
Spring always seems to be the time of year 
people start actively job hunting and public relations 
practitioners are no exception. The good news is, 
recruiters say there are plenty of opportunities 
available with both agencies and corporate employers. 
On the fl ip side, there are more applicants competing 
for jobs and companies are being more selective 
in the hiring process. This competitive environment, 
along with the changes in the industry with the rise 
of the Internet and new media, has left some public 
relations professionals wondering what exactly 
recruiters are looking for when hiring. 

CORE SKILLS ARE CRUCIAL

Strong writing skills and media relations experience 
still remain the two most important skills any public 
relations practitioner needs in order to provide the 
day-to-day results necessary to increase sales and 
brand resonance. 

“The one thing that every company or agency is 
looking for in prospective hires is strong writing 
skills,” said Roxanne Cramer, president, Cramer & 
Company. “Not only do you have to be a good writer 
with regard to grammar and spelling – it’s important 
to have the ability to think creatively when tackling 
writing projects to ensure that they resonate with 
the audience, ultimately infl uencing people or 
increasing awareness.”

Cramer also stressed the importance of media relations 
and said, “All public relations people should be able 
to successfully manage media relations; surprisingly 
only 50 per cent of the people who graduate want 
to do media relations.”

Susan Rogers, executive recruiter and owner of 
Susan Rogers Executive Recruitment agreed, “Media 
relations is the cornerstone of public relations and 
it is essential for practitioners to have the ability to 
build relationships with key media and develop the 
right strategies to reach them.”

COMMITMENT IS KEY

Companies are looking for individuals who have 
more than just the right skill set; they want people 
who have the right mix of experience, ambition 
and a passion for what they do. According to Cramer, 

Apr/May/Jun 2007Canadian Public Relations Society (Toronto) Inc.
Making communications count.

President's Message: Time Flies When You Are Working Hard… And Having Fun • THEY SIMPLY get it • PR community mourns loss of Charles Fremes • CPRS (Toronto) 

Announces Winners of Achieving Communications Excellence (ACE) Awards • Graduation Congratulation 2007 • Who Wins! Who Loses? • Making the Most of Membership

In this issue

vol 7 issue 2

commitment to the corporation is a huge focus for 
the business community right now and companies 
want people who will believe in the company and 
work hard to support that belief.

“The skill set that companies look for in prospective 
hires varies depending on the type of public relations 
position they are looking to fi ll but across the board 
organizations want people who have enthusiasm 
and passion for what they do,” said Rogers. “When 
you bring someone on with a great attitude they 
ultimately do a better job which raises the bar 
for the entire organization.”
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“For more senior roles, an MBA does help public 
relations practitioners get a seat at the management 
table because it indicates a level of understanding of 
the overall business,” says Rogers. “An MBA isn’t a 
requirement; it really depends on the client and the 
company you want to work for. Sometimes it’s better 
to get more hands on experience at a senior level.” 

PLAN AHEAD

At the end of the day, there are infi nite combinations 
of skills, experience and character traits that companies 
and recruiters are looking for. The most important 
thing to remember is to have goals for your own 
career and personal growth as well as that of 
your company. 

Below are other skills Cramer and Rogers feel 
PR practitioners should have:

1. Problem solving abilities

2. Creativity 

3. Entrepreneurial spirit

4. Willingness to think and work outside the box 

5. Project management experience

WHAT ABOUT EDUCATION?

Companies are beginning to understand the role 
that public relations plays within corporations and are 
looking for public relations practitioners with Master 
of Business Administration (MBA) degrees. They 
feel that this enables them to make decisions with 
regard to communications that refl ect their business 
as a whole.

According to Rogers, the level of education really 
depends on the job level of position they are hiring 
for. At the entry level she has found that agencies 
typically look for candidates that have a university 
degree, preferably related to communications or 
journalism, as well as some form of a public 
relations or media relations certifi cation. 

At the end of the day, there 
are infi nite combinations of 

skills, experience and character 
traits that companies and 
recruiters are looking for. 

