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SummersDirect is a conference planning company that sets itself apart from the rest with a focus on customer service

and value. We are fresh and we’re creative. We have the expertise and know how but most importantly, we offer you a

quality product for a cost that fits within your budget.

We listen to you. You want quality speakers. You want tools and techniques that you can take away and use. You want

case studies that you can relate to and learn from. You want engaging speakers and topics to motivate you! You want

value. And that’s what we give you!  

You are important to us.We don’t want you as a one-time delegate.We want to build a relationship.We want you to come

back again next year!  Let us know what you think. We want to hear from you. Call us at 1-866-869-7969 or e-mail us at

relationships@summersdirect.com. Visit our web site www.summersdirect.com

About Us!
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Find out what’s going on in other cities and towns throughout Canada.

Municipal Information Network’s features include a daily e-newsletter; press

releases; media round up of all the major daily Canadian news sources; media round

up of over 500 local newspapers throughout Canada; employment; and events.

Subscribe today at www.municipalinfonet.com.

CNW Group is a global leader in news and information distribution services for 

professional communicators. Established in 1960, CNW is part of the International 

PR Newswire network, reaching news outlets in 135 countries worldwide.

CNW Group provides electronic news distribution, targeting, monitoring,

translation, Webcast and disclosure services to corporate, government, associations,

labour, non-profit and other customers worldwide. CNW Group helps Canadian 

and international organizations to connect with local and global audiences 

including the news media, the investment community and the general public.

CNW Group is co-owned by two news distribution powerhouses: PR Newswire,

based in New York City, USA and PA Group, based in London, U.K.

www.newswire.ca.1.877.CNW.7890

mailto:register@summersdirect.com
http://www.municipalinfonet.com
http://www.newswire.ca
http://www.summersdirect.com
mailto:relationships@summersdirect.com
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Day One • Monday, October 26, 2009

get buy in from senior management and how she 
formulated some guidelines and policies around social
media at the Region of Waterloo. Some of the next steps
Keren and her team are taking include training for other
communicators and social media pathfinders at the
Region, and rolling out the new policies.

10:45 NETNET WWORKING REFRESHMENT BREAKORKING REFRESHMENT BREAK

11:00 INTERINTER AACTIVE DISCUSSION GRCTIVE DISCUSSION GROUPS — OUPS — 
SOCIAL MEDIA SOCIAL MEDIA 

In this interactive session, delegates will break into 
small groups and share their very own lessons learned
and best practices for social media. Notes will be 
collected from each group and a report will be e-mailed
to all delegates afterward.

12:00PM NETNET WWORKING LORKING LUNCHEONUNCHEON

1:00 AAUTHENTIC CRISIS LEADERSHIPUTHENTIC CRISIS LEADERSHIP:: LESSONSLESSONS
LEARNED FRLEARNED FROM COM C AATTS,S, KIDS AND CKIDS AND COLD CUTOLD CUTSS

Dr. Terence (Terry) Flynn, APR, FCPRS,
Assistant Professor, Communications
Management, DeGroote School of
Business, McMaster University
www.mcm.degroote.mcmaster.ca

Over the last 24 months, three publicly traded 
companies (Menu Foods, Mattel and Maple Leaf Foods)
have provided researchers and practitioners with ample
evidence that the most valuable crisis management and
communications responses are not determined by the
size of the crisis plan but by the effectiveness of the
organization’s leadership, mindset and organizational
culture. Being prepared for a crisis is one thing but
being able to react quickly in today’s hypersensitive
marketplace takes anticipation, readiness and a sense
that operating in a crisis mode is now the new normal.

Terry will present his observations, insights and recom-
mendations on crisis management and communications
strategies based on his own personal experiences from
the Walkerton water crisis and other crises that he
worked on over his 20 year consulting career and his
recent research on Maple Leaf Foods.

