
 
 

A A A  

O R G A N I Z A T I O N A L  

A U D I T

M A T T H E W  M O R G A N  
P E D R O  P A L O M I N O  
C A T H E R I N E  P Y L A N T  
F R A N C I S C O  R E N D O N  

 
P R I N C I P L E S  O F  P U B L I C  R E L A T I O N S  

J U L Y  2 1 ,  2 0 1 0  
 



 

I N T R O D U C T I O N   
  
 For over 100 years, AAA has been serving their clientele on the road and 
around the world. With over 51 million members across the United States and 
Canada, they show no signs of slowing down. These members enjoy “special 
services, valuable savings and priceless securities.” Through a network of 1,100 
offices and their full-service website, they provide a vast array of services in the 
following areas:  

 cars & driving 
 travel 
 insurance 
 banking 
 loans 

Founded in 1906, AAA is the nation’s largest motor and leisure travel 
organization. Since their inception, AAA has advocated for motorists and travelers 
alike, “always lobbying for driver and passenger rights, fair laws and safer vehicles 
and roads.”  
 By maintaining affiliations with automotive organizations around the globe, 
AAA has provided services to members traveling in over 130 countries, spanning six 
continents. 

 Today, approximately 25 percent of all American households belong to 
the organization.  

 27 percent of all American passenger vehicles belong to AAA members. 
 

 
T I M E L I N E  

 
[1900s] AAA helps develop the first Federal Highways and “Good Roads Bill,” 
and publishes the first road maps for automotive travelers.  
 

  
 
 
 

[1910s] AAA Clubs of Philadelphia and Delaware County 
battle against speed traps, unjust taxes and excessive 
tolls. The first AAA "Road Patrol" is initiated.  	
  



 
 
[1920s] AAA starts the School Safety Patrol for children and leads campaigns for 
posting route signs on U.S. highways. 
 

 
 

[1930s] The first formal driving training program and study materials are 
developed by AAA and the first AAA driving school opens in PA. AAA drafts model 

environmental act for highway beautification. 
 
 

[1940s] The School's Open, Drive Carefully campaign is introduced to promote alert 
driving in school zones. 
 
 
 

[1950s] AAA plays a major role in passage of legislation that 
establishes the Highway Trust Fund and paves the way for building the U.S. 

Interstate Highway System. 
 

 
[1960s] AAA pushes for installation and use of seatbelts in cars, and 
begins alcohol and drug education programs to reduce DUIs. 
 
 

 
[1970s] Programs and Educational materials are created to encourage 

gasoline and energy conservation. 
 
 

[1980s] Child passenger safety initiative begins, encouraging the use 
of car seats. National Car Care Month is initiated to promote proper car 
maintenance and help reduce air pollution. 
 

 
[1990s] AAA launches campaigns to reduce aggressive driving, and to 

boost investment in highway and bridge repair. 
 

 
 
 
[2000s] Today, our public service efforts continue in consumer protection, working 
for fairer insurance laws and relieving congestion. 
 



M I S S I O N ,  V i s i o n  &  V A L U E S  
 

V I S I O N  
For members to view AAA as indispensible 

 
M I S S I O N  

To provide peace of mind and savings for AAA members 
 

  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

Focus on What 
Matters Most to Members 

 
Continue to Focus on Evolving 

Member Needs 

 
Provide Excellent Member 

Experiences 
 

Build on Trusted Relationships 
& Sustain Trust in Brand 

 
Communicate in Ways 

Members Desire 
	
  

Leverage our 
Strengths 

 
Build Upon Our Heritage 

 
Empower Associates to 
Meet Member Needs 

 
Continue to Exercise Sound 

Fiscal Management 
 
 

Strong Foundation 
 Member First Perspective 
 Service Excellence 
 Brand Relevance 
 Financial Stabil i ty  
 Member Advocacy 

 

 Shared Values 
 Dedicated Associates 
 Learning Culture 
 Strong & Ethical Management 

Embrace Innovation 
and Change 

 
Collaborate to Grow 

 the Business 
 

Use the Full Potential  
of the Internet 

 
Continue to Leverage New 

Technologies 
 

Continually Refine Products 
and Services 



C O M M U N I C A T I O N S  D E P T .  
 

