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Students Build Their Rolodexes at CPRS Toronto’s  
Sixth Annual 360 Degrees: All Things Connected
By Laura Ballantyne

On May 14th, more than 100 budding 
public relations students from Toronto-
area schools joined 24 seasoned public 
relations practitioners at one of the 
largest annual student professional 
development and networking events  
in Toronto – the sixth annual 360 
Degrees: All Things Connected. Held  
at the Metropolitan Hotel, the event 
offered students the opportunity to 
learn how to land their first jobs, gain 
practical advice and interact with 
industry leaders.

These round-table discussions were 
limited to 10 participants to ensure 
everyone had the opportunity to ask 
questions and share in the discussion. 
Students and speakers were placed in  
a uniquely intimate setting allowing  
for a free flow of communication.

Here is a snapshot of what the speakers 
shared with attendees:

In the international relations session, 
Tanya Wymer, corporate communications 
manager for Novo Nordisk Canada Inc. 

City of Mississauga, discussed their 
experiences handling crisis communi-
cation during the Toronto SARS crisis 
and the World Trade Center attacks.

Kevin Pennant, owner of Pennant  
Media Group, and Samantha Pickard 
of Strut Entertainment, shared their 
experiences representing the “who’s 
who” of the entertainment and 
business worlds. 

CPRS President Lawrence Stevenson APR. (left) congratulates Nicholas Douloff, Helen Guest APR, Barbara 
Sheffield APR and Ken Cherney APR. All members for more than 30 years, they were named  
“Life Members” at the CPRS Toronto Annual General Meeting on May 22nd. For more highlights of the AGM, 
please see page five. 

CPRS Toronto Life Members

Addressing the Canadian public’s 
concern for the environment, Jennifer 
Reynolds, Toronto Hydro and Paul 
Klein, Impakt Corporation shared their 
thoughts on why corporate social 
responsibility plays a large role in 
organization's livelihood.

Fara Alimohammed, McDonald’s 
Canada showed students how internal 
communications keeps employees 

The evening began with a networking 
game. “CPRS Toronto Bingo” encouraged 
students to interact with seasoned public 
relations practitioners and fellow 
students. Participant’s ballots were 
entered in a draw for the chance to  
win several valuable gifts including 
Making Ink and Airtime: How to 
Conduct Proactive Media Relations  
in Canada by CPRS National board 
member Mark Hunter LaVigne, APR 
and two media directories donated  
by Marketwire.

After networking and hors d’oeuvres, 
CPRS Toronto President, Lawrence 
Stevenson, APR, kicked off the evening 
with a warm welcome and congratulated 
the student steering committee on a 
sold-out event. Participants were then 
invited to attend three 40-minute 
sessions led by two industry leaders. 

shared her insights on what it is like to 
do public relations for a pharmaceutical 
company. Siobhan Dooley, Bank of 
Montreal, offered students an inside 
look at international relations for one 
of Canada’s largest banks.

Social media presenters, Julie Rusciolelli, 
founder and CEO of Maverick PR and 
Joseph Thornley of Thornley Fallis 
touched on why social media has made 
PR more public.

Steve Kee, director corporate  
communications, shared his successes  
of 20 years with the TSX Group Inc. 
and Patricia Chapman, director of 
communications and external affairs, 
Home Depot explained the importance  
of a great Rolodex.

John Cooper, crisis communications 
consultant and Marie Rochon, team 
leader, media/external communications, 

…continued on last page

Students participate in CPRS Toronto Bingo, the networking game that served as an ice breaker at the 6th 
Annual 360 Degrees: All Things Connected, held at the Metropolitan Hotel, on May 14, 2008. 

Scott Langdon, Humber College professor, and Larry Kent of Write-Results Communications lead the 
government relations session.



I recently attended the CPRS National Conference, 
Charting the Seas of Change, in Halifax hosted by CPRS 
Nova Scotia. Tom Peck and his team did an exceptional job 
of balancing intriguing keynote, plenary and breakout 
sessions with an array of fun and interactive social events. 
Highlights of the conference were an inspiring address by 
General Rick Hillier and the Diamond Jubilee celebration 
in conjunction with the annual National Awards Gala. For 
those of you who have never attended a National Confer-
ence, I highly recommend that you consider it for next year.