2:00 NETNET WWORKING REFRESHMENT BREAKORKING REFRESHMENT BREAK

8:00AM REGISTRREGISTR AATION AND CTION AND CONTINENTONTINENTAL BREAKFAL BREAKFASTAST

8:30 WELWELCCOME AND OPENINGOME AND OPENING
REMARKS FRREMARKS FROM OM THE CHAIRTHE CHAIR

Brian Lambie, Principal, Redbrick
Communications & Media Contact,
Association of Ontario Municipalities
www.redbrick.ca
www.amo.on.ca

8:45 CCOMMUNICOMMUNIC AATING TING TTORORONTONTO'SO'S
RECESSION ASSISTRECESSION ASSISTANCE PRANCE PROGROGR AMSAMS

Kevin Sack,
Director,
Strategic Communications,
City of Toronto,
www.toronto.ca/ourtoronto

Join the discussion. Communicating to diverse 
audiences about a large number of programs, services
and emerging issues is a challenge for any municipal
communicator. Kevin will present some of the City of
Toronto’s recent corporate strategic communications 
initiatives and discuss municipal government media 
relations. The recent global recession has meant all
municipalities need to tailor communications strategies
and tactics to serve those most vulnerable in our commu-
nities. Toronto launched the Your City Can Help strategy
to help those feeling the affects of the recession.
Communicating this strategy was a critical part of the
outreach that was implemented to support the program.
Kevin will speak about the ongoing work to communicate
the City’s recession assistance programs.

9:45 SOCIAL MEDIASOCIAL MEDIA

Keren Adderley, Coordinator of
Communications and Marketing,
Region of Waterloo,
www.region.waterloo.on.ca

Keren has become a trailblazer in social media at the
Region of Waterloo. Working on the high-profile rapid
transit project, she knew she needed to consult with
new audiences using social media in order to get full
public support for the project. The challenge was how 
to do this without a full set of approved social media
policies already in place.

Keren will speak about her experiences using different
social media tools to engage the public and form social
networks. She will also discuss the process she used to

HOT

TOPIC

HOT

TOPIC

INTERACTIVE
SESSION

DELEGATE
FAVOURITE

mailto:register@summersdirect.com
http://www.region.waterloo.on.ca
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http://www.amo.on.ca


R E G I S T E R T O D A Y !) 1 - 8 6 6 - 8 6 9 - 7 9 6 9  2 1 - 8 6 6 - 4 5 6 - 3 1 1 4  8 r e g i s t e r @ s u m m e r s d i r e c t . c o m  

Day One • Monday, October 26, 2009 cont’d.

2:15 ENGAENGAGING CGING COMMUNITOMMUNIT YY WITH CREAWITH CREATIVETIVE
CCOMMUNICOMMUNIC AATIONSTIONS

Therese Mickelson, ABC,
Mickelson Consulting Inc.

The call to rally the community, engage interest groups
and bring together business never ends, but these
objectives are rarely supported with a decent budget.
With a creative campaign theme and strategic use of
resources, you can connect all three and achieve out-
standing results in your community. Find out how the
City of Coquitlam’s award winning “A thousand 
excuses...One small step”campaign used a couple of 
old guys at the beach to achieve its goals.

In this session, you will learn how to:

• use interactive web tools to engage community 
organizations

• apply research to target programs, attract sponsors 
and generate interest

• leverage staff resources and community network 
to stretch budget

3:15 THE FTHE FARM ARM TTO FORK CO FORK CONNECTION:ONNECTION:
BUILDING A CULINARBUILDING A CULINARYY TTOURISM BROURISM BR AND AND 
IN DURHAM REGIONIN DURHAM REGION

Kerri King,
Tourism Manager,
The Regional Municipality 
of Durham,
www.durhamtourism.ca

Today’s marketplace is already inundated with countless
brands. So how do you create a brand that’s memorable,
unique and drives your marketing objectives? Kerri
King, Tourism Manager for The Regional Municipality of
Durham, will share her experience in creating an event
marketing campaign for the award-winning Gates
Open: Savour Durham Farm Tour, which was designed 
to promote agriculture education and enhance tourism
opportunities in Durham Region.

You will learn about the branding strategies that 
have helped to elevate culinary tourism in Durham,
and how the Region has leveraged the tour to engage
stakeholders and strengthen partnerships. You’ll also
learn techniques that can help you generate earned
media, as well as social marketing tools that will
enhance your event promotion efforts.