   
  AAA has dedicated professionals at the forefront of their Communications 

department. It’s because of these individuals that AAA is able to retain top of mind 

consideration amongst all their competitors.  

 
 
M a n a g i n g  D i r ec t o r :  Yolanda L. Cade 
Exper t i se : Crisis Communications, International Media  
& Club Relations 
 
Yolanda oversees public relations offices in Washington, D.C. 

and Orlando, FL. She shapes the organization’s national public 

relations and strategic communications efforts. She is 

responsible for managing all aspects of communicating public 

policy and national business line activities to the public and 

media. 

 
 
D i r e c t o r :  Geoff Sundstrom 
Exper t i se :  Travel & Financial Services 
 
Geoff oversees media relations for AAA’s member and 

consumer products and services, including Automotive, Travel, 

Publishing, Financial Services, and Partnership programs.  

 

 
 

 
D i r e c t o r :  Nancy White 
Expe r t i se :  Advocacy and Traffic Safety 
 
Nancy oversees public relations for AAA’s Traffic Safety and 

Advocacy Issues. She develops and directs media relations, 

advertising and marketing campaigns for national 

organizations. 



M a n a g er :  Janie Graziani 
Expe r t i se :  Social Media Relations/ Monitoring & AAA NewsRoom 
 
Janie provides web-based communications and support for the 
entire public relations team including social media and 
management of the AAA NewsRoom.  

 
 
M a n a g er :  Heather Hunter 
Expe r t i se :  Publishing & Partnership Programs 
 
Heather has participated in campaigns to promote hotels, resorts, 
tour operators, travel guide publications and travel organizations. 
 
 
 
 

   M a n a g er : Christie Hyde 
   E xpe r t i se : Automotive, Auto Skills and Traffic Safety	
   
 
Christie manages media relations for automotive and traffic safety 
programs such as roadside assistance, auto repair, and 
maintenance, auto buying and driver training. 

 
 
M a n a g er : Troy Green 
Exper t i se : Advocacy and Traffic Safety 
 
Troy oversees AAA Government Relations publicity and serves as a 
secondary research on energy and fuel topics. 
 
 M a n a g er : Laura Palermo	
   
 E xpe r t i se : Community Outreach and 
 Involvement  

 
Laura leads volunteer and outreach programs in Central Florida 
and seeks ways to disseminate information about AAA’s priority 
issues and safety programs at the grassroots level. 
 

 
C oo rd i n a to r : Christine Johnson 
Exper t i se : Advocacy and Traffic Safety 
 
Christine is responsible for supporting publicity efforts for AAA’s 
advocacy issues, as well as signature traffic safety programs. She 
tweets for AAA at twitter.com/AAAsafety. 



C O M M U N I C A T I O N  
P R A C T I C E S  
 

  
 
 
 

AAA is an avid company at maintaining a 

close relationship with its customers and 

the public at large.  It is devoted to not only 

providing top quality auto and customer 

care but also provides an in depth 

community relationship trough its online 

blogs/forums and its social media.  

 
 

 

B L O G S  
  
 In order to provide AAA customers with all sorts of opinions and information 
about the services provided, AAA has incorporated five different blogs that detail 
better ways to take advantage of their services. These blogs are used for creating 
online communities of people interested in voicing their concerns and especially 
their gratitude. On such blogs any number of people can describe their thoughts, 
activities and reactions, and thereby share them with others who participate on the 
blog site with them. The blogs they offer include: 
 

 Ask Pete 

 Sandy-gram 

 Insiders Guide To Travel 

 Koser’s Corner 

 Worldwide Travel 

  
 Bloggers are special personas unique to AAA and people from all over the 
world who wish to contribute to the company’s online presence. Since these blogs 
are normally publicly available, some people can simply read them without 
contributing any thoughts or materials of their own. This could be a negative due to 
the fact that AAA only benefits by getting to know their customers. While these blogs 



are great ways for customers to be in touch with AAA, it may be hard to find them 
due to a busy home page.  

