’s F-35 Joint Strike Fighter Program. The U.S.

Air Force, Navy and Marine Corps, along with international partners, have combined efforts to produce a
low-cost, technologically advanced jet fighter - the F-35 Lightning II. The multi-role, supersonic F-35 meets the
requirements of all services with enhanced lethality and survivability, and reduced vulnerability. Prior to joining
Lockheed Martin, Rein held the position of communications and customer relations manager for United Launch
Alliance, a Lockheed Martin - Boeing Company joint venture, at Cape Canaveral Air Force Station, Fla.

Breakout 5C — Preparing for the CPRC Exam

Susan Ennis, APR, CPRC, president and founder of EnSpire Communication Consultants in Orlando, Fla.,

is Accredited in Public Relations and a Certified Public Relations Counselor. She has more than 20 years of
experience in corporate communications and business development and is actively involved in the Florida Public
Relations Association as this year’s Vice President of Accreditation and Certification.

General Session D — Constructing the CEO Apology: What Works, What Doesn’t and How to

Tell the Difference

Rhonda Barnat is a managing director with The Abernathy MacGregor Group in New York. She is one of

the country’s leading crisis counselors, providing strategic advice to senior management in highly complex and
sensitive crises. She is often called upon at defining moments in a company’s or institution’s history. Barnat,
along with other firm members, appears on the shortlist of selected crisis counselors pre-approved by major
insurance companies for major crises of all kinds. Her clients cover the full spectrum of industries, including
financial services, healthcare and manufacturing, as well as not-for-profit organizations and other institutions. She
has published articles in numerous publications, including The New York Times, The Washington Post and The Detroit
Free Press.

Closing Session — Leadership is an Inside Job

David Griffin is a licensed attorney and has operated his own consulting firm in Tallahassee, Fla., since 2003.
Prior to starting David Griffin Consulting, he held positions in athletic, public and private enterprises. In 1999
Griffin was appointed Secretary of the Florida Lottery by Gov. Jeb Bush and led the operation, management and
revenue performance of the agency. During his tenure, the lottery achieved four consecutive years of record-setting
profits and the lottery’s operating budget was reduced by 8.5 percent to $126.5 million while revenues increased
from $2 billion to $2.8 billion. Griffin’s other positions include assistant executive director of the Ohio Lottery
Commission, labor relations manager for Bailey Controls Company and MRI marketing manager for King’s
Medical. He also played one season of professional basketball in France.
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Discover the Allure of St. Augustine

Attendees will have the opportunity to explore the allure of legendary St. Augustine with four unique tours:

Ghostly €xperience Walking Tour:
Saunter with the spirits from dusk until darkness during Florida’s
top ranked guided tour. A professional guide lights your way
through the ancient and strange tales of centuries past. Visit ghostly
cemeteries and haunted bed and breakfasts and be prepared for
ghostly encounters. The tour departs from 2 Saint George Street (on
the north end of St. Augustine). Cost is $ 14 per person. Please tip your
guide at the end of the tour.

The St. Augustine Pub Crawl:

Take a Historical Walking Pub Tour of the old town district. This 2 ¥2 hour adventure through the streets of St.
Augustine includes the best in specialty, import, craft and local beers at each of the four pub stops. The tour
departs from downtown St. Augustine. Cost is $36 per person, plus $2 tip.

San Sebastian Winery:

Take an exciting journey through the complete wine making process of this 18,000-square-foot local St. Augustine

wine production facility. Following the tour, attendees will be treated to a wine tasting experience by a trained
wine attendant. Your guide will teach you the steps of how to propetly taste, savor and enjoy a selection of San
Ghogc Tour express; Sebastian’s premium table wines. Only one tour from 6 to 7 p.m. Maximum 50 people. Cost is $15 per person.