4:00 BRBR ANDING ANDING THE DEPTHE DEPARARTMENTTMENT :: A STEP-BY-STEPA STEP-BY-STEP
PRPROCESSOCESS

Adelina Urbanski,
Commissioner of Social and
Community Services,
Halton Region,
www.halton.ca

Ginny Jones, APR,
President, Acuity Options,
www.acuityoptions.com 

With a strong overarching brand in place, consider 
taking the next step in the branding continuum by
branding your municipality’s departments. The Social
and Community Services management team at Halton
Region did just that and is now reaping the rewards by
positioning and connecting its core ‘brand promise’ to
its key influencers. In this lively and interactive session,
you’ll discover how to:

• take a strategic approach to realizing your branding
goals

• identify the leadership behaviours required to deliver
on the branding promise

• ensure success by turning branding into a set of
behavioural expectations for all staff

• operationalize and test your brand’s messaging

5:00 DADAY ONE OF CY ONE OF CONFERENCE CONFERENCE CONCLONCLUDESUDES

A MUST

SEE! BRANDING!

MOREBRANDING!

mailto:register@summersdirect.com
http://www.halton.ca
http://www.acuityoptions.com
http://www.durhamtourism.ca
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Day Two • Tuesday, October 27, 2009

8:00 REGISTRREGISTR AATION AND CTION AND CONTINENTONTINENTAL BREAKFAL BREAKFASTAST

9:00 INVESTING IN OUR PEOPLE AND INVESTING IN OUR PEOPLE AND 
CCOMMUNICOMMUNIC AATING ABOUT CTING ABOUT COMPENSAOMPENSATIONTION

Catherine Mullally,
Director, Human Resources,
Halifax Regional Municipality,
www.halifax.ca

HRM employees are essential to the delivery of high
quality public services which contribute to making the
Municipality a great place to live and work. In 2007,
Halifax Regional Council recognized the labour market
challenges and approved specific funding to begin to
deal with compensation issues faced by non union
employees as a result of inequities within the existing
pay structure.

Discussions with employees on compensation can be
emotional and sensitive. Acknowledging the importance
of a communications strategy and the engagement of
the appropriate expertise was critical to the success of
the project. During this presentation, you will learn about
how the Human Resources Team engaged the organiza-
tion to enable success and prepared for potential 
challenges to mitigate negativity and disengagement 
of employees.

10:00 NETNET WWORKING REFRESHMENT BREAKORKING REFRESHMENT BREAK

10:15 BEST PRBEST PR AACTICE EXCTICE EXCHANGECHANGE

In this interactive session, delegates will break into 
small groups and share their very own lessons learned
and best practices in communications. Notes will be 
collected from each group and a report will be e-mailed
to all delegates afterwards. Different groups will discuss
different topics. A sign-up sheet will be posted during
the break.

11:15 WELLINGTWELLINGTON CON COUNTOUNT YY:: PRPROUD OUD TTO BE ONE O BE ONE 
OF COF C ANADAANADA’S ’S TTOP 100 EMPLOP 100 EMPLOOYERSYERS

Andrea Ravensdale,
Communications Officer,
County of Wellington,
www.wellington.ca

To attract and retain high performance employees, you
need to be the best. The County of Wellington is proud 
to be selected one of Canada’s Top 100 Employers for
2009, by Maclean’s magazine. Since this prestigious list
was made public in October, Wellington County has been
inundated with calls, emails and letters from people
across Canada, wanting to know what makes them a top
employer. Andrea Ravensdale will speak about why 
making this list is important, what makes the County of
Wellington a Top 100 Employer, what making this list
means to the organization and its employees, and how
the County of Wellington has promoted and has market-
ed this achievement locally, provincially and nationally.

12:00PM NETNET WWORKING LORKING LUNCHEONUNCHEON

1:00 THINK AND DRIVE — A SECTHINK AND DRIVE — A SECOND IS ALL IT OND IS ALL IT TTAKESAKES

Jeffrey C. Martin, BA, APR, FCPRS,
Senior Communications Counsel,
Pier 8 Group,
President,
Quorum Communications Inc.

