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Advocacy Toolkit: Objectives

1

Understand political
institutions and how
public policy is made

4

Learn the key
components of a
successful advocacy
campaign

2

Identify what can
influence government
decision-making

5

Learn how to raise
organizational profile

3

Understand the
differences between
advocacy and lobbying

6

Determine the best
advocacy strategy and
measure success

Advocacy is a political process by an individual or group which aims to influence public-policy and
resource allocation decisions within political, economic, and social systems and institutions.
Advocacy can include many activities that a person or organization undertakes including media
campaigns, public speaking, commissioning and publishing research or conducting exit poll or the
filing of an amicus brief.
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1.0

Overview of Canadian Political Institutions

Advocacy Toolkit - Section 1
Overview of Canadian Political Institutions

•

Canada’s political institutions are based off of the British Parliamentary system, with three
main branches: Executive, Legislative, and Judiciary.

Executive

Legislative

Judiciary

•

Although this is referred to as a “Parliamentary system,” this title is somewhat misleading, as
the Executive branch (Prime Minister and Cabinet) holds the most power (especially under a
majority government).

•

The Prime Minister and Cabinet also form part of the Legislative branch, as they also sit and
vote in the House of Commons (in contrast to the U.S. system where the President does not
sit in Congress).

•

Although judges are appointed by the Prime Minister, the third branch (Judiciary) is
completely separate from both the Executive and Legislative branches.
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Advocacy Toolkit - Section 1
Three Branches: Executive, Legislative, Judiciary

Executive
Governor General
Advised

by

PM and Cabinet
Advised

Legislative

PM and Cabinet
sit in and are
responsible to the

House of Commons

Judiciary
Courts
Judges are appointed by the
Executive. They interpret
laws and can overturn
certain executive actions and
laws passed by Parliament.

by

Bureaucracy

Senate

Source: DYCK, Rand, Canadian Politics, Concise 2nd edition, 2002, p. 9.
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Advocacy Toolkit - Section 1
The Executive: Overview

The Executive

The executive is comprised of the Crown
(the Head of State), represented by the
Governor General, the Prime Minister (the
Head of Government) and the Cabinet.
The executive is the part of government
which makes and implements the
decisions required to maintain the rule of
law and the well-being of Canadians.

Role
•
•

Major law-making body in Parliament.
Accept, amend or reject bills through three readings using
committees to examine legislation in detail.

MPs
•

The Prime Minister and Cabinet are typically
Members of Parliament (MPs) and must run for
election every four years.
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Advocacy Toolkit - Section 1
The Executive: Prime Minister’s Office

•

The Prime Minister’s Office (PMO) is the political office responsible for advising
the Prime Minister.

•

Its equivalent in the bureaucracy is called the Privy Council Office (PCO),
headed by the Clerk (highest-ranking civil servant in the Canadian government).

•

The PMO is headed by a Chief of Staff (political appointment).

•

Typically, the PMO is divided into four branches:

Policy

•

Issues
Management

Communications

Strategic
Planning

Regional offices liaise with Caucus members (Members of Parliament and
Senators) of the party in government on a regional basis (British Columbia and
the North, Prairies, Ontario, Québec, Atlantic).
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Advocacy Toolkit - Section 1
The Executive: Prime Minister’s Office

Privy Council Office (PCO)
Lead by: Clerk

PRIME MINISTER

Chief of Staff

Policy

Issues Management

Communications

Strategic Planning

Regional Offices

Caucus
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Advocacy Toolkit - Section 1
The Executive: Federal Cabinet Committees Structure

•

The Cabinet is also part of the Executive branch of government.

•

The number of Cabinet Ministers and portfolios depends on the Prime
Minister in power.

•

Cabinet Ministers sit on various Cabinet committees that help push the
strategic direction of the government (number and name can change from
one Prime Minister to another).

•

The Cabinet Committee on Priorities and Planning (P&P) is the most
powerful, as almost all strategic decisions made in other Cabinet Committees
must pass through P&P (chaired by the Prime Minister).
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Advocacy Toolkit - Section 1
The Bureaucracy: Overview

Bureaucracy
Role
•

Public servants are not accountable to
Parliament but may be asked to appear at a
Committee. They have a duty to explain
and inform and must remain neutral
administrators of policy.

