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The Background
In 2013 the CSLA established an Advocacy Task Force (ATF) for
the purpose of increasing public awareness of the profession
of landscape architecture. The Media Toolkit is one of the
ATF’s resources; it is geared towards improving communication
and engagement between landscape architects and the public
through media interaction. It is intended to assist individual
CSLA members, landscape architecture firms, and component
organizations (OALA, BCSLA, MALA, etc) through the provision
of basic media resources and tools. As an element of a holistic
advocacy strategy, the media toolkit provides an overview of
how the media works, what is considered newsworthy, and
includes a series of templates and tools to engage with the
media in both traditional and social media formats.
The CSLA has previously had several media guides and toolkits,
which were reviewed as part of the planning process for this
document. The tools and resources herein reference traditional
media formats, as well as providing an overview for effective
social media. This document also draws inspiration from a series
of media relationship guidelines developed by the American
Society of Landscape Architecture.

Goal and Objectives of this Document
The Goal of the Media Toolkit is to increase awareness of the
practice of landscape architecture, and its value to Society, as
perceived by the general public and specific interest groups. In
order to achieve this goal, this document has been designed to
provide the individual Canadian landscape architect with a basic
guidebook for effective media and social media relationships.

Objectives:
•

Provide an overview of the practice of public relations.

•

Inform CSLA members on what might be considered
newsworthy.

•

Develop a series of templates and tools for traditional media
engagement.

•

Summarize social media opportunities and approaches for
innovative engagement.
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What are Public Relations?

These opportunities are newsworthy in a variety of ways.

Good public relations are not publicity, advertising, or marketing.
They are simply what cause various individuals or groups of
people interested in, or exposed to, landscape architecture to
react favorably towards the profession. Your role, as the public
awareness representative, is to build a favorable reputation
for the CSLA, your component organization and the landscape
architecture profession. Good public relations can be developed
and maintained through a variety of platforms including
television, radio, digital and print media such as newspapers
and magazines, and online services such as websites, Facebook,
Twitter, etc.

Design awards recognize accomplished professionals and
exceptional projects that have a positive impact on community
and the future of landscape architecture. The CSLA awards
specifically recognize exceptional projects at both a national
and regional level. These winning projects and the landscape
architects that designed them are among the best in our
profession and many, if not all, will impact and influence the
Canadian landscape. Component organizations have a bonus
media opportunity when the winning project or landscape
architect is local – the community should be made aware that
they have an award winning professional and/or project in their
region!

Understanding the Media

Medals, grants, scholarships and investments recognize
academic and/or professional achievement, ongoing research
and new directions in landscape architecture.

The media has significant potential to serve landscape
architects, both as individual practitioners and as a profession.
In order to successfully leverage this relationship, it is important
to understand media operations, and the various conduits
through which information is delivered. There are many media
formats, including the traditional print, radio, and television, and
social media forums such as Twitter, LinkedIn, and Facebook.
Modern media is changing, with instant access changing how
information is delivered, and what is perceived as newsworthy or
interesting. It is important that landscape architects understand
media, newsworthiness, and information dissemination in order
to maximize media coverage of relevant professional content.

What is Newsworthy?
News is simply what is new or unique. It does not have to be
dramatic or awe-inspiring, but could be. As PRWeb notes: no
matter what industry you are in, or how many employees you
have, your business makes news regularly. Among the most
visible national level media opportunities for components,
the public sector and private firms, and individuals, are the
annual CSLA National Awards of Excellence, World Landscape
Architecture Month (WLAM), and the recently announced
biannual Governor General’s Medal in Landscape Architecture.
Other excellent media opportunities include the annual LACF
Grants and Scholarships, CSLA Congress and component
organization conferences, investments to the CSLA College of
Fellows, CSLA recognition awards, IFLA World Congress, and
the National Urban Design Awards. Municipal, provincial and
regional awards and significant achievements by local firms and
individual members also provide media opportunities. At a local
level small events such as moving offices, completing a project,
participating in a Block Party or sponsoring a local arts event or
sports team is newsworthy.
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World Landscape Architecture Month (WLAM) is a worldwide
public relations event that celebrates landscape architecture by
bringing local and national recognition and awareness to the
profession, to Landscape Architects, and to works of landscape
architecture in Canada. WLAM is celebrated across Canada
through a variety of public engagement activities which must
be announced and showcased if expanded recognition and
awareness is to be achieved. Media coverage by component
organizations should emphasize past, present and future
community relationships and contributions (all newsworthy
activities!). As landscape architecture Ambassadors, local firms
and members can embrace WLAM by using their websites and
social media services to celebrate community relationships
and significant local projects that have positively impacted the
neighbourhood.
CSLA, IFLA and component’s congress announcements identify
professional networking and educational opportunities for
landscape architects, associated professionals and members
of the public who are interested in topics related to landscape
architecture. Keynote speakers, feature workshops, field trips
and associated trade shows may be independently newsworthy!
Activities such as simply contributing to or participating in a
community or school event , or moving offices, remind the public
that local firms are a part of the local community. Landscape
architects can build good will in their communities while
simultaneously raising the profile of the profession.
Remember - while not all projects or events are newsworthy,
much of what landscape architects do is. To help assess the
validity of potential news item consider the following questions:
Does the project/event reflect positively on the profession? Has
there been disagreement internally surrounding the event or
project implementation - could there be back lash or negative
feedback? Does the event/project change or influence the
community for the better? Is the event or project innovative,
educational, of local interest? Does the event or project build
community? Use your judgment!

