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Ben Peterson, co-founder and executive 
director of Journalists for Human Rights 
(JHR) delivered the keynote address 
at this year’s Annual General Meeting, 
May 31, at the Metropolitan Hotel. 

JHR is Canada's largest media 
development organization. In countries 
throughout Africa, JHR, in partnership 
with other non-government organiza-
tions, trains local journalists to expose 
corruption and human rights abuses 
to the public. 

Recently, JHR sent Chris Mason, the 
former Canadian correspondent for 
the New York Times, to Monrovia, 
Liberia to work with a local, untrained 
journalist, Theophilus Seeton. After 
months of honing his journalism skills, 
Seeton broke a story of corruption at 
a local school that ultimately led to 
the fi ring of the Minister of Education. 
With the Minister out, the President of 
Liberia, Ellen Johnson Sirleaf, ordered 
the rightful funds be paid directly 
to the school. Soon, much needed 
chairs and teachers arrived. “This 
shows how one story, under the right 
circumstances, can change the world,” 
said Peterson.

“In Canada, the media plays a watchdog 
role,” Peterson said. “When it is doing 
its job, the media acts as a referee 
between state and society. The point 
is to keep an eye on government while 
ensuring the voices of those whom 
the government represents are publicly 
heard. Issue by issue, case by case, 

the media keeps the government 
accountable for its actions, and gives 
a voice to the voiceless,” he said. 

Peterson said in many of the post-
confl ict African countries in which 
JHR works, the media is a mouthpiece 
of the government, not a genuine 
watchdog of power. 
“The main goal of media development 
is to build a credible local media that 
plays the role of ensuring local 
governments in developing countries 
do as they promise,” he said. 

In 2007, prior to the fi rst election since 
Sierra Leone’s civil war, JHR provided 
training and skills to all the major 
media. The elections were peaceful. 
Independent observers praised the 
election as free and fair and JHR 
trainers were credited by several 
members of the media with helping 
moderate the hyper-partisan nature 
of local coverage. “We cannot take 
credit for the outcome, obviously,” 
said Peterson, “but it is fair to say we 
helped ensure a more peaceful process 
and result. We are now working to 
play a similar role in the Democratic 
Republic of Congo and Liberia during 
their 2011 elections, and in Sierra 
Leone in 2012.”

Said Peterson, “The world is just 
waking up to the fact that the media 
can, and must, play a starring role 
in the democratization movements 
around the world. It’s going to be 
an amazing journey – and I’d love 
for you to come along for the ride.”

Harnessing the Power of 
the Media in Developing 
Countries

Highlights from CPRS Toronto 
Annual General Meeting
A number of Toronto-area members recently attained accreditation (APR) with the 
Canadian Public Relations Society: Patti Lauzon APR, Jilda Lazer APR, Sharon 
Little APR, Aimée Savard APR, Gisèle Shaw APR, Samantha Thompson APR, 
Danielle Kelly APR, Kathleen Garrett APR, and Nancy MacMillan APR. 

CPRS Toronto’s newest APRs Danielle Kelly APR (left), Kathleen Garrett APR and Nancy MacMillan APR, were 
recognized for their achievement by Accreditation Chair, Vince Power, APR.

Ben Petersen,Co-Founder and Executive Director 
of Journalists for Human Rights (JHR).

Bart Mindszenthy, APR, FCPRS, LM, (right) 
Presiding Offi cer of the College of Fellows welcomed 
Toronto member James Toccacelli, APR FCPRS 
to the College. 

New Board Begins Mandate June 1

New CPRS Board for 2011-2012 elected: Top row: Natalie Bovair APR, Diane Begin APR, Middle row: Martin 
Waxman APR, Christine Edwardson, Gerald Crowell, Bottom Row: Maryjane Martin APR, Vince Power APR, 
Heather Agnew. Not in photo: Chantelle Bernard, Laura Ballantyne, Andrew Wagar APR and Lindsay Peterson APR.

Centennial College: Laura Foulds

Durham College: Joshua Zarobiak

Al Czarnecki APR, FCPRS (right) was presented 
with a Life Membership from CPRS Past President, 
Martin Waxman. 

