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LETTER FROM THE EDITOR
In today’s digital age—in which anyone can publish content 
and increasingly initiate their purchase decisions with a 
Google search—media relations is arguably more important 
than ever.

The media offers unparalleled third-party credibility. As 
professional communicators, we can use the media’s 
credibility to boost our organizations’ reach, brand trust  
and influence. Best of all, media coverage is usually free.

What does the media want? A story.

That means our job is to give editors and journalists timely, 
insightful and unique stories. Fresh news and genuinely 
useful content helps our organizations cut through the 
digital clutter and reach our desired audiences.

So while anyone can be a publisher today, not everyone  
gains the interest of reputable, trusted publishers. 

Understanding media relations can help you deliver 
interesting, valuable news to create a competitive  
advantage. As CTV News anchor Lisa LaFlamme recently 
stated, “Journalism is always evolving. There will always  
be storytellers and stories needing to be told.” 

In this issue of Communicator, our media relations experts  
will share how to earn flattering media coverage through 
creative, strategic corporate storytelling.

MANAGING EDITOR’S MESSAGE

PRESIDENT’S MESSAGE

PRESIDENT’S MESSAGE 
Suzanna Cohen

MANAGING EDITOR’S MESSAGE 
Lisa Goller

FEATURE:  
Media relations redefined 
Irene Bakaric

THE X-PERIENCED FILES  
Media Relations vs. Public Relations: 
One and the same? 
Ashley Ann Purdy

DIGITALLY SPEAKING 
Integrating video to boost  
your media coverage 
Cyrus Mavalwala

FEATURE: 
Is media relations dead? 
Amy Laski

CASE STUDY 
iStore’s one-stop digital lifestyle 
destination a fashionista’s dream 
Linda Andross

THE INDIE SCENE  
Adapting to the decline  
of traditional media 
Alix Edmiston

HEAD TO HEAD 
Has social media decreased the 
quality and value of journalism? 
Sarah Irene Haney / Sohini Bhattacharya

CAMPUS CORNER  
Overcoming your fear of media 
Riley Harding

BOOK REVIEW 
This Is How You Pitch: How to Kick 
Ass in Your First Years of PR 
Neil Hrab

PROUST QUESTIONNAIRE 
Stefanie Penzes

Toronto

> IABC/Toronto members can save $300 at the Crisis  
and Issues Communication Forum On May 5 at  
Ryerson University. Get all the details and register  
at The Feed page  on the IABC/Toronto site. 

> Save the date! Come out and celebrate our 
communication heroes at the OVATION Awards 
happening on Wednesday, May 18 at the Sheraton 
Centre in Toronto. Look for the next couple of  
e-Lerts for more details and registration information.

> From May 29 to 31, Toronto opens its doors to  
welcome the who’s who of PR and communications 
from around the world for one of the largest 
international communications events—the 2016 
World Public Relations Forum. Speakers and delegates 
from all corners of globe will gather in Canada’s  
most multi-cultural city for three days of Keynote 
presentations , workshop discussions  and  
research panels, focusing on the value and importance  
of Communication Across Cultures. Visit the WPRF 
homepage  for all the details and to register. IABC 
members save $400 on Full Forum passes with the 
Global Alliance Member Rate! 

IN THE KNOW
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Doctor. Accountant. Teacher. Asking  
mom or dad what any of these jobs 
involves will likely elicit a fairly confident 
response. Now try asking (even after  
10 years) what your job as a public relations 
professional entails. Well let’s just say that 
most don’t get it. Pet peeve? Maybe!

If you do understand the role of a public relations 
professional, kudos… but do you know the difference  
then between public relations and media relations? The 
two terms are often used interchangeably but should  
never be thought of as the same. Why? Because connecting 
with the media is important but connecting with the public  
is vital.

Back in the Mad Men era, public relations professionals 
were considered skilled at getting coverage for organizations 
on TV, radio or print. This was, after all, the most effective 
way to put our organization’s messages in front of the 
public. Since the rise of the internet, social media and 
strengthened public relations, this is no longer true. 
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MEDIA RELATIONS  
VS.  

PUBLIC RELATIONS: 
ONE AND  

THE SAME? 

This winter, I've been thinking and talking a great deal about leadership. I've been thinking about the role IABC plays  
in enabling all of us—who are proud to call ourselves communication professionals—to take leadership roles in the 
workplace, with our families and friends and in the broader community. 

One way we do this is by harnessing and sharing the collective knowledge, wisdom and experience of our members  
to enhance their ability to be leaders and impact and influence those around them. And it takes a group of talented 
association leaders to make this happen.