Establishing Goals for Media Outreach
All good media outreach efforts start with the same goal: to
connect with the community by building positive relationships
and promoting two-way communication. To achieve this goal
you need to know precisely what you want to share about
your project or event, and why, and you must know this before
contacting the media.
The following six steps take you through the typical thought
process of a Public Relations professional when identifying
their client’s needs. The steps ask questions and demand direct
answers allowing the professional to filter out unnecessary
elements and create a concise, well-written, and attentiongrabbing media outreach plan. The plan is to be written before
contacting the media. These six steps are taken from Public
Relations Management by Objectives, by Norman Nager and T.
Harrell Allen.
1.

What is the purpose of the communication and how does it
promote or achieve your objective?

2.

Audience/publics: Who exactly are you reaching out to with
the message and how can that audience help achieve that
chapter’s objectives?

3.

What is it that the audience wants to know and how can the
message be tailored to audience self-interest? Consumers
are more interested in how a new computer will increase
their productivity than in how it works.

4.

Communication strategies: What environmental factors will
affect the dissemination and acceptance of the message?
Are the target publics hostile or favorably disposed to the
message?

5.

Essence of message: What is the planned communication
impact on the audience? Is the message designed merely to
inform, or is it designed to change attitudes and behavior?
Telling people about the values of physical fitness is different from telling them how to achieve it.

6.

Nonverbal support: How can photographs, graphs, films, artwork and a webpage clarify and visually enhance the written
message? Bar graphs or pie charts are easier to understand
than columns of numbers.

Working with the Media
Get to know the local media in the area, by monitoring reporting,
and engaging with reporters at events and functions. Learning
who the media are and what they are interested in reporting on
is good strategy to further public relations goals. Maintaining
regular contact, either through the distribution of print material,
engaging on topics through twitter, or ongoing email updates,
can be a good approach, so long as the content is relevant and
timely. Too much content and contact will water down the
interest and importance of media messages. Talk to reporters,
and invite them to events. Engage with them on a personal level
and share what is important and relevant about the profession
of landscape architecture. Through personal connections it
will become easier to promote and publicize the profession to
various media channels.

3

The Tools
A number of traditional and social media tools exist for
landscape architects to promote our profession and work. Some
of the primary ones are described in the following section:
•

News Release

•

Press Conference / Interview

•

Media Advisory & Event

•

Pitching for Media Coverage

•

Opinion-Editorial (Op-Ed)

•

Social Media

News Release
A news release (press release or media release) is a document
used to communicate something newsworthy to the public
through the media - either through the press (third party), or
on the web or through social media (direct to consumer). News
releases provide excellent marketing opportunities when done
well.

Print Format
Print format news releases are typically distributed to a
predetermined media list by email or fax (less common these
days) in advance of the event or story they are describing.
The media list should include the pertinent journalists and
publications that are most likely to pick up the story. Depending
on the content of the press release and geographic location,
as many as thirty contacts may be included in the distribution.
If the story is very focused or targeted to a specific niche, the
press release may be directed to only a few select contacts.
Media lists should be updated on a regular basis, and will need
to be tailored to the particular nature of the press release. For
example, the CSLA has sent separate press releases to different
media lists for the regional and national CSLA awards of
excellence.
Provincial component organizations and the CSLA have media
lists that could be used as a resource for individual practitioners.
For reference, the CSLA media list can be found in the appendix
of this document.
Online News
Online news releases are distributed directly by the advocate
using a web page, blog, and/ or social media, and may reach a
significantly broader audience than a traditional print release.
Additional information on social media formats and tools may be
found in a subsequent section of this document.
Regardless of the format, the news release content must
be topical, concise, clear, and above all else, interesting and
captivating. The news release should follow the five ‘W’s of
journalism - who, what, where, when, and why. The content
should communicate why the story is interesting and relevant,
explain how people, the community or environment are
impacted, and include contact information so the media and
public can follow up. The headline must be captivating and set
up the story in just a few words. While a news release can be
one of the most effective marketing tools available, without a
head turning headline it may never get noticed. Take time to get
the headline right!

Figure 1: CSLA Press Release

Figure 2: Twitter Feed
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Avoid profession-specific jargon and buzz words when engaging
with the public or general media. Exceptions to the jargon rule
would apply for topics of specific focus or interest, or for more
rigorous publications (such as a peer reviewed journal). In these
instances, jargon is not only appropriate, but often necessary.
PRWeb notes the following should never appear in a news
release:
• All capital letters to emphasize anything.
•

Grammatical errors.