Humber College: Michele Clarke

Seneca College: Vindra Dhanraj

Winners of the DORIS WHITESIDE AWARD for academic excellence are:

Journalists for Human Rights
 works in 17 countries
 has an offi ce in Sierra Leone, 
Liberia, Malawi, Ghana and the 
Democratic Republic of Congo. 
 has sent 273 journalists to Africa
 partners with 270 African media 
organizations 
 has trained over 8,000 African 
journalists
 reaches approximately 43,300,000 
Africans regularly with NGO 
partner, Rights Media
 for more information please visit: 
http://www.jhr.ca/en/



When I think about what message 
I might want to pass on in my fi rst 
newsletter as President of CPRS-
Toronto, this is it: Bring on the 
nice weather. As I was writing this 
during the last week of June, and 
since this was to be the fi rst newsletter 
message you are reading from me, 
I wanted to keep it short. I wanted 
to keep it light. I wanted it to be 
uncomplicated. I wanted to speak 
from the heart. I wanted it to leave 
you with a good feeling. 

Living and working in the Toronto 
area, we have to put up with a lot 
of things in life that other Canadians 
do not. And that’s okay. Most of us 
choose to live and work here for good 
reason, so we go through each day 
taking the good and not-so-good 
of living in Canada’s biggest city. 
Therefore, it is my conclusion that 
we deserve a nice summer in the GTA 
this year, and I hope you and your 
families all have a safe and happy one.

This issue of New Perspectives is fi lled 
with interesting material… you know, 
just in case we get a day of rain here 
and there amid all that good weather 
and you’re looking for some good 
reading material for a day inside. 

One of the many highlights is the 
article about our own Lois Marsh. Past 
presidents share their own thoughts 
about Lois and all express the highest 
level of compliment. Lois has been 
managing the secretariat functions 
of CPRS Toronto for twenty years. She 
is incredibly knowledgeable about all 
matters to do with the Society, and we 
are truly blessed to have her supporting 
us as she has for two decades. I trust 
you join me in extending congratula-
tions to Lois on her 20th Anniversary 
with CPRS Toronto. Lois, all the best 
to you and thank you. 

Until next issue, I can only leave 
you with the following… Bring on 
the nice weather!

Vincent Power

By Vincent Power, APR

President’s Message: 

Bring on the 
Nice Weather!  

New Perspective 2

Have you ever 
wondered what it 
takes to become a 
PR instructor? On 
Friday, April 8, 2011, 
a group of senior 

practitioners learned about some of 
the most important tips for teaching 
PR at a moderated panel discussion 
hosted by CPRS Toronto.

Four panellists offered practical 
advice and answered some of the 
most common questions about what 
it takes to become a PR instructor. 
They represented various stages of 
PR teaching careers, as well as all 
the different types of PR education 
that are offered in Canada, including 
university and college programs at 
both the undergraduate and post-
graduate levels. 

It was clear from each panellist’s 
comments that teaching PR is incredibly 
rewarding, both professionally and 
personally. Not only do you get the 
privilege of infl uencing the next 
generation of PR practitioners, but 
“teaching and PR practice enrich one 
another,” said panellist Chitra Reddin, 
Professor and program coordinator at 
Humber College. Teaching PR enriches 
your ability to practice the profession, 
which, in turn, enriches your teaching 
because you have more experience 
on which to draw."

Another common theme in the 
discussion, however, was a caution. 
If you want to teach PR, “do it for 
love, not money,” said several panellists. 
“It’s more work than you think,” 
explained Reddin, when you consider 
the course development and other 
prep work, the marking and the fact 
that part-time instructors are really 
only paid for “contact hours” with 
students, not for every hour that 
is dedicated. As a result, some PR 
educators have calculated their true 
hourly rate of pay somewhere in the 
40 cent to $1.50 range, according 
to panellist Patricia Parsons, who is a 
professor and the program coordinator 
at Mount Saint Vincent University. 

