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As anyone already using the APR designation will attest, awareness of CPRS and the APR
designation is low among business audiences. CPRS Edmonton wants to change all that!

They have launched an advertising program to promote the visibility of the Canadian Public
Relations Society and the APR designation in Alberta's business and communications
communities. CPRS Edmonton distributed a news rel ease in which they state, " Consistent with
CPRS National's "PR for PR" objectives, we are attempting to increase awareness that thereisa
professional body for PR practitioners in Canada and a certification program.” The intent of this
initiative, as afirst step, isto create 'brand' recognition of CPRS and the APR.

Thefirst advertisement,
developed in consultation
with society presidents
from across Canada and
with local membersin
Edmonton, has appeared in
both the January/February
and March issues of
Alberta Venture magazine.
This publication is
recognized as Alberta's
premier business magazine
and is distributed
province-wide to over
40,000 business readers.
Reaching an even wider
audience, the
January/February issue of
Alberta Venture was
inserted into the February
5th edition of Marketing
Magazine for distribution
across Canada.

Response from the PR community has been overwhelmingly positive. CPRS Edmonton President
Gord Eckert received many emails of congratulations in response to the announcement of the
program.

"What a great plan for creating awareness for CPRSwith the Alberta business community -
bravo!! | have been suggesting the need to reach the business community for many, many years -
with regard to both CPRS and our hard-earned APRs." -- Janet Sherman, APR, CPRS Toronto

"I applaud your efforts to promote CPRS and what it stands for in the community. It is very well
done. | hope all chaptersfollow suit and | urge our National board to extend this on a national
basis and on a permanent basis. It isa bare minimum and | would be willing to support a fee
increase if that's what it takes." --- Jean Valin, APR, CPRS Ottawa (former Nationa President)



"I like the ad, it'sjust the kind of thing I've often said we need to promote the professional
standing of public relations." -- Sandra Thornton, APR, CPRS Edmonton

"How possible would it be for usto use this ad, with a few critical changes of course, to promote
CPRSherein our neck of the woods? We had been contemplating launching a similar awareness
campaign starting in January." -- Robyn Quinn, APR, co-president, CPRS Vancouver Island

Ultimately, it is hoped that the final outgrowth of this branding program will be greater
understanding and confidence in CPRS and the APR designation. Thiswill encourage public
relations professionals to join or maintain membership with CPRS, thus helping grow the
professional society across Canada. Looks like a great start!
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