•

Lack of content and substance.

•

Advertisements or promotional/fluffy language.

•

Hype.

•

The words “you”, “I” or “we” outside of a quote.

If a news release will be posted online, make sure to write it in
advance in a word processing software, rather than directly on
the online submit page, as writing directly online will not achieve
the best results. Write it, print it, and proofread. Rewrite, print
it, and proofread. Get it right to create a good impression. Once
the content is posted online, it may be difficult if not impossible
to redo.
Print news releases are best limited to one or two pages in
length; web based news releases should be between 300-800
words. The length of social media news releases will depend on
the platform - don’t make the news release too short or it may
seem like the story is not worthwhile.
As landscape architecture is a visual profession, use
photographs, illustrations, videos and renderings whenever
possible to support the story. Select supporting imagery
carefully, and be sure to obtain the necessary permissions for
the use of graphics and illustrations.

It’s possible to turn any piece of news into an online asset that
helps increase awareness about the profession, an individual
practitioner, or a firm. Put landscape architecture where the
public looks - on search engines. Online news releases can follow
the formal news release format or they can be less formal and
more creative ‘news blasts’ – these are especially well suited to
social media platforms.
The format chosen will be dependent on the target audience and
the social media platform - tips for using various social media
platforms are in later sections of this document.
According to PRWeb the bottom line is, “if you don’t think your
social audience really cares about the news [you are considering
posting], chances are you’re right. Save your press release
distribution for the journalists and followers who do.”
A traditional press release doesn’t typically pack the creative
punch that social media audiences crave. Use social media to
post, share and spread topical news/stories such as:
• Completion of a project with a distinctive landscape
architecture component (e.g. green roof; shore line
restoration, on-site stormwater management, unique
planting scheme, community integration, etc.).
•

Upcoming events that an individual, component or firm
is sponsoring or presenting. Provide a brief synopsis to
encourage/entice readers to attend.

•

Events a component, firm or staff member recently
participated in, or is currently participating in (e.g. landscape
architects x, x and x are contributing their expertise to the
City of Blank’s Festival of Design this weekend).

•

Project milestones - announce community meetings,
development permit approval, ground breaking, start
of planting or hardscape installation, almost complete,
occupied.

•

A recommended list of native and adaptive species plants
for the region, and information on where they can be seen
and/or purchased.

•

Municipal or local organization initiatives that support
services landscape architects provide, or that align with CSLA
or component objectives.

•

Firm recognition (awards, press coverage, reviews, etc.).

•

Social events being hosted by firms or components.

•

Reposting of articles of particular interest or relevance to the
profession, the component, or firm.

The opportunities are limitless!
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Figure 3: News on BCSLA Web Site

Press Conference / Interview
Verbal exchange of information is still one of the most common
forms of communication. Hosting a press conference or giving
an interview is an important conduit for landscape architects
to share information with a wide public audience. Unlike
an interview, which may range from the quite formal to the
informal, a press conference is an organized, stage-managed
event. A press conference is typically used when there are many
press requests and insufficient time or resources to provide
the requisite information. A press conference can take various
forms, but typically follows the following process:
1.

Preparation: Coordinate roles and responsibilities for the
organization of the event. This includes the booking of the
venue, the provision of necessary audio-visual equipment,
the distribution of a press release, the preparation of any
background materials, and the invitation of any other guests
or speakers.

2.

The Set-Up. The physical set-up of the venue is quite
important to the success of the press conference. Coordinating the room set-up and equipment are essential tasks,
but the press conference set up also requires responsibilities
like greeting media, introducing speakers, and distributing
background material.

3.

The Performance. Host the event. Distribute the information, in a clear and concise manner. Answer questions.
Thank the media for attending. And offer contact information for further follow-up, if required.

Media Advisory & Event
Media advisory functions as a ‘teaser’ that alerts journalists to
an upcoming event but does not give them all the information
they need to write their piece. E-mail the advisory to reporters,
journalists and photo editors five to seven working days before
the event, and be sure to follow up to make sure that they got
it. ALWAYS make additional follow up calls the day before the
event.

A press conference is a tool that can reach a large range of
media, but is typically used for high profile and / or highly
newsworthy events.

Figure 5: City of Victoria Media Advisory

If the region has a ‘daybook’ (you can find out by calling the
newsroom of your largest local newspaper) be sure to submit the
advisory and ask them to put the event A daybook lists news
events scheduled to take place in the region on that day. Major
news outlets review the daybooks each morning.
Figure 4: A Press Conference
(source http://www.mccullagh.org/db9/10d-20/black-box-voting-press-conference.jpg)
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Use a short, clear headline advising what will happen; include a
short description of the event and the issue; list the speakers,
if any; include a quote from somebody from the component
or firm that is involved in the event. It is important to include
contact information for key players, include a short summary of
the component or firm in the last paragraph. A media advisory
should mention ‘photo opportunity if one will be available. Keep
the media advisory short, as additional content can be included
in a press release at a later time. Also, ensure that the media
release is written in future tense, as the event has yet to occur.
Timeline for a Media Advisory
One week before the event/announcement:
•

Email a media advisory to local reporters, journalists and
photo editors 5-7 working days before the event

•

Start calling reporters once the media advisory has gone out,
to be sure they got it

Day before the event/announcement:
•

Resend the media advisory and make additional follow up
calls

•

Check in with reporters who expressed interest for onsite
interviews or having a camera crew attend.