Job Hunting
Do you have what employers are looking for? 
By Melanie Choi

Melanie Choi is a senior consultant at High Road Communications and a CPRS (Toronto) volunteer. She may be reached at 
mchoi@HighRoad.com.

Companies are looking for 
individuals who have more 
than just the right skill set;
they want people who have 
the right mix of experience, 
ambition and a passion for 

what they do.



It seems like only 
yesterday when 
I took the reins 
as your president 
and your board 
started making 
plans for the 
2006-07 society 
year. Then 12 

months disappeared in a blink of an 
eye. Suddenly, I’m looking back at 
a year fi lled with accomplishments, 
pride and new friends.

Last August, your board set out 
three important goals for the year – 
more members, higher membership 
satisfaction and a balanced fi nancial 
statement. Today, I’m pleased to report 
that membership is up 10 per cent 
and we have closed the books with a 
small surplus. Membership satisfaction 
will be measured soon in our annual 
Toronto society survey; however the 
informal feedback I have received 
indicates we are defi nitely headed 
in the right direction.

This success certainly would not have 
been possible without an amazing 
board of directors and our top notch 
secretariat Lois Marsh. As individuals, 
they approached their work with 
commitment, focus and energy. As 
a group, they quickly learned to work 
and laugh together. I feel very fortunate 
to have had the opportunity to work 
with such an amazing group.

I was also delighted by the number 
of members – from past presidents to 
student members – who took an active 
interest in the society over the past 
year. From friendly feedback at an 
event to logging dozens of volunteer 
hours, every one of you helped create 
a stronger society. To cap off the year, 
I was proud to recognize with life 
memberships 10 outstanding individuals 
who have made signifi cant contribu-
tions to CPRS for 30 or more years. 
They represent what we should all strive 
to be as public relations professionals.

The list of initiatives undertaken 
by our ambitious board members 
and enthusiastic volunteers is long 
and impressive:

• Held 11 professional development 
and networking events.

• Helped six members achieve 
their Accredited Public Relations 
(APR) designation.

• Continued strong sponsorship 
relationships with Marketwire, 
FPInfomart, CP Images, AVW Tel-Av, 
News Canada and Toronto Hydro.

• Built a new sponsorship relationship 
with CNW Group.

• Developed new marketing 
materials including a brochure 
and event postcard.

• Reworked our monthly EBlast with 
new features including book reviews 
and member profi les.

• Hosted a record crowd at our 
14th annual CEO of the Year 
award luncheon.

• Redeveloped the content on 
our website.

• Increased the number of job postings 
by 20 per cent.

• And much more.

Last but not least, our 2007 ACE 
Awards was a smashing success. 
Nearly 400 people attended our 15th 

annual awards gala that recognized 
dozens of outstanding public relations 
campaigns. After a 57 per cent increase 
in entries (more than 100 in total), 
our esteemed judges found fi fteen 
campaigns worthy of gold awards. The 
best of the best was Deb Weinstein of 
Strategic Objectives for the campaign, 
Tetley 100% Pure and Natural Green 
Tea. She received the Best PR Campaign 
of the Year award.

In closing, I’m very proud of what 
our society has accomplished over 
the past year. And I hope that you feel 
the same. Moving forward, I ask that 
you continue to help the society grow. 
With a rapidly expanding industry 
and new technologies, the society 
needs to keep pace with the times. 
We can only do that with an active 
membership, a spark of imagination 
and strategic thinking.

I have every confi dence that our new 
president Lawrence Stevenson, APR, 
will do an outstanding job continuing 
our society’s tradition of building a 
strong public relations community in 
the Toronto area. And I look forward 
to returning to the board next year 
as past president.

By Ian Ross

Ian Ross is president of CPRS (Toronto) 
and a senior information officer for the 
Ontario Ministry of Education. He can 
be reached at ian.ross@ontario.ca or 
416-325-2947

2 New Perspective

Time Flies When You 
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And Having Fun
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To inquire about advertising rates or to book an ad, please contact 
Lois Marsh at marshl@marsh-executive.com

Ad Sizes  (w x d)
1/8 page  2.25" x 7"
1/4 page  4.875" x 7"
1/2 page*  10.25" x 7"
1/2 page*  4.875" x 16.25"
full page*  10.25" x 16.25"

Please supply ads in electronic format. 