In terms of what makes a good PR 
instructor, there were also two common 
themes. First, as Patricia included in her 
list of 10 commandments for teaching 
PR, “Thou shalt bring thy real world 
experience into the classroom.” Panellist 
Barry Waite also emphasized “the 
importance of using your war stories 
as teaching moments.” Waite is a 
professor and the program coordinator 
at Centennial College.

Panellist Heath Applebaum, an 
instructor at McMaster University 
and the National Manager of 
Communications at PepsiCo Beverages 
Canada, spoke about the importance 
of students hearing a broad range of 
professional perspectives from industry 
leaders. “By inviting a variety of 
speakers into the classroom, students 
gain valuable exposure to the latest 
trends and explore where they may 
want to work when they graduate,” 
said Applebaum. Similarly, it’s an 
opportunity for guest speakers to get 
a small sense of what it might be like 
to teach too. “It’s up to public relations 
educators to breathe life into texts 
through real business case studies, 
share best practices and prepare 
students for what they can expect 
in the world outside the classroom,” 
he added. 

Finally, a second theme about what 
makes a good PR instructor was that 
it’s not enough to know about PR, 
you also need to know how to teach. 

Teaching PR: 
Do it for Love and Love Doing it
By Kathleen Garrett, APR

Waite said that one of his biggest 
challenges as a new teacher was 
learning to address “the ‘variety of 
different learning styles’ represented 
in each classroom.” 

Teaching isn’t for everyone, but 
if you think it might be for you, 
you might want to try it out, as the 
panellists encouraged, by doing 
some guest lecturing or job shadowing. 

“It’s important to fi nd 
the right balance in 
your teaching between 
the theoretical and 
pragmatic tools that 
will help to prepare 

students for success in the real 
business world.” 
Heath Applebaum M.C.M., Instructor, 
McMaster University 

“Thou shalt be aware 
of a wide variety of 
literature, both scholarly 
and industry-specifi c, 
that extend widely 
beyond what you 

will teach.” (Presented as one of the 
10 commandments for teaching PR)
Patricia Parsons APR, FCPRS, Professor 
and Coordinator, Mount Saint Vincent 
University 

“Get the local and 
global community 
involved. We reached 
out to more than 100 
mentors in the industry 
when we launched 

our Social and Digital Media course 
in 2009. " 
Chitra Reddin PhD, Professor and 
Program Coordinator, Humber College 

“Using case studies 
from what is actually 
happening in the fi eld 
and in the world can 
provide an instructive 
framework with lots 

of learning opportunities.”
Barry Waite, Professor and Program 
Coordinator, Centennial College

Patricia Parsons APR, FCPRS, Professor and Coordinator, Mount Saint Vincent University, Chitra Reddin PhD, 
Professor and Program Coordinator, Humber College, Barry Waite, Professor and Program Coordinator, 
Centennial College and Heath Applebaum M.C.M., Instructor, McMaster University

Kathleen Garrett works in communications at the Education Quality and Accountability Office, an arm’s-length agency of Ontario’s Ministry of 
Education. She can be reached at kathleen.m.garrett@gmail.com. 

Senior communicators went back to university (albeit for a evening) to learn what it takes to be a PR instructor.

What do students think makes a good teacher? See article on page 3.
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Lois Marsh describes her 20 years as CPRS Toronto’s 
Secretariat as “fabulous.” “My job is incredibly 
diverse – there’s lots of variety every day.”

As Secretariat, Marsh oversees the day-to-day running 
of CPRS Toronto: communicating to members on the 
Board’s behalf; recording minutes of Board meetings; 
maintaining organizational and membership records, 
as well as many other fi duciary duties. 

That support to the organization was recognized at the 
recent CPRS Toronto ACE Awards, where Marsh was 
given an award in her honour – the Lois Marsh Award 
for Outstanding Contribution to CPRS Toronto. “In the 
future, this award will honour someone who went 
above and beyond in their work for the Society,” said 
Martin Waxman APR, CPRS Toronto Past President. 

