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A letter from the President, 
Chelsey Rodowicz  

This year, I could not have asked for a better group of 
people to work with. Together, we provided our members with 
so many unique opportunities and brought this Chapter to new 
heights.  

We revamped our general meetings to bring our members 
more hands-on learning experiences from how to work through a 
crisis to social media tactics. We were even lucky enough to have 
Abby Stollar Ecker, our past president, come back to talk to us 
about life since graduation. Jamie Lawlor and I had the 
opportunity to travel to Albuquerque for the PRSSA 2013 
National Assembly where we learned so much from other 
Chapters that we could bring back to our own. As our 
organization grows, we hope more members will be able to have 
these experiences as well.  

Next year, I can only imagine that our new executive 
board, with Jamie at the head, 
will continue to progress, 
increasing active membership 
and further engaging our 
members with new 
opportunities.  

Continued on page 2 
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President’s letter, cont. 
I hope that our relationships established this year with 

our neighboring Chapters at Drexel University, Rowan 
University and Temple University will continue to grow and 
even more relationships can be cultivated in the coming 
years. These are especially important to lend to our own 
Chapter development.  

PRSSA is a great resource both nationally and locally. 
I cannot express my passion for this organization enough and 
I’m so excited to be a part of it again next year, recording our 
Chapter’s history and maintaining our relationship with PRSSA 
National. I know that PRSSA-UD, although it has already 
accomplished so much, will continue to improve and flourish 
through the fantastic leaders that thrive through PRSSA. 

Enjoy your summer and please keep us updated with all 
of your internship or volunteer stories. Also, as always, if you 
have any questions, please do not hesitate to reach out to me this 
summer. 

All the best, 

Chelsey Rodowicz, PRSSA-UD President 

Winners of the PRSSA 
Challenge, a “crash course” 
in strategic communication. 

#SEUDPRSSA Chat – 
Personal Branding  

In April, PRSSA-UD along with PRSSA-SE, a chapter in Missouri, co-hosted #SEUDPRSSA chat, 
a Twitter chat that focused on personal branding. Both organizations invited their members as well as 
other PRSSA chapters and PRSA members to participate. Matt Prince, social media manager at 
Disney, chatted and gave his tips on personal branding to students and to professionals.   

PRSSA-UD looks forward to co-hosting Twitter chats with other PRSSA chapters in the future and 
sees it as a way for members to start expressing their thoughts and for them to network with 
professionals in the field.  
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The Department of 
Communication celebrates its 

40th Anniversary 
By Gabrielle Wamboldt 

1

The Department of Communication at UD 
looks forward to celebrating its 40th anniversary 
in the 2013-2014 academic year. The department 
has a lot to be proud of based on the 
accomplishments of its students and faculty 
throughout the past 40 years. 
 
Founded in 1973, the department was in its 
infancy for the first 10 to 15 years as it began to 
develop into the thriving system that it is today. 
Prior to when communication was offered at the 
University of Delaware, it was assumed by the 
College of Arts and Sciences that those who 
wanted to learn and teach mass communication 
should be in the Sociology Department, and 
interpersonal communication should be in the 
Psychology Department.  
 
Communication was not considered a legitimate 
academic discipline by the College’s 
administration at the time. Overruled by Arthur 
Trabant, the president at the time, amongst 
others of higher power, there was a national 
search for a department chair that led to the 
hiring of Professor John Courtright in 1987. 
With the exception of current Professors Dee 
and Haslett, who we are proud to say, have been 
with the program since the beginning, the 
majority of the current faculty were hired or 
arrived shortly after Courtright in the early 

2

1980s, when the department doubled in size. 
  
The Department of Communication has 
established itself as a scholarly academic 
discipline in the past four decades. It takes a 
primarily social scientific viewpoint to 
communication with an emphasis on research, 
but also includes theory as well. The University 
of Delaware focuses on offering communication 
as an intellectual activity, as opposed to just 
learning the technical skills. It provides its 
students with a wide variety of knowledge and 
skills that opens more doors in the workforce.  
 
Many of the Department’s faculty have received 
national awards and have published articles in 
academic journals based on their research.  
Most importantly, the department has received 
constant positive feedback from its students.  
 
