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vOLunTeeRS!
Find something you love doing and you’ll never have to work  
another day in your life.

Whoever came up with this expression had a point: As I sit on  
the couch with my laptop on a Saturday night, working away  
feverishly on this issue of Communicator, I realize there’s nothing 
I’d rather be doing. No fun, you say? Tons of fun! Volunteering  
is one of the most gratifying things I do.

Since becoming the managing editor for Communicator, I have 
spent countless late nights putting each issue together. My calendar 
is now peppered with blue appointments—blue is the colour  
I chose to represent newsletter items—that block off time at  
night, on weekends, and whenever, and ensure issues arrive in  
your mailbox on time.

My day job also involves communications, working for a non- 
profit. My job is a big part of who I am. Work has become  
life though, and I feel less like I do work and more like I’m  
accomplishing something great on a regular basis. In addition to 
my job, the best way to express my professional passion is to create 
an amazing issue of Communicator for you, every two months.

Communication is what we all love doing; that’s why some of us 
work on Communicator and others read it!

Of course it would be wrong of me to claim I do this alone. IABC 
defines itself through the volunteers who spend countless hours 
working on everything from organizing events to putting together 
newsletters. They are the backbone of the association. 

The volunteers I know best are on the Member Communications 
portfolio, headed by the amazing Marcia Ross. Ten chief volunteers 
ensure Communicator gets to you on time, among other tasks such 
as minding the website, the blog, the e-lerts, etc… Besides Marcia 
and I, they are: Alyssa, Amanda, Barb, Crystal, John, Nekeisha, 
Rachael and Ravi. Thank you all. We’re part of something great!

Gabrielle Scheliga
Managing Editor
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 It’s coming to be that time of year once 
again when we reflect on the past year and 
think about what we would like to achieve 
in the upcoming one. Many of us use this 
time to make New Year’s resolutions to help 
us achieve the goals we’ve set for ourselves.

 For me, this got me thinking about what 
kinds of professional resolutions I wanted 
to make and also what advice or resources 
IABC/Toronto has to offer in helping me 
and others meet their professional goals. 

 So here are six ways IABC/Toronto can help 
with common communicator resolutions. 
While the following suggestions might not 
get you out to the gym on a regular basis 
or trim that waistline, they might just  
help you build a better network, create  
a better strategic plan and maybe even  
win an award:

1. Plan – Strategically planning out the  
next 12 months or coming up with a  
new three-year strategy can be a tricky 
business. Wouldn’t it be helpful if you 
could look at some successful strategic 
plans for some inspiration? Look no  
further! Check out the past six years of 
winning entries from the OVATION 
awards on the IABC/Toronto website in 
the member’s area. No matter what kind 
of communications plan you are writing, 
you’re guaranteed to find a quality award-
winning example.

2. Ask for help – When a communications 
problem arises, why not throw a question 
out to the more than 1,200 members of 
the IABC/Toronto’s LinkedIn page? Most 
questions receive more than a few answers 
quite quickly, so you may get a couple  
of different perspectives to help solve  
your problem. 

3. Network – No more hiding in the house this 
winter! Shake off the winter blues and get 
out to meet your fellow communications 
professionals. Circle February 15th on your 
calendar and join us for the next “Munch 
‘n’ Mingle.” We’ve had such an impressive 
turnout at our last two networking events 
that, trust me, you don’t want to miss  
the next one. 

4. 
Share your success – Why keep your  
great communications success a secret? 
Enter to win an OVATION Award! The 
final entry deadline is in late February, but 
keep an eye out for the “How to Win An 
OVATION Award” seminar in January. 
Details to be posted to the IABC/Toronto 
website soon.

5. 
Market yourself – What better way to show 
off your writing skills than by impressing 
the hundreds of visitors a week stopping 
by the IABC/Toronto blog? Share your ideas, 
observations and thoughts with more than 
1,700 members anytime. You never know 
whose eye your words might catch.

6. 
Save your pennies – Traveling in the  
New Year? Remember to take advantage  
of IABC/Toronto’s affinity programs for 
member savings on travel from Porter  
and Via Rail. Also check the savings on 
measurement, insurance and more on  
the website in the member’s area.

IABC/Toronto leads the way
IABC/Toronto members are not only leading the 
communications community in the GTA, but 
nationally and internationally. These members 
are volunteering their time to improve the  
communications profession and we applaud 
them for their efforts. 

•	This	year,	 three	 IABC/Toronto	members	are	
serving on the Canada East regional board: 
Anna Relyea, Yasmin Ranade and Sara Taylor. 

•	Two	IABC/Toronto	members	are	serving	on	
the Global Alliance for Public Relations  
and Communication Management Board— 
Annette Martell, ABC, MC, Fellow, and serving 
as chair, Daniel Tisch, APR, CPRS Fellow.

