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Courses are havingto adapt in order to keep pace
with the fast-moving media industry. Alex Black
outlines some of the most relevant ones on offer

What was the last professional training
course vou went on? What did it teach
you? Moreover, wasitreally relevant to
the modern communications industry?

The media landscape changes every
vear. More and more waysare invented
for people to consume information, so
the PRO must adapt accordingly.

While on-the-job learning — and,
arguably, comms degrees (see univer-
sity feature,p22)—areavitalpartof any
career, lraining is anintegral part of ca-
reer development. Butithasto be rele-
vant to todav’s comms environment
s0 training companies, many of which
are run by former PROs, are finally
reacting to this,

Yorkshire Water's PR and cam-
paigns adviser Aimee Laycock wenton
The PR Training Cenire’s Digital PR
Skills Workshop (see overlea).

Layeock had a genericknowledge of
what the web could offer, but wanted
to know what digital technologies

26 PRWeek 2 November 07

could do for the business. [ taught me
how tointegrate the webinto PR siral-
egies, she explains.

The course covered releasing news
onling, including key words to include
in releases for search engine optim-
isalion,

“We ran a campaign after I'd done
the course,and got more coverage than
usual because of the online release,
shesays.

[t is not just stafl who benelit from
a proper grounding in 21st-century
comms. Agencies are increasingly pre-
pared to pay for their clients (o go on
courses, [fthe people holding the purse
strings understand the power of web
20, they will be more prepared to
approve of a cutting-edge viral cam-
paignorsericsof vodeasts,

Here, PRWeek has picked out some
of the new generation of PR courses,
business  lechnigues and  training
methods,

The Dynamic World of E-PR
Run by: Aflame '
Cost: £1,750 plus VAT forup to eight
people in-house in Londaon; or £305 plus
VAT per person on an openworkshop
Duration: oneday

Aflame's course is aimed at PROs who are
suddenly being asked for advice about
wikis, blogs, podcasts and vodoasts, and
are also faced with integrating sites such
asMySpace, Facebiook, Second Life and
Flickrinto their comms sirategies,

Trainer Steve Dunne, a director of travel
PR shop Brighter, says many PROs simply
don't'speakthe language ofweb 2.0,
nevermind understand what they should
be doing withit'.

The course explains the influence of
key news sites; when and when not to
blog; how to produce multimedia press
releases; and methods fordealing with
paotentially damaging hate sites, spoof
sites or anti-sites. Also onthe agenda are