Which brings me to my next point. The Steering Committee of next year’s national 
conference in Vancouver have introduced an interesting promotional concept for 
their event. In each of the regional societies of the CPRS across the country, they 
have asked for a volunteer to be a ‘torchbearer’ for the Vancouver 2009 Conference 
– in effect, an individual that will spread the word about the conference and try  
to encourage members from their region to attend. I have agreed to be the torch-
bearer for the Toronto area. This concept is intriguing because it uses the imagery 
from the Olympics which, as you all know, will be hosted in Vancouver in 2010.  
The Vancouver group has been hard at work for many months in preparation  
of their event which will be held June 7 to 9, 2009. They have adopted the 
theme – On the Edge/Á La Fine Pointe. For more information, see their website 
at http://www.cprs.ca/Vancouver2009/. The team promises a champion level 
lineup of presenters and speakers that will bring you on the edge of what you 
need to succeed in today’s public relations landscape. Do yourself and your career  
a favour by making the trip to beautiful British Columbia next summer.

I am also pleased to announce that CPRS Toronto will be celebrating its Diamond 
Jubilee this year as well. Look for additional information and announcements 
about events on the CPRS Toronto website. Have a great summer!
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By Lawrence Stevenson, APR

President’s Message: 

Lawrence Stevenson, APR is President of CPRS Toronto. He can be reached at 
lawrence@torchiacom.com.

Carnivale – Our first annual Sponsor and Volunteer Appreciation event gave the 
CPRS Board and members an opportunity to thank fellow volunteers for all their 
hard work to ensure our society continues to be both a valuable and relevant 
association for public relations practitioners at all levels. 

Lawrence Stevenson, APR, President of CPRS Toronto also thanked the chapter’s 
major sponsors – Marketwire, our platinum sponsor; AVW-Telav, Cision, CNW 
Group, Leger Marketing and The Canadian Press, gold sponsors; FPInfomart, silver 
sponsor; and NewsCanada and Toronto Hydro, bronze sponsors. In acknowledging 
their long-term commitment to our society, he pointed out how many of our events 
could not take place without their support.

Numerous prizes were given 
out during the event, with 
the grand prize, donated  
by Jeff Lake, APR, Punch 
Communications, going to 
Brian Moran. Mr. Moran 
won a spectacular trip for 
two for three nights and four 
days at February Point, one 
of the most stunning resort 
communities in The Bahamas.

Carnivale 

Lawrence Stevenson, APR thanks CPRS sponsors

Brian Moran receives February Point resort vacation prize from 
Lawrence Stevenson, APR and Jeff Lake, APR

A Bright 2009
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If you’ve been paying attention to  
the social media world these days  
you probably know that Twitter  
(http://twitter.com) is the hottest thing 
since Facebook amongst the digerati. 

At its most basic level, Twitter exists 
for you to answer the question “What 
are you doing right now?” in 140 
characters. But what began as a simple 
way to update your friends (or “follow-
ers” in Twitter-speak) has evolved into 
something much more. It is being used 
to share everything from ideas and 
links to information about natural 
disasters and the scores at sporting 
events and it is taking over the world 
of online communications. 

Twitter matters because it gives people a 
way of opting in to receive information 
while also participating in a dialogue 
around it. While a blog could be 
compared to a formal lecture with a 
comments section as a formal question 
and answer period, Twitter is more like  
a cocktail party. There are multiple 
conversations happening at the same 
time, and you can either easily drift 
between them or participate as you wish. 

At the recent mesh Conference  
(http://meshconference.com) held in 
Toronto, delegates weren’t handing out 
business cards or email addresses so 

much as they were their Twitter account 
names. Throughout the conference (and, 
it seems, most social media conferences 
these days), an entire background 
conversation was taking place on 
Twitter. Rather than waiting until after 
a speaker had finished, delegates were 
debating their points during the session. 
As one blogger wrote, “you weren’t at 
the conference if you weren’t involved 
in the backchannel on Twitter.” 

While it may still be early days for 
Twitter, there are already millions  
of people using the service and the 
“backchannel conversations” happening 
at conferences are already happening 
with your clients. As with all spaces 
(online or not) people will be having 
these conversations whether you’re 
there or not so you might as well meet 
them there.