•

Assist government to formulate policies, carry out
decisions and administer public services.
Provide more expertise on any given issues and do most
of the research and drafting of policies.

Public Servants
•
•

Professional public service, appointments made on merit.
Stay in place despite change in government (except some
Deputy Ministers and individuals appointed to agencies,
boards and commissions).
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The Bureaucracy

•

The bureaucracy exists to provide the government with support.

•

Bureaucratic officials are not elected. They play an advisory role and are
responsible for presenting the best policy options to the government.

•

The Deputy Minister, appointed by the Prime Minister, is the head of a
government department, and is the Minister’s counterpart in the bureaucracy.

•

The Deputy Minister oversees various Associate Deputy Ministers (ADM), who
are responsible for different aspects of the department (policy, human
resources, etc.).

•

Ministers, who are political, are responsible for the overall direction of a
department.
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Advocacy Toolkit - Section 1
Structure of a Hypothetical Federal Government Department

Minister

Deputy Minister

Director General
Communications

ADM Human
Resources

ADM Policy
Development

Senior Legal
Counsel

ADM Operations

Regional DG
Atlantic

Regional DG
Québec

Regional DG
Ontario

Regional DG
Prairies

Regional DG
BC & North

Source: DYCK, Rand, Canadian Politics, Concise 2nd edition, 2002, p. 298.
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Advocacy Toolkit - Section 1
The Legislative: Parliament (House of Commons and Senate)

•
•
•

House of Commons

Senate

308 Members of Parliament

105 Senators

Elected by population through federal elections.
Most direct democratic link to people of Canada.
2015 federal elections: 30 new ridings added (total: 338).

•
•

Appointed by Governor General on Prime Minister’s
advice according to geographical divisions set out by the
Constitution.
Alberta is currently the only province to hold elections to
put forward nominees.
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Advocacy Toolkit - Section 1
The Legislative: House of Commons

House of Commons
Role
•
•

Seats distributed roughly in proportion to
population of each province and territory.
Each must have at least as many MPs as it
has Senators.

Major law-making body in Parliament.
Accept, amend or reject bills through three readings using
committees to examine legislation in detail.

MPs
•

MPs are elected by constituents every four years unless
Parliament is dissolved.
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Advocacy Toolkit - Section 1
The Official Opposition: Role

Party with greatest number of elected representatives that is
NOT governing party becomes
“Her Majesty’s Loyal Opposition”
•

Opposition takes the lead in holding government accountable for its policies
and actions.

•

Each opposition party appoints Critics to shadow ministers and scrutinize
governing party’s policies.

Opposition opportunities to influence law and policy include:

Daily Question
Period

Supply or
“Opposition”
Days

Committee
Membership
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Advocacy Toolkit - Section 1
The Legislative: Senate

The Senate
Role
•

Senate was introduced to protect less
populated areas to complement
representation-by-population basis of
House of Commons.

•

Review legislation passed by House of Commons as
body of “sober second thought” following same 3 reading
process.
Senators can introduce bills (the only bills that cannot be
initiated in the Senate are money bills, e.g. bills that
collect or disburse public funds).

Senators
•
•

Senators are appointed to “Upper Chamber” when a seat
becomes vacant.
They serve unlimited terms but must step down at 75
years old.
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Advocacy Toolkit - Section 1
The Judiciary: Courts

Judiciary
Role
•
•

The Supreme Court is the court of last
resort. Below it, the Federal Court hears
cases under certain areas of federal law.
Both work in conjunction with the Federal
Court of Appeal, the Tax Court and the
Provincial courts.

•

Canada has an independent judiciary.
Interprets the Constitution, including Charter of Rights and
Freedoms.
Hears appeals from decisions rendered by various
appellate courts from provinces and territories.

Judges
•
•

Federal and provincial judges are appointed by the
Governor General on the advice of Cabinet.
Hold office until 75 years old.
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Provincial and Territorial Legislative Process

•

The provincial legislative process is almost identical to the federal, with the
exception of the Senate (as provinces are unicameral, they have only one
House).

•

Therefore, a bill can become law after being read and debated in the
provincial legislature and studied in committee.

•

A bill receives Royal Assent by the Lieutenant Governor of each province,
appointed by the Governor General on advice of the Prime Minister.

