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The best job In the world

PR professionals work with talented people and important issues in a range of fascinating fields

e have heard a lot
about ‘the best job in
the world’, thanks to
award-winning work
by Tourism Queens-
______________ land. But I think the
best job in the world has nothing todo
with tropicalislands.

This may surprise recession-poun-
ded, physically exhausted and emo-
tionally drained fellow practitioners,
butIthinkweinPRhavethebestjobsin
theworld.Weengageatthemostsenior
level with brands,companies and iss-
uesacrossafascinatingrangeofsectors.
Wehelp productswin distribution and
sales, support great corporations in
communicating with their many
stakeholders,and address knotty soc-
ietal issues in important areas such as
health and climate change.

The mix of talents needed in PR-a
good intellect and quick, street-wise
mind to assimilate masses of informa-
tion quickly - also makes for somevery
special people forustowork alongside.

Youneedtobeobsessivelyinquisitive
with a sponge-like passion for absorb-
ing news or issues and spotting trends
early.And you have to be a salesperson
par excellence - selling your clients,
yourideasandyourself.

Fascinating client work, wrestling
with important issues and working
alongside talented colleagues all adds
up,I think,to the best job in the world.
And when we are at our best, I have no
hesitation in saying PR is the senior
service of all the communications dis-
ciplines,holdingtheringinthebigtent
of integrated communications.

In reality things can look a little dif-
ferent.with theirbigbudgets,advertis-
ingand mediaoftentakecentrestageby
default,laying claim to strategy as well
asallthelatesttoolsandchannels-dig-
ital/social media,sponsorships,brand-
ed contentand events.

But when things get serious (take-
overs, crises, strikes, bet-the-company
decisions),towhomdoCEOs(and prime
ministers) turn? PR professionals.

Views in brief

Which three words best describe the perfect account manager of the

future?
Bright, inquisitive and digital-savvy.

What were/are the essential elements of your most productive client

relationship?

Trust, honesty and professionalism are givens. Genuinely caring about the
brand/corporation and feeling part of the in-house team in terms of the thrill
of winning market share and out-thinking competitors — sharing the gain and
the pain in the ruthlessly competitive environments in which clients operate.

Seniorclientswantwiseadvicethatinf-
orms all the organisation’s comms
channels - and we are best equipped to
deliverthis.Weneedtoensureanongo-
ing supply of rounded professionals.
One obstacle is a growing trend for
new entrants to PR to specialise too
soon.Of course, all of us over time dev-
elop certain preferences, but this is
very different from wrapping yourself
inthe comfortblanket of the specialist.
PR leaders of the future need cross-
sector experienceand tosoak upall the

businessand popularculturenewsand
trendstheycan.

Peoplewhose specialismleansthem
towards the corporate or b2b side still
need to know about Jay-Z and Dizzee
Rascal,follow The X Factor/I'ma Celebrity/
Strictly,and listen to Chris Moyles or
JohnnyVaughan.Equally,peoplewhose
specialism is brands/consumer mar-
keting need to know something about
quantitative easing, listen to the Today
programme,and get beyond the colour
supps of the The Sunday Times.

The French composer Hector Berlioz
saidofhiscontemporaryCamilleSaint-
Saénsthathe‘lacksinexperience’Those
of uswho seek to advise business lead-
ersalsoneedtolackinexperience.Inan
industry increasingly polarised bet-
weentacticallydrivenstunt/consumer
agencies and strategy-led consultants
long on advice and short on action,we
need peoplewhocandeliverboth pearls
of wisdom and beads of sweat.

Whatademandingyetendlesslyfas-
cinatingbusinesswearein.Andwhata
time tobeinit.The ancient Greeks said
a town should grow no larger than the
size ofacrowd that could hear thevoice
of one man.Byharnessing digital com-
ms,wecannowfitalmostallof human-
kindintoourvirtual town.Just think of
allthe opportunitiesthatopenforusin
PR to ‘own’ digital,shape opinions and
growglobal markets for our clients.

Yes.Thisisthebestjobin theworld.
Graham Lancasterischairmanof Euro RSCG
Biss Lancaster
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