One colour ads – TIF files only, in black and 
white. Specify either black or blue. 

Two colour ads – EPS files only. Please ensure 
all fonts are outlined if sending vector artwork. 
Colours specified: PMS 548 CVU (blue), 
PMS 412 CVU (black). Check separations before 
sending files.

All artwork should be prepared at 300 dpi.

Production costs on any artwork not meeting 
specs will be billed to the advertiser.

When designing ads, keep in mind that 1/2 and 
full page ads will print 
over folds. Avoid fine 
type or critical details 
over folds. 
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THEY SIMPLY get it!
By Jeff Lake, APR

‘They’ refers to Steve Jobs, chief 
executive offi cer of Apple and Sir 
Richard Branson, chairman of Virgin 
Group Ltd. 

They consistently elevate their 
companies to the forefront as millions 
of people observe their uncanny 
ability to leverage public relations 
to strengthen their brands. 

When Apple launched its new 
iPhone in San Francisco, the news 
was splashed across the front pages 
of newspapers around the world. 
At the same time, the consumer 
electronics show (CES) was taking 
place in Las Vegas. Does anyone 
remember anything launched there?

In his newsletter, public relations 
legend Tom Harris calls Steve Jobs 
the world’s greatest public relations 
person and cites the iPhone launch 
as another example of Jobs’ ability 
to attract media and generate coverage 
that is the envy of his competitors. 
WIRED magazine recently reported: 
“When Apple’s iPhone gatecrashed CES 
two months ago, it forced the cellular 
industry’s hand. At Florida’s CTIA 
Wireless 2007 show this week, it 
forced them to fold. Buzz, if nothing 
else, has won the fi rst round.” In fact, 
the same article reveals that an AT&T 
executive admitted the company has 
received one million inquiries about 
the iPhone. 

This is public relations at its best. 

Similarly, when Sir Richard Branson 
recently ‘escaped’ from a burning 
cage 24-metres above Toronto’s Yonge 
and Dundas Square, he attracted global 
publicity for Canadians’ newfound 
ability to freely switch mobile service 
providers and transfer their existing 
wireless number to a competitor such 
as Virgin Mobile. 

The British billionaire’s daring stunt 
symbolized escaping from your current 
cellular provider and moving to an 
exciting company such as Virgin. 
Kudos to Virgin’s public relations 
agency for its success in maximizing 
this opportunity. 

Branson stole the spotlight to focus 
on something that clearly benefi ts 
consumers. He was our champion. 
And he was able to trump the other 
cellular companies.

Jobs and Branson ‘get it’ because 
they’re not afraid to go outside the 
traditional marketing box. They think 
big, while the majority of companies 
choose to play it safe. The standard, 
cautious public relations approach 
will produce some results, yet I’m 
sure when the results are measured 
Apple and Virgin will be light years 
ahead of their competitors. 

Q. Why do many companies 
choose to focus on the same 
public relations strategy and 
tactics they’ve been using for 
the past 20 years? Why do they 
fi nd it easier to spend millions 
on advertising in a 200-channel 
universe rather than upping the 
public relations budget to get 
breakthrough results? 

A. Because many don’t understand 
the true value of effective 
public relations. 

In his new book, Unleashing the 
Power of Public Relations, Mark 
Weiner says conventional marketing 
wisdom often keeps public relations 
on the periphery. “…the sphere and 
the potential of public relations is 
much greater than top management 
often perceives… PR’s biggest obstacle 
is that it’s grossly underfunded when 
compared to other marketing forms.” 
Weiner correctly states public relations 
programs must be properly funded to 
deliver consistent and effective results.

The contrast in strategy and style 
between traditional companies and 
public relations innovators and leaders 
such as Apple and Virgin gives a clear 
competitive advantage to the charis-
matic heads of these companies. 