•

In the Territories, a bill undergoes a similar process, except for the fact that
two of the territories govern by consensus (Northwest Territories and Nunavut)
which means there are no delineated political parties.
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2.0

The Policy-Making Process

Advocacy Toolkit - Section 2
Overview: Federal Policy-Making Process
Initiation

Priority Setting

Election Platform

Prime Minister
and Cabinet

Interest Group
Mass Media

PM and Cabinet
decided to look at
issue

Bureaucracy
Minister
Prime Minister

Bureaucracy

Caucus

Issue sent to
bureaucracy to dig
up facts,
recommend a
course of action,
prepare a
Memorandum to
Cabinet (MC)

Opposition
Provinces
International
Affairs

Policy Formulation
Prime Minister
and Cabinet
Decide
whether or
not to act

Legitimation Implementation Interpretation

Bureaucracy
If the PM and
Cabinet decide
to act, they
send directives
to bureaucracy
to work out
details
Bill is drafted

House of
Commons

Senate

Governor
General

Bureaucracy

Implementation
often includes
drafting of
regulations to
provide
additional detail

Judiciary

Laws
interpreted
by judges

Royal Assent:
The bill
becomes law

Source: DYCK, Rand, Canadian Politics, Concise 2nd edition, 2002, p. 272.
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Role of Central Agencies

•

The Executive branch (Prime Minister and Cabinet) sets the priorities for the
government. They are the key players in the Canadian decision-making
process.

•

A government bill is initially drafted by the department in consultation with the
four central agencies of the government:

Prime Minister’s
Office (PMO)
Provides strategic
direction

Privy Council
Office (PCO)

Treasury Board
Secretariat

Department of
Finance

Coordinates across
all departments

Ensures control
over departments’
spending

Supplies financial
information to
Cabinet
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From Department to Cabinet

Flow of a departmental initiative to Cabinet
Other Departments
Privy Council Office
Department

Cabinet Committee
Prime Minister Office

Cabinet
(Priorities & Planning)

Department of Finance

Treasury Board Secretariat
Source: DYCK, Rand, Canadian Politics, Concise 2nd edition, 2002, p. 289.
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Advocacy Toolkit - Section 2
From Cabinet to the Legislative

•

Once the bill is drafted by the Bureaucracy and approved by the Minister’s
Office, it then goes to the relevant Cabinet Committee. For example, bills
related to Health are usually referred to the Cabinet Committee on Social
Affairs

•

Once approved by the Cabinet committee (ex. Social Affairs), it moves to the
most powerful Cabinet Committee, Priorities & Planning, for final sign off.

•

Bills sent to the Operations (Ops) Cabinet Committee are the only bills that
are not referred to P&P for final sign off.

•

The bill can then be introduced in the House of Commons (usually by the
Minister responsible for the legislation).

•

In rare cases, legislation can be first introduced in the Senate as long as they
do not involve collecting or disbursing public funds.
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Types of Legislation

PUBLIC BILLS
Government Bills
Introduced by a Minister. These
bills are drafted by the Department
of Justice. They can be introduced
in either the Senate or the House
of Commons.
Private Members Bills
Introduced in the House of
Commons by individual Members
of Parliament who are not
Cabinet ministers.
Senate Public Bills
Introduced by Senators who are
not members of the Ministry.

PRIVATE BILLS

Private bills are designed to
provide a benefit or exemption
to an individual or group from
the application of the law
(ex. a bill to incorporate a
private company).

A private bill can only be
introduced by a Senator or a
Member of Parliament who is
not a member of the Cabinet.
Private bills are almost always
introduced in the Senate.
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Legislative Process

1

Opposition and/or
government MPs can use
procedural roadblocks to
slow or halt a bill.

2

3

FIRST READING
The bill is read for first time, without debate,
and is assigned a number.

SECOND READING
The principle of the bill is debated, voted on,
and referred to a parliamentary committee.

COMMITTEE STAGE
The Committee hears witnesses, examines bill
clause-by-clause, submits report, and
recommends the bill to be accepted as-is, with
amendments, or not proceed further.

4

THIRD READING
The bill is debated one last time
and voted on.

STEPS 1 TO 4 ARE REPEATED IN THE SENATE
Can be the other way around if the bill
was introduced in the Senate first.

5

ROYAL ASSENT
Given by the Governor General
(symbolic power).