Pre-Event:
•

Distribute press release announcing the event to all media
outlets. Bring copies to have on hand at the event and to
provide to any attending reporters.

•

Continue to make follow-up calls the morning of your event.

•

Follow-up with television stations again to determine if any
will be sending camera crews.
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At the Event :
• Have all members of the media sign in with their contact
information for tracking and follow-up purposes.
•

Introduce yourself to all media who attend the event. Provide
them with your contact information.

Following the event:
•

Follow-up with journalists who attended your event to
make sure they received all of the information they need to
complete their story.

•

Monitor the media outlets that attended your event for
media coverage.

•

Look for the media coverage and share it with your
component and if relevant, with the CSLA.

A Media Pitch
Getting coverage that goes beyond the traditional news release
and event featured through a Media Advisory takes planning
and effort but, if successful, the results are well worth it. When
planning a pitch to print, television, radio, or even social media,
start by developing a media strategy:
1.

Clarify the Goal of the Pitch
for example: to increase public awareness of landscape
architecture; to celebrate successful collaboration between
landscape architects and community; to express an opinion on
climate change; to share educational material

2.

Identify the information or Content
for example: statistics on reduced stormwater runoff through
use of permeable surfaces; data on effect nature has on patient
recovery times; habitat recovery; profession related technical
information

3.

Create a media list from available resources.

4.

Track coverage of related issues.
Look for stories by reporters and bloggers covering issues related
to the landscape architecture profession and, specifically to areas
related to the pitch.

5.

Build Media Relationships.
When an article is published that ties closely to the content of the
pitch respond to the journalist .Share professional expertise, offer
related materials, and extend an invitation to follow up for future
stories on the topic. It requires patience and perseverance to build
these relationships but they are very important. Unfortunately,
payoff can sometimes be a long time in coming.

6.

Look for opportunities to pitch the story.
External events or debates offer an opportunity to contribute to the
dialogue, or advance a specific story pitch. When an opportunity to
pitch presents itself, the time and investment made in developing a
media strategy will hopefully pay off.

7.

Recognize opportunity and act on it!
Nothing risked, nothing gained. Just go for it.

A story may be pitched by telephone, letter, or email, but it’s
best to start with a telephone call if pitching to a reporter
without an established a relationship. Once the connection is
made, it is easier to make subsequent pitches in writing or by
email.
Before pitching, fine tune the story angle to ensure clear and
specific messaging. Distill, crystallize and focus the ideas, and
realize that there is power in specificity and niche topics. This
is an especially relevant point for many landscape architectural
topics.

The pitch should communicate why the story is interesting
and relevant (include a news hook), explain how people or the
environment are impacted, underscore the departure from
the norm, focus on new information, and include contact
information so the journalist can follow up. Tying your story
back into one or more recent articles/programs prepared by
the person you are pitching to is important – it provides an
opportunity for them to develop a great future story built upon
work they have already done.
Making a Verbal Pitch
Practice verbalizing key content and messages before picking
up the phone. If possible, call in the morning before evening
deadlines loom; journalists are less likely to take an unsolicited
call after 3pm. Always ask the reporter if it’s a good time to
talk, and if it is, get straight to the point. Keep the pitch to
fifteen seconds if possible, and no longer than thirty seconds.
Be clear, concise and convincing. Offer to send additional
information if the journalist seems interested. When leaving
a message or voicemail, speak clearly and be sure to provide
contact information and numbers both at the beginning and
end of the message. Avoid providing too many details or
talking points in a voice message, and follow up with written
information or a formal press release.
Writing a Pitch Letter
Limit the letter to one page, and ensure that the story is
appealing and easy to read. A pitch letter should use succinct
short sentences, short paragraphs, and bullets. Address the
letter to a specific individual and get their name right. Make
sure there are no spelling mistakes. Write the headline in the
style of the publication or program’s audience and provide the
slant for the story in the first paragraph. Provoke the reader by
beginning with an intriguing question or startling statistic. Spell
out why the story should be covered and the resources available
to formulate the piece. Wrap up with a promise to call before
a specific date to discuss the story idea and any additional
information that may be needed to support the pitch.
Do not be discouraged by rejections. When targeting a particular
publication, radio station, or TV affiliate, consider identifying
several reporters or editors at that same outlet who might be
interested in the story.
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Opinion-Editorial (Op-Ed) Piece
The McGill University newsroom describes an op-ed as “an
opinion piece that presents an informed view on a newsworthy
topic, emphasizing the author’s insight and expertise. They are
opinion pieces but facts, statistics and anecdotes help to shore
up the argument and lend colour”. Op-eds are always found
opposite the editorial page in a newspaper, and are typically a
mix of regular columnists and guest opinion pieces. They provide
an opportunity to explore social, cultural, environmental and
political topics of interest; provide expert commentary; clarify,
correct or discuss conflicting opinions; and call for further action.
They are not letters to the editor and should not be written in
that style; they should be lively and provocative with a clear
message and a transparent structure. Their ideal length is no
more than 750 words, however shorter is often better.

