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This year PR News has formed 
three PR Councils comprised 
of PR News subscribers and 
organized by verticals (agency, 
corporate and nonprofit). Our 
objective for these councils 
is to look at the hot issues in 
PR from the viewpoint of the 
practitioners—what the biggest 
challenges are, and how PR 

professionals are tackling them. 
(See our Corporate PR Council 
discussion in the 2/7/11 issue.) 

This conversation with our 
Nonprofit PR Council runs 
the gamut—from resources to 
social media to what causes 
insomnia among PR pros. 

Five Nonprofit PR Council 
members participated: Carrie 
Thacker, director of corporate 
and media communications, 
American Heart Association; 
Sandra R. Gordon, director 

of public relations, American 
Academy of Orthopaedic 
Surgeons; R.J. Butt, director of 
communications, The Royal 
Canadian Legion; Wanda 
Moebius, VP  of policy commu-
nications, Advanced Medical 
Technology Association; and 
Janice Maiman, VP of commu-
nications and media channels, 
AICPA.

PR News: How has the 
economy changed your 

fundraising communications in 
the last year or so?

Sandra Gordon: There’s been 
a profound difference in the 
way orthopedic companies are 
giving—some of that is the 
economy but most of that is 
due to some unpleasant issues 
we’ve had with the Department 
of Justice, and the relationship 
between orthopedic surgeons 
and orthopedic companies. It’s 
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No Longer Your Mother’s Employment 
Database, LinkedIn Proves Powerful for PR
In March of this year, the 
professional social network 
LinkedIn hit a key milestone in 
its eight-year history: 100 mil-
lion users. So far in 2011, the 
company has filed for a public 
offering and unveiled a number 
of new products. So far so 
good, right?

However, there have been 
murmurs in the press that 
LinkedIn could be losing its 
luster. In the IPO filing, the 
company admitted that those 
100 million registered members 
is higher than “actual” mem-
bers. And consider that 100 
million members is just a drop 
in the bucket over at Facebook, 
which has more than 600 mil-
lion users.

Indeed, much has been 
said of Facebook, Twitter and 

YouTube lately. But what of 
LinkedIn? Is this platform 
known for job networking the 
ugly social stepchild? While PR 
pros have tightly embraced the 
Big Three platforms, doesn’t 
LinkedIn deserve more than 
just a little hug?

While Jesse Goldman, 
head of marketing and busi-
ness development at workplace 
productivity software maker 
Rypple, believes LinkedIn is 
a popular outlet for driving 
brand awareness, “I’m not sure 
it’s being used to its fullest as a 
communications tool,” he says. 
So just how can LinkedIn be 
used to its fullest PR potential? 
PR News aimed to find out. 

Goldman is one commu-
nications pro who is sold on 
LinkedIn, calling it a “one-stop 

shop to build community, 
engage with it and raise aware-
ness of the brand.”

Just how does Rypple do 
that? It has its own commu-
nity, Agile People Manifesto, 
through which it shares its 
webinars and interviews with 
thought leaders in the industry. 
In addition, Goldman and 
other Rypple employees par-
ticipate in related LinkedIn 
groups—not unlike what goes 
on at Facebook. But Goldman 
says there is one big LinkedIn 
feature that differentiates the 
two: recommendations.

On Rypple’s company page, 
people can write endorsements 
of the company (there are pres-
ently more than 100). Goldman 
believes the barrier of entry 

PR News Council Roundtable: Lots 
Keeping Nonprofit PR Pros Awake
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Seven Things You Will
Learn in This Week’s 

Issue of PR News  
1. In March, LinkedIn reached 
the 100 million user mark, com-
pared to Facebook’s 600 million 
users. (p. 1) 

2. A study has found that the 
more social media experience 
one has, the more time is spent 
on social media activities. (p. 2)

3. Companies taking disciplinary 
action against workers for social 
media no-no’s rose from 24% in 
2009 to 42% in 2011. (p. 3) 

4. Before the 2010 midterm 
elections—when a sea change 
was about to occur—there was 
a frantic run on well-known 
lobbyists with Republican influ-
ence. (p. 4)

5. PR pros should preface an 
introductory coffee/lunch with a 
reporter as off the record. (p. 5)

6. Nonprofit PR pros see the 
collapse of traditional media as 
a key challenge. (p. 6)

7. Smaller, more intimate events 
are on B2B communicators’ 
agendas in 2011.

(DID YOU KNOW?)
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