REPORT STAGE (COMMITTEE)
Final stage after which the bill goes back to the
House of Commons for a third reading.
.
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Parliamentary Committees: Membership

•

10 MPs or Senators.

•

Membership is designated as per
seat distribution in the House of
Commons.

•

Opportunity for opposition parties
to amend a legislation at this
stage.
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Parliamentary Committees: Roles

Committee
Chair

•
•

Runs meetings, maintains order and only votes in case of tie.
Elected by committee (normally from the party in government).

Committee
Vice-chairs

•
•

Typically one nominated from government and one from main opposition party.
Part of steering committee.

Parliamentary
Secretary

•
•

Minister’s representative on the Committee.
Protects governing party’s political interests.

Clerk

•
•

Employee of the Parliament (non-partisan).
Responsible for committee procedure and logistics.
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3.0

Healthcare Delivery in Canada

Advocacy Toolkit - Section 3
Federal versus Provincial Jurisdictions

•

Canada is a federalist country, meaning there is a federal government that
shares certain powers with provincial and territorial governments.

•

However, there are also areas where either the federal government or
provincial/territorial governments has exclusive jurisdiction as established by
the Constitution Act (1867).

•

Section 91 of the Act sets out the Legislative Authority of Parliament, whereas
Section 92 sets out areas in which the provinces have exclusive powers.

•

Based on the Canadian Constitution Act (see next slide), health is a shared
jurisdiction between the provinces, territories and the federal government.
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Constitution Act (1867): Division of Powers

FEDERAL
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Public Debt and Property
Regulation of Trade / Commerce
Unemployment Insurance
Direct / Indirect Taxation
Postal Service
Census / Statistics
Defence
Navigation / Shipping
Quarantine
Sea Coast and Inland Fisheries
Ferries (interprovincial / international)
Currency / Coinage
Banking / Incorporation of Banks / Paper
Money
Weights and Measures
Bankruptcy
Intellectual Property, Copyright, Patents
Copyrights
Indians / Indian reserves
Citizenship
Marriage / Divorce
Criminal law, including Criminal Procedure
Penitentiaries (2 years or more sentences)
Works connecting provinces

PROVINCIAL
•
•

•
•
•
•
•
•
•
•
•
•

Direct Taxation within Province
Management / Sale of Public Lands
belonging to Province
Prisons (less than 2 years sentences)
Hospitals
Municipalities
Formalization of Marriage
Property and Civil Rights
Administration of Civil / Criminal Justice
Education
Incorporation of Companies
Natural Resources
Matters of a merely local or private nature

SHARED
•
•
•
•

Old age pensions
Immigration
Agriculture
Certain areas of government action are not
specifically identified and assigned to one or
both orders of governments in the
Constitution Act, 1867. The courts have
found that these areas come under various
legislative powers, some federal, others
provincial (ex. Environment and Health)
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Advocacy Toolkit - Section 3
Federal Role

•

Canada’s Constitution Act (1867) establishes that healthcare is a division of
power assigned to provincial and territorial governments, although the federal
government still has a role to play, especially in terms of funding and
regulating the industry

•

Canada’s healthcare delivery model continues to be based on the same basic
premise: universal coverage for medically necessary healthcare services
provided on the basis of need, rather than the ability to pay.
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Advocacy Toolkit - Section 3
Federal Role

•

Federal government’s role in healthcare includes:
•

Setting and administering national principles for the system under
the Canada Health Act;

•

Providing financial support to the provinces and territories (through the
Canada Health Transfer and Equalization payments);

•

Funding and/or delivering primary and supplementary services to certain
groups of people (ex. First Nations people living on reserves, Inuit,
serving members of the Canadian Forces, veterans, inmates, etc.);

•

Regulating and protecting the industry (ex. regulation of
pharmaceuticals, food and medical devices), consumer safety, and
disease surveillance and prevention; and

•

Supporting health promotion and health research.
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Advocacy Toolkit - Section 3
Federal Role

Source: HEALTH CANADA, A Partner in Health for all Canadians.
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Advocacy Toolkit - Section 3
2013 Health Spending Breakdown

•

•

The amount of funding each
province or territory receives is
dependent on their population. As
such, Ontario is the largest recipient
of health and social transfers.

2013 Health Spending Breakdown

Hospitals 30%
Physicians 15%

Drugs 16%

Spending for health and social
transfers has increased steadily over
the past ten years, essentially
doubling from 2001-2011.