Avoid hyperbole, professional jargon that may not be widely
understood and righteous indignation, however, according to the
McGill newsroom, “strong, colourful language and a memorable
phrase or two is generally encouraged as it will likely catch the
editor’s attention and lend support to the argument presented.”
The piece should be e-mailed to the opinion-editorial editor
of the publication; be sure to include contact information. Top
newspapers get a staggering number of submissions so the best
approach may be directing the piece towards local and regional
newspapers.
For op-ed content, also consider online forums, blogs, and
newspapers such as Slate and The Huffington Post.

Op-eds have the potential to reach a very large audience, and
are much easier to write and have published than articles for
magazines and professional journals. Start out with a basic
premise and support it with facts, expert opinion, and personal
experience. Write clearly and succinctly in the active voice (i.e.
use ‘I’); make a single point well and use examples if possible.
Do more than call for more research or suggest that opposing
parties should work it out. Acknowledge the ways in which the
opposing viewpoint is right and don’t write a tedious rebuttal,
as it will only appear petty. Don’t worry about the headline – the
newspaper will write its own.
Duke University notes “timing is essential. When an issue is
dominating the news, that’s what readers want to read and oped editors want to publish. Whenever possible, link your piece to
something happening in the news, or look ahead to a holiday or
anniversary a week from the event that will provide a fresh news
peg and enable editors to plan the story in advance.”

Figure 6: Op-Ed in The Star Phoenix Newspaper, Saskatoon.
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Social Media
Social media is quite often the foundation of the online world
these days, and is one of the fastest ways of disseminating
information. It is a key tool to reaching specific demographics
and is rapidly replacing more traditional methods of information
distribution and publication. Social media is used for sharing,
commenting and displaying relevant links, and, most
importantly directly audience to additional online resources, such
as firm or component webpages. Social media is an undeniably
important tool for raising the profession’s profile but remember
that a component or firms website is home base and is where
the bulk of created, educational and promotional content should
reside.

Twitter
Twitter is a free social networking and micro blogging service
that enables users to send and read short 140 character text
messages called ‘tweets’. It is an attractive easy-to-use
platform for getting a message out, for sharing information
as it happens, and for connecting with other uses, including
contemporaries, partner organizations and target audiences,
in real time. Registered users can read and post tweets but
unregistered users can only read them. Twitter users choose
who they do and do not follow and have total control over what
news they receive on their homepage, i.e. the feed seen when
signed into Twitter.

The benefits of social media are not without deterrents, and
social media advocacy should be undertaken as strategically and
thoughtfully as other methods of media contact. Social media
applications can become addicting and time-sucking. Make a
decision early on about which ones to use and how much time
to devote. For maximum benefit, social media networks should
work together.
Key social media networks include, but are not limited to,
Twitter, Facebook, LinkedIn, Pinterest, reddit, Tumblr,
Instagram, StumbleUpon and Houzz. Twitter, Facebook and
LinkedIn are the ‘Big 3’ and represent the most popular sites and
starting points. However there are many other platforms which
are becoming increasingly important to selective users. Even if
they are not part of an initial social media campaign, they are
worth reviewing, especially as social media is subject to a certain
amount of trendiness. The facebook of tomorrow may be in its
infancy today.
Figure 7:BCSLA on Twitter

Basic Twitter startup
1.

Photograph: Anatolii Babii/Alamy
www.theguardian.com/small-business-network/2014/apr/16/social-media-smes-growth

Learn the Twitter lingo and use it appropriately; key words
are tweet (a single posting of 140 characters or less),
Retweet or RT (sharing a tweet posted by someone else
and crediting the source), TweetUps (using Twitter to meet
up with other Twitter folks), Trending Topics or TTs ( a
list of subjects that many users across Twitter are talking
about simultaneously), Lists (system for grouping people or
organizations being followed), Promoted Tweets ( a single
trending topic which an organization or company can pay to
‘trend’, in order to gain attention and traffic from Twitter
users worldwide.
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Figure 8: CSLA Facebook Page

2.

3.

4.