It doesn’t always have to revolve 
around the CEO, although it helps. 
In Canada, WestJet’s incredible growth 
during the past 10 years can be linked 
to the positive profi le of its personable 
chairman and CEO Clive Beddoe, a 
company founder, former Canadian 
CEO of the Year and the airline’s 
engaging face and voice. WestJet 
embraces every opportunity to use 
non-traditional marketing to attract 
business. Beddoe backs it up with 
his media relations abilities. 

So what will it take for companies 
to break out of their traditional public 
relations boxes? Creativity, leadership, 
courage and the vision to use public 
relations to take them where no other 
company has gone before. Simple.

PR Community 
Mourns Loss of 
Charles Fremes

Canada’s public relations community 
is mourning the loss of Edelman 
Canada president and chief executive 
offi cer (CEO) Charles Fremes, 57, who 
died suddenly on May 7, 2007. Fremes 
was widely respected for his leadership 
and contribution to public relations. 

In a tribute on the Edelman website, 
president and CEO Richard Edelman 
said Fremes helped shape modern 
public relations in Canada. Fremes 
joined Edelman in 1997, where he 
built the Canadian operations into 
a three-offi ce enterprise in Toronto, 
Montreal and Vancouver. 

“As a member of our executive team, 
Charles’ warm style and leadership 
helped shape our fi rm’s global culture. 
He was intellectually curious, proud 
of his Canadian heritage, dedicated 
to his family and generous with his 
time, counsel and friendship. He 
involved himself in many volunteer 
and community initiatives, including 
the United Way and issues surrounding 
HIV/AIDS, breast cancer and palliative 
care,” Edelman said.

A former vice president of Corporate 
Affairs at Molson Breweries, Fremes 
provided counsel to the Province of 
Ontario during the 2003 SARS crisis 
as well as Canadian institutions such 
as Canadian Broadcasting Corporation 
and Hudson’s Bay Company.

He is survived by his wife, Judith 
McDermid, and his daughter, Danielle 
Fremes. Friends and colleagues can 
pay tribute to him at:
www.edelman.com/CharlesFremes/. 
Edelman is planning to create a 
charity fund in his honour.

Jeff Lake, APR is managing partner 
and senior vice president of PUNCH 
Communications in Toronto. Jeff may 
be contacted at jlake@punch.to.

Get More Out of 
Your Membership!
FACT: members who volunteer for their professional organization experience 
greater satisfaction from their membership.

Why not offer an hour a week of your time and enjoy all the benefits of volunteering.

CPRS (Toronto) needs your help! Junior, intermediate and senior public 
relations practitioners and students, as well as anyone interested in volunteering 
with the society, are wanted to lend their fresh ideas, expertise, and outside-of-
the-box thinking! 

What’s in it for you? New experiences, networking opportunities, be part of 
the decision-making process, a sense of giving back to your society, develop your 
work portfolio, and gain a sense of achievement, to name just a few of the many 
rewards realized by volunteering!

• ACE Awards
• Professional Development 
• Networking
• Website 
• Membership

• Newsletter
• Sponsorship
• Accreditation
• Marketing & Promotions
• Volunteers
• Students

Want more information?
Visit our volunteer page at http://www.cprstoronto.com/pd/volunteer.aspx 
or contact volunteer chair Andrew Berthoff, APR at aberthoff@environicspr.com.

Consider sitting on one of the following 
dynamic committees:



Graduation Congratulation 2007
By Chantelle Bernard, Student Representative

Benjamin Franklin once said that “an investment in 
knowledge always pays the best interest” and my 
graduating colleagues are about to put that claim 
to the test as we head into that unfamiliar territory 
known as the ‘real world’.

As excited as we all are to open a new chapter in 
our lives, we must remember that lifelong learning 
is important to our success in a rapidly advancing 
fi eld like public relations. For many of us that might 
include obtaining our accredited public relations 
(APR) designation. The purpose of the accreditation 
process is to measure and recognize a member’s 
experience and competence in the professional 
practice of public relations. 