Other 39%

Source: HEALTH CANADA, Canada’s Healthcare System.
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Provincial and Territorial

•

Provincial and Territorial roles in healthcare:
•

Administering health insurance plans;

•

Planning and funding of care in hospitals and other health facilities;

•

Administering services provided by doctors and other health
professionals;

•

Planning and implementing health promotion and public health
initiatives;

•

Negotiating fee schedules with health professionals; and

•

Regulating healthcare professionals.
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Provincial Regulatory Authorities’ Role

•

Provincial Regulatory Authorities’ role in healthcare:
•

Protect the public;

•

Holding pharmacists and regulated pharmacy technicians
accountable to the established legislations, standards of practice,
code of ethics, policies and guidelines relevant to pharmacy practice;

•

Ensuring only those applicants who have met the registration
requirements are authorized to practice;

•

Assisting with quality control (inspections of pharmacy operations to
ensure compliance with established standards); and

•

Facilitating safe medication use by supporting programs aimed at
preventing harmful medication incidents (tracking).
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Advocacy Toolkit - Section 3
Hospitals’ Role

•

Hospitals’ role in healthcare delivery:
• Providing and facilitating patient care;
• Managing global budgets (a fixed amount of money for operating costs)
to cover hospital expenses:
-

Compensation and benefits
Medical supplies and drugs
Equipment
General supplies
Utilities and other expenses

• Being (typically) accountable to Board of Directors and to Ministry of
Health; and
• Adapting to changes:
- Funding formulas - from global budgets to patient-based funding
- Models of hospital organization and service delivery
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Hospitals: Funding and Influence

Federal Funding

INSTITUTIONAL ADVOCACY
Provincial Ministry
of Health

Hospital Senior Management:
• Allocates funding within organization.
• Advocates for policies up the funding
chain.

Health Region

Hospitals

Institutional level advocacy can:
Hospital Expenses

Flow of funds

Flow of Influence
•
•

•
•
•
•
•
•

Department Operations
Compensation and Benefits
Medical Supplies and Drugs
Equipment
General Supplies
Other expenses

• Help to influence policies at other levels
of government (ex. scope of practice).
• Create additional champions for
beneficial policy change.

Policy Advocacy
(e.g., scope of
practice)
Resources and
Funding model
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4.0

What Influences Policy Decisions

Advocacy Toolkit - Section 4
Who Can Influence the Government?

Citizens /
Constituents

Media

MPs and Senators

Interest groups
(non-governmental organizations,
associations, unions, etc.)

Corporations
(and consultants on
behalf of Corporations)

Other governments
(close allies, but also non-allies too)
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Electoral Cycle

•

The so-called “electoral cycle” is a four-year cycle. Under a majority
government, an election is typically held every four years.

•

Minority government:
•
•

Election call is more “ad hoc.”
Governments can be overturned on
“non-confidence votes,” in which
opposition parties can band together
to vote down government (frequently
happens on budget votes).
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Electoral Cycle

YEAR 1
Less favorable
initiatives

YEAR 2
Less favorable
initiatives
continue

YEAR 3

YEAR 4

Move towards
populist
measures aimed
at targeted voters

Ensure elections
platform
commitments
have been met
New funding
announced

Repeat previous
announcements

Right after an election, the government tends to announce less popular initiatives and as the Prime Minister
and his Cabinet get closer to an election, the more reluctant they will be to introduce controversial initiatives.
Close to year 4, the government tends to focus on ensuring all its key campaign commitments are filled
(shows a good track record, legacy), and starts focusing on announcing measures that can bring votes
during the upcoming elections (aimed at targeted voters).
During an election year (year 4), if your ask involves major funding, your efforts should probably be aimed at
influencing the political parties’ electoral platform.
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Budget Cycle

January

April – May

October

Budget is finalized.

Provinces usually table
their budgets (after the
federal budget)

Budget consultations take place
across the country (include all
the key sectors of the economy)

March
Federal government
usually tables its
budget

September – January

December

Window to influence the budget

One year cycle.
Lead: Finance Minister.
All Cabinet Ministers are involved and must submit their budget asks (recommendations on where to increase level of funding or
include new funding, where to cut or not to cut). MPs representing the party in government are also consulted in this process.
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Political Factors

•

Minority versus majority government:
•
•

•

If majority, where in mandate is Government at (first versus last year)?
What commitments has the Government made?