Trell Huether
President, IABC/Toronto
toronto-president@iabc.com

SIx
fOR THe BuSY COMMuNICATOR
ReSOLuTIONS 

neW YeAR’S 

Please note: Articles in Communicator reflect the opinions of the 
writers and experts invited to comment but not necessarily those 
of IABC/Toronto.
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In terms of member value, we also wanted to 
demonstrate leadership in communications,  
by developing leaders, recognizing member  
excellence and sharing expertise. See the “Hats 
off!” sidebar for many of the year’s accomplish-
ments. Lastly, as the year progressed, the  
board looked for new and creative ways to add 
member value. For example, we added several 
member discounts and member-only perks such 
as reduced event prices, a free webcast and  
salary survey results.

member engagement – The second main strategic 
objective was to maintain a strong foundation of 
engaged members, offer rewarding volunteer  
opportunities and enhance the interactive member 
experience. How did we do? Two-hundred and 
thirty-four volunteers offered their time and  
energy—94% of whom said they had a good 
experience — and 36 pairs participated in the 
mentorship program. To enhance the interactive 
experience, we upped our social media activity. 
Our Twitter followers grew from 1,071 to 2,550 
and our LinkedIn group bloomed from 300 to 
803 members. We also hosted morning coffee 
events for new members, to give them the  
opportunity to learn about the chapter and  
connect with one another in a smaller, more  
informal setting.

external relevance of the organization and 
the profession – The strategic objective here is 
to improve awareness of the value and benefits of 
membership and strengthen recognition of the 
chapter and profession. We accomplished this in 
a few different ways, both within the IABC 
community and beyond. Besides sharing our 
best practices and knowledge with other  
chapters, we judged the Chapter Management 
Awards that recognize leadership, management, 
creativity and teamwork of IABC chapters 
worldwide. We had the honour of judging after 
being recognized as International Chapter of  
the Year the previous year. 

Beyond IABC borders, we issued our first  
Communication Year in Review – Report Card 

on Toronto’s Top Newsmakers of 2010. This report 
card earned high quality media coverage for the 
chapter. Throughout the year, IABC/Toronto also 
participated in popular external events as speakers 
and sponsors. For example, we sponsored  
PodCamp, Toronto’s Twestival and partnered  
with MESH.

Long-term financial viability – We have  
been successful in continuing to operate a solid 
financial operation. The rest of this report lists 
our revenue and expenses for the year. Please  
see the online version of this report for a more 
detailed explanation of the revenue/expense 
breakdown. Overall, the board is pleased to  
report a surplus of $27,458. When our revenue 
exceeds our expenses by $10,000 or more, we 
implement the surplus policy the following  
year. Plans are currently underway. 

The financial statements shown here for the  
2010 – 2011 IABC/Toronto board year have  
been reviewed by Cowperthwaite Mehta,  
Chartered Accountants. 

It was an honour to serve as your president. 
Thanks to everyone for their support and contri-
butions. Please don’t hesitate to contact me if you 
have any questions about this annual report. As 
mentioned, further details and commentary on 
last year’s results, as well as my presentation  
from the 2011 AGM, are available online  
at http://toronto.iabc.com > Members’ Area 
> Members-only Chapter Information > 2011 
IABC/Toronto AGM Draft Minutes, Appendix 1. 

Sincerely,
Carrie MacAfee
Immediate Past President, IABC/Toronto
toronto-pastpresident@iabc.com 

Carrie MacAfee is an Internal 
Communications Specialist at 
Ontario Power Generation. As 
IABC/Toronto’s Immediate Past 
President, she relishes this  

opportunity to report on the chapter’s success.

 AnnuAL   
RePORT

IABC/TORONTO

2010 – 2011

member value – Our first objective was to create a relevant member experi-
ence, recognizing that “value” means different things to different members. 
For those who value events for learning and networking, we held several 
events, including eight professional development ones. Of the 397 attendees, 
85% said the events were valuable. Feedback from our networking events 
was also positive, with the majority of attendees reporting that they made 
three to seven new contacts per event. For members that value resources 
and information, we offered regular issues of the Communicator newsletter 
and e-Lerts every two weeks, in addition to the many tools and resources 
available from IABC headquarters. 

The 2010 – 2011 year was an exciting one for IABC/Toronto. 
To get things started, the board developed a new three-year 
strategic plan to guide our activities and define our strategic 
areas of focus. Then, as the board year came to a close, we 
reviewed and measured our objectives, and I reported on 
them at the Annual General Meeting in late June. Allow me 
to provide a few highlights of our activities and connect 
them back to the four main pillars of our strategy. 

Revenue
MeMBeRSHIPS $106,197

AWARDS $  84,000

ADVeRTISING $  85,199

PROGRAMS $  48,216

INTeReST AND OTHeR $    8,185

TOTAL Revenue $331,797

exCeSS OF Revenue 
OveR exPenSeS  
FOR The YeAR

$  27,458

NeT ASSeTS, BeGINNING 
Of THe YeAR

$246,151

neT ASSeTS,  
enD OF YeAR $273,609

exPenSeS
PROgRAMS

AWARDS $  71,247

PROGRAMS $  37,623

COMMuNICATIONS $  23,660

exeCuTIVe SeRVICeS $  11,640

VOLuNTeeR SeRVICeS $    5,475

MeMBeRSHIP &  
ACCReDITATION

$    3,628

SuRPLuS INITIATIVeS $           0

TOTAL PROgRAMS $153,273

ADMInISTRATIOn

MANAGeMeNT feeS $  99,994

POSTAGe & COuRIeR $  15,039

INTeReST &  
BANk CHARGeS

$    9,384

MeeTINGS $  10,238

STATIONeRY $    5,705

PROfeSSIONAL feeS $    6,528

INSuRANCe $    1,783

PRINTING $    1,064

TeLePHONe $    1,331

TOTAL ADMInISTRATIOn $151,066

TOTAL exPenSeS $304,339

In mid-October 2010, the board  
approved a budget with a projected 
loss of $19,315.00. This loss reflected 
a strategic decision to invest in  
services and initiatives that enhance 
member value. By January, it became 
apparent that we would surpass  
our conservative CareerLine revenue  
budgets. When combined with a  
successful OVATION program and 
growing membership numbers, the  
final surplus was $27,458.