Set up an account and start tweeting by typing a message
into the ‘What’s Happening?’ box. Consider using a hashtag
to make the topic easily searchable to users for a Twitter-wide conversation. Just add a ‘#’ before a word that
captures the topic of interest.
Gather followers by keeping posts interesting and relevant.
Don’t underestimate the power of engaging in trending
topics and following others – often times an organization
or individual will follow back on a new follower. Re-tweets
can also be a very effective way of attracting followers.
Re-tweets are a real time affirmation of someone else’s
statement and are often rewarded with a follow. Finding a
niche, having a catchy bio, and linking to Facebook are also
good ways to gain followers.
Check the replies from followers by clicking on ‘@Mentions’
to see if there are replies to any tweets.

Relevant Twitter feeds may include:
•

@ CSLA_AAPC

•

@landarchitects.

•

@AAPQ_paysages

•

@BCSLA

•

@MALA_net

•

@OALA_ON

Note that recent news has shown that Twitter can be the source
of malware and is easily hacked. Components and firms using
Twitter may want to have policies in place to keep Twitter a
useful tool rather than a tool that can potentially do a lot of
damage to their network and organization’s reputation.
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Facebook
Facebook, as described in the Internet Technologies Glossary,
is a free social networking service that allows registered users
to create profiles, upload photos and video, send messages and
keep in touch with friends, family, colleagues, common interest
groups and organizations. The Facebook site includes several
public features, however, it is the Pages feature designed for
businesses, brands and organizations that is of most value for
promoting the profession. It allows members to create and
promote a public page built around a specific topic such as a firm
or component organization.
A Page enables public figures, businesses, organizations and
other entities to create an authentic and public presence on
Facebook, and they are visible to everyone on the internet by
default. Only official representatives can create a Page for an
organization, business, brand or public figure; the Page creator
can then assign roles to other people to help manage the Page.
Though the content shared on Facebook can be similar to that
shared on Twitter, there are significant differences between the
two platforms and it may be worthwhile to use both platforms
to reach your target audience. Here are some of the major
differences:
Statistically, it has been reported that 92% of all activity and
engagement with Tweets happens within the first hour of the
post being made. With Facebook status updates, the interaction
can go on for hours, and even days. Twitter is basically centred
on real-time conversation, while Facebook is an ongoing
conversation that people get to eventually.

Facebook is the king of relationship building while Twitter is
more about topics, people and conversations that are relevant
or interesting. Twitter is a fresh news portal; it’s a much more
detached connection.
Content on Facebook is timeless; information on Twitter is
always about the here and now, important and relevant, and
constantly changing.
Facebook also supports better visual element integration into
posts; for e.g., a picture album or video is easily shared on
Facebook. This is important
Creating a Page is easy. Start with a Facebook account; you can
create one for free at www.facebook.com. Log on, go to your
news feed and click on ‘Create a Page’ in the left hand column.
Select the appropriate category for your Page, and follow the
instructions.
Tips for Small Businesses Using Facebook
1.

Get to know Facebook. The key to understanding Facebook
is to participate. Set up a Page then check out what some
of your favourite firms are doing on the platform.

2.

Establish your online voice. Your Facebook Page should
reflect your strengths. Posts should be written in a friendly
and informative manner and limited to between 100-250
characters. Even shorter posts of 60-80 characters work
well as they are easily absorbed by viewers with rapid-fire
attention spans. Facebook is all about the personal experience so don’t overdo the promotion. No marketing hype or
press release stuff!

3.

Link connections. Always link back to your component/firm
website and other social media accounts. This boosts your
Page’s search engine rankings, thus increasing your potential visibility.

4.

Offer value. People don’t want or need an in-depth report
on your latest in-house social event. Instead, offer a timely
mix of content about your component/firm with third-party
content, such as links to broader landscape architecture
and related industry news. This builds your credibility as a
resource of value to others.

5.

Image is everything. Posts with visual content (photos,
drawings, videos) drive approximately 50% more engagement through Likes, Comment and Shares. Don’t show
stand-alone photos of your projects – show them being used
by happy clients and the community!

6.

Be Timely. Posting once a day seems to be the right pace
for many businesses. A quick review of the CSLA’s, ASLA’s,
components’ and landscape architecture firms’ Pages suggests the CSLA, ASLA and BCSLA post regularly (+/- once a
day) while most private sector firms and other components
post less frequently; some firms and components post very
infrequently. Determine what is right for you – if you can’t
or have no desire to post regularly, Facebook may not be for
you.

•

Follow the CSLA at: www.facebook.com/pages/CanadianSociety-of-Landscape- Architects/177312791600

•

Follow the ASLA at: www.facebook.com/
AmericanSocietyofLandscapeArchitects

Components facebook pages include:
•

BCSLA – www.facebook.com/BCSocietyofLandscapeArchitects

•

MALA – www.facebook.com/pages/MALA-ManitobaAssociation-of-Landscape-Architects/491710150923763

•

OALA – www.facebook.com/pages/Ontario-Association-ofLandscape-Architects/109687249113317