Want to be one of these leaders? Coming up in the next little while, you'll have an opportunity to apply to serve as  
a chapter leader on the board of directors or management committee. This is one of the most rewarding volunteer 
opportunities you can undertake with IABC/Toronto.  And for those of you who think you're not qualified, think again. 
We’re seeking people who are enthusiastic, know how to think strategically, and get things done as an individual and  
as part of a group. They have a genuine interest in helping fellow communicators acquire knowledge through formal 
programs, communication vehicles and networking opportunities, and want to grow as leaders.

There are many benefits to you to do this.  You'll build a large network of communication professionals locally and 
internationally, have an opportunity to enhance existing skills or learn something completely new, and enhance your 
leadership skills. And, just as importantly, you'll have a lot of fun along the way.

Interested? Watch for the call for nominations in the coming weeks or email me directly with any questions.

Suzanna Cohen, ABC, CMP 
President, IABC/Toronto

Whether it’s a coveted journalist who’s changed jobs or two 
magazines that have merged, every media relations professional 
has a war story about how securing coverage in today’s 
evolving media landscape is becoming tougher and tougher.

The publisher’s perspective
Reframing these challenges and analyzing the situation from  
the perspective of a media publisher might offer you opportunity. 
One pain point facing media outlets is how to offer visitors a more 
engaging experience. 

For the past 12 years, we’ve been managing the media relations 
and video production for a prominent B2B software developer. 
Each year they attend a conference in Las Vegas so the annual 
challenge becomes exceeding last year’s results.

Of course we cover the bases and consistently secure interviews 
with the key media outlets attending from across North America. 
But what about the target media outlets that didn’t send a journalist? 
Simply covering information found in news releases would only 
highlight the fact that they didn’t attend the show, positioning 
them as the media outlet that “wasn’t invited to the party.”

So how could we extend our client’s reach to the audiences of 
non-attending media outlets? We needed to find a way to provide 
these media outlets with a perspective from the show floor in a 
news format they would crave.

Video makes the connection
Video is a rich form of content that is in high demand by publishers 
because it helps engage visitors. For four target media outlets that 
were not sending a journalist to the tradeshow, we pitched an 
offer that addressed the needs of all the parties involved. 

We presented the editors with an opportunity to have our client’s 
experts answer their top questions via a professionally produced 
video “live” from the tradeshow floor in Las Vegas. It meant walking  
a fine line between editorial and advertorial, but we focused on 
creating educational content produced like a news segment.

Since we were able to shoot, edit and produce the video immediately 
with our virtual editing suite, we could offer the content to the 
media outlet during the conference—while it was still newsworthy.

The outcome of collaboration
Leading up to the tradeshow, we secured approvals and managed 
stakeholder expectations with respect to the video and the  
views it was expected to receive. After all, producing video 
requires resources and we needed assurance our efforts would 
translate into positive coverage that media outlets would both 
host and promote. We also secured the questions, prepped the 
spokespeople and created the intro and outro video bumpers  
so we were ready to roll. 

In Las Vegas, we shot and produced the videos. Within hours, we 
secured client approvals and sent the final video files to the media 
outlets. The media outlets then hosted the videos and promoted 
them via a number of channels, providing our client with exclusive 
and positive coverage across North America. 

In addition to bolstering the 20 traditional media interviews we 
secured onsite, the videos delivered our clients’ story to new 
audiences as well as proving our ability to provide engaging 
content to several key industry media outlets. By delivering value 
throughout the food chain, we hope to keep our client happy for 
yet another decade.

THERE’S MORE! KEEP SCROLLING OR CLICK GO

MEDIA 
RELATIONS 
REDEFINED
Imagine you’ve worked at the same television station for 

many years. Then imagine that days before Christmas, you're 

told the company has gone bankrupt and tonight’s six o’clock 

news has been cancelled. You’re not only out of a job, you’re 

leaving without severance. This is what happened to about 

one hundred media professionals at CHCH in Hamilton. Some 

have been hired back, but the station has slashed three-

quarters of its local programming and the federal government's 

labour standards division has launched an investigation into 

the bankruptcy.

Recent years have been stormy
Major players in the media industry have had to make serious cuts.  
The CBC, Shaw, Bell Media and, more recently, Postmedia and Rogers 
Media have all been forced into restructuring and layoffs. We’ve also 
seen smaller operations shut down completely and still others, like the 
Guelph Mercury, which became a daily newspaper in 1867, have had  
to shift to a strictly online presence. 