We extend our congratulations and 
high fives to these fine individuals 
for their contributions and accom-
plishments in the 2010/2011 
IABC/Toronto board year:

•	 The	 chapter	 board	 and	 our	
massive crew of 234 volunteers. 
Your ideas and dedication is what 
keeps pushing IABC/Toronto 
forward.

•	 Our	generous	sponsors	–	CNW	
Group, fusion Design Group, 
Canadian Internet Registration 
Authority (CIRA), freeman 
Communications, The Canadian 
Press Images, News Canada.

•	 The talented team at funnel 
Communications, our adminis-
trative office that is so critical 
for managing our large chapter.

•	 The	eight	members	who	earned	
the title of Accredited Business 
Communicator (ABC): Jason 
Bubba; Vivian Chan; Janet  
Comeau; Cindy Harris; Chris 
Meyer; Janine Reed; Tamara 
Smith; and Rachel Swiednicki.

•	 Priya	Bates,	ABC,	MC	for	being	
named a Master Communicator, 
a lifetime achievement award and 
the highest honour IABC/Canada 
bestows on an individual member.

•	 Peter	Aceto,	President	and	CEO	
of ING Direct Canada, for being 
named the 2010 IABC/Toronto 
Communicator of the Year.

•	 Regis	Dudley	of	Humber	College	
for being recognized as the 
Student of the Year.

•	 Paul	 Nguyen	 for	 winning	 the	
Bobbie Resnick Philanthropy 
Award, given to professional 
communicators who demon-
strate positive community 
leadership.

•	 Scott	Windsor	for	being	Mentor	
of the Year, nominated by his 
mentee Sabrina Divell.

•	 The 218 OVATION Award entrants 
and 82 winners. Great work!

hATS OFF!
$27,458$151,066$246,151

December 2011      communicator      http://toronto.iabc.com/ http://toronto.iabc.com/      communicator      December 20114 5



SHOW
YOUR
COLOURS

SHOW 
YOUR
COLOURS

SHOW
YOUR
COLOURS

BLUE

BLUE

RED
RED

BLUE

YELLOW

YELLOW

PURPLE

PURPLE

GREEN

GREEN

ORANGE

ORANGE

VIBRANT

VIBRANT

LUMINANCE

CONTRAST

CONTRAST

HUE
CHROMA

CHROMA

TINT

SHADE

SHADE

VIBRANT

SATURATED

SATURATED

VALUE
TONE

TONE

TONE

TONE

SHOW
YOUR
COLOURS

SHOW 
YOUR
COLOURS

SHOW
YOUR
COLOURS

BLUE

BLUE

RED
RED

BLUE

YELLOW

YELLOW

PURPLE

PURPLE

ORANGE

GREEN

ORANGE

ORANGE

VIBRANT

VIBRANT

LUMINANCE

CONTRAST

CONTRAST

HUE
CHROMA

CHROMA

TINT

SHADE

SHADE

VIBRANT

SATURATED

SATURATED

VALUE
TONE

TONE

TONE

TONE

SHOW
YOUR
COLOURS

SHOW 
YOUR
COLOURS

SHOW
YOUR
COLOURS

BLUE

BLUE

RED
RED

BLUE

YELLOW

YELLOW

PURPLE

PURPLE

GREEN

GREEN

ORANGE

ORANGE

VIBRANT

VIBRANT

LUMINANCE

CONTRAST

CONTRAST

HUE
CHROMA

CHROMA

TINT

SHADE

SHADE

VIBRANT

SATURATED

SATURATED

VALUE
TONE

TONE

TONE

TONE

SHOW 
YOUR
COLOURS

BLUE

RED
BLUE

YELLOW
GREEN

ORANGE
VIBRANT

LUMINANCE
CHROMA

SHADE SATURATED
VALUE

TONE

SHOW
YOUR
COLOURS

Show your colours! Ontario Shores Centre 
for Mental Health Sciences (Ontario Shores), 
a 2011 winner, attests to this fact. “Our 
campaign was low budget, and we relied 
heavily on the human bodies on our team,” 
said Susan Nakhle, Director, Communica-
tions and Public Affairs, at Ontario Shores. 
“The OVATION Awards are a great way to 
receive recognition and feedback from our 
peers and it really helped to validate all  
the team’s hard work.”

Susan Nakhle and her team at Ontario Shores 
won an OVATION Award of Excellence in 
2011 for their campaign, “Creative Minds: 
Raising Awareness and Reducing Stigma 
through the Arts.” Nakhle emphasized that 
even the process of putting together an entry 
was a beneficial exercise for her team.

“We always have industry standards in the 
back of our mind, but sometimes as a non-
profit it’s hard to find the resources and 
time to commit to things like measure-
ment,” said Nakhle. “We don’t need to be 
perfect, but we do want to be constantly 
improving. Preparing the submission for 
the OVATION award really made us think 
and push ourselves.”

Nakhle doesn’t want to scare anyone off 
from applying, though. In fact, she  
described the process as “quite easy.” The 
biggest challenge? Being succinct and  
providing enough context to understand 
the campaign within the application 
framework. Overall, she felt, the benefits 
are definitely worth the effort.

“We’re lucky at Ontario Shores that our 
colleagues value and appreciate the work 
that the communication team does, but  
it’s still great to have validation from  
a third-party,” said Nakhle. “An IABC 
award is something the team can really  
rally around.”