“Being a communications major is great,” says 
junior mass communication and political science 
double major Nikki Vandevliet. “You are in a 
major that is not stagnant like so many others. 
Professors constantly bring fresh material 
concerning current affairs and utilize 
technology.”  
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Continued from Page 3  

Students have also positively commented about taking a balance 
of both mass and interpersonal communication when working 
towards making the major.  
 
“I find all the information we learn so interesting,” says Anna 
Tabatchnick, mass communication major. “The interpersonal 
classes help you grow as a person while the mass communication 
classes help you understand the growing media.”  
 
The department plans to celebrate their anniversary in a way that 
is both low key but also focuses on raising awareness of all its 
accomplishments to both current students and alumni. They 
hope to have a mini conference in the spring of 2014 or fall of 
2015. They also hope to have a symposium within the next 
school year for those who did research in the department. their 
experiences and how it had helped them now.  
 

During homecoming, they hope to have a reception at a Main 
Street restaurant for the alumni to both reconnect and network 
amongst each other. Finally, during Alumni Weekend of 2014, 
the Department hope to have a big alumni gathering for a video 
montage, exhibiting their experiences and how it had helped 
them now.  
 

1

Do you Vine?  That seems to be the question of 
2013 for social media and public relations 
experts.  Vine, a mobile app that enables users to 
film and post six-second video clips, became the 
most used video-sharing app in the market in 
less than four months.  Twitter purchased Vine 
in October 2012 during its primitive stages.  The 
app launched in January 2013 and took off. 
   
Brands have begun to effectively utilize Vine to 
engage existing and prospective key publics.  
This app gives public relations professionals a 
chance to let their creativity shine.  Due to the 

2

time and filming constraints, Vine forces users to 
think outside the box.  The app does not allow 
users to edit the video, add text, add special 
effects, nor zoom.  The camera only records 
when the screen is pressed, giving users the 
ability to create stop-motion videos. 
 
Vine’s six-second time limit makes the app 
unique.  Twitter’s micro-text posts have been 
translated into video format.  If users click on a 
Vine, they are guaranteed to watch the entire 
thing.  In addition, the video loops so that 

Do you Vine? How brands can use Vine in their public relations outreach 
By Joey Silver 
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viewers will most likely watch it multiple times simultaneously.  Brands have never had this kind of 
power before. 
 
Similar to most social media sites, users can add friends, leave comments, and like videos.  As an 
extension of Twitter, Vine has implemented the hashtag (#) and an @mentioning system so users can 
tag others. 
 
One of Vine’s early adopters and most popular users, Khoa, has 
piqued the interest of multiple brands.  Coke contacted him due to 
his innovative use of the app.   
 
When asked about his artistic background, Khoa said, “I’m just a 
regular person; I dabbled some in small animations, but nothing too 
big. I don’t have much of a background with the arts.”  Anyone can 
partake in the Vine movement. 
 
Brands such as Dove, Malibu Rum, Urban Outfitters and Lucky 
Magazine innovatively use Vine to gain brand awareness.  There are some things to remember when 
filming the next Vine masterpiece.  Too much content jammed into six seconds can look sloppy and 
unprofessional.  For example, recording six or seven movie clips as a sneak preview would look messy.  
Three separate two-second clips would be more effective.  The sound of a Vine can get distracting and 
take away from the message.  If a song is playing, it sounds choppy.  Silent Vines may prove to be more 
successful.  Lastly, camera stability is key.  A Vine with an inconsistent distance from the subject can be 
unclear and cause dizziness. 
 

Public Relations: A Glimpse into the Future 
By Kimberly Teschemacher 

To predict the future of public relations, we must first examine how the industry has evolved. Years 
ago, social media outlets such as Twitter and Facebook did not even exist. These social media outlets 
have the potential to reach thousands of followers with a single 
post, which is a powerful tool in public relations. Now, the once 
considered “convenience” of social media is now a “requirement” 
for success in public relations. An organization with strong social 
media presence is able to stay connected with the audience and 
inform them on any happenings, which maintains a strong 
relationship.   

However, an organization solely posting on social media is not 
enough. Now and in the future, it will be crucial for public 
relations practitioners to differentiate themselves with interesting posts to engage the audience. 
Further, iPhones and smart phones facilitate the convenience of social media. With applications for 
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Facebook and Twitter, social media is at the palm of consumer’s hands 
anytime, anywhere. Therefore, offline tactics may have survived 15 years 
ago, but they are no longer relevant in public relations due to the rise of 
social media.  

