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FOR MORE INFORMATION 
This newsletter is published by Steinecke Maciura LeBlanc, 
a law firm practising in the field of professional regulation.  
If you are not receiving a copy and would like one, please 
contact: 

Richard Steinecke 
Steinecke Maciura LeBlanc 

Law Chambers, University Centre 
Suite 2000, 393 University Avenue 

Toronto, Ontario  M5G 1E6 
Telephone:  416-626-6897 Facsimile:  416-593-7867 

E-Mail:  rsteinecke@sympatico.ca 

 

Grey Areas is also available on QuickLaw 
(“GANL”) the comprehensive Canadian 
legal electronic database [for more 
information, call 1-800-387-0899] 

 

WANT TO REPRINT AN ARTICLE 
A number of readers have asked to reprint 
articles in their own newsletters.  Our policy 
is that readers may reprint an article as 
long as credit is given to both the 
newsletter and the firm.  Please send us a 
copy of the issue of the newsletter which 
contains a reprint from Grey Areas. 

 

Media Relations and Crisis Management 

 

One of the prime methods of public 

accountability for regulators is through the 

media. It is impractical for the public to be 

kept informed of regulatory issues through 

word of mouth. Regulatory publications 

and newsletters are normally sent only to 

their members. Websites require significant 

initiative by the public. Even the public 

interest as represented by the Legislature 

and the government respond to news media 

reports as often as they instigate their own 

scrutiny of regulatory action. 

 

However, the theme of media coverage of 

regulators can be uncomplimentary. The 

headline usually is “they swept it under the 

carpet again” or “the watch-dog is really a 

lapdog”. Increasingly regulators are 

undergoing training in media relations and 

are hiring media consultants for assistance 

in getting their message out. In addition, 

when a crisis hits, swift and appropriate 

action is needed to maintain the regulator’s 

credibility.  

 

A crisis can come in many forms. Real life 

examples of media articles about regulators 

include the following: 

 

 Discovery that a member of the 

profession has forged their 

qualifications and practised for years 

with impunity. 

 Misconduct by an employee of the 

regulator, perhaps resulting in criminal 

charges. 

 Exposure of ongoing, serious 

misconduct (e.g., sexual abuse, theft, 

incompetence) by a practitioner, which 

the regulator has known about for 

years. 

 Release of a study or audit of the 

regulator that suggests serious 

mismanagement. 

 

Jim Maclean is a communications expert 

and principal of StrategyCorp, a Toronto-

based government relations and 

communications firm.  A former journalist, 

he has served as Director of Public Affairs 

and Communications with the College of 

Physicians and Surgeons of Ontario. He 

gives the following advice to regulators: 

 

“Bad news will result when the media 

perceive someone is guilty of operating 

only in self-interest; when they endanger or 

imperil others or a cherished institution; 



Steinecke Maciura LeBlanc 
January 2002 – No. 47 
 

Grey Areas 
Page 2 

 

when they are caught cheating or lying; 

when they are boastful, arrogant or close-

minded; when they are inconsistent or 

indifferent…or, sometimes, even when they 

do not return phone calls. 

 

On the other hand, good news will accrue 

to those who are perceived to be acting in 

the public good or with the public interest 

uppermost; to those who promote peace, 

safety and security; to those who profess 

belief in conservation and truth; to those 

who are viewed as open-minded, modest 

and humble; to those who are believed to 

be honest and consistent; to those who are 

attentive and welcoming. 

 

Before you pick up that phone to return the 

call to the news media though, stop and 

think carefully about two things: What 

exactly do you want to say and how are you 

going to get that message out? 

 

The key to knowing what to say is to know 

your audience. Who is it you are trying to 

reach? (and it is not the media: they are the 

ones you have to try to reach through to get 

your message out). Ask yourself this: What 

is the headline you would like to see in 

tomorrow morning’s paper as a result of 

your media interview? What ‘clip’ do you 

want to see on TV or hear on radio?  When 

you have decided that, then spend lots of 

time developing your message so that when 

you pick up the phone to return the call or 

grant the interview, you will have 

uppermost in your mind three or four main 

points you can make clearly and 

effectively. If possible, find telling 

examples to illustrate your points.  

 

In preparing for any media interview, half 

the battle is won simply by realizing that 

this is always an area where journalists 

make the rules. Preparation is the key to 

any encounter with the press. Preparation 

equals control. If you handle the interview 

well, you should never feel you did not get 

to make your point because the journalist 

“did not ask the right question”. If you feel 

that way, it just means you did not give 

them the right answer, you failed to deliver 

your message. 

 

There are several effective verbal 

diversions that can serve to point journalists 

back to the messages you want to deliver. 

The U-turn can be accomplished by using 

such phrases as: “That’s just one of the 

reasons we believe…”; “We’re looking 

ahead to…”; “I can’t comment on that, but 

what I do know is…”; “The most important 

thing to remember is…”; “I would like to 

make these three points…”. 

 

The 10 commandments of answering 

reporter’s questions are: 

 

1. Listen to the question. Don’t rush to 

answer and always ask for clarification 

if you do not understand what the 

reporter has asked…or if you think 

perhaps the reporter does not 

understand what he or she has asked. 

2. Tell the truth. If you cannot say or you 

do not know, admit it. Assume 

everything you say will be checked out. 

3. Answer what you know. Do not 

speculate and always stick to your area 

of expertise. 

4. Stick to your objectives. What is the 

positive headline you want to see as a 

result of your interview? 

5. Prepare for the interview. Remember, 

as above, that preparation equals 

control. 

6. Never say “no comment”. Use the U-

turn techniques described above. 

7. Maintain control. Knowing your 

subject, your messages and preparing 

will help. 
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8. Use examples that illustrate your 

message. (“We have had scores of 

letters from people who have made 

complaints and been very pleased with 

our complaints process. Just last month 

one gentleman wrote us and said…”) 

9. Avoid arguments. This does not mean 

you have to agree with a reporter’s 

premise, only that you should never 

lose your composure. 

10. Nothing is “off the record”. As 

someone once said, “off the record” 

means that it will appear next week. 

 

Bear in mind what Lorrie Goldstein, editor 

of the Toronto Sun said in a column in 

1997: “true freedom of the press belongs 

only to those who own one”. 

 

See the attached brochure for details about 

the seminar on Media Relations and Crisis 

Management for Regulators that will be put 

on by Steinecke Maciura LeBlanc on April 

22, 2002, featuring Jim Maclean. The day 

will also feature a seminar on How to 

Handle a Complaint presented by Richard 

Steinecke. 


