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Glamorous networker and Editorial Intelligence
founder Julia Hobsbawm does lunch with Cathy Wallace

ulia Hobsbawrn basa pair

ofsparklysilverConverse

trainers i her ove

pintk leather handbag, zo

shican slip our of her

- ee-o Jimmmy Choos-and rush

across Lundon enee uinehowith PRWeek at
Saho House isover.

Sheisinaparticular rusheoday sheexp
sherhusband hashad
s lnee, and this has left her to deal
with the school run.se she has cancelled
all appuintments that are not a prierity,
and she is pondering whether or not ta
attend the PRWEeh Poveer Book 2000 party
later that same day. She does.

anapueration

[t is both iranic and appropriate that
Hobshawm, a glamorous and beaurifully
groomedat-somethingwholulfilsmulti-
plé Todes as o businesswoman, wile, imot-
herstepmather, PR prolessor author and
consultant, hasa worldlife dilemma, She
recentlywirate The See Sawe o book erowork!
life halance, in which she is refreshingly

hanest abour herownquest to ‘et it
T a big advocare of “flexiblism”, «
says, “Thatisthe tdea of trying to worlk as
little as possible from the office, if yourjob
allows it Easy for Hobshawm ta sS4y, pei-
haps.She did afterall found her own busi-
L Fditarinl Intelligence (B0, and her
husband, when not laid up with a knee
injury,works from bome.
Trmakestifesomuch easion, sheadmits,
Buther backing of flexibilioy in the work-
place makes her someone the fernale
heavy PR workforce can regand as leading
by exarmple, particularly whenit comes to
making difficult decisions, obsbawm
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Bromvn'swileSarah, ecanse being on call
thewhole timewas not ftting inwith the
lact Thad g growing family'.

That was not the sole reason, though.
Hohsbawm wanted to focus on her idea
for a media analysis and nerworking
business - and fonr years ago, ETwas born.
T incubated the idea for ten years, and
plated it forthree, shesays,

But not even this level of preparation
could prevent EI from teceiving
bing"in the earlyyears'Ourvarlystrapline
was “where PR meets journalis
marmnber of journalists, including former
Todny programume editer Rod Liddle, were
outraged at the 1dea.of a [ormal retation
shipwith the dark side’ But it takes more
than Liddle to hold back the woman Edel
mian CEO Robert Phillips describesas ‘a
networking nodal point of greater power
andinfluencethan Linkednand Facebonk
combined and much mere fun b oot

EL s 1,and hasthrived Hobshawm
epunts Disney, Unilever, Edelman, Weber
Shandwick and Fishburn Hedges among
her clients. Part of the success of her busi-
ness must be down to her abilicy to nec
work and the fact the PR world adores her,
‘1fivst met Julia ata fundraiser for Labour
in the 1980¢ and she brought style ard
glamour to the grey political landscape”
says Weler Shandwick chiel exeoutive
Colin Byrne,'1 love the woman.”

Hobsbawmn has learned from branding
ELa bridge’. sheis keen to emphasise Elis
atool for PRagencies, keeping profession-
alsup todate, and bringing together hey
journalists and PR professionzls through
networking clubs. There is alsoa capacity
for bespoke researcly 'Part of a trend [ see

‘adrub-

Flexible Hobsbawm juggles a busy lifesoyio,

emerging in PR s mirroring what adwver-
tising s doingand having a planaing and
s Hobsbawm,

In fact, planning iswhat will keep PR
affoat, in obshawm's opinion. PR will
survive but agencies have toembrace res
earch, planning and strategy. PR is no
rrabout having alittle black book of
ts 138 about saying we understand

research function, say

RTE

conla
what is happening in the media, we have
statistics to back up what we are saying,
and we have the strategy to deliver,

This includes thestrategy to keep pace
with the rapidly developing media land-
seape. “When 1 started in PR hundreds
of years ago, Channel 4 had not been
launched, says Hobsh:
havechanged dmmaticalby in her zsyears

. The media

onthescens, tothe pointwhere thosewho
dunotkeepupwiththe pacesreleltfar beh-
ind: Thertisageneration of peoplewhaodo
not really understand the [ull extent of
what the media do,and did.

She continuces: Tn my day itwas stand
ard PR practice Lo carpet journalists with
press releases, Your audierce could not or
would nedanswer back.!

Nowwearsinwhat Hobshawmeealls'the
age of conversation’ As with work/lik bal-
ance héreare no hard and fast roles butit
helps to be guick to adapt, even if it means

keeping sparkly trainers inone'sbag.
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What was your biggest career break?
Starting Editodal intelligence in2o05
after a 2o-year carecr in PR, We now
OFEarse moEe than 30 i_".l'(j'r'll_f..':‘r'l_'.-lr.
and run workshops with global media
intelligence business Cision, wherg
speakers Include blogrer lain Dale
EelWeonzey BP and PeterYork

Have you had a notable mentor?
WAy friend Jessica Borris of Jessica

including running media analysis and networting business Fditorial Intelligence, and looking atter a chriving family

terin the 1ggos when
wked topather on a campaign
shiehas impeccable judgment and is
someane off whom | bounce eas
What advice would you give to
anyone climbing the career ladder?
fead, watch and bearn afl the time. Bo
nok betoo amogant o deabwith the
sriall sLulT, Belwwe inwhat you dio and

thie people for whom yvou work — or the
chancesare you are in the wrong job
A Ll soores WL EE'I out the better,
What do you prize in new recruits?
We recnuit three main types of people
— JOLITG AT, 1I:'._||',"-.I_'§..1":_i -::llf::.-gui'-.u:'.,
They nieed 1o have the right track
record but also tofeel as optimistic
aboutwwhat we are dong as wvwe do_all
day and every day
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