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10 years In PR:

A Hayslett Group Anniversary
Chatting with CEO Charlie Hayslett

So, you're celebrating 10 years in business. What's
your reaction to making it this far?

CH: A combination, | think, of at least three things, and |
guess the first is amazement that it's already been a
decade since we hung out the shingle. The second is
a very, very deep sense of gratitude both to our clients
and to the terrific people who have been part of this
company. And the third is enthusiasm about our future.
I think we're well positioned to take advantage of the
economic turnaround that seems to be coming.

What made you decide to start your own business?

CH: | had wanted to for as far back as | can remember.
Back when | was a reporter with The Atlanta Journal, |
thought that someday I'd want to own and operate a
small paper somewhere, maybe back in my hometown.
But then | had three daughters and | had to get a real
job, and over time the focus shifted to trying to establish
a communications shop. Plus, people have been telling
me my whole life that | had an entrepreneurial streak
and that sooner or later | would try something stupid. |
guess this is it.

What made you think it

could work?

CH: Well, | had worked for two
larger agencies, both good
shops, and | had worked at a couple of major
corporations. The old C&S bank - now part of Bank

of America - briefly in the early '80s, and then BellSouth
for 10 years. | had agency experience and had been
on the client side, and | had a strong sense that there
was an opening for a communications firm built first
and foremost around talented, seasoned, senior-level
practitioners, and with a very strong service ethic.

I've always believed that if you could assemble a
talented team, you could sell it, and that if you
delivered valuable service at reasonable prices,

clients would continue coming back to you. | believed
that on day one and nothing's happened since to
change my mind.

And after 10 years, what do you think?
CH: Believe it or not, | still enjoy it. The thing is that,
the tough times, and the challenges, never stop coming.

Believe it or not,

| still enjoy it.

You have to just step back and say, okay, | can get
through this, and you just bear down, and persevere
through it. The economic downturn with 9-11 and staff
and partnership changes, all represent dips, but we are
still here, and in many respects we are stronger.

What's been the hardest thing to handle or adjust to
over the years?

CH: That, inevitably, people leave, that things change.
We've been very fortunate over the years in that we
have attracted very talented and capable people, and
from time to time a client or a larger
agency will come along and snatch
somebody up. Or peoples' priorities
change and they decide to do some-
thing different. | remember when the
very first person we hired was
recruited after a couple of years by
one of our clients. It really got to me. | hated to see
her go, even though | knew it was a good career move
for her. Then one day several years after that, she
called me out of the blue to tell me how much she
appreciated the opportunity we had given her. That was
personally very rewarding.

How would you describe the culture at
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CH: First and foremost,
Employee Profile
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Hayslett Group Scores in Competitions

For the sixth year in a row, Hayslett Group has won
numerous awards from the International Association
of Business Communicators (IABC) and the Public
Relations Society of America (PRSA). Thanks to all
of the clients who made it possible!

IABC 2004 Golden Flame Awards
Golden Flame: Writing - Feature Writing
Georgia Alliance of Community Hospitals

Silver Flame: Writing - Speechwriting
Atlanta Public Schools

Bronze Flame: Special Event Piece
DeKalb Medical Center

Bronze Flame: Graphic Design - Logo
Hayslett Group

News around the Firm

This past October, Gwinnett
Hospital System broke ground
~ for a new hospital in Duluth,
Ga. The event, planned by
Hayslett Group and Gwinnett
Hospital System featured Gov.
Sonny Perdue as a speaker
and garnered television and
front-page newspaper
coverage.

A Peek at HG Events /

PRSA 2004 Phoenix Awards
PRSA Phoenix - Writing - Editorials/OP-ED
Atlanta Public Schools

PRSA Phoenix - Speechwriting
Atlanta Public Schools

PRSA Certificate of Excellence
Georgia Alliance of Community Hospitals

Anniversary - Continued from Cover
brainstorming about our position in the marketplace
and how we wanted to be perceived. | can't
remember who came up with the line, but the motto
we left with that day was "Client Service: First, last
and always." It's obviously stuck, and it's
something we're serious about and that | hope
permeates and shapes the culture. So that's
number one. Number two is that we try to maintain
a flexible, collegial workplace, and | hope this is a
place where people enjoy coming to work, at least
on most days.

Any favorite client or success stories?

CH: | guess there are three that immediately come
to mind. They were big successes and made a real
difference for the clients. In the late '90s we were
brought in to quietly organize communications
support for a new high-technology initiative being
planned by the Georgia Department of Industry,
Trade and Tourism. Our rollout program generated
a massive amount of local, national and
international publicity, helped attract the first new
corporate sponsors and set the stage for a
successful effort to convince the General Assembly
to put about $12 or $13 million in funding into the
program. Second | would mention the Clean Water
Initiative for the Metro Atlanta Chamber of Commerce.
We had a very finite budget, but managed to
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generate about a million dollars' worth of publicity
and were able to show through polling data a
significant increase in public awareness of the water
quality problem and public willingness to address
the problem, including support for a tax increase.
As with the high-tech initiative, this campaign set
the stage for a successful legislative effort, this time
to create a new body to deal with the metro area's
clean water problems across political jurisdictions.
And finally, our Georgia DOT Work Zone Safety
campaign. Georgia at the time was experiencing a
very high number of highway work zone accidents
and deaths. We convinced DOT to redirect their
messaging and pushed through a really innovative
campaign that included earned media, paid media
and community outreach. The result was that
during the campaign period work zone deaths fell
by more than 55 percent compared to the same
period the year before. Communications actually
helped save lives. That was very powerful.