 
 
 
 
 
 
 
 
 
 

F O R U M S  
	
   	
  
 AAA’s forums are a great way to get brand awareness out about all of their 
services, while at the same time making contacts they probably wouldn't otherwise 
have.  
 By properly networking through these 
social mediums AAA has managed to build 
a networking base extremely quickly and 
find like-minded people who are willing to 
share their information to the general 
public.  
 Much like their blogs, these forums 
are not always exposed and accentuated 
like the rest of their online services. AAA 
forums include: 
 

 Share Your Views 

 Automotive 

 Discounts 

 Travel related 

 AAA Topics and Ideas 



S O C I A L  M E D I A  &  
A D V E R T I S I N G  
	
   Certain popular websites like LinkedIn, Facebook, Twitter, 

Flickr and YouTube are considered to be an important hub for 

marketing especially because they have over five million visitors 

on a daily basis. Promoting AAA by using these sites is a very 

smart business proposition since they offer a large amount of 

steady traffic everyday. 

  
 
 
 
 
 
 
 
 
 
 
 
 
 

 In today's world, social networking is extremely successful and social media 

marketing is very important especially due to the fact that most people today have access to 

the Internet. The influx of social media and the Internet means that there is many sites 

people access everyday. This could potentially hinder how much traffic a company gets to 

their designated sites.  

 
    AAA has made a good attempt at sustaining an 

active Facebook and two Twitter accounts, two very 

successful and heavy social mediums. They have 

also manage to create apps for smart phones to 

keep a mobile connection with their customers. 

 

    AAA also manages to reach the masses by using 

traditional forms of media. They work with several different agencies to formulate their print, 

outdoor, radio, TV, and online presence. 



C O N C L U S I O N  

 
             AAA Autoclub South does a remarkable job in 
respect to public relations and how they 
communicate. AAA is a respected for its credibility 
and integrity due to their communication skills 
externally and also internally in the company. The 
prestigious reputation of the company is based on 
the success of their consumer relations. 

  The company is a not-for-profit organization of 
clubs that serve more than 51 million members in the 
United Stats and Canada. The book explains that a company like this is usually 
subjected to much more scrutiny than either of the other two types because people 
have contributed out of trust alone.  
  This company must communicate with employees and consumers in order to 
keep their trust. Violation of public trust always damages organizations, but 
especially ones not based off of profit. AAA has done a great job of keeping their 
consumers trust, which has resulted in naming this company North America’s largest 
motoring and leisure travel organization. 
	
  

A S S E S S M E N T  
 
	
   AAA does have a mission statement and it is: “To provide peace of mind and 
savings for AAA members.” 

AAA makes sure to focus their public relations efforts to support the overall 
mission of the organization. They start their annual plans and any department 
development with their mission statement.  

This is important because it lets the consumers know its character and the 
parameters of its activities. AAA is a well-known company, but it is still important to 
have an informant mission statement. It is important to have a mission statement 
because it makes consumers feel like the company really wants to support their 
product. This also helps public relations practitioners to have a clear view of its own 
mission and what it wants to accomplish. 
	
  

P e r s o n n e l  I n v o l v e m e n t  
 
  The company currently has nine personnel in the main corporate office 
involved in the public relations and communications for AAA. These employees do 
everything from publicity for the company to providing web-based communication 
and support. Each member handles media relations, which include things like media 
training, message points, and news releases. Other people in the department might 
handle traffic safety, PR items, automotive related items, and membership.  



  
 We feel AAA has really covered every aspect 
possible in order to effectively accomplish all the 
tasks that are expected from public relation 
practitioners. Having numerous people focusing not 
only on one unified goal, but also all of the little 
pieces and issues, shows that the company really 
cares about maintaining its reputation.  
	
  

 
 
M e d i a  C o m m u n i c a t i o n  
 
  AAA is very active when it comes to the media aspect. Different media outlets 
this company uses are: 
 

 Press releases sent are sent out at least once a week. 
 Social media pages are used. For example AAA has a Facebook page. 
 AAA participates in online blogs where they invite AAA members to blog 

about various items such as travel and auto repair questions they 
have. Mainly open forum. 

 In aspect of paid advertising, AAA does not conduct a lot of that. Any 
advertising they do PSA messages to teens rather than paid 
advertisements. 

 On the AAA website they have forums and smart phone applications 
that consumers can download to their phones to keep them even more 
involved with the company and receive more benefits. 