Explore the darker side of the nation’s oldest city aboard the Trolley of the Doomed which has been featured
on The Today Show, Sci-Fi Channel and Travel Channel! Your ghostly guide will take you to the site of the

infamous St. Augustine Lighthouse tragedy and you will visit the Old Jail, the town’s most haunted building. You
will certainly get an up-close and personal experience with this frightfully fun riding tour. The tour departs from
downtown St. Augustine and space is limited. Cost is $26 per person. Please tip your guide at the end of the tour.

€xplore on Your Own:
Attendees will find a host of exciting shops, restaurants, museums and vibrant nightlife at historic St. Augustine.
The resort offers daily shuttle service (every two hours) to downtown St. Augustine.
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Registration

Name Credentials___
Title Company

Address City, State, ZIP ____
Telephone Email

Type of Business Chapter

Registration Fees

Full Conference includes all general sessions, choice of breakout sessions, and all food functions - excludes FPRA
Hall of Fame Networking Event, an optional event. Single Day registration includes general sessions, choice of
breakout sessions and food functions for that day only - excludes FPRA Hall of Fame Recognition and Networking
Event, an optional event. Refunds will not be made for food functions not attended. Full refunds, less $75
handling charge, will be made with written cancellation prior to July 20, 2012. No refunds will be made for any
reason after July 20.

MEMBER RATES BEFORE JULY 20 AFTER JULY 20

Full Conference d $595 - $675

Additional Registrants (each)* d $555#: J $635#

Single Day $300 d Monday [ Tuesday $350 [ Monday [ Tuesday
(Does not include GIA Banquet) (Does not include GIA Banquet)

Full-time Students**  $125 4 $150

NON-MEMBER RATES BEFORE JULY 20 AFTER JULY 20

Full Conference*** d $800  $825

Single Day $325 [ Monday [ Tuesday $375 O Monday [ Tuesday

(Does not include GIA Banquet) (Does not include GIA Banquet)

*Each additional full conference member registration must be from the same company. **Student registration does not include any food
functions except for lunch on Tuesday and afternoon Chocolate Break. Student ID required. ***$150 of non-member registration will apply
toward membership dues for qualified professionals who apply by November 1, 2013.

Special Functions (reservations required)

Indicate Number of Non-registered guests attending Indicate Number of Registered and Non-registered guests attending

[ President’s Welcome Reception ($37 pp)
(d Presidents’ Luncheon ($58 pp)

[ Golden Image Awards Banquet ($130 pp)
(d Power Networking Breakfast ($47 pp)

A Golf Outing - 18 holes ($65 pp) [ Box Lunch ($18 pp)
(1 FPRA Hall of Fame- An Optional Networking Event ($45

pp includes food and beverage) -Those who have made donations to
the FPRE Foundation of $100 or more this year receive free admission to the
event. All attendees receive a special commemorative gift.

[ Yes, I would like to attend the Fountain of Youth event on Sunday, August 5, 2012. No charge for this event.
I'd like to bring ____ guest(s) to the Fountain of Youth

Monday evening Tours (reservations required. Transportation on your own.)
[ The St. Augustine Pub Crawl ($38 pp) (A Ghostly Experience Walking Tour ($14 pp)
(d Ghost Tour Express ($26 pp) (1 San Sebastian Winery ($15 pp)

Dayment

d Check enclosedfor$ (Payable to FPRA) [ VISA dMC J AMEX [ Discover
Card Number Exp Date __ /o Security Code___
Name on Card Billing Address 71pP

Visit the Annual Conference page at fpra.org for room rates and reservations. FAX your registration form to:
(941) 906-1556 or MAIL to: FPRA, 40 Sarasota Center Blvd. Ste. 107, Sarasota, FL 34240

Conference Attire

Conference attire is professional business. Please note that the average temperature in the hotel is 72 degrees. To

ensure comfort, attendees may want to have a sweater or jacket available.