So who is already using Twitter?

Zappos (http://zappos.com) is one 
company that has dove headfirst into 
the Twittersphere. The CEO of this 
online shoe-company already has over 
five thousand followers and is climbing 
up the popularity charts. Nearly every 
single employee is on Twitter, and all 
are encouraged to use the service to 
respond to questions or comments 
regarding Zappos. In the name of 

transparency, the company also has a 
page set up on their website that collects 
all mentions of “Zappos” on Twitter. 

I’m quite proud of my CNW colleagues 
for embracing Twitter. When not 
travelling between Calgary and  
Vancouver, you can find Doug Lacombe, 
vice-president, Western Canada, 
updating his Twitter feed by publicly 
fielding questions about the newswire 
business. At the same time, other 
members of CNW have used the service 
to find out more about what is going  
on at conferences or to simply share 
links with each other. 

CNW Group has recently added a Twitter 
feed of releases being distributed by  
us in the Internet Technology category. 
Journalists and bloggers following the 
feed will receive a message with the 
headline of the release and a link to  
the full version on the CNW website  
at www.newswire.ca.

Twitter 101? 
By Parker Mason, CNW Group

The New York Times calls Twitter “one of the 
fastest-growing phenomena on the Internet.” 

Parker Mason is the Web Content Specialist at CNW Group, a global leader in news and information distribution services for professional communicators. Follow Parker on Twitter  
at http://twitter.com/parkernow

PR 2.0: New Media, New Tools, New 
Audiences – by Deirdre Breakenridge, 
Pearson Education: 2008. 

In today’s Web 2.0 world, traditional 
methods of communication won’t reach 
your audiences, much less convince 
them. Here’s the good news: Powerful 
new tools offer you an unprecedented 
opportunity to start a meaningful two-
way conversation with everyone who 
matters to you. In PR 2.0, Deirdre 
Breakenridge, president and director  
of communications at PFS Marketwyse, a 
marketing communications agency  
in New Jersey, helps you master these 
tools and use them to the fullest 
possible advantage in all your public 
relations work. 

The book describes the best ways to 
utilize blogs, social networking, online 
newswires, RSS technology, podcasts, 
and the rest of today’s Web 2.0 tools. 
Breakenridge shows how to choose the 
right strategies for each PR scenario and 
environment, keep the best Web 1.0 tools, 
and stop using outmoded tactics that 
have rapidly become counterproductive. 

Breakenridge introduces an extraordi-
nary array of new PR best practices, 
including setting up online newsrooms, 
using visual and social media in 
releases, and leveraging new online 
research and analytics tools. She offers 
powerful new ways to think about PR, 
plan for it, and react to the new PR 
challenges the Web presents. Breaken-
ridge also includes interviews with 
today’s leading PR 2.0 practitioners.  
A very easy read.

The CEO: The Chief Engagement Officer: 
Turning Hierarchy Upside Down to Drive 
Performance – by John Smythe, Gower 
Publishing Company, 2007.

According to Strategic Communication 
Management (Australia), “this is the 
most significant book for internal 
communicators in 25 years. Not since 
Roger D’Aprix’s Communicating for 
Productivity in 1982 has there been  
a book more likely to impact what 
communicators do on the job than this 
one. ...If you buy one book this decade, 
this is the one.” While you might not 
go that far (the work of T.J. Larkin has 

been highly significant) internal 
communicators will find this book  
an insightful and downright inspiring 
summer read. 

For Smythe, communication is an 
important component of engagement 
that needs to start early in the process. 
He acknowledges that isn’t always  
our reality. “The sad truth is that most 
leadership teams do not keep people in 
the dark deliberately. Some do not see 
the need for it, but most want to wait 
until things are looking better and they 
feel more confident. But the later they 
leave it, the harder they have to work 
to instill confidence in their people:  
an invisible plan inspires no one.” 

The last chapter, by consultant, author 
and academic Johanna Fawkes, is a 
thorough overview of recent research 
on employee engagement, documenting 
the various different definitions, 
approaches, measurement techniques 
and lots more. 