To access the 2012 Call for Entries,  
visit the IABC/Toronto website at http://
toronto.iabc.com/recognition/ovation-
awards/.

Jessica Hume is a strategic 
communicator with a focus 
on using communication to 
engage and inspire action. 
She recently relocated from 

South Africa to Toronto and is enjoying meeting 
communicators in Toronto through IABC. 
You can reach her at jhume82@gmail.com.

For mid- to senior-level communicators, a Master’s degree 
can be a great asset. 

“A Master’s degree such as an MBA can help diversify  
your skills and enhance your credibility with professionals  
in disciplines beyond marketing and communications,” said 
Leslie Hetherington, APR, IABC/Toronto Past President 
(2008) and MBA graduate. 

More often than not, it will be your network developed 
through internships and volunteer experiences that land  
you your first “real-world” job. Typically for a junior-level 
communicator, the Master’s degree would be increasingly 
valuable after getting some industry experience first. 

“To improve your employability, you should combine a Master’s 
with work experience, ideally, or at least volunteer experience 
that aligns with your career goals,” said Hetherington.

If you decide to pursue your Master’s degree right away after 
graduation, find internship or volunteer opportunities with 
flexible schedules that provide valuable industry experience. 
Of course, IABC/Toronto has many great volunteer oppor-
tunities that can work around your schedule. 

With an increased demand for professional degrees, you can 
now take many Master’s programs in convenient formats, 
including part-time studies or online classes. Choose a  
program that not only supports your career ambitions,  
but broadens your network as well. The most common  
credentials communicators pursue are the MA or MBA. 

Whatever path you take, remember that IABC has many 
tools and resources that can help you get your foot in the 
door and into the industry.

Mike Berg is the Manager of Communi-
cations in the Office of the Registrar  
at Humber College. A graduate of the  
University of Guelph-Humber’s Public 
Relations program, Mike has been an  

active member of IABC since 2008. He intends to start  
his MBA in 2012.

OvATIOn AWARDS
Show  
your colourS,,
whatever they are!

It’s time to show your colours 
and start preparing your entry 
for the 2012 OVATION Awards. 
The OVATION Awards are a 
great way to get recognition 
for the work that you do, big 
budget or small, from your 
peers at IABC. 

why aren’t you advertising in 

Communicator?
Don’t you want to reach 1,700 of 
the most invested and influential 
communicators in Canada? 
there’s a reason that IaBC/toronto is the world’s largest 
chapter—our country has a tremendous concentration 
of head offices and organizations in toronto. this makes 
for a happening chapter that consistently engages career 
communicators with unbeatable benefits, great learning 
and tremendous networking.

reach all of them in Communicator! Please contact: 
trell huether at toronto-adsponsor@iabc.com or  
416-727-4101 for rates and information.

WILL A  
MASTeR’S  
DegRee  
 LAND YOu YOuR        

 fIRST  
 COMMuNICATIONS

JOB?

Competition for entry-level communications 
jobs is fierce, with an increasing number of 
colleges and universities offering PR and 
communications programs. How can recent 
graduates differentiate themselves from the 
competition? There is no perfect science for 
finding a job, but some junior communicators 
are starting Master’s programs with hopes 
of improving their employability.
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Program administrators at Centennial and  
Loyalist believe so firmly in the benefit of  
professional association memberships that  
they have made it a program requirement.

“All post-graduate Public Relations students at 
Loyalist College are IABC members,” says Kerry 
Ramsay, professor and program coordinator for 
the post-graduate public relations program at 
Loyalist College. “We find the membership a 
valuable opportunity for students to explore 
new and exciting networking opportunities, 
while connecting them with vital job leads early 
in their career.” 

It’s not just employment and networking  
opportunities that make IABC a draw to  
students, it’s also the international reach that 
many find appealing.

“When I learned that we’d be joining a profes-
sional organization as part of our course  
requirements, I immediately chose IABC,” says 
Simon McNeil, a student in Centennial’s  
Corporate Communications and Public  
Relations program. “The opportunity to build 
my network internationally was not one  
that I wanted to miss.”

The size of IABC’s Toronto chapter is another 
draw for student members. When asked what 
value he saw in an IABC membership, Barry 
Waite, program coordinator and instructor at 
Centennial, said “Toronto has the largest chapter 
within the association and clearly shows that 
Toronto is a world centre of excellence in the 
communications industry. IABC/Toronto provides 
our students with access to an incredible set of 
resources and helps people entering the field gain 

insights into communication trends and patterns 
that are taking place around the world.” 

Membership has its privileges, and the students 
at Centennial and Loyalist colleges are getting 
this message loud and clear.

For post-secondary schools interested in having 
IABC/Toronto visit their campus, please contact 
Paulina Callaghan, ABC, VP, Membership at 
toronto-membership@iabc.com.

Melissa Mayhue is Manager, 
Proposals and Communications, 
at Adecco Canada. Melissa 
joined IABC/Toronto in July  
of 2011 and is a volunteer 

with the Membership portfolio.

•	Targeted job board – reach more than 1,700 IaBC/toronto  
communicators, including 112 accredited members, with expertise  
in corporate communications, marketing communications,  
public/media relations, social responsibility, public affairs,  
social media/web strategy, multimedia and more.

•	Low price for employers/hiring managers – Pay a flat fee of only 
$230 for members or $280 for non-members (plus hSt) for a single  
job posting and take advantage of unlimited word count and logo 
placement. ads for volunteer communications positions are free and 
ads for interns are only $30 for members or $45 for non-members 
(plus hSt). Postings are live for up to 45 days.