Looking forward, where do you think the business
is headed?

C: The model has shifted from telling people what to
say - traditional "PR" - to counseling them on what
to do. That's what we've been about for a long
time. At first, clients didn't quite know what to make
of it: "What do you mean | may not need a
brochure?" But more and more, we're now being
brought in on the front end, to help develop the
communications strategy for a company or
organization in tandem with the overall strategy.

service to our clients. We appreciate your comments, suggestions and ideas
for the newsletter. Please email your input to mclark@hayslettgroup.com. Because if you haven't got the strategy nailed,

honestly, the brochure's not going to help much! e




PR101

It's amazing how much
technology has changed in 10
years. The Internet — that
communications organism on
which so much global commerce
relies — is still evolving and
changing the way companies,
organizations and audiences
interact. Most companies have
Web sites, but many are ready to
re-evaluate their sites as their
audiences’ capabilities evolve
alongside technologies. During
this process, don't get swept up
in the new and stylish looks
technology offers and forget the
real purpose of your site, and
ultimately, the users of your site.

To keep your site both modern
and functional, ask yourself the

following questions before
exploring flashiness:

Is your site...

Profile

Jacqueline Parker

fessional achievement was being voted the “most likely
to ask for a special order” at a restaurant. She is also
known for her knack for presenting opposing view-

Fast? How many times have you
given up on slow-loading sites
and moved on, rather than wait?
64% of people still use dial-up
access at home, and only 69%
have broadband access at work.
What does your audience use?

With respect to
monitor screens,
size does matter.

Will your site load quickly on a
dial-up connection? Internet
usage polls show people will wait,
on average 8 to 10 seconds
before they...click....

Easy to enter? Ever get a prompt
that insists you download a flash
player, or one that notifies you
that your computer is not [“insert
tech term here"]-enabled to show
you a site? Not everyone has the
time/desire/patience to take extra

Hayslett Group
Vice President
Jacqueline
Parker’'s most
recent non-pro-

points, earning her the nickname, “Devil's Advocate.”

“You'd think | would have entered the legal

“My big goal
is to visit six

Web site Update: Function Before Flash

steps just to visit your site. You
can lose people before they even
enter your site if you make it too
complicated. Keep it simple.

Compatible? While the majority
of surfers use Internet Explorer
and a PC, keep in mind that
some visitors to your site might
be browsing from a Maclintosh
platform, or using Netscape.
Does your site accommodate
platforms and software other than
the ones you use? Not sure?
Always test your site on multiple
platforms and browsers.

Trim? With respect to monitor
screens, size does matter. The
average monitor is 800 x 600;
the width of your site should be
the same. If your site is bigger,
that's okay, but make sure text
and navigation don’t drop off if
minimized. Even users lucky
enough to have larger screens
often surf in smaller windows.
Continued on Back

When she’s not working, Jackie loves traveling, often
with daughter Chloe. Longer excursions, like a 2001
trip to Africa, offer an excuse

to have some solo time.

Her next major trip?
Brazil, a country
she’s wanted to
visit for a while.

Jackie and
Chloe on a
recent trip 4
to San
Fransiscg

profession,” says the lllinois native. “But | was always
intrigued by a career in journalism.”

After graduating from University of Missouri-Columbia,
Jackie wrote for several newspapers, including The
Indianapolis News. A desire to grow beyond her
Midwestern roots led her to Atlanta 15 years ago.

Flourishing in the South, Jackie served as vice
president, media relations, for a national public
relations agency. In addition to eight years of agency
experience, she gained a corporate communications
background working for H.J. Russell & Company and
the National Data Corporation.

continents,” Jackie

says. “Though | must
admit | have no plans

to travel to Antarctica, just
visiting my home state of lllinois in the winter is too cold
for me!”

Although a self described movie buff, Jackie may
hold one additional distinction among people of
her generation.

“I've never seen one Star Wars or Godfather movie,”
she says. “The Godfather Trilogy would probably go
unopened in my house!”
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PR101- Continued from Inside

Easy to navigate? Is your Web design so clever and
quirky that navigating it is difficult? The best sites are
informative without resembling a maze. Use a search
engine or site map in addition to clear navigation.

Equipped with accurate contact info? There should
be a phone number, e-mail address and a mailing
address listed for your company — yes, all three! A
visitor should be able to find the numbers easily.

Up to Date? Make sure your content, press releases
and news are up to date. Has your company changed
addresses or phone numbers? Have you discontinued a
service or product? Nothing is more irritating to a visitor
than finding outdated information on a Web site.

These are only a few guidelines to make your Web site
as successful as possible. If you'd like to learn more
about improving your company’s site, contact us at
(770) 522-8855. Hayslett Group can enhance your
online presence to work seamlessly with your other PR
and marketing tools!
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Lunch
Learn

Feed your mind & body...free!

s

Hayslett Group would like to invite you to join us for a casual
Lunch & Learn. Nibble on lunch, chat with other professionals
and take in an IABC sponsored teleseminar.

Integrating Print and Online Communication Vehicles
Thursday, February 24, 2005 10:30am - 12:00pm

Please RSVP to mclark@hayslettgroup.com to reserve your
spot. For more information on the event visit this issue of
Communique’ online at www.hayslettgroup.com.

A past Lunch & Learn guest comments on her experience:

“Great idea! It was so interesting to see so many bright professional
women in one room! Thanks Hayslett!”
- Lori Urbaniak, Wood Partners