Golden Image Awards Banquet
Recommended Dress: Formal Wear, Black-tie Optional

President’s Welcome Reception
Recommended Dress: Dressy Casual

Farewell Breakfast
Recommended Dress: Business Attire

Presidents’ Luncheon
Recommended Dress: Business Attire

FPRA Hall of Fame Networking Golf Outing
Recommended Dress: Dressy Casual Recommended Dress: Golf Attire

Special Needs Request

If you are disabled and need assistance or special accommodations, please let us know by indicating your needs below:

Name Phone

Special Diet Request

Vegetarian meals only available if requested in advance. [ Vegetarian diet requested for all food functions.

€mergency Contact Information

Should we need to contact someone for you in case of an emergency, please indicate below whom you would like
us to contact and how best to reach that person.

Name Phone

Breakout Sessions

Please circle the beakout sessions you plan on attending. This does not commit you to these sessions.
Monday 1A 1B 1C CN1 2A 2B 2C CN2

Tuesday 3A 3B 3C CN3 4A 4B 4C CN4 5A 5B 5C

If you are not a member of FPRA, please indicate which organization you are a member of:
[ American Advertising Federation [ America Institute of Graphic Arts [ Association of Media Planners

[ International Association of Business Communicators [ Public Relations Society of America

[ Social Media Club [ Society for Marketing Professionals [ Other

Attendee Notice

Please be aware that by participating in the Florida Public Relations Association’s Annual Conference, “A
Treasure Trove of PR Strategies & Tactics” you are automatically authorizing the Florida Public Relations
Association (hereinafter “FPRA”) and its employees, agents and assigns to use your name, photograph, voice, or
other likeness for purposes related to the mission of FPRA, including but not limited to publicity, marketing,
websites, other electronic forms of media, and promotion of FPRA and its various programs. Contact information
to be included in Conference Attendee Directory.



2012 — 2013 Slate of Officers

Conference Lodging

The Renaissance World Golf Village Resort President.......uuuieiiceniiiiniiininnnnnnnninniiineesessssssssssssssssssssssssssssssssssssssssssns Jeff Nall, APR, CPRC, Pensacola Chapter
500 South Legacy Trail President-Elect .......ecreeiiiiiinniinnnnniinnninneeennnsennesseesssssssssssssssssssnnnns Chris Gent, APR, CPRC, Orlando Area Chapter
St. Augustine, Florida 32092 Immediate Past President ......ccccceeeiiiiiniinieennennnnnnesseesscsssssnes Melanie Mowry Etters, APR, CPRC, Capital Chapter
1-888-789-3090 VP Accreditation/Certification .......cccevccneeeeiiiccccsssssssssnnnecennnnees Susan Ennis, APR, CPRC, Orlando Area Chapter
S dvourself with comfort. excitement and VP Annudl Conference .........uueeeeeeeccssisssssssssssnnsniinsennssesssssssssssssssssssssssns Gordon Paulus, APR, Pensacola Chapter
azle:;re th the beautifully trar;s formed Renaissance VP Chapter SErvices.......ceeuuuimmrerrscsssssssssssssssssssssnssssssssssssssssses Danny Kushmer, Dick Pope/Polk County Chapter
World Golf Village Resort in St. Augustine, Florida - . VP Communications & Public Relations ......cccceiiiiiiiiiiinnneennnneenennecsssssssssssnnes Laura Byrnes, APR, Ocala Chapter
home of the one-and-only World Golf Hall of Fame. VP FINONCE.ccoiiiiiiiiiiiiineeennnieemmsssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss Paul Ramey, APR, Gainesville Chapter
The resort features freshly renovated rooms and suites VP Golden IMAQGE ....ueieruiienninisninsssiossnsnssssssssssssssassssssssssssssssasssssassosssssssassssse Tina Banner, APR, Ocala Chapter
- fejaturing flat-panel TVs, spajinsp.iréd bathrooms, VP MeMbEr SErvices .....ceveerreerreeereeereessaesssessseesssessseessassssesssesssasssases Carla Ulakovic, Southwest Florida Chapter
2{;152?:10;51;?oi?:gzy;zagyu(;z:;e dining, Serenata Beach VP Professional Development ........ccccoiiiiieeniinniiiineennneeemnnssessssssssssssssssssssssnnes Ryan Gerds, APR, Ocala Chapter