 
 With all of these different media outlets, it makes it very easy for customers 
and clients to communicate effectively. In society today, social media and web-
based communication is quickly taking over. We think it is very important for 
companies to have these websites and to keep up with technology. Having these 
various means of communication allows AAA to stay connected with employees and 
consumers with a touch of the button. Social media helps AAA market their brand, 
making people become more aware of their company. Whether it’s a consumer 
blogging about their experience with the company or a fan page on Facebook, the 
name and brand are getting publicity.  
 One thing we really enjoyed about their website is they have a section 
dedicated to the oil spill. Since their business is based on helping people travel, we 
thought this was a great idea so travelers know the up to date information on the 
spill. They have maps and a forum that travelers can write about what they 
experience when they travel to these places. AAA seems to really know what they 
need to do in order to keep their customer’s best interests in mind. This goes to 
show the company truly wants their clients informed. 
 



O v e r a l l  A s s e s s m e n t  
 
 After learning about this company and getting to see the internal side of their 
public relations and communications department we can only express positive 
things about this company. It is apparent that the company truly wants to be able to 
communicate in anyway possible, and that is extremely important in keeping a 
business successful.  
 Management sees the need for public relations and has made the right 
choice is creating a department to focus solely on the reputation and 
communicating. AAA’s has established and maintained a satisfactory relationship 
with its publics.  
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

 
 

 
 
 
 
 
 

 
 

 
 
 
 
 
 
 



A P P E N D I X  
 

Jess i ca  B rady  
[ 8 1 3 ]  2 8 8 - 7 2 9 4  

j b r a dy @ a a a s out h . c om  
M on da y ,  Ju l y  1 9 ,  2 0 1 0  
1 2 : 0 0 p m 
 
Q: How many people are in your department and what do you do? 
A: There are 8 people right now. Each of us handle media relations, that includes things like 
media training, message points, new releases, all kinds of stuff you name it. Other people in 
the department might handle traffic safety, PR items, automotive related items, 
membership, and things of that nature. 
 
Q: What does you job consist of on a day-to-day basis? 
A: Media analysis…looking at how much coverage do we receive…what does it equate in ad 
value if it was paid advertising…how many people were reached through the efforts…looking 
at various newsworthy items that might be of interest to consumers that reporters would 
want to cover…this includes travel right-ups, public safety tips, automotive maintenance and 
repair issues, different types of savings people can have via AAA membership…other things 
would include strategizing going over campaigns…what can we do to promote something if 
were coming up with a new item or initiative…answering media calls throughout the day…My 
territory includes Florida, Georgia and Tennessee, so I have managers that serve as AAA 
spokespeople throughout that territory. So on a daily basis I provide them with news 
releases…that’s a general idea of it most of the work comes on an ad hoc basis. 
 
Q: Do you have a crisis communication plan? 
A: Yes we do have a crisis communication plan within the department and how to deal with 
the media. Say there were a hurricane in the Gulf we would come up with a strategy as to 
tracking it, where its going, how we communicate if it were to come, and how we’ll maintain 
our daily operations, what kind of items do we send out to the daily public so they better 
prepare for it. But have we really ever had to use one…no not really. 
 
Q: What type of web and interactive communications do you use to inform 
the public? 
A: We have a website, we are also implementing various social media platforms. Facebook, 
things of that nature. We do participate in online blogs where we invite AAA members to blog 
about various items whether it is travel to auto repair questions that they have and we pretty 
much answer it. Mostly open forums things of that nature. 
 
Q: What type of corporate advertising do you do? 
A: We do not do much of the advertising at all. All of our effort is generated through Erc 
Media. Very rarely do we do paid advertising when we do its usually for like PSA instead of 
selling things. It’s more like PSA speaking towards teenagers letting them know the dangers 
of texting while driving and thing of that nature. 
 



A P P E N D I X  
 

Ju l y  2 0 ,  2 0 1 0  
 
T o :  j b r a dy @ a a a s out h . c om  
 
S ub j ec t :  T h an k  y ou  fo r  th e  i n s i g h t  
 
Hello and thank you, 
 
Learning about your day-to-day relations in PR was of great help with both our 
projects and insight into the public relations industry. 
 
If there is anything that a USF student can help with in the future, please do not 
hesitate to ask. 
 
Have a great week. 
 
 
Sincerely, 
 
Matt, Pedro, Cat & Frankie 

 
 
 
 
 



 
 
 
 

 
 
 
 
 
 

 
 
 