The book is difficult to find here in 
Toronto (it can be purchased through 

amazon.ca) and you may see a copy  
on your travels in the U.K. or the U.S. 
where it has recently been published  
in paperback. 

Groundswell: Winning in a World 
Transformed – by Social Technologies 
Charlene Li and Josh Bernoff, Forrester 
Research, Inc. 2008.

In Groundswell, Li and Bernoff, two  
of Forrester Research’s top analysts, 
write about how social media – blogs, 
wikis, Facebook – has impacted the way 
customers interact with your brands. 
These elements of a social phenomenon 
– the groundswell – has created a 
permanent, long-lasting shift in the 
way the world works. Most companies 
see it as a threat. You can see it as an 
opportunity. Through numerous case 
studies they show how leading compa-
nies are gaining insights, generating 
revenues, saving money, and energizing 
their customers by harnessing the 
power of social media. 

How can I start using Twitter? 

Like most online tools, the easiest  
way to start learning is to start using. 
With Twitter, you’ll have to go to  
http://Twitter.com to sign up for an 
account. It is easy to do, and once 
you’re there you can make use of all  
of Twitter’s features right from their 
homepage. However, using Twitter from 
their webpage is a little bit cumber-
some. A much more elegant solution 
comes in the form of a program called 
Twhirl (http://twhirl.org). Rather than 
forcing you to refresh your page in order 
to get updates from your friends, Twhirl 
automates the process and turns Twitter 
into an easy-to-use messaging program. 

When you’re there, you’ll start seeing 
how you can integrate your Twitter 
account with your account at a number 
of other online places like Facebook.

Summer Reading

…continued on page 5
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Consider for a moment why the  
cocktail party is often an important  
part of doing business. A well-organized 
cocktail party is integral to building 
relationships. It’s entertaining, informa-
tive and interactive, and provides 
opportunities to meet important 
stakeholders. The casual environment 
encourages honest conversation and 
real relationship management – qualities 
that also apply to social media outlets. 
Social media is the new cocktail party – 
an emerging form of communication 
that facilitates two-way interaction 
with audiences, without being in the 
same room. It includes everything from 
blogs and social networks to text 
messaging and YouTube. 

Social media provides a space where 
relationships are built and maintained – 
a perfect (and cost-effective) public 
relations channel for organizations. If 
great business deals can be made over 
cocktails, imagine what social media 
can accomplish from the comfort of 
your laptop. 

Social Media – the new “little black 
dress” for the corporate world 

Social media are quickly becoming  
a staple for reaching an increasingly 
‘me-focused’ audience. Previously 
written-off as entertainment for 
Generation Y, social media have found 
their way into daily business practices.

According to a study done by Solutions 
Research Group, 75 per cent of  
Canadians have home internet access. 

Notably, approximately eight million 
Canadians are users of instant  
messaging, email, and the social  
media website Facebook. 

“If you don’t want to start a conversation 
with your marketplace or hear what your 
customers are saying about you, feel free 
to ignore social media altogether,” says 
Katie D. Paine, president, KDPaine & 
Partners, which specializes in educating 
organizations on measuring the 
effectiveness of their communications. 

Organizations need to look at social 
media as the corporate world’s “little 
black dress” – a simple ‘must-have’  
for communications ‘wardrobes.’  
Unlike many traditional channels  
of communication, social media  
allow for the reciprocal exchange of  
information between an organization 
and its audiences. 

Sun Microsystems has successfully 
adopted social media as an integral  
part of its communications strategy. 
CEO Jonathan Schwartz actively 
promotes blogging as part of the 
company’s daily interactive relationship 
with its customers. 

He blogs: “To me, it’s not so much about 
getting the word out, as letting the eyes 
and ears in [...]. It’s why I encourage 
others to drive the conversation in the 
market, as well. Transparency’s at least a 
part of the solution – if not an outright 
competitive weapon.” 

Today’s technologically enhanced 
society demands that organizations 
embrace the power of social media,  
or be stood up.

Choose Your Venue Wisely: Which Social 
Media Tools Are For You? 