Bob Mills, BA, R.G.D.,
President, Pier 8 Group,
www.pier8group.com

Everybody thinks they’re a safe driver, but just how safe
are we, really? This question has relevance for all of us,
but particularly so in Niagara Region, which has suffered
one of the highest rates of serious and fatal motor 
\vehicle collisions of any community in the province of
Ontario. In this session, we look at some of the innovative
public relations and social marketing strategies the
Region is using to reduce the carnage on its roads and
highways. Learn how Niagara’s unique, research-driven,
educational approach is helping drivers to become more
aware of and understand road safety issues, and to
change their driving behaviours, as well as how websites
and Facebook groups are engaging the Niagara commu-
nity and delivering the message to a new generation 
of drivers.

AWARD-

WINNING

AWARD

WINNER

AWARDWINNER

INTERACTIVE

SESSION
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Day Two • Tuesday, October 27, 2009 cont’d.
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2:00 HALHALTTON’S STRON’S STR AATEGY TEGY TTO BECO BECOME MORE OME MORE 
INCLINCLUSIVE USIVE TTO DIVERSE CO DIVERSE COMMUNITIESOMMUNITIES

Kate Johnston,
Manager of Service Delivery
Improvement,
Region of Halton,
www.halton.ca

Halton Region, located on the western edge of the
Greater Toronto Area, is growing rapidly and its immi-
grant population increased by almost 30% between
2001 and 2006. This trend of increasing immigration to
Halton is expected to continue and as a result Halton
Region must ensure that its services and programs
respond to its customers’ changing needs. As a result,
Halton has developed a strategy to make it more 
inclusive to diverse communities. You’ll learn about
how Halton Region:

• Developed its Inclusion Strategy using internal 
and external audience research

• Is changing its organizational culture, and

• Is making Halton more inclusive to all residents

3:00 NETNET WWORKING REFRESHMENT BREAKORKING REFRESHMENT BREAK

3:15 USING USING THE EXTHE EXCELLENCE MODEL CELLENCE MODEL TTO EO E VVALALUUAATETE
YYOUR COUR COMMUNICOMMUNIC AATIONS FUNCTIONTIONS FUNCTION

Glenna Cross, ABC, MC,
Founder and President,
Cross Wise Communications Ltd. ,
www.cross-wise.ca

The Excellence Model (IABC Research Foundation 
project) provides a practical and understandable bench-
mark against which your communications function can
be compared. It outlines the “Knowledge Core”
communicators need to bring to the table; the “Shared
Expectations” necessary between the leadership team
and communicators; and, the “Organizational Culture”
in which both must operate to achieve Excellence.

The model provides a coherent and objective picture 
for your senior leaders to see what professional 
communications is or could be. Learn how you can 
use this well researched and credible model in self 
evaluation or in a communications audit.

4:30 CLCLOSING REMARKS AND COSING REMARKS AND CONFERENCE ONFERENCE 
CCONCLONCLUDESUDES

HOT

TOPIC

DELEGATE

FAVOURITE

mailto:register@summersdirect.com
http://www.cross-wise.ca
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8:30 AM – 12:30 PM

CCOMMUNICOMMUNIC AATING IN A MULTING IN A MULTI-GENERTI-GENER AATIONAL TIONAL WWORKPLORKPL AACECE
Presented by Glenna Cross, ABC, Master Communicator, founder and President of Cross Wise Communications Ltd. ,
www.cross-wise.ca

Understanding who is in today’s multi-generational workplace and how best to work with or for them is essential for building successful
working relationships.

Learn to recognize the generational differences in lifestyles, expectations, motivations, priorities, and work ethic through this highly interactive
and fun workshop that will cover: why understanding the wants/needs of each generation is helpful; the characteristics of each generation;
the communication needs, preferences and turn offs for each generation; the human resources demands and preferences for each generation
in terms of recruitment/retention, performance feedback, mentoring and learning and development; what communicators can do to build
effective multi-generational strategies; and how to use multi-generational understanding to become a more effective communication coach
for internal clients.

By the end of the workshop you can expect to have laughed with your own generation, challenged your assumptions of other generations and
discovered some fundamentals common to all generations. Armed with these insights, you will have developed a list of actions to improve your
personal communication effectiveness and new tools to help your clients with their communication.