•

AAPQ – www.facebook.com/pageaapq?fref=ts
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LinkedIn
LinkedIn is currently the most well-used business-to-business
(B2B) social networking site. While it is popular for keeping in
touch with business associates, clients and former colleagues,
it is also an excellent tool for effective organization networking,
and for professional growth. Users ‘connect’ with people they
know through the site, and the connections become part of
their network. Users have access to the list of connections, or
networks, of the people they have connected to – this is called
an ‘extended network’. Users can request an introduction to
people in their extended network, through their mutual contact.
LinkedIn also provides other features including company and
personal profile pages, the ability to set up and join groups,
and a jobs section where members can advertise or apply for
jobs. A large number of landscape architects and landscape/
design industry related professionals use LinkedIn to share
ideas and stay up to date with industry trends. Many use it
for brainstorming among colleagues and/or for participating
in special interest groups that focus on specific aspects of
landscape architecture, such as stewardship, urban design,
small firm, playgrounds, campuses, etc. Participating in special
interest groups grows the network of users, helps to raise their
individual profile, and can be both fun and educational.
There are a wide range of ASLA, CSLA, and landscape design/
stewardship interest groups on LinkedIn, as well as countless
landscape architects and related professionals from around the
world.

Figure 10: Landscape Architecture on Pintrest

Pinterest
Pinterest is a free and easy to use vision-board styled social
photo sharing site intended to connect everyone in the world
through shared taste and the things they find interesting. Users
connect by ‘pinning’ images to a virtual pinboard site. These
images can be photos, graphics and images from other web
sites, or anything that is visually based. They can be ‘repinned’ to
other boards by viewers who like them. Pinterest is increasingly
popular among designers (fashion designers, interior designers,
architects, landscape architects, etc.) and their clients as it
facilitates sharing a wide range of inspiring images from the
built and natural world.
Many users link Pinterest to their Twitter and/or Facebook
account to make it easier for other members, clients, friends,
and favourite blogs, brands or organizations to follow them.
However, this is not necessary and individuals may sign up with
an email address as well.

Figure 9: CSLA & ASLA Group Posts on LinkedIn
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The ASLA uses Pinterest to reach new audiences of mostly
non-landscape architects, and to expand their presence in the
broader community. Check out the ASLA Pintrest board at
www.pinterest.com/aslandarch/ or Google ‘Pinterest Landscape
Architecture’ to see how individual landscape architects and
landscape architectural firms and organizations are using this
service.

StumbleUpon
StumbleUpon is a free content discovery engine that finds and
recommends web content to users based on their preselected
areas of interest. It allows users to share links to articles, or
save them for later reference, and competes neck and neck with
Facebook for the amount of traffic it sends to websites. It is a
powerful content discovery tool that can introduce the CSLA,
component and firms to new audiences and drive traffic to their
respective websites.
Tips for beginners from Susan Gunelius of KeySplash Creative:
• Start by setting up a comprehensive profile. Include a
compelling image along with a list of interests – this makes
it easier for other StumbleUpon members to find the
organization and to determine whether or not they want to
connect.
•

Submit content strategically and include content from other
sources to avoid looking like a self-promotional spammer.

•

Submit only relevant and interesting content.

•

Write a great tile and description for each submission,
and include relevant keyword tags to make it easier to find
content in searches.

•

Include images whenever possible!

Many firms are already posting their work or information about
their practices on StumbleUpon and there is a significant list
of landscape architecture related links that connect to firms,
components and related stories from around the world.

Figure 11: Sample Postings on StumbleUpon

Figure 12: ASLA Postings on Tumblr

Tumblr
A microblogging and social networking platform, Tumblr may be
of interest to quickly and easily share short-form text, photos,
links, music, videos… anything. It has been described by Fast
Company Digital as blogging, the way blogging was meant to
be.
Tips for Tumblr beginners from the Social Media Examiner:
• To build a solid presence, start by making a good impression
– select a catchy design.
•

Post content and find like-minded content (ASLA blogs, for
instance), and click the Follow button to receive its new posts.
Use the reblogging feature to share relevant or interesting
content from other sites.

•

A large percentage of Tumblr users are non-English speaking;
language barriers can be bridged with carefully chosen
images. Half of all Tumblr posts are image-based.

•

Take full advantage of Tumblr’s easy tagging system. Start
typing a word and Tumblr will suggest a number of possible
tags. Each tag appears with a hashtag in front of it at the
bottom of every post. Although it only takes a few seconds
to create tags, they will increase the likelihood of your
content being found, which should boost the number of your
followers.

Many landscape architects and landscape architectural firms
post on Tumblr; the ASLA uses Tumblr to reach new audiences,
mostly non-members, and to raise awareness of the profession
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to those outside the ASLA.