Seasoned professional Martin Waxman, APR, 
president of Palette Public Relations and CPRS 
(Toronto) accreditation chair, encourages all public 
relations practitioners to strongly consider obtaining 
their professional designation: “Right now you’re 
beginning your careers. But we look to you as the 
future of public relations. I hope that someday – say 
fi ve, 10 or 15 years from now – you decide to broaden 
your knowledge base by seeking your professional 
accreditation (APR). It’s a rigorous process that 
combines communications theory with best-in-class 
practice. I believe it’s an important milestone for you 
as an individual and for the industry as a whole.” 
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The public relations community celebrated and 
recognized outstanding work among its peers at the 
15th annual Achieving Communications Excellence 
(ACE) Awards gala. Fifteen entrants received the 
highly coveted gold award for demonstrating 
extraordinary depth or knowledge, insight or skill 
in achieving public relations objectives. 

The ACE Awards gala was recently ranked as one 
of the city’s most anticipated and infl uential events 
of the year. The event recognizes excellence, creativity 
and originality in public relations programs and 
was open to all local communications professionals 
who have developed outstanding campaigns or 
helped further the profession through adherence 
to the vision and ethics espoused by the Canadian 
Public Relations Society. 

The coveted award for Best PR Campaign of the Year 
went to Deb Weinstein of Strategic Objectives for the 
campaign, Tetley 100% Pure and Natural Green Tea. 

“The outstanding and strategic work brought forward 
by our fellow public relations practitioners has again 
raised the bar of excellence for our industry,” said 
Ian Ross, president, CPRS (Toronto). 

The ACE Awards gala also recognizes communications 
professionals who have made an outstanding 
contribution to the industry. Five accomplished 
professionals earned the coveted Leadership Awards, 
with the highest honour going to 20-year veteran, 
Carol Panasiuk, APR, who won the Public Relations 
Professional of the Year award for 2007. 

Thea Watson
PR Student of the Year 

Victoria Procunier
Volunteer of the Year 

Mark Hunter LaVigne, APR
PR Mentor of the Year 

Cortney Anderson and Rachelle Khalaf, 
Young PR Professionals of the Year

If you are you a student member graduating from college or university in 2008 we want to know about it. 
Keep your eyes peeled for the call for new graduates to be recognized in the next New Perspective. 

“Graduation is only a concept. In real life every day you graduate. Graduation is a process that goes on until 
the last day of your life. If you can grasp that, you’ll make a difference.”

–Arie Pencovici

CPRS (Toronto) Announces Winners of Achieving 
Communications Excellence (ACE) Awards 

CPRS (Toronto)’s annual Achieving Communications 
Excellence (ACE) Awards recognize outstanding work 
by practitioners in the Toronto area. A distinguished 
panel of senior level judges from the public relations 
industry and colleges selects the award winners. This 
year there was a dramatic 57 per cent increase in 
submissions. 

Please visit www.cprstoronto.com for a full list of 
ACE Award winners.

On behalf of the Canadian Public Relations Society (Toronto), congratulations 
to the following student member graduates for their academic success:

Alison Holland, Loyalist College

Allison Fitton, Humber College

Amanda Attard, Loyalist College

Angel Laming, Loyalist College

Ankie Yip, York University

Ashley Brambles, Humber College

Brent Wilcox, Loyalist College

Caitlin Whitehead, Loyalist College

Cathy Kurzbock, Seneca College

Chantelle Bernard, York University

Christine D’Angela, 
Schulich School of Business

Craig O’Connell, Loyalist College

Daniella Cross, 
University of Guelph-Humber

Dawna Wightman, Loyalist College

Franco Cignelli, Centennial College

Heather Forsyth, Loyalist College

James Lewis, Loyalist College

Jessica Douglas, Loyalist College

John Lynch, Loyalist College

Kendra Lewis, Loyalist College

Kristen Luszka, Seneca College

Kyle Bosley, Loyalist College

Kym Wark, Loyalist College

Laura Snell, Seneca College

Lindsay Conboy, Loyalist College

Lisa Kirbie, Loyalist College

Mary Beth Walker, Loyalist College

Melanie Jordan, Loyalist College

Melissa Gruber, Loyalist College

Michelle Smith, Seneca College

Mike McIntyre, Loyalist College

Mike Shoreman, Loyalist College

MJ Shields, Loyalist College

Omar Ha-Redeye, 
Centennial College

Sharon Partridge, Loyalist College

Shorey Lea Andrews, 
Loyalist College

Sundeep Shahani, Loyalist College

Tracy Bolzon, Conestoga College

Other notable winners include:

Best PR Campaign, Strategic Objectives

Back Row (Left to Right): Catherine Héroux,
Dagmara Grabowski, Deborah Weinstein, Presenter 
David Tucker from Marketwire, Tara McCarthy, 
Johanna Burkhard. 