A

R E G I S T E R T O D A Y !) 1 - 8 6 6 - 8 6 9 - 7 9 6 9  2 1 - 8 6 6 - 4 5 6 - 3 1 1 4  8 r e g i s t e r @ s u m m e r s d i r e c t . c o m  

Post Conference Workshops – Wednesday, October 28, 2009

Glenna Cross is a communications consultant, with more than 25 years experience
in strategic communications, facilitation, communications training/teaching,
business management, marketing communications, stakeholder consultation,

advertising, fund development and leadership.

PRACTICAL HANDS-ON WORKSHOPS

1:00 PM – 4:30 PM

VVOLOLUNTEER… AND FEEL UNTEER… AND FEEL THE MATHE MAGIC:GIC: USING A CUSING A C AMPAMPAIGN AIGN TTOO
IGNITE ENGAIGNITE ENGAGEMENTGEMENT
Presented by Ginny Jones, APR, Acuity Options, www.acuityoptions.com and Tanja Schlabitz, Director, Intervention & Business Services,
Social & Community Services Department, Region of Halton, www.halton.ca

While it has been said that,“it takes a village to raise a child’, Halton Region is discovering that it takes an engaged community to empower a
strong non-profit and voluntary sector.

Using a community relations and marketing communications campaign as its starting point, the regional municipality located south-west of Toronto
has watched its tag line come to life — Volunteer… And Feel the Magic. By dreaming big and capturing the imagination of volunteers with the
promise of more positive experiences, the nonprofit sector is changing to deliver on expectations through the use of training and strategic 
relationships e.g. business and educational sector. Together, they created a moment of clarity and collaboration that demonstrated 
caring and the spirit of community. Find out how you can focus your nonprofit sector around common yet super-ordinate goals that will move 
multiple stakeholders toward a shared vision. Halton Region will share the lessons learned so you can: increase public awareness for volunteering
and the importance of the voluntary sector; “think big”to ignite commitment; use deadlines to focus multiple stakeholders; create a complemen-
tary “back end” to your campaign to give it the training and tracking systems required to change behaviour and capture results; lead a group
through a Positive Experience workshop; and help remove the barriers and increase dialogue within the nonprofit sector and across the other 
sectors of a civil society.

Tanja Schlabitz is Director of Intervention & Business Services within Halton Region’s Social and Community Services Department.Tanja and her
staff are responsible for a range of specialized cross departmental services and community-wide initiatives tied to the corporation’s strategic plan.
Programs range from the delivery of crisis intervention services, service integration and coordination to non-profit leadership programming, and
customer service training.Tanja received a Pinnacle Award from the Canadian Public Relations Society for her ground-breaking work on the Truth

About Youth and a Peter J. Marshall award for the successful integration of a Housing Help Centre model.

Ginny Jones is an accredited PR practitioner and President of Acuity Options. After an 18 year adventure at Rogers Communications Inc.
where Ginny held a series of management positions that saw the launch of pay TV and the creation of four corporate departments, Ginny
started her award-winning relationship management firm in 1997. Ginny’s been called a ‘communications innovator’ and ‘a leading
Canadian communicator,’ with a focus on PR counsel, strategies and facilitation services to corporate, governmental and not-for-profit clients

in Canada and the U.S. Ginny is Presiding Co-Chair of National Awards for CPRS and Mentorship Chair, CPRS Hamilton.

B
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VENUE &VENUE & RESERRESERVVAATIONSTIONS
Courtyard Marriott Downtown, 475 Yonge Street,
Toronto. Conference rate of: single $139; double $139; Triple
$154; Quad $169. For reservations please call 1-800-847-5075.
Please identify yourself as being with the SummersDirect Inc.
group and quote group code CSS when making or amending
the reservation. Prices guaranteed until September 24, 2009.