It may be challenging for organizations 
to decide which social media best reach 
target audiences. Just as event planners 
consider the details of venues, so should 
organizations when choosing their 
social media. Author, professor and 
professional blogger, David Weinberger, 
suggests organizations keep their 
customers in mind when introducing 
social media to their communications 
program. Like business cocktail parties, 
there is no one-size-fits-all solution. 
Each medium is unique, catering to 
specific audiences. 

Liz Armstrong, director of communica-
tions at Flip Publicity in Toronto, opts 
for established channels like podcasts, 
blogs and social networks when 
promoting clients. For her, online chat 
rooms and interactive web sites are out 
of the question. “We simply don’t have 
the human resources or expertise to 
masterfully execute and continuously 
monitor interactive online tools.” 

Armstrong’s rule of social media use  
is simple: If businesses don’t have the 
resources to create impressive social 
networking tools, they shouldn’t.  
An unprofessional attempt at these 
technologies could result in total 

Cocktails & Communication: 
Are You Hosting The New Social Media Party? 
By Andrea Genereaux, Caroline Lule, Flora Fahr, Karolina Kowal, Lindsay Holder and Sara Illidge 

disengagement from their audiences. 
You wouldn’t hold a cocktail party  
in a bowling alley, so why use an  
ill-suited social medium to connect 
with audiences?

Social Butterfly or Wallflower?  
Socializing as a Business Strategy 

Like networking at a party,  
companies can use social media  
to create connections with various 
audiences. Organizations must learn  
to navigate these media in order to  
visit old friends, meet new ones, and  
find those with future potential. Social 
media do more than facilitate relation-
ships – they help create dialogue. “Social 
media and consumer participation are 
growing at a lightning speed. It is time 
for companies to pay attention to online 
conversations and develop strategies  
to become more involved with their 
audiences,” explains Katy Howell, 
managing director, Immediate Future, a 
British-based web PR specialist.

This involvement can be facilitated 
through reciprocal online conversations. 
Using social media, organizations  
can directly communicate relevant 
information to their audiences. Jeremy 
Pepper, director of communications  
at The Point PR in Chicago, said he 
believes social media provides real-time, 
one-to-one and one-to-many conversa-
tions with your customers, enthusiasts 
and detractors. 

…continued on last page
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Ontario Conservative leader John Tory wants the 
political influence of public relations put to better  
use. As the special guest speaker at the CPRS Toronto 
annual general meeting on May 22, Tory argued that 
the PR techniques in use by provincial governments 
across the country are making communication worse, 
not better. 

“I think the craft you practise has basically taken over 
the political process,” said Tory to the crowd of 80 
CPRS members and students. By using what he called 
“government by PR” – the focus by ruling parties on 
“making your Premier look as good as he can” – has 
shifted attention away from important issues.

“PR rule is creating a crisis of accountability... people 
think their vote doesn’t matter.” Tory cited the 52 per 
cent voter turnout at the last provincial election as  
an example.

John Tory Calls Upon  
Pubic Relations Practitioners  
to Fix “Crisis of Accountability” 
By Christie Adams 

AGM Highlights

• Some of the achievements of the 2007-2008 year 
included a sold-out crowd of more than 360 people 
at our 16th annual ACE awards gala. The event sold 
out two weeks prior to the event and attracted  
a broader industry representation in ACE award 
entries, rewarding 54 public relations campaigns 
with ACE awards. 

The late Doris Whiteside was an advocate for raising the profile and status of public relations professionals. In 
memory of Doris’s dedication to the profession, CPRS Toronto established an award to honour young professionals 
who shared a similar passion for the profession through their academic excellence and community involvement. 
This year, four outstanding students were chosen by their faculty and the CPRS Toronto Board to receive this 
prestigious award. Those students are: Karin Archer, Centennial College; Teresa McKenna, Durham College; Arlene 
Terry, Seneca College; and Angie Ramkerrysingh, University of Guelph-Humber. 