Instagram

reddit

Instagram is a useful tool for creating a visual identity
and, according to its own marketing site, it’s the iPhone
photographer’s app of choice. It enables users to share pictures,
and videos lasting up to nine seconds, on a variety of social
networking sites such as Facebook, Twitter and Flickr. Users
follow each other in an asynchronous manner, like Twitter, and
can comment, like, and tag each other in pictures. Photos are
confined to a square shape and all photos and videos are public

reddit is a free entertainment, social networking service and
news website where registered members submit and vote on
content consisting of blogs, posts or images. Content positioning
depends on member opinion as there are no editors running
this site. CGP Grey says : “checking reddit.com is like reading
the daily newspaper except that reddit is timely, interactive,
personalized, participatory, horrifyingly absorbing at times, but
basically good. reddit is a list of the best stuff that people are
reading or watching on the Internet right now. … if Google is
where you go to search for things then reddit is where you go to
see what people have found.“

Figure 13: ASLA Postings on Instagram

by default.
The ASLA uses Instagram to extend its audience and stay
connected with people, members and non-members alike, who
use social media platforms as key communication tools.

Content is organized by areas of interest and geographical
location into sections called subreddits. Members join subreddits
they like and leave those they don’t so that their main page
becomes a listing of the most popular information from the
subreddits they follow. The secret to using reddit effectively is
engaging on subreddits that stretch one’s mind and connect
them with like-minded people. CGP Grey says “reddit displays
comments in a way that encourages back-and –forth discussion,
and the discussion is always more interesting than the link
itself. So there are subreddits that are nothing but discussion,
such as Change My View for debates, or IamA where people say
what they are, such as ‘I am a fireman’ or ‘I am an escort’ and
answer questions from the comments.” People on reddit can be
anonymous but it isn’t required.
reddit can take a bit of time to understand and use effectively,
however, once members are familiar with the system, they will
have access to information faster and from more sources than
anything else around.

Figure 14: Sample Postings on reddit (Landscape Architecture subreddit)
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Houzz
Houzz is a free collaborative platform for home and garden
remodeling and design; it brings homeowners and home
professionals from across the world together in a uniquely
visual community. While it is not a platform that components
will post on, it is a valuable site for landscape architects who do
residential work, and could potentially link to the CSLA website.
It allows registered users, including firms, to post photos of their
completed work and for others to comment on the photos and
ask them questions about the design, construction, and product
sources. Contact information can be posted if desired, and all
photos can be saved to a personalized idea book for future
reference.

In June 2014 Houzz launched an affiliation badge program
that enables professionals on their site to add badges to
their profiles, showcasing their professional affiliations. For
the partner organizations, the badges provide a channel for
educating consumers and raising awareness among the broader
Houzz community. The ASLA is a badge partner and this allows
ASLA members to include the ASLA logo on their Houzz page;
there is a direct link between the ASLA logo on their Houzz page
and the ASLA website. According to Ann Looper-Pryor, ASLA
managing director of publishing and resource development, “the
affiliation program makes Houzz an incredible platform to raise
consumer awareness of and appreciation for the profession of
landscape architecture and to help build brands of our members’
firms.”
Subscribe to Houzz at www.houzz.com

Figure 15: Sample Postings on Houzz
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FOR IMMEDIATE RELEASE
E. J. (JACK) WALKER RECIPIENT OF CSLA LIFETIME ACHIEVEMENT AWARD
(OTTAWA) – June 4th, 2013 - The Canadian Society of Landscape Architects (CSLA) is pleased to announce that E. J. (Jack)
Walker has won the association’s Lifetime Achievement Award.
Edwin John (Jack) Walker attended the University of Saskatchewan from 1950 to 1955 and obtained a Bachelor of Science
degree in Agriculture, specializing in Horticulture. Mr. Walker graduated in 1960 from the University of California at Berkeley
with a Bachelor of Landscape Architecture degree. Following employment with a landscape architect, a landscape
contractor and a commercial nursery firm in the San Francisco area, he joined the Plant Research Institute in Ottawa in
1961 working on, among other things, developing master plans for various experimental farms across Canada. Education
leave permitted him to attend the University of Michigan at Ann Arbor, graduating with a Master of Landscape Architecture
in 1965.
In 1966 Mr. Walker joined the Wascana Centre Authority in Regina, as Director of Maintenance and Development. Since
1975 Mr. Walker has been the Principal of Habitat Design Limited. Mr. Walker has served on the Design Advisory Committee
of the Meewasin Valley Authority, and as a sessional lecturer in the Department of Horticulture at the University of
Saskatchewan.
According to Rob Crosby, of Crosby, Hanna and Associates:
“Jack’s personality, strength of character, integrity and conviction to sound principles of
landscape architecture and design excellence are evident to, and respected by, colleagues,
allied professionals and clients. These traits are the keys to the success, influence and
longevity of his practice.”
The CSLA Recognition Awards honour the work and commitment of Canadians to the profession of landscape architecture.
The Lifetime Achievement Award may be awarded annually to a landscape architect whose lifetime achievements and
contributions to the profession have had a unique and lasting impact on the welfare of the public and on the environment.
Mr. Walker will receive his award at the CSLA Gala to be held on Saturday, July 13th, 2013 at the RCMP Heritage Centre in
Regina, during the CSLA 2013 Congress: Winds of Change.
Further Information
Michelle Legault, Executive Director
Canadian Society of Landscape Architects
1-866-781-9799 or executive-director@csla-aapc.ca
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