•	High demand – CareerLine receives almost 7,000 visits, including 
almost 3,000 unique visits, per month. at no additional charge, job 
postings are emailed directly to members who opt for this service.

• Easy to use – activated within 24 hours (Monday – Friday) after 
you’ve completed the simple online forms. Pre-pay by credit card  
or have an invoice mailed to you.

to learn more or to post a job with IaBC/toronto, contact us:
416-968-0264 | toronto-info@iabc.com | http://toronto.iabc.com/careerline 

Why use IABC/Toronto’s

CareerLine?

IABC MeMBeRSHIP
nOW CAn OPen DOORS fOR STuDeNTS LATeR    

In an uncertain job market, memberships with professional associations can be 
the difference that can land you a job—this is the message that students in 
Centennial College’s PR and Communications and Loyalist College’s post-graduate 
Public Relations programs consistently hear from their instructors.

Many Canadians have tightened their belts in these uncertain economic 
times; however, members of IABC/Toronto will be able to loosen theirs 
by a notch or two.

While IABC membership rates in U.S. dollars are increasing, the 
strength of the Canadian dollar has had the opposite effect north of the 
border. Canadian membership rates are at par as a result of updated 
exchange rates, and this translates into savings for IABC/Toronto members. 

That’s right! You just read some good economic news that will benefit 
all IABC/Toronto members. Annual membership dues for the  
IABC/Toronto chapter will be decreasing by an average of $9 for the 
2012 year. Notification of these changes will be sent by the IABC 
World Headquarters with renewal invoices for the coming year’s fees.

Each year, the IABC International Executive Board is required to review 
international membership dues and adjust them in accordance with 

A fee adjustment for 2012 puts a little extra cash 
back in the pockets of IABC/Toronto members.

IABC/TOROnTO MeMBeRShIP DueS (AS OF JAnuARY 1, 2012)
MeMBeRShIP LeveL OLD RATe (2011) neW RATe (2012)

ReNeWING fuLL MeMBeR $346.36 $334.00

NeW fuLL MeMBeR $389.56 $374.00

NeW/ReNeWING 
TRANSITIONAL MeMBeR

$215.68 $209.50

NeW/ReNeWING  
STuDeNT MeMBeR

$  50.76 $  48.00

 Oh CAnADA!
 OuR STROng DOLLAR  
 LeADS TO MeMBeRSHIP   

Fee SAvIngS 
 WITH IABC/TORONTO

data from an objective source (IABC uses Consumer 
Price Index data from The Economist). 

Although Canadian, Australian and European IABC 
chapters stand to benefit from this adjustment, other 
international branches will experience minimal  
increases that impact members by no more than $7 each. 

Adjustments to annual dues allow IABC and its chapters 
to maintain the high-quality programs, services and 
member benefits that help us grow as communicators.

Don’t be shy. Share this good news with your  
colleagues, students and others who may have let their 
membership lapse or have yet to join our community. 
There is no better time to be a member and experience 
the many benefits offered by IABC/Toronto!

Lyndsay Carter is a Marketing and 
Communications Officer at Canada 
Health Infoway. An active member 
of IABC/Toronto since 2008, she 
currently volunteers on the Member-

ship portfolio. Her local coffee shop stands to benefit 
from her IABC membership savings.
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IABC  

neW ORLeAnS  
HITS THe RIGHT NOTe  
AS hOSTS OF 2011  
SOuTheRn RegIOn COnFeRenCe
The decision to attend the 2011 IABC Southern Region Conference from October 12–14 in 
New Orleans was an easy one. I had fallen in love with the city and its people after my first 
visit in May. As a communicator, I was also interested in obtaining an American perspective 
to the unique communications challenges faced by organizations in the Southern u.S. This 
region has had its fair share of crises, and I wanted to know how the industry was able to 
communicate key messages during challenging times.

They were also given the opportunity to put on 
costumes and ham it up for photos that were 
put into custom flipbooks—a cool souvenir for 
the conference.

Thursday evening’s “Dine Around” event gave 
attendees the opportunity to experience one  
of a large number of exquisite New Orleans  
restaurants. My experience at Restaurant  
August was incredible, and celebrity chef and 
local legend John Besh even took the time to 
pose for a group photo. 

Throughout the conference, there was one  
key theme that seemed to resonate from the  
presentations. This theme—that it is harder than 
ever to be a communicator—was consistent 
regardless of whether the topic involved media/
reporting, crisis management, business ethics, 
social media or branding. 

In his dynamic opening keynote, #1-rated World 
Conference speaker Steve Crescenzo explained 
how the role of the corporate communicator is 
changing. In this fast-moving world, “everyone 

has A.D.D.” and “the only battle that matters is 
the battle to capture the audience’s attention.” 

To get their voices heard, communicators have 
to find effective ways of using both old and new 
technology to be sure their message reaches the 
right audience. Christi McNeill, Social Media 
Strategy Specialist for Southwest Airlines, 
stressed the importance of putting a live person 
behind the social media face. Online personalities 
such as “Captain Joe” offer customers the  
opportunity to interact with real people who 
blog or tweet about their experiences as  
Southwest Airlines employees.

In her presentation, “How Collaboration Can 
Change the World: Getting Networked in the 
Networking Age,” Cisco Systems Vice-President 
of Strategy and Transformation Ayelet Baron 
explained why everything (and everyone) is 
connected. The most effective leaders and  
organizations are able to find the right  
information and use the right tools to relay  
that information to the target audience. 