The computer, Internet, smartphone and social media sites have 
revolutionized public relations, but what is the next technological 
advancement? Pinterest has the potential to make an impact in public 
relations by providing visual communication between a company and the 
audience. Also, new technology such as the tablet will foster new 
opportunities by providing convenience. QR codes, small codes that 
connect to further information or sales promotions on a website, will also 
grow within the next 5 years. Organizations use QR codes to invite the 
audience to scan a bar code on their smartphone, which will direct them to the organization’s website 
or provide them with extra information or promotions. QR codes are interactive, which fosters 

customer loyalty. Lastly, SEO or search engine optimization, where an 
organization can better promote their information on Google through key 
words, will become increasingly popular for public relations. Organizations 
can capitalize on these new technological opportunities, and public relations 
practitioners must be prepared to embrace these technology changes to succeed 
in the competitive workplace. 

Traditional media relations will prove less effective as public relations 
techniques advance within the next five years. The newspaper industry will 
weaken due to the Internet and tablets as news sources. Local news can easily 
be downloaded on tablets, or searched within seconds on Google, which is 
more convenient than flipping through a traditional newspaper. Further, where 

the audience would previously turn to a magazine or newspaper for reviews, they can now easily 

A Trip to Brownstein Group 
By Betsey Coulbourn 

Of all the businesses on Broad Street in Philadelphia, the Brownstein Group is most notable because 
of the bright red doors at the entrance of their agency. The Brownstein Group, the oldest and largest 
agency in Philadelphia, began providing services in 1964. The agency handles not only public 
relations and social media, but also brand strategy, digital media and advertising. The multifaceted 
firm also handles a variety of clients, such as Ikea, Campus Apartments, and the Philadelphia Auto 
Show.  

PRSSA-UD jumped at the opportunity to tour the Brownstein Group to learn about the company 
culture, how the public relations department functions, and about the members of the public 
relations team. 

From a first look at the agency, the word modern comes to mind. 
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From the highly functional Ikea furniture to the newly renovated office layout, the Brownstein Group 
office possesses a contemporary setup. The office spans a total of three floors, with the public relations 
team housed on the seventh. Human resources coordinator Mara Sardella led the tour of the public 
relations department. The work hard, play hard mantra was the dominant theme in the office.  

Employees work in an open floor plan that lends itself to teamwork and 
idea collaboration. One conference room equipped itself with tools to 
run a business meeting and a Rock Band game console. All employees 
walking through at the time of the tour had a funny quip or kind word 
to shout out to Sardella or the PRSSA-UD students. Once the tour 
ended, public relations director Erin Allsman sat down with PRSSA-
UD and discussed the functions of the public relations department.  

Allsman has spent six years with the company. Her work, as well as the 
work of other associates in the public relations department, focuses on 
pitching, media coverage and client relations. The amount of work 
Allsman spends on each client depends on their needs. A high-touch 
client needs a lot of interaction from her, whereas a low-touch client 

only needs an initial consultation.  

Recently, the Brownstein Group added social media to their list of 
public relations services. Since 2009, Allsman and her team have 
managed social media accounts for various clients. Allsman said, 
however, that most clients request traditional forms media coverage. 
Allsman and her team members also shared valuable insight with 
PRSSA-UD. She encouraged future public relations professionals to 
use more than internships as a selling point to agencies. When 
considering a potential employee, she looks at a person’s knowledge 

of the field in addition to other factors, like their charisma. To her, that counts for as much as 
experience does. Account supervisor Sean Carney added that one should always be operating at a level 
above one’s job. Carney said that by working for the job one wants, management is more likely to 
consider that person for the position. The Brownstein Group offered PRSSA-UD a valuable learning 
experience and an inside look into the workplace of a public relations agency. Every student took away 
valuable information for their future careers in public relations. 

Five reasons why Oreo is PR’s favorite brand 
By Keri Betters 

“Oreo: Milk’s Favorite Cookie.” Just the slogan alone makes you want to rush to the grocery store, grab a 
family-sized package of double-stuffed Oreos and a gallon of milk, and settle down with your favorite movie 
for a night of pure relaxation.  