Front Row (Left to Right): David Weinstein, 
Amanda Shuchat. 

 Chantelle Bernard is the student representative on the CPRS (Toronto) board of directors. She can be reached at chantellebernard@hotmail.com.

2007 ACE Committee from left to right:

Jenny Shin (Chair), Diane Chan, Stacie Bumbacco, Alison Reed (Judging 
Co-chair), Carole Gravelle, Reena Dar (Gala Co-chair), Angela Volpe.

Missing from the picture: Victoria Procunier (Entries and Web Co-chair).



Who Wins! Who Loses?
A thank-you from the Chair of Judging, Gerald Crowell, BPR

Based on all reports, the 2007 
CPRS Toronto ACE Awards were an 
outstanding success. There were more 
entries, more judges, more winners 
and the largest crowd ever for the 
gala presentation. 

This level of participation sends a very 
strong signal that Toronto communi-
cations professionals are proud of 
the work they are doing, and it clearly 
indicates that we are creating best-in-
class communications.

But now that the suits and dresses are 
back from the dry cleaners, and all the 
awards are proudly displayed, it is time 
to turn our attention to next year. 

And answer the toughest question, 
“Why didn’t I win?”

So, without apology, fi ve reasons 
why perhaps you did not win:

1. Personal stake. You really have to 
invest your professional time to a 
submission. It is a minimum of 40 
if not 100 hours of your time. To win 
an ACE, sweat the small stuff, every 
detail counts.

2. Presentation: The judges are snobs. 
We have seen it all, and for many 
judges who generously commit year 
after year, they have seen at least 50 
submissions. Add that to their decades 
of professional experience. Yes decades 
and you have a tough crowd to please. 

3. No more same old, same old: public 
relations is about 100 years old now. 
Judges are looking for new approaches. 
Brilliant press conferences are a 
commodity. Did you execute against 
a number of channels? PR101 tactics 
don’t work in a public relations 
3.0 world.

4. Audiences: There is no such thing as 
the general public! The department 
store is the last remaining dinosaur 
of that 1960s phenomenon of social 
homogeneity. Tell the judges what 
you know and cite references. Stats 
Can is still a viable source of audience 
information, perhaps even your human 
resources or marketing colleagues can 
help; but we need to see that thinking. 

5. The Numbers: Show your math. 
Demonstrating return on investment is 
fundamental to being a management 
profession. Be concise and clear about 
the total costs of your campaign or 
program and the results must be 
measurable. And on the subject of math: 
the total score. It too comes down to 
numbers. These are the public relations 
Olympics. Sometimes a half-point can 
get you cut from the top prize. 

Let me offer some other observations 
for your consideration.

There were a lot of brilliant media 
relations campaigns executed last 
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year. The MRP – media rating points 
tool has emerged as a standard 
effective industry measure; use it. 

We are quickly becoming the scribes of 
the Internet. And our work hours appear 
to be expanding as we respond to the 
needs of a global media environment 
and become more global in our practice. 

We all need to set more realistic 
budgets. I’m a bit concerned that we 
might be discounting the true value 
of our work.

One powerful new direction was 
the increase in the number of entries 
and awards to relationship-driven 
campaigns and activities. Corporate 
social responsibility is taking hold 
and could lead to some very real social 
benefi ts with continued cultivation by 
Toronto communications professionals.

Overall it was an amazing year in 
Toronto public relations. The talent in 
this community, the centre of English 
language communications in Canada, 
is truly staggering. That was refl ected 
in the number of awards this year. 

I want to thank everyone who took the 
time to be involved in this year’s awards 
program and gala; it is a success that 
is to be shared by everyone at 
CPRS (Toronto) and the larger public 
relations community. 