“Lois Marsh was our saviour as she was for many 
other boards over the years”, said David Rowney, CPRS 
Past-President 1998-1999. “Her level of knowledge 
of past events and people, bylaws and sponsors was 
priceless. I've always enjoyed her quirky sense of 
humour and quiet resignation. She's good at handling 
stress, and the unorthodox methods and mannerisms 
of people around her. Lois always had this look about 
her, an expression on her face when board meetings 
were not going so good, a look of ‘I've seen it all before 
– you can't shock me.’ Ever the diplomat, she keeps her 
opinions to herself, but her eyes give it away every 
time. I can remember when our board lost three 
members due to disagreements and philosophical 
differences. We shared many quizzical glances that 
year. Put into words, it probably would have been 
something like, ‘that person needs to take a Valium,’ 
or ‘can you believe what just happened?’ I salute 
Lois on her 20 years. She has been our rock and 
our anchor and through it all, she hasn't aged a bit!”

Ian Ross, APR, Past-President, 2006-2007 saw 
Marsh’s commitment fi rst-hand. “CPRS Toronto has 
been very lucky to have Lois’ expertise and support. 
She provides invaluable insights to the president by 
refl ecting back on past board initiatives, decisions, 
successes and failures. She ensures all of the details - 
from seating charts to spreadsheets - are completed on 
time without fuss or fanfare. Lois is a true professional 
- helping the board fi nd its footing and move forward, 
but never getting involved in the politics.”

Marsh enjoys working with 
the growing number of 

dedicated volunteers. 
“I’ve met so many 
wonderful people and 
have formed many 
friendships over the 
years,” she said. 

Twenty Years 
of Dedication – 
Lois Marsh 
Honoured 
By Maryjane Martin

…continued on page 6

Stephanie Sorensen of McDonald’s Canada shares some aluable insight about corporate communications with students at the Ninth Annual 360 Degrees: 
All Things Connected event at the Intercontinental Hotel Yorkville.

Tree of Life 
This annual campaign provides donations directly to 
local women’s charities as selected by each Shoppers 
Drug Mart store. 

Women’s College Hospital
Through this partnership with Women’s College 
Hospital, women can visit www.womenshealthmat-
ters.ca to fi nd reliable, up-to-date information on 
topics vital to their health and lifestyle.

Motherisk
The Motherisk Program is a clinical, research and 
teaching program run by The Hospital for Sick 
Children. New and expectant mothers have access to 
information focused on their health and the health of 
their baby. Shoppers Drug Mart is the sponsor of 
Motherisk’s telephone helpline. 

Facing Cancer Together
This partnership provides support through www.
facingcancer.ca , an online community where women 
facing cancer can connect with each other. 

“Every woman should have the opportunity to 
achieve, sustain and maintain her health, as she 
defi nes it,” Gibbs says.

Shoppers Drug Mart’s commitment to women and the 
WOMEN brand is featured at www.shoppersdrugmart.
ca/women. 

When women are healthy, we all 
are. That is the mandate behind 
Shoppers Drug Mart’s commitment 
to women’s health. 

The Canadian retailer has partnered 
with many organizations to advance 

women’s health in mind, body and spirit. The most 
notable partnership is as title sponsor of the Shoppers 
Drug Mart Weekend to End Women’s Cancers.

The two-day walk is a national event that rallies 
participants in Vancouver, Calgary, Toronto, Ottawa 
and Montreal to support the fi ght against women’s 
cancers. In 2010, the company’s fi rst year as title 
sponsor, 1,000 employees laced up their shoes to 
raise $1.17 million dollars. Proceeds from the walk 
are donated to fi ve distinguished Canadian cancer 
institutions: BC Cancer Foundation, Alberta Cancer 
Foundation, Ottawa Regional Cancer Foundation, 
Segal Cancer Centre at Montreal’s Jewish General 
Hospital and Toronto’s Princess Margaret Hospital. 
The goal for 2011 is to raise double the contributions.

Lisa Gibbs, Manager, Community Investment at 
Shoppers Drug Mart points out that as one of Canada’s 
leading and most trusted retailers, the company has a 
responsibility to make a difference in the communities 
it serves. 