Authenticity is also important as communicators 
strive to deliver messages that are both truthful 
and ethical. In a dynamic and visually engaging 
presentation, All-Star presenters Suzanne Salvo 
and D. Mark Schumann, ABC stressed the  
importance of seeking out business truth in  
an effort to lead and communicate with  
truthful purpose.

In his closing keynote, Shel Holtz, ABC, IABC 
Fellow and principal of Holtz Communication + 
Technology, explained why everyone’s company is 
a media company. He explained the concept of 
“the splinternet” and encouraged communicators 
to create content that inspires collaboration to get 
their voices heard. In today’s information-rich 
world, if people aren’t talking about you, then 
you don’t exist. People buy from companies that 
enter into their thinking, so it’s important to cre-
ate engaging content that keeps you top of mind.

Continued on page 12

The roster of world-class speakers included representatives from 
companies such as Southwest Airlines, Cisco Systems, Wal-Mart, 
Royal Caribbean and Chevron. 

Prior to the conference, organizers offered two exciting events. Both 
offered a little bit of New Orleans flair as attendees were able to take in 
the sights, sounds and tastes of this vibrant city. Pro-shooters Suzanne 
and Chris Salvo offered a photo walk around the city’s historic 
French Quarter. A pre-conference panel and luncheon was held at 
Mother’s Restaurant—one of the city’s most beloved institutions. 
Panellists included key representatives from Louisiana’s seafood,  
restaurant and tourism industries. The luncheon included a discussion 
on how they were able to respond to the BP oil crisis in the face of 
conflicting information and still resonating brand damage from 
Hurricane Katrina. In a way true to form for people from the South, 
agencies normally seen as competitors were able to pull together to 
use social media and other techniques to save the bottom line and 
overall perception of the Gulf Coast and surrounding regions. 

To get everyone to experience the energy of this vibrant city, conference 
organizers held a series of social events. At the opening night reception, 
food was extensive and included samples of key dishes found only in 
the Big Easy. Always up for a party, attendees were able to dance to 
the brass band sounds of New Orleans’ legendary Paulin Brothers. Photo walk of french Quarter with Suzanne and Chris Salvo

Charles Pizzo and Jennifer Day (Director of 

Communications and PR for the New Orleans 

Convention and Visitors’ Bureau) at the  

pre-conference panel and luncheon

Hamming it up for the camera  
at the Opening Night Reception

Opening keynote Steve Crescenzo on why everyone has “A.D.D.”

Photo Credit: Salvophoto.com (with the exception of the photo with John Besh)
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D. Mark Schumann and Suzanne  

Salvo In Search of Business Truth

           SO YOu 
              THINk  
       YOu’Re AN    AuThOR 

The way, she was told, was through published articles. 
She was warned it was a tough racket. No dearth of writers 
out there, these days. But she did have several arrows  
to her quiver: her own blog, skill at writing, and an  
established readership. Getting a few magazine articles 
under her belt couldn’t be too hard. 

Her writing centred on her profoundly disabled child 
Owen, their family, and Owen’s caregivers and doctors. I 
asked Jennifer, while I was interviewing her, “Did you 
ever meet anyone in your situation?” “No,” she replied. 
And then, “But what do you mean by my situation?” “Two 
things I guess: a kid with anything similar to Owen’s 
challenges, and a mother who approached it like you did.” 
“No, then,” Jennifer replied. “No on both counts.” 

Jennifer set out to research publishers and winnowed the 
list down to five. She began to develop the book’s outline. 
Her first magazine foray was to Walrus; she submitted 
two chapters. Then she waited eagerly by her inbox. She 
was summarily rejected. Despite the astonishing tenacity 
she’d revealed in her care of Owen, she crumbled instantly 
at the Walrus rejection. So much for traditional publishing. 

Next she decided to send hard copies of three blog posts 
to a Luddite friend for review. The Luddite sent them to 
another friend, a textbook editor. The textbook editor, 

David London, read them as a short story and 
wrote her a three-page literary critique. 

Jennifer phoned to thank him. While she didn’t 
admit it to David, she’d really been looking for 
“someone beyond my Mum to tell me it was 
good.” David was blunt. “It sounds like you’ve 
been doing everything you can to not get  
published,” he said. “If you want to publish, 
publish it.” 

Jennifer began to review her ideas about self-
publishing. She could hire the necessary experts. 
She would own the project, make the key  
decisions. She could install the checks and  
balances and peer reviews herself. She could 
control the timing. 

She started with the jacket copy. She found a 
book she loved the design of, took a screen shot, 
changed a few things, pasted in her favourite 
shot of Owen, and sent the mock-up to her  
designer. “Make it like this,” she told him. He 
did, and charged her the very kind price of $300.

The interior design was surprisingly complex. 
What would be the base font? And the one used 
for beginning-of-chapter excerpts from doctors’ 
and teachers’ reports? How would chapter  
endings and beginnings be indicated? Where 
would page numbers go? The process took longer 
and cost more ($1500) than she had estimated. 

For her printer, she chose Lightning Source, a 
company owned by Ingram that supplies  
approximately 60 – 80% of the titles in North 
America. Once a book is in the Ingram catalogue, 

it’s orderable on Amazon and Indigo online. 
Their pricing also seemed more favourable than 
most; if she ordered 500 at a time, she paid 
about $3.50 per book. For online orders, she 
would be paying about 35% of list price for the 
combined services of Lightning Source and 
Amazon/Indigo. 