Thank you and see you next year. 

Making 
the Most of 
Membership
By Christina A. Marshall, APR, 
Past-president, CPRS (Toronto)

Serving on the board 
of CPRS (Toronto) 
has been a fantastic 
experience in many 
different, and often 
surprising, ways. But 
what shouldn’t be a 
surprise to anyone is 

that satisfaction with CPRS (Toronto) 
membership is linked to involvement.

The act of buying a membership – 
whether it be for CPRS, a fi tness club, 
a golf club or any type of association 
– changes very little in your life. The 
only real evidence that you’ve done 
something at this point is revealed 
in your next bank statement (in the 
debit column) and in your mail box, 
as newsletters begin arriving.

A return on your investment requires 
participation. Not just a ‘going through 
the motions’ participation. Real work, 
sweat and time.

Sports provide lots of great analogies 
for this scenario. Think of the folks 
you see at fi tness centres who cycle 
lightly while reading a book. 

…continued on last page

Gerald Crowell is the assistant director, Communications Services of the Ministry of Health Promotion and a CPRS (Toronto) member. 
He may be reached at gerald.crowell@mhp.gov.on.ca



New Perspective is published four times a year 
by the Canadian Public Relations Society (Toronto).

Pam White, Editor
Your contributions are welcome. Articles or Letters 
to the Editor can be sent to Jeff Lake at jlake@punch.to.

If you would like to contact CPRS (Toronto), you can 
telephone us at (416) 360-1988, fax at (416) 369-0515 
or visit the CPRS (Toronto) website at www.cprstoronto.com

New Perspective is designed and produced by:

6 New Perspective

Now compare the results for this 
output to someone who gets a fi tness 
assessment, identifi es where there 
is room for improvement, sets up a 
fi tness strategy consisting of activities 
that they enjoy to improve these areas, 
and regularly checks their progress. 

Consider golf. You can join a golf 
club and still have golf clubs that 
stay in the trunk of your car all season, 
collecting dust. Except for the divot 
in your budget, you’ll have nothing 
to show for your membership and no 
excuse for not improving your game.

In both of these examples, having 
used your membership whole heartedly 
would have resulted in a completely 
different outcome: a sense of joy, 
satisfaction, friendships and growth. 
(Not to mention lots of funny stories 
to recount).

A CPRS (Toronto) membership is no 
different. Looking at our past presidents, 
many have gone on to serve at the 
national level or to support boards 
of other associations. 

Volunteers and board directors grow 
through their participation, too. It 
has been very satisfying to see the 
budding confi dence, expanding skills, 
fl ourishing networks and growing 
careers of CPRS participants.

Successful public relations practitioners 
don’t watch it happen or ask, “What 
happened?” They make it happen. 

Engaged CPRS (Toronto) members do 
the same. A creative route to ‘making 
it happen’ is through developing your 
own ‘signature’ contribution. 

CPRS (Toronto) member Gordon 
McIvor, APR, for instance, founded 
the CPRS (Toronto) CEO of the 
Year Award and chairs the selection 
committee. John Muldoon, APR, 
Fellow CPRS, took the initiative 
to organize special plaques for all 
outgoing board members and presents 
these at each AGM. A group of 
senior CPRS members established the 
Communications and Public Relations 
Foundation to raise money to support 
educational initiatives. The Foundation 
is governed by a board of national 
communications professionals and 
chaired by Barbara Sheffi eld, APR, 
Fellow CPRS.

From individual initiatives to group 
efforts, these ‘signature contributions’ 
contribute signifi cantly to what CPRS 
(Toronto) provides for members while 
growing the participants’ professional 
relationships and experience.

Christina A. Marshall, APR, runs Vivant Communications Inc, a consultancy specializing 
in strategic communications in health and lifestyle markets. She can be reached at 
info@vivantcommunications.ca.

Making the Most of Membership
continued from page 4…

CPRS (Toronto) annual Survey 2007!
Keep your eyes open for the CPRS Toronto annual Public Relations survey 
– available online and via email 
at the beginning of June. 

We thank you in advance for, 
“Making communications count.”