VP Technology ....ccciiiiieeimnmmmmmnnncssiinsssissssssnnsnnnnssnnsssssssssssssssssssssssssssssssssssssass Heidi Otway, APR, Capital Chapter
Guest rooms are $139 and one bedroom suites are $189. Student Chapter Services Chair........uuueeisseciiiisnissnennnnnnniiieeeessssssssssssssssssssssss Katy Robinson, Gainesville Chapter
* No resort fees Counselors’ Network Chdir.........cccuuvueeenenreessssssssssnnnes Colleen Thayer, APR, CPRC, Central West Coast Chapter
* Complimentary self-parking. Valet parking is optional, FPRE Foundation CRair........ceeeereeeereeeneeeneeeseesseessaeesseessesessesssnenns Suzanne Sparling, APR, Space Coast Chapter

$10 per night.

* 10% discount for all attendees at the Spa

* Complimentary use of Health & Fitness Center,
24 hours

* Reduced fees for golf, depending on tee times and
course selected

* Complimentary shuttle service to and from historic St.
Augustine attractions and shopping
(see shuttle schedule below)

Complmenma sl it o S Ausnine Outler Ml FPRA means |
public relations
In Florida!

Hotel Shuttle Information and Schedule

Please proceed to the front entrance of the hotel to catch the St. Augustine and Serenata Beach shuttle. To catch
the shuttle from St. Augustine, the pickup location is at the Old Town Trolley Welcome Center, left of Ripley’s
Believe it or Not. There is a bench with the Renaissance hotel logo.

Complimentary Shuttle Schedule to Downtown St. Augustine and the Serenata Beach Club
Space on the shuttle is limited and available on a first-come basis. Serenata Beach Club is closed on Mondays.

; ; ; The Florida Public Relations Association’s 74th Annual Conference is just one of the many
Departing the Renaissance St. Augustine Serenata Beach Club ways your FPRA membership is working for you every day.
10:30 a.m. 11 a.m. (Drop-Of; 11:15 a.m. (Drop-Of; . .
- o 5 o ](3 mpoffﬂ 1 Pick 515 o ; mpof v * A network of more than 1,000 top + The nation’s oldest association for
5: p-m. ; 13"0““'( “g” C‘;‘? o) 5‘ ; e (P.rip’ ﬁd Bronof public relations professionals. public relations professionals.
P 6:15 b EP,rip' ) b 45 pm. (Pickup and Drop-Off) * Increased earning potential. + Chapter and statewide professional
:15 p.m. (Pickup . . i
9:15 p.1m. (Last Pickup) 9 .. (Last Pickup) - Opportunities for professional development opportunities.
o P P b P Accreditation and Certification. * Peer recognition.
11 p.m. (Last Pickup Fri. and Sat.)

You receive all this and more with FPRA membership ...
Premium Outlets G{ft Bag still the most affordable investment you can make in your career!
Be sure to redeem your voucher for a coupon book at Premium Outlets in St. Augustine. Special FPRA vouchers

are in your conference bag. Simply present the voucher at the mall information desk to receive the coupon book
and a special gift bag. Complimentary shuttle service to Premium Outlets is available through the hotel.

Discover today how FPRA has been
A . p—rt— ,... P Ea /,__ Enhancing the Profession Since 1938. FP
{22 88 EFPRA FPRA 74th Annual Conference / Renaissance World Golf Village Resort H WWW.fpra.Org Flo”da Public Relations Assaciation

ida Public Relations Association
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Florida Public Relations Association GAINESVILLE FL

40 Sarasota Center Blvd. Ste. 107, PERMIT 537

Sarasota, FL 34240
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Register Now

for this year’s premiere public relations
professional development event!
Hear from world-class speakers hailing from
top global corporations, powerhouse industries

and national marketing firms

... all at a fraction of the cost H ("][ STy

of similar professional development [ I R ”-[J].' }

opportunities!