This commitment has led to the WOMEN brand. 
Shoppers Drug Mart recognizes women have the 
natural tendency to put the health and welfare of 
others before their own. In addition to being title 
sponsor of the Shoppers Drug Mart Weekend to End 
Women’s Cancers, the retailer has thrown its support 
behind four other worthy causes:

A Commitment to Women  
By Yasna Criscione

Good PR teachers enable and 
encourage their students to think 
critically, strategically and practically 
with each project. These skills are all 
transferrable and will shape students’ 
careers throughout their lives. 

According to PR students from Humber College, 
a good PR teacher is:

 Personable Approachable
 Consistent Credible, and Professional

A strong consensus among my peers is an effective 
and valued PR teacher possesses the skills that we 
ourselves should portray in our careers. Many strong 
PR teachers come from a PR background themselves; 
many have worked in various PR/communications 
roles within corporate, agency, government and 
not-for-profi t realms, bringing vital knowledge to 
young, aspiring PR professionals.

What Makes a Good PR Teacher? 
Those that motivate and coach 
aspiring PR students
By Dustin Hamilton 

Dustin Hamilton is a Humber College post graduate program student. 
He can be reached at: dustin.ea.hamilton@gmail.com
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On April 27 over 300 PR professionals 
gathered at Arcadian Court to honour 
the best and brightest at the annual 
Achieving Communications Excellence 
(ACE) Awards gala. 

This year, Strategic Objectives and Yum! 
Canada captured the PR Campaign 
of the year for their KFC double down 
campaign, while Edelman captured 
the award for best creative campaign 
of the year for their work on Red Bull’s 
Crashed Ice campaign. 

CPRS Toronto Student of the Year was 
Olumwadamilola (Lola) Okunlola from 
Centennial College, young professional 
of the year was Eric Bauer and Public 
Relations Professional of the year was 
Lawrence Stevenson, APR.

ACE Awards

 

YOU ACE’D IT!
Congratulations to all the CPRS Toronto Ace Awards winners. 

To all of our winning clients, CNW was proud to be part of 
your outstanding campaigns.

www.newswire.ca     I    1.877.CNW.7890

CPRS Toronto Student of the Year Olumwadamilola Okunlola (center) with her mother Deborah and Centennial 
College Corporate Communication Program Coordinator, Barry Waite

Lindy Frank from Weber Shandwick (L) and Danielle 
Jang (R) from Best Buy, won best Community 
Campaign of the Year.

From L to R: APEX Public Relations gold winning team members, Erick Bauer, Ken Evans and Tanya Elliott-
Briden with Robyn van Teunenbroek from UPS Canada and Dan Ovsey from APEX Public Relations.

From L to R: Briar Wells and Melissa Graham, Edelman; John Robinson, Labatt; Noor Marzook, Edelman 
won best overall creative campaign.
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PLAY BALL! 
A Professional’s Guide to Career 
Spring Training
By Christian Hasse 

Students Looking Forward 
to New Humber Program 
By Maryjane Martin, APR

It’s a glorious, albeit 
cool, spring day, Major 
League Baseball season 
has begun (Yes, I am 
an ardent baseball fan. 
Let’s go Red Sox!), 
and the perfect time to 

engage readers on your own personal 
career “Spring Training.”

SPRING MEANS NEW BEGINNINGS
Spring is a time when there is a 
certain sense of renaissance in the 
air in so many areas, the least of 
which might be your career – where 
you are at and where you may want 
to be by summer time or beyond.

As a former recruiter within the 
PR industry and now a Career Coach/
Counselor, I am often asked, “When is 
the best time of the year to be looking to 
make a move?” My answer: Spring time! 

Psychologically or not, it’s the time of 
the year when, most often, employers 
are looking at the dawning of a new 
quarterly business cycle, taking stock of 
who they have on staff, who’s pulling 
their weight, and what their needs may 
be in Q2.