Is it the cookie that makes you feel this way or the public relations team behind it?  
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Regardless, individuals aspiring to work in the field of public relations can learn a thing or two about Oreo’s 
public relations team. The brand, celebrating its 101st  birthday this year, recently blossomed from just 
another brand on the shelf to World’s Most ‘Liked’ Cookie on Facebook. How can this be? Easy. Dunk your 
Oreos into a glass of milk and check out the five reasons why Oreo is PR’s favorite brand.  

2) Once you have a brand identity, keep it. Oreo has made a name for itself. When one thinks about 
Oreo, they naturally tend to think about milk. Oreos and milk have become a popular dessert 
preference and for good reason. Not only is the combination genius, but so is the branding idea. 
When trying to create a brand, ask yourself: Who are you and what do you do? For Oreo, the 
answer is simple: I am Oreo and I am Milk’s Favorite Cookie. Once you’ve discovered who you want 
to be, sticking to it is critical. In the world of public relations, being unique is synonymous with 
staying consistent. Keeping your brand identity doesn’t have to be boring, but to be successful, 
confidently and constantly sticking to who you are is extremely important.  

 
3) Social media can be your friend. Social media, a popular way brands reach their audiences, can be 

particularly useful. Facebook, Twitter, Instagram, YouTube, Vine…the list goes on and on. With so 
many choices, one might wonder how to ‘stick out from the crowd’ and make an impact. For Oreo, 
interactive sites like Facebook and Twitter prove to be the most successful because the sites allow 
Oreo to post witty pictures of its products. However, just because Oreo joined Facebook, doesn’t 
necessarily mean your brand should, too. Where are your fans? Are they on Facebook or are most of 
them on YouTube or Vine? Social media can be a useful tool, but only if used in a wise and 
purposeful way. Figure out what works for your brand and use it to your advantage.  
 

4) Listen to your audience. Oreo does a great job of this. Once you figure out where your audience is, 
connect with them. By joining Facebook, Twitter, Instagram, and YouTube, Oreo quickly became its 
fans’ best friend. The company created smart-phone apps, YouTube videos, downloadable songs, and 
online games. Why did it do all of this? Oreo’s audience requested it. If you want to be heard, you 
must also listen. What does your audience want and what are they saying about you? Just like in a 
personal friendship, you must listen to your audience’s desires and take them into consideration. 
Figure out what they want and make it work.  
 

5) Keep your message “with the times.” Although keeping a consistent brand is critical, adjusting the 
actual message is necessary. Oreo repeatedly excels at this. When the lights suddenly went out during 
the 2013 Super Bowl, Oreo immediately posted a picture on its social media outlets with a caption 
that read: “You can still dunk in the dark.” The brand stayed consistent (Oreo is Milk’s Favorite 
Cookie), but the message appeared at a time when it would be most understood. If Oreo had waited 
until after the game to post the picture, the message would have been pointless and unmemorable. 
Stick out from the crowd, think quickly, and stay current.   
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The Semesterly Writers 

Gabrielle Wamboldt  
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Kimberly Teschemacher 

Betsey Coulbourn 

Keri Betters 

Chelsey Rodowicz – PRSSA-UD President 

Bobby Schrader – Editor and PRSSA-UD Public Relations 
Director 
 

1) Have a personality. Be professional, but be personal. Celebrate the little joys in life. One way Oreo 
does this is through creative and fun-natured contests. A recent contest it held focused around funny 
pictures of pets. The company called it: Oreo Pet Show. Fans submitted pictures of their adorable pets, 
Oreo picked its favorites, and fellow Twitter followers and Facebook fans voted on their favorites. Oreo 
took a break from promoting itself and focused on its fans. The contest not only gave Oreo visibility as a 
brand, but it also portrayed that the company didn’t have to be “all business all the time.” 

Through staying innovative and taking advantage of social media, it’s easy to see why Oreo has developed 
into a desirable (and delicious) brand. By sticking to its identity, listening to its audience, and keeping up 
with current events, Oreo has simultaneously become the cookie of preference and the genius of public 
relations.  

Thanks for a great year, PRSSA-UD! 

Keep in touch: 

Facebook: Public Relations Student Society of America at UD 
Twitter: @PRSSA_UD 

Website: www.prssaud.com 