Your Board of Directors for 2008-09
Laura Ballantyne (Student Representative)
Andrew Berthoff, APR (Volunteers)
John Challinor II, APR (Sponsorship)
Reena Dar (ACE Awards)
Matt Drennan-Scace (Treasurer)
Christine Edwardson (Secretary)
Jeff Lake, APR (Marketing and Promotions)
Lisa Caroline Leung (Internet/Intranet)
Maryjane Martin, APR (Member Communications)
Lindsay Peterson (Membership)
Vincent Power, APR (Accreditation Committee Co-Chair)
Jenny Shin (Professional Development and Networking)
Lawrence Stevenson, APR (President)
Martin Waxman, APR (1st VP and Accredititation
 Committee Co-Chair)
Ian Ross, APR (Immediate Past President)

Doris Whiteside Award RecipientsDoris Whiteside Award Recipients

Tory was not without praise, however. The party  
leader acknowledged the vital communications role  
PR practitioners could play in uniting the cultural 
mosaic of Toronto. “ I’ve had the privilege of speaking 
in many religious centres and the fundamental values 
underlying all of these faiths are basically the same...
I’d like to see professionals like you address this chal-
lenge because, in the end, it’s about communication.”

The party leader acknowledged the vital communica-
tions role public relations plays in the modern world 
and called for a time where public relations is used to 
create true communication between the government 
and the citizens of Toronto. “We need real political 
debate. We need people to be challenged.”

Wikinomics Expanded Edition, by Don Tapscott and 
Anthony D. Williams. Portfolio, 2008.

According to Tapscott and Williams, because of deep 
changes in technology, demographics, business, the 
economy and the world, we are entering a new age 
where people participate in the economy like never 
before. This new participation has reached a tipping 
point where new forms of mass collaboration are 
changing how goods and services are invented, 
produced, marketed and distributed on a global basis. 
This change presents far-reaching opportunities for every 
company and for every person who gets connected.

The new art and science of wikinomics is based on four 
powerful new ideas: openness, peering, sharing and 
acting globally. These new principles are replacing 
some of the old tenets of business. The objective 
throughout this book is to provide vivid examples  
of how people and organizations are harnessing  
these principles to drive innovation in their workplaces, 
communities and industries.

Summer Reading
continued from page 3…

Kristian Foster, Co-chair Student Steering Committee, CPRS Toronto, with Doris Whiteside Award Recipients: Karin Archer, Centennial College; 
Teresa McKenna, Durham College; Arlene Terry, Seneca College; and Angie Ramkerrysingh, University of Guelph-Humber. 

John Tory, Ontario Conservative Party leader addresses CPRS Toronto AGM.

Highlights of the 2007-2008 
year – CPRS Working for You, 
Our Members...

• Another highlight of the year was the 15th annual 
CEO of the Year award luncheon that recognized 
Frances Lankin, CEO of the United Way of  
Greater Toronto. 

• We hosted more than 560 members, students  
and other professionals at 10 networking and 
professional development events.

• And, we increased the number of job postings  
to 148 compared to 120 last year.

These and many other activities are strong indicators 
that the Toronto society has a very promising future 
and we can look forward with pride as we begin to 
celebrate our 6oth anniversary. 



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

Maryjane Martin, APR, Editor
Your contributions are welcome. Articles or Letters  
to the Editor can be sent to Maryjane Martin, APR at 
mjmartin@primus.ca.

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
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informed, engaged and committed to 
the organization. Priya Bates, senior 
internal communications advisor, Loblaw 
Companies Limited. demonstrated how 
communications can be of great value 
to a company that is undergoing 
organizational change.

Agency speakers, Sarah Andrewes  
of Fleishman-Hillard Canada and 
Kathryn Bayang from Optimum PR, 
gave students a first hand look into  
the fast-paced world of agency PR.

Scott Langdon, Humber College 
professor and Larry Kent of Write-
Results Communications, combined 
their years of experience to educate 
students about government relations. 

Media relations presenter David 
Milliken, showed students what PR  
is like from a Canada NewsWire 
perspective. Recently-published author, 
Mark Hunter La Vigne, APR, discussed 
“both sides of the media fence.”

Branding expert, Judith John, senior 
vice-president, communications and 
marketing at Mount Sinai Hospital 
explained that a brand must be built 
from the inside out because brands 
need integrity to ensure success —“You 
must stand by what you stand for.” 
Wendy Seed, professional communicator 
from the Ontario Ministry of Health  

and Long Term Care, noted that it takes 
six to eight positive experiences to 
neutralize just one negative experience 
with a brand.