She was gradually realizing that self-publishing 
is actually team publishing. If you go to a  
traditional publisher, they take on most of the 
steps involved. Whereas if you publish yourself, 
you assemble the team. Many of the poorly-
produced volumes that had turned Jennifer 
away from self-publishing were the results  
of writers assembling a poor team, or of not  
assembling a team at all.

She was also coming to the conclusion that the 
traditional publishing model is broken. It takes 
away almost all control and timing from authors. 
For this service, it portrays itself as haughty and 
unreachable and takes about 90% of list price. 
Particularly for non-fiction (including business) 
books, she thinks it is no longer viable. Most 
IABCers, she feels, have far greater access to and 
familiarity with business marketing channels, 
such as blogs and forums and online magazines, 
than traditional publishers. 

She hired David for the job of editing, both 
substantive and copy. Like most authors, she 
reached out to her personal network for  
additional editing and comments—particularly 
her father and his wife, both academics and 
published authors. Still, she never escaped the 

initial challenge that she was making the final 
decisions on critical processes such as story  
arc, and on what went in and what was left out. 
The payment for having control was being  
stuck with ownership. “I was the gatekeeper for  
everything,” she said. 

Jennifer is a web developer, so she created  
her own website for the book, which she  
estimates would otherwise have cost about 
$1500. A further $100 was required to set up the 
title with Lightning Source. The ISBN number 
was free but required paperwork and process. 

The launch party, at Hart House, cost $1000. It 
was a moving affair, attended by many of the 
caregivers and medical professionals Jennifer 
had spoken of in the book, the group to whom 
it may be best targeted. Jennifer already has 
speaking engagements and workshops planned on 
the personal and ethical dilemmas encountered 
in raising a disabled child. She’ll be taking lots 
of copies of No Ordinary Boy, of course.

Marcia has been helping organi-
zations to express themselves for 
15+ years. Marcia is this year’s 
VP Member Communications for 
IABC/Toronto; you can reach her 

at her blog at www.marciaross.ca.

Shel Holtz Closing 
Out the Conference

Legendary New Orleans chef John Besh poses for a group photo at Restaurant August

Paulin Brothers Brass Band rocks the Opening Night Reception

Continued from page 11

The conference was an amazing experience and hugely  
successful. The professionalism and hospitality shown by 
IABC New Orleans and participating chapters were second 
to none. I came away energized and eager to implement the 
innovative ideas offered by the speakers. I was also able to 
connect with IABC members from across the U.S. and hope 
to reconnect with them again in the near future.

Yes, IABC New Orleans—I’m happy to report that you  
definitely hit the right note. And I miss y’all.

Karen Hegmann is a marketing communica-
tions professional and business writer with 
K-Vision Communications. Her interest in 
storytelling and its applications to business led 
to the creation of her blog “Narrative Assets.” 

Karen can be reached at kvcomm@sympatico.ca.

– One WRITeR’S ROAD TO SeLF-PuBLIShIng 

Jennifer Johannesen didn’t set out to 
self-publish. Not for her the sloppy 
editing, the over-designed artwork, the 
cheesy jacket copy and the homespun 
look. She was going to a real publisher. 
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PROuST  
queSTIOnnAIRe

Kate Blackwell is a Corporate Communications Specialist 
at Southlake Regional Health Centre in Newmarket. 
Most recently, Kate held the position of Communications 
Coordinator at the Central Local Health Integration  
Network (LHIN)— a provincial government agency. 

Kate has a BA in communications from the University of Ottawa and a  
post-graduate certificate in corporate communications from Seneca College.

What is your idea of perfect happiness? 
Great family + meaningful professional 
life + personal achievement = perfect 
happiness. 

What is your greatest fear? 
Heights or spiders. I’m happy to report 
that public speaking—while a fear  
for most people—is not one of mine;  
I actually enjoy it. 

Which person, living or dead,  
do you most admire? 
I most admire my parents, Diane and 
Drew, for a number of reasons. My 
mother is suffering from a life-altering 
and debilitating illness, and her strength, 
courage and ability to motivate and  
inspire others makes her one of a kind.  
I hope that when I’m a parent, I can  
be as supportive, compassionate and 
dedicated as my dad. 

What is your favourite journey?
Life. What a ride! 

What do you consider the most  
overrated virtue?
External beauty. Beauty is big business 
—a multi-billion dollar business—and 
to me, it’s completely overrated. 

Which words or phrases do you  
most overuse?
“Now that’s a teachable moment.” 

What is your greatest regret?
I don’t have one yet, and I’m hoping  
I won’t have one for a while.

When and where were you the happiest?
Right now. I’m about to get married (I’ll 
be married by the time this is published) 
and I love my job. 

Which talent would you most  
like to have?
I’d love to be able to sing, but unfortu-
nately I was never blessed with that  
talent. In fact, I can’t even carry a tune. 

What is the trait you most  
deplore in others? 
Aggressiveness. 

If you could change one thing about 
yourself, what would it be?
The extent to which I worry about things. 

What do you consider your greatest 
achievement?
It’s not one achievement in particular,  
but I feel fulfilled and proud when  
I’m able to effectively mentor students 
and watch them grow and develop as  
professionals. 

What is your favourite occupation?
Corporate communications, of course! 

What made you join IABC/Toronto?
I love what I do, and I enjoy being around 
like-minded people. IABC/Toronto  
provides a number of opportunities to 
meet other folks in the field, and share 
best practices and experiences. 

how do you participate in  
IABC/Toronto?
I volunteer for the OVATION Awards 
portfolio every year. This year, I’ve taken 
on the role of Co-Director of Materials 
Management, and I can’t wait to get 
started! 