The media landscape is shrinking
A more optimistic person might say the media landscape is evolving. 
Either way, I think we’d all admit these are challenging times for 
the media. Opinion pieces quibble about whether there should be 
a government inquiry into the current media crisis. But the reasons 
for it are self-evident. The industry is being rocked by changing 
technologies, consolidation, declining revenue models and scandals. 
This is the digital age of citizen journalists, brand journalism and the 
hyperconnectivity prompted by social media.

Newsrooms need to do more with less
A reporter now has to do the job of two or more people to create 
content for the newscast or newspaper, the website and several social 
media platforms. Professional roles are being reconfigured. Camera 
operators can’t just shoot video anymore. They have to edit video 
and more. Print reporters are required to record video to create extra 
content for the web. And, now some television reporters are being 
asked to do the work of a professional using nothing but their iPhones  
to shoot video.

Upheaval in the industry impacts 
communicators
The media playing field is being redefined and those of us who work 
in media relations need to find ways to adapt. We still have to ask 
ourselves if the story is newsworthy and if the target audience will care. 
And, we still have to craft a clever pitch. But if we want earned media 
coverage and we want to properly target journalists, bloggers and 
social influencers, there are new rules.

Remember the days of long chats on the phone or taking a reporter 
to lunch? Now, it’s all about the strategic use of social networks and 
targeted emails. Don’t insult reporters with a blanket pitch. Engage in 
a meaningful discussion long before you ask for something and make 
sure you personalize your request.

Journalism and PR need each other
In spite of the new tools and methods, the connection between 
journalism and PR continues to be a two-way street. Since both sides 
need each other, it’s essential that communicators understand and 
appreciate the changes in the media industry.

There is a new reality. But is it totally new? I would argue that in 
one way, we’ve gone back to fundamentals. Even though we need 
to update our skills and approaches to reflect the new reality, we 
also need to be even more sensitive to reporters’ deadlines and the 
intensified pressures they face. More than ever, the emphasis should  
be on building relationships.

Public Relations: The bigger picture
Public relations revolves around how your organization is 
perceived by the community at large and the way in which 
you connect and communicate with them. This does include 
media, but it speaks to the larger picture. It could include 
employees, customers, shareholders, government, industry, 
vendors, donors, communities and the general public. Each 
organization identifies their specific public with whom they 
have relationships.

In turn, having a great PR strategy will help your organization 
better understand its stakeholders and provide insightful 
solutions, track results and perhaps even forecast future 
outcomes.

Media Relations: A strong media contact list
Media relations is the specific interaction with reporters, 
writers, producers and editors in print, electronic and online 
media who are in a position to cover your organization’s 
newsworthy messages. 

A successful public relations professional will have a contact  
list of strong media relationships that will often result in 
obtaining a story for their client. 

Media Relations vs. Public Relations:  
Not one and the same
While there is a distinction between media relations and 
public relations, success is achieved when anyone in either 
field are experts in mass communication.

Some smaller organizations have one individual responsible 
for managing all of the stakeholders. The position I currently 
hold at The Corporation of The Town of Cobourg requires 
management of community relations, government relations, 
employee communications and media relations. In larger 
organizations, for example Aviva Canada Inc., there is a 
department head for each of the different stakeholders they 
serve, whereas I manage only the employee and online 
communications. 

So, if mom or dad still cannot explain what exactly you do as 
a savvy public relations professional, at least they’ll know now 
that while media relations is part of public relations, they are 
two different functions entirely.
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IS MEDIA 
RELATIONS  
DEAD?
Only a few months in and already 2016 is a 

dismal year for media in Canada. First, the 

Toronto Star closed its main printing plant  

and made significant job cuts. Then Postmedia 
announced  it would merge newsrooms 

from multiple papers into one in each of 

Vancouver, Calgary, Edmonton, and Ottawa. 

Now one writer will file stories for both 

publications, once the “rewrite desk” reinvents 

the work. Finally, two of the country’s oldest 

newspapers—The Guelph Mercury and the 

Nanaimo Daily News—shuttered their doors. 

If our news consumption  continues its evolution, 
this downward spiral will only worsen. The average 
time Canadians spend reading physical newspapers 
has fallen 25.6% between 2010 and 2014, with an 
annual shrinkage of 4.7% expected through 2017. 

It’s not all doom and gloom; overall media consumption 
is on the rise. Globally, people were estimated to 
have spent an average of 492 minutes a day  
consuming media in all its forms (TV, Internet, radio, 
newspapers, magazines and outdoor like billboards) 
in 2015, a 1.4% increase from 485 minutes in 2014. 
While time allocated to traditional media has shrunk, 
the overall increase is attributed to an increase  
in Internet use (59.6 minutes per day in 2010 to  
109.5 minutes in 2014).