BE PREPARED
For the employee searching from within, 
or the new job seeker looking to move 
on and out, that means several things:

 Make sure your eye-catching resume 
is in order (This cannot be overstated 
enough! This is critical, as your 
resume arrives ahead of you in any 
job search and is your introduction 
to who you are and what you bring 
to the table).

 If you have a portfolio of your work, 
make sure it contains the most 
recent, captivating pieces.

 Re-connect with and expand 
your network.

 Make sure your references are 
up-to-date with their current 
contact info. 

 Get out to more events (now that 
the dreary winter is over there are 
no excuses) and sell your personal 
brand face-to-face. 

 Touch base with industry recruiters.

 And, fi nally, make sure you are 
using all the networking tools at 
your disposal i.e. social media sites 
(LinkedIn being the prime example) 
to fi nd out what is out there before 
job postings end up on job boards 
because once they do, hundreds 
of candidates will apply and, the 
talent pool grows exponentially 
for the employer.

Every spring, high 
school seniors 
everywhere wait with 
anticipation for their 
acceptance into the 
post secondary program 
of their choice. This 

is particularly true for students who 
have applied to Humber College’s 
new four-year BPR degree program 
– a program that aims to be the gold 
standard for undergraduate PR 
education in Canada.

“For more than 40 years, Humber 
College has offered PR education with 
distinguished and successful alumni 
around the world and in every sector 
and industry,” explained Chitra 
Reddin, Professor and Program 
Co-ordinator. “The Humber BPR 
builds on the strength and reputation 
of Humber’s PR brand to offer the 
BPR – a comprehensive, well-designed 
four-year honours degree program that 

A job opportunity may simply be 
one email response or phone call away 
and if you’re not prepared, employers 
will move on to someone who is.

“Timing is everything.” 
That adage applies to many aspects 
of our daily lives and it most 
certainly does when dealing with 
career opportunities. That's the case 
whether it’s hearing of a job opening 
via extensive networking, being in the 
right place at the right time, or simply 
catching a break because someone 
within your company left leaving 
a plum vacancy for you to pounce 
on. Serendipitous moments or events 
can and do sometimes come into 
play on one’s career path.

Employed Versus the Unemployed
It used to be that the “best time” to 
be looking for a new role was when 
you already had one and those who 
were unemployed were at a distinct 
disadvantage. However, given the 
current job climate that is not the 
case anymore. Countless experienced 
and well-respected PR pros, among 
other professionals, fi nd themselves 
on the outside looking in. So, for 
those of you who are unemployed, 
don’t despair! 

The prevailing reason I hear from 
hiring managers as to why they 
chose one qualifi ed candidate over 
another is enthusiasm! Candidates 
who are not currently employed 
tend to have a leg up on enthusiasm. 
However, it is equally important not 
to come across as desperate for the 
opportunity. Be confi dent in yourself 
and what you are bringing to the 
organization. Be prepared to discuss 
the company and what they do, as 
well as how your experience will 
be an added value.

So, as spring quickly turns to summer 
before we know it, take stock in where 
you are, physically and mentally. 
Be prepared to make a move as 
quickly as a 100 MPH fastball crosses 
home-plate because striking out on 
a career opportunity due to lack of 
preparedness, like in baseball, is not 
much fun.

offers students choice and opportunity 
in the dynamic, rapidly growing 
PR profession.” 

Designed and endorsed by PR industry 
leaders in business, government, the 
non-profi t sector and PR agencies, 
the Humber BPR meets and exceeds 
international standards of PR 
education and is aligned with 
CPRS’s accreditation criteria.

The program is supported by a special 
BPR four-year scholarship, the APEX 
Scholarship in Public Relations. “There 
are a number of talented students 
who have the potential to be leaders 
in our industry, but might not have
the fi nancial resources to obtain the 
education they need. We hope this 
scholarship will help them in their 
pursuit of undergraduate studies and 
we look forward to supporting their 
progress,” said Pat McNamara, 
APR, FCPRS and CEO of APEX 
Public Relations. 