If we asked the three people who know 
you best what your three most notable 
characteristics are, and they had to 
agree on three, what do you think they 
might say? 
I’m fairly confident that most people 
would say that I am: 

1. generous 
2. meticulous, and
3. reliable. 

What do you most value in  
your colleagues?
How talented they are. 

What is your greatest extravagance?
My wedding at the moment, and it’s  
not even that big. 

If you were to die and come back  
as another person or thing, what do  
you think it would be?
A teacher. In fact, I probably was one  
in a past life.

If you could choose what to come  
back as, what would that be?
A famous author—that would be fun. 

What do you like least about  
your appearance? 
My height. I’m about 5’10, which is  
great for business but doesn’t lend itself  
to wearing heels.

What do you think are the three most 
common mistakes made in business 
communication?
This is a tough question because I haven’t 
been in the field for too long. However, 
given my experience, I would say: 

1. the tendency to “jump in” without  
recognizing the value of strategic  
directions; 

2. the lack of attention with respect to 
measuring outcomes; and 

3. the tendency to overpromise (“We’ve 
always got too much on the go!”). 

What would your dream job  
communications project be?
One day, I would like to be a press  
secretary for a politician going  
through an election.

What is your motto?
“Live and let live.” I know it’s a cliché,  
but that’s how I choose to live my life. 
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2012  
oVATIoN  
cAll for 
ENTrIES  
IS NOW AVAILABLe  
fOR DOWnLOAD!

Open to all communicators 
in the gta, the OvatION awards 
is the perfect opportunity to 
be recognized for your talent 
and show your colours!  
  
Sponsors can show their colours 
to the top communicators in 
the gta. 

For more about sponsorship 
opportunities, please contact: 
toronto-awards@iabc.com

The ever-popular Proust Questionnaire, as seen on the back-page of Vanity fair, derives its name from  
the french writer Marcel Proust. He did not invent the questionnaire but was one of the earliest and most 
famous respondents. As part of getting to know our IABC/Toronto members better, we’re incorporating this 
longstanding tradition into Communicator and are hoping to get a better glimpse into the lives of those 
who share our passions and careers. This month, we introduce you to kate Blackwell.
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2011 IABC/Toronto PR report card
With the success of the 2010 PR Report Card, IABC/Toronto 
will be releasing the “Communications Year in Review –  
Report Card on Toronto’s Top Newsmakers of 2011” in  
January. Stay tuned to our Media Centre and social media 
channels to get an early scoop.

The many benefits of membership
Discover—or rediscover—the numerous benefits of IABC 
membership. Find your next job through CareerLine,  
promote your business in the Marketplace or take part in  
our mentorship program. Don’t forget to take advantage of 
member pricing to attend networking and educational  
events. For more information on membership, please  
contact Paulina Callaghan, ABC VP, Membership, at:  
toronto-membership@iabc.com.

Recognizing a stand-out student volunteer
Follow IABC/Toronto on Facebook, LinkedIn and Twitter to 
read Bethany Cawker’s weekly “Did You Know” messages. 
Bethany is a student member and active volunteer whose 
keen insight and infectious enthusiasm have made her a great 
asset to the Membership portfolio and IABC/Toronto.

Munch ‘n’ Mingle 
The October 19th Munch ‘n’ Mingle was attended by  
90 communication professionals and students. Attendees 
braved the wet, windy weather of October 19 to warm up  
together at IABC/Toronto’s first Munch ‘n’ Mingle of the 
year. This crowd helped the 2011/2012 calendar year take off 
in style at The Pilot Tavern in downtown Toronto. The event 
was organized by three volunteers: Linda Barker, Margaux 
Lee and Laura Power. Check the IABC/Toronto website  
regularly to register for these invaluable events.

gTA Silver Leaf winners make us proud
Visit the IABC/Toronto website for a list of GTA-based  
Silver Leaf Award winners. The Silver Leaf Awards recognize 
excellence in business communication across Canada.

This newsletter was printed on FSC certified paper  
with 10% post-consumer content.

Interested in writing for Communicator? Send an email 
to Gabrielle at gmscheliga@gmail.com describing your 
proposed article. We love getting ideas for articles and 
look forward to hearing from you.

KeeP IN 
mIND

hOT  
hAPPeNINgs

www.fusiondg.ca

Creative.
Fun.
Fearless.
Call us.
We’ll answer...

here are important dates to keep in mind:

December 1 – 31, 2011 “Member-get-A-Member” Month. get three free  
 months of membership for each new member  
 you recruit—up to a full year at no charge. For  
 rules, membership information and additional  
 details, visit the IABC/Toronto website.

January 9, 2012 It’s time to show your colours! The call for  
 entries for the 2012 IABC/Toronto OvATIOn  
 Awards is available now on the IABC/Toronto  
 website. entries will be accepted starting  
 on January 9, 2012.

February 2012 February 2012 is an IABC Worldwide Member 
 ship Month. This means that for new or lapsed  
 members who join or re-join IABC, IABC will  
 waive the application fee (CDn$40 for faxed/ 
 mailed/phoned enrollments; CDn$30 for Internet  
 enrollments). For more information, go to  
 www.iabc.com.

June 24 – 27, 2012 IABC World Conference – Chicago, Illinois, uSA  
 http://wc.iabc.com/program/