CC ANCELLANCELLAATION AND REFUND POLICYTION AND REFUND POLICY
Substitution of delegates is permissible without prior notifica-
tion. Refunds will be given for cancellations received in writing
no later than 10 days prior to the conference date subject to an
administration fee of $200 plus $12 for GST. After this time, you
are liable for the full registration fee even if you do not attend
the conference. If you register during this 10 day period, you
are also liable for the full fee. SummersDirect Inc. reserves the
right to change program date, meeting place or content with-
out further notice and assumes no liability for these changes.

SPONSORSHIP OPPORSPONSORSHIP OPPORTUNITIESTUNITIES
If you are interested in sponsorship opportunities for
this event please call Renee at 1-866-869-7969.

PPAAYMENTYMENT
Payment enclosed (please make cheques payable to SummersDirect Inc.)

Please send me invoice (must be received before conference or upon arrival)

Please charge my Visa           MasterCard Amex

Card Number:

Card Holder’s Name:

Signature: Expiry Date:

Date:

Name:

Title:

Company:

Address:

City: Province: Postal Code:

Telephone: Fax:

E-mail: Type of Business:

Unit 308, 104 Loutit Road
Fort McMurray, AB
T9K 0A2

Presents:

AATTTENTION:

TENTION:

PLEASE FORWARD
TO:

Communications Manager

PHONEPHONE 1-866-869-7969

FFAAXX 1-866-456-3114 (fax back this page)

E-MAILE-MAIL register@summersdirect.com

MAILMAIL SummersDirect Inc.
Unit 308, 104 Loutit Road
Fort McMurrary, AB T9K 0A2

RECESSIONRECESSION REDUCTION!REDUCTION! Send two delegates…save $100. Send
three delegates ….save $200. Send four delegates…save $300! 

BEST VALUE! 
MUNICIPAL CONFERENCE + TWO WORKSHOPS*
❏ Early bird registration (Before Aug. 21) $1349 + $67.45 (5%) GST = $1416.45
❏ Regular registration (After Aug. 22) $1499 + $74.95 (5%) GST = $1573.95
* October 26 - 28

MUNICIPAL CONFERENCE + ONE WORKSHOP ONLY*
❏ Early bird registration (Before Aug. 21) $1199 + $59.95 (5%) GST = $1258.95
❏ Regular registration (After Aug. 22) $1349 + 67.45 (5%) GST = $943.95
* Oct. 26 & 27 & half day Oct. 28, 2009. Select one workshop from column at right.

MUNICIPAL CONFERENCE - BOTH DAYS (OCT. 26 & 27)
❏ Early bird registration (Before Aug. 21) $999 + $49.95 (5%) GST = $1048.95
❏ Regular registration (After Aug. 22) $1099 + $54.95 (5%) GST = $1153.95

MUNICIPAL CONFERENCE - DAY ONE ONLY (OCT. 26)
❏ Early bird registration (Before Aug. 21) $499 + $24.95 (5%) GST = $523.95
❏ Regular registration (After Aug. 22) $599 + $29.95 (5%) GST = $628.95

MUNICIPAL CONFERENCE - DAY TWO ONLY (OCT. 27)
❏ Early bird registration (Before Aug. 21) $499 + $24.95 (5%) GST = $523.95
❏ Regular registration (After Aug. 22) $599 + $29.95 (5%) GST = $628.95

REGISTER NOREGISTER NOW!W!

October 26 & 27, 2009
COURTYARD MARRIOTT DOWNTOWN

475 Yonge St., Toronto, Ontario

OPTIONAL 
POST-CONFERENCE 

WORKSHOPS
(OCTOBER 28)

❏ WORKSHOP A • MORNING
Communicating in a Multi-
Generational Workplace
❏ (Before Aug. 21) $349 + $17.45

(5%) GST = $366.45
❏ (After Aug. 22) $399 + 

$19.95 (5%) GST = $418.95

❏ WORKSHOP B • AFTERNOON
Volunteer... And Feel the Magic...
❏ (Before Aug. 21) $349 + $17.45

(5%) GST = $366.45
❏ (After Aug. 22) $399 + 

$19.95 (5%) GST = $418.95

4th Annual

MUNICIPAL
COMMUNICATIONS

conference

PLEASE REGISTER ME FOR:PLEASE REGISTER ME FOR:

mailto:register@summersdirect.com