This evolution from print-stained fingers to fingers 
numbed by screen-swiping isn’t scary to me. On  
the contrary. As a communicator, I’m duly fascinated 
and excited to explore all the opportunities that 
arise out of this seismic shift in our information 
consumption habits.

Amy Laski is president of Felicity, a virtual integrated 
communications and content agency where clients invest in 
brains, not bricks. Comprised of seasoned communicators, 
teams are tailored to meet clients’ objectives. Amy draws 
on 15+ years of experience with the world’s leading brands 
to drive breakthrough impact for clients. Prior to starting 
Felicity, Amy worked at Coca-Cola Canada and at two other 
leading Canadian PR agencies.
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Irene Bakaric is the principal of MediaPrep, a strategic media 
relations consultancy based in Toronto. Irene specializes in  
media training and crisis communications and offers services 
in English, French, Spanish and Croatian. As a former national 
broadcast journalist, she has an insider perspective that fuels  
her understanding of the evolution of media relations.
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What role will media relations play?

By its very definition, to engage in media relations, you need 
media with whom to relate. As the number of journalists  
dwindles, and we see an upswell of bloggers, social influencers  
and citizen journalists, what are the implications on the practice  
of media relations? 

I see two significant trends: 

The PR profession has a branding problem and it needs  
fixing, fast

Although PR as a profession will always be much broader 
than media relations , the prevailing inclination is to equate 
one with the other. As traditional media dwindles and the lines 
between marketing disciplines converge, it is crucial to position 
PR as a revenue driver, not a cost centre. The practice of PR,  
and business success in general, depends even more heavily  
today on leveraging insights to better understand your audiences, 
build relationships with the individuals and channels your 
audiences’ trust and establishes connections between the  
two. PR professionals must position themselves as experts in 
establishing this connection, not limited to media alone. 

Brands must harness the power of their most important 
stakeholders and influencers—journalists included—in 
developing their best brand narrative. 

A few years ago it would have been verboten to “buy” media 
coverage (unless it was clearly labeled “advertorial”). Today, entire 
companies exist to help brand leaders buy coverage from social 
influencers. These influencers have earned loyal followings for 
their unique points of view and how they express them (blogging, 
YouTube, Pinterest, etc.). While influencers may have “earned” the 
right to be paid for the content they create, they’ve shifted the 
model of media relations as a result. 

The promise of these influencers to reach up to hundreds of 
thousands of devout followers with a message offers comfort, 
control and predictability for brands. But do consumers trust the 
resulting content? That is uncertain. Pay-to-play transactional 
content may have a place in an integrated communications plan, 
but should not be the only pillar. Furthermore, both businesses 
and consumers benefit from full disclosure when payment is 
exchanged for content. In the U.S., this policy is mandated; in 
Canada it is not. For consumers, now more than ever, it’s caveat 
emptor: buyer beware. 

As for traditional journalism, it’s business (almost) as usual, and  
the line between editorial and advertising is as strong as ever.

As communicators, marketers, media and influencers navigate 
this new ecosystem, there’s room for everyone to co-exist and 
collaborate. Brands lack complete control over the messages 
about their brands. However, by engaging one-time “outsiders” 
such as media and influencers, they will benefit from a deep-
seated brand narrative to grow their businesses. 

Media relations is very much alive and well—it has just  
evolved. Now journalists and other social influencers must 
participate at the start of the story pipeline, not just the end.  
When companies approach media relations in this collaborative 
manner, everyone benefits.
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Lisa Goller helps businesses tell their story. As a Toronto-based 
strategic freelance writer and editor, she helps executives and 
entrepreneurs stand out, look good and save time through 
irresistible content marketing.
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Ashley Ann Purdy is a senior communications 
professional with a love for everything public 
relations, gained from her experience in 
both private and public sectors including 
insurance, government relations, lifestyle 
and entertainment. She has professional 
degrees in public relations and corporate 
communications, is a certified technical 
and professional writer, and achieved her 
Communications Management Professional 
(CMP) designation.
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Journalism is always 
evolving. There will always 
be storytellers and stories 
needing to be told.

INTEGRATING 
VIDEO TO BOOST 
YOUR MEDIA 
COVERAGE 
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MAVALWALA, ABC

Cyrus Mavalwala, ABC, is an award-winning digital 
communication strategist, trainer and IABC All-Star 
Speaker. He founded Advantis Communications, a 
digital PR and content marketing agency that is a 
leading interactive video provider . Cyrus also 
teaches social media strategy at the University of 
Toronto School of Continuing Studies and sits on 
the IABC Canada East Region Board.
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