Interview skills presenters, Humber 
College professor, Andrea Tavchar  
and Roxanne Cramer of Cramer and 
Company provided insider tips on how 
to prepare and succeed in an interview 
to land a first full-time job.

Building on the success of 360 Degrees 
2007, the CPRS Toronto Student Steering 
committee increased the number of 
sessions from six to 12 and speakers 
from 12 to 24. This event played host 
to some of Toronto's most experienced 
and successful PR professionals.

Victoria Procunier, CPRS Toronto 
Students and Mentoring Chair best 
illustrated the value of speaker expertise 
in the room when she ended the evening 
with this impactful message: “The total 
value of the public relations practitioners 
in this room tonight in billing hours 
would cost between $15,000 to $30,000.” 

By attending CPRS Toronto events like 
360 Degrees: All Things Connected, 
student members can expand their 
knowledge, resources and participate  
in networking to build their Rolodexes 
with contacts who could one day help 
determine their career paths.

Social media are not just about leisure 
anymore. They are a venue where 
business and value are exchanged, 
according to senior associate editor, 
Michael Doan in his article, Social 
Networks: Not Just Kid Stuff Anymore 
on KiplingerForecasts.com. Organizations 
need to actively join the party and learn 
to make the most of the connections 
made there, or they will find themselves 
standing alone against the wall at the 
end of the night. 

Knowing Your Social Etiquette:  
The Ethics of Social Media

Using social media to communicate 
messages may require organizations  
to participate in different online groups 
or networks. Pepper said he believes  
the use of social media “is a game  
of community relations, where each  
of these groups—social networks, blogs, 
podcasts and others – are their own 
self-sustaining communities.” 

“We can’t pop in there with a pitch,  
but have to learn to become members, 
participate and then message, if appro-
priate,” said Pepper in an interview. 

If you decide to participate in these 
communities, there are some ethical 
guidelines to follow. Most importantly, 
organizations must establish their 
relationships based on honesty. Much 
like verbal interaction at a party, you 
cannot simply walk into a conversation 
and insert your opinion. 

According to Weinberger, “communica-
tion on behalf of your organization 
should be done so with transparency, 
being extremely clear what your status 
is – that you’re being paid for it – is  
a requirement.” 

Keep your Finger on Pulse of the Party: 
the Eyes and Ears of Social Media

Just as the casual atmosphere of a 
business cocktail party allows for 

circles of uninhibited conversations, 
social media provide organizations  
with a space where people can chat 
comfortably about their work, the 
industry and the future. 

“[Blogs] provide a way of reaching  
out and obtaining direct feedback to 
influence audiences and increase the 
company’s position, market share and 
profits,” writes Andy Marken, president, 
Marken Communications Inc. in Santa 
Clara, California in the fall 2005 edition 
of Public Relations Quarterly. “[They] 
provide a fast and low-cost means of 
conducting research of direct customer 
experience [and] company perception.” 
Along with blogs and podcasts, social 
networking sites  
enable organizations to learn who the 
influencers are, something that business 
cocktail parties have long managed. 

“[Web 2.0] provides immediate access 
to the vast universe of opinion-makers, 
consumers and influencers that PR 
professionals need to cultivate,” writes 
Peter Granat, senior vice-president, 
Marketing and Client Development  
at Bacon’s Information Inc. in the 
November, 2006 issue of Public Relations 
Tactics. Organizations need to learn 
how to listen and connect with these 
important audiences on a regular basis.

So, Where’s the Party? 

Keeping up with your clients, employees 
or other stakeholders is vital to any 
business. Whether this is done through 
the cocktail party or social media, it’s 
important to remember that just like 
the cocktail party, social media is no 
substitute for traditional communica-
tions. With that said, remembering the 
fundamental nature of public relations, 
we must always look for ways to listen 
to audiences. And when we do find 
ways to listen, we should use them.

Laura Ballantyne is the CPRS Toronto Student Representative for 2008 to 2009 and  
a class representative for Humber third-year students, where she is currently completing 
her three-year advanced public relations diploma.

Cocktails & Communication
continued from page 4…

Students Build Their Rolodexes at CPRS 
Toronto’s Sixth Annual 360 Degrees:  
All Things Connected
continued from page 1…
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