Christian Hasse made a successful 
transition from a 12-year PR practitioner 
to Principal at Competitive Edge Consulting 
– a Career Coaching/ Counseling and 
Outplacement agency www.ceconsulting.ca  
and can be reached at 
christian.hasse14@gmail.com

Each guest, along with event moderator 
and media relations professional Mark 
Hunter LaVigne, shared insights into 
many student concerns including using 
social media to pitch a story, the 
importance of media training and 
the effectiveness of media samples. 

Cheryl Johnston, a CPRS student 
member from Seneca College, 
found the event to be a valuable 
learning experience. 

“The most important lesson I took 
away from the Building Media 
Relationships event is to always 
be genuine,” said Johnston. “The 
discussion prepared students for 
the dynamic relationship that exists 
between public relations practitioners 
and the media. Understanding this 
relationship will allow me to effectively 
pitch stories to the media in my 
future career.” 

Students also learned the relationship 
between media professionals and 
public relations professionals requires 
respect on both ends. Public relations 
professionals need to be aware of 
the timelines, beats and mediums 
that each journalist is working under. 

Public Relations Students 
Learn the Truth about 
Media Relations 
By Annesha Hutchinson 

Media relations is not 
just about pitching—it’s 
about developing a 
relationship of trust 
with journalists. This 
was the key message 

of Building Media Relationships, a 
panel discussion held on Tuesday, 
February 16, 2011, where journalists 
and media relations professionals 
shared their experiences with over 
90 public relations students. 

Hosted by the CPRS Student Steering 
Committee, the sold-out event was the 
fi rst of its kind. Students from public 
relations programs all across the GTA 
gathered in Toronto’s Metropolitan 
Hotel to listen to three journalists and 
three media professionals divulge the 
trade secrets of media relations. 

The panel consisted of Caitlin Stidwill, 
Communications Offi cer at United Way 
Toronto; Jackson Proskow, City Hall 
Reporter for Global Toronto; Michael 
Thomson, Account Executive 
(Technology) at Edelman Public 
Relations; Marc Saltzman, freelance 
reporter and blogger for the high-tech 
industry; Nina Kalos, Account Manager 
for Optimum PR; and Sarah Kelsey, 
Lifestyle Editor for AOL Canada. 

…continued on page 6

…continued on page 6
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“Probably the most moving for 
me was everybody singing ’happy 
birthday’ to me at the ACE Awards 
a couple of years ago. It was 
really touching.” 

“When I think of CPRS Toronto, I think 
of Lois Marsh”, says Dana Dean, APR, 
CPRS Toronto Past-President 1999 
-2000. “Over the years, her reliability, 
commitment and great advice has 
made her indispensible. She always 
looks for ways to deliver more to our 
membership and continues to render 
an invaluable service to our profession. 
On a personal note, I truly enjoyed 
my time as a board member largely 
because Lois is a great team player 
who used her wry sense of humour to 
keep us on track and inspire us to push 
ourselves just that little bit further.”

Applicants will be required to 
demonstrate fi nancial need as well as 
academic achievement and community 
involvement. The scholarship will offer 
$3,000 per year over a four-year 
period, contingent upon academic 
achievement. A new competition will 
be held every four years.

As part of their polytechnic vision, 
Humber College offers students choice 
and opportunity to meet a wide range 

Blair Peberdy, APR, CPRS Toronto 
Past-President 1992-1993, remembers 
when Marsh fi rst joined CPRS Toronto. 
“In 1991, the Board of Directors and 
the members of CPRS Toronto were 
dealing with a tough recession and 
layoffs at many companies. It was 
time to re-think the Society's fi nances 
and the services we were providing 
to the members, because we knew that 
revenues were going to drop over the 
next few years. We didn't feel that we 
had a good handle on the day-to-day 
administration of CPRS Toronto. It 
wasn't that things were disorganized, 
but as we prepared to adjust our 
operations, we needed to be sure that 
the offi ce was in order,” he explained. 
“Lois was just starting out on her own, 
and had a good career track record in 
providing association administrative 

of learner and market needs. All three 

Humber PR programs: the three-year 

PR Advanced Diploma, the four-year 

BPR and the one-year PR Graduate 

Certifi cate will give you quick 

entry into the thriving and exciting 

PR profession. All three also have 

internships with such great sponsors 

as the Bank of Montreal, Mount Sinai 

Hospital, the Toronto International 

Film Festival, Disney and more. 

services. I think we were one of her 
very fi rst clients. She started to attend 
our Board meetings and Professional 
Development events and got up to 
speed very quickly. Lois deserves a
 lot of credit for the success of CPRS 
Toronto. She is extremely professional, 
pays attention to details and is a 
pleasure to work with," said Peberdy.  

“My job has changed quite a bit over 
the years,” explains Marsh. “There’s 
been a growth in membership and 
technology has automated many 
functions, especially communications. 
The Public Relations profession has 
changed as well. It too has grown 
and become more acceptable. There 
will always be a need for Public 
Relations,” she says. And always 
a need for Lois Marsh.

Twenty Years of Dedication – Lois Marsh Honoured
…continued from page 3

“Make an effort to get to know the top 
media you work with on a personal 
level,” said Nina Kalos, one of six 
panellists. “Everybody works differently 
and respecting how everyone works is 
the key to success.”

Whether it’s dropping off a coffee to a 
journalists’ offi ce or sending a cookie 
with your name on it to a blogger, 
students learned the importance of 
standing out when contacting media 
professionals. Conducting preliminary 
research on a media professional can 
go a long way and prevent you from 
burning bridges through haphazardly 
pitching stories.

PR students learn 
the truth about 
media relations 
…continued from page 5

The term corporate 
social responsibility, 
or CSR as it’s known 
in the communicators’ 
lexicon, was fi rst 
used in the late 1960s. 
Once viewed as a 

philanthropic concept, separate from 
the business world, it has become an 
integral element of many organizations' 
operations. Why? Incorporating CSR 
into an organization is not only useful 
for cultivating a positive public image, 
it’s also good for business according to 
Phil Kotler and Nancy Lee, co-authors 
of Corporate Social Responsibility: 
Doing the Most Good for Your Company 
and Your Cause.

The authors provide a useful manual 
about this broad topic and make it 
relatable to a range of audiences 
including executives, managers, 
communicators and students. In the 
book’s introduction, the authors put 
forth a succinct defi nition of CSR: 
“Corporate social responsibility is a 
commitment to improve community 
well-being through discretionary 
business practices and contributions 
of corporate resources.” In just over 
300 pages, they outline six ways 

to develop and implement a socially-
responsible program and evaluate the 
pros and cons of each. Kotler and Lee 
dedicate a chapter to each of these six 
initiatives and incorporate best practices 
and case studies from leading companies 
such as The Body Shop and Hewlett-
Packard. To illustrate the impact of 
CSR, they show measureable results 
for each through case studies.

As communicators, we know budget 
restraints and senior management 
buy-in can prove challenging at times. 
The book provides sound advice on how 
to develop and implement plans, obtain 
the resources you need, and get senior 
management on board. The authors also 
dedicate a chapter on the importance 
of employees when carrying out 
CSR initiatives. Finally, they suggest 
encouraging accountability to ensure 
long-term commitment to the initiative. 

Written in a practical style, Corporate 
Social Responsibility: Doing the Most 
Good for Your Company and Your 
Cause is intended to help guide decision 
making at the management or executive 
level of an organization and should be 
part of every communicators’ toolkit.

Book Review
By Joanna Nicholson

CORPORATE SOCIAL 
RESPONSIBILITY: 
DOING THE MOST GOOD 
FOR YOUR COMPANY 
AND YOUR CAUSE

Joanna Nicholson currently works in communications at Industry Canada. She can be reached 
at: joanna.nicholson@gmail.com

Anna is a member of the CPRS Student 
Committee and can be reached at 
annesha@live.ca.

Maryjane Martin, APR, is Principal at MJ Martin and Company. Contact her at 
mj@mjmartinandco.com.

For more information about the Humber BPR, please visit 
http://www.humber.ca/program/bachelor-public-relations-new. 

Students Looking Forward 
to New Humber Program
…continued from page 5