Voting distribution:

•
•

Where are the supporters located?
Do you know where are the “targeted seats”?

•

Where does the party in power stand on the political spectrum. More on the
right or left?

•

Where does the Official Opposition stand on this spectrum?

Left

Middle

Right
47
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Provincial Governments: Voting Distribution

•

Relationship between federal and provincial governments always align better
when the parties share the same ideology.

•

The name of a party might be the same provincially as it is federally, but
ideology is not always similar.
•

•

Example: Provincial “Liberals” in British Columbia are closer to the federal
Conservative Party than the Liberal Party of Canada.

There are no political parties in the Northwest Territories and in Nunavut:
Candidates run as independents and are elected on the basis of their local
status and popularity (not because of any party affiliation).
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Québec: A Unique Case

•

Advocacy efforts in Québec must be tailored a bit differently than anywhere else in
the Canada.

•

Representation in French is a critical asset to convey a message.

•

Identity issues must always be taken into consideration:
• Legislature: Assemblée nationale du Québec (Québec National Assembly)
• Québec City: Capitale nationale (National Capital)

•

Even more important to use a regional approach (play up the benefits for Québec,
play down the benefits for Canada).

•

It is recommended to refer to Québec as a “government” as opposed to a “province.”
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5.0

Key Elements of a Successful
Advocacy Campaign

Advocacy Toolkit - Section 5
Advocacy versus Lobbying

Advocacy

Lobbying

Although “advocacy” and “lobbying” are
frequently used interchangeably, advocacy refers
to informing decision makers on particular
issues and aims to help shape public policy. It
covers a broad range of activity including
organizing a rally, writing a petition, or drafting
and releasing a study.

Lobbying is about influencing, rather than
informing, and is one facet of advocacy.

The goal of lobbying is to push the government
to act in response to issues raised.
Unlike advocacy, for activities to be considered
lobbying, they must be undertaken for a fee.

It involves:
•

Building a winning case with governments by
using a consistent messaging and structured
approach as a group.

•

Establishing relationships with other groups,
organizations, stakeholders to help promote a
message.

The amount charged will vary depending on the
issue, size of campaign, and on whether or not
an organization chooses to hire an in-house
lobbyist or selected a consultant from an external
firm.
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Lobbying Requirements (Federal)

•

According to the federal Lobbying Act, in order for an activity to be considered
as lobbying, it must fulfil the following requirements:
1. Payment must be made
2. Activity must be undertook on behalf of a client

3. A communication with a (federal) public office holder must take
place in respect of:
-

legislative proposals
bills and resolutions
statutory regulations
government policy or programs
the award of a government grant or contribution
the award of a government contract
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Lobbying Requirements (Federal)

•

Not all lobbying activity requires registration. For example:
•

Corporations and not-for-profit organizations may conduct some lobbying
activities and not be required to file a registration if the cumulative
lobbying activities of all employees do not constitute 20% or more of one
person's duties over a period of a month.

•

Therefore based on this criteria, none of the CSHP employees need to
register as a lobbyist.

•

Volunteers are not required to register as they are not paid to
communicate with public office holders.

•

For additional information, consult the “Ten Things You Should Know
About Lobbying – A Practical Guide for Federal Public Office Holders” at
http://ocl-cal.gc.ca/eic/site/012.nsf/eng/00403.html.
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What does a Federal Lobbyist Registration Entail?

•

All lobbyists, whether in-house (within a corporation or not-for-profit) or
consultant (ex. external public affairs firm) are required to register with the
Office of the Commissioner of Lobbying (OCL) if they plan on lobbying the
public office holders within the federal government.

•

A public office holder essentially includes all federal government officials,
whether appointed or elected, such as federal government employees, MPs,
Senators, parliamentary staff, etc..

•

Changes to the Lobbying Act in 2008 ushered in a new category of public
office holders, called designated public office holders (DPOHs), such as
the Prime Minister, Ministers and their staff, Deputy Ministers, and Assistant
Deputy Ministers.

•

Additional registration requirements (ex. filing a monthly return) apply to this
category.
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What does Lobbyist Registration Entail?

•

Despite slightly different registration requirements, both in-house and
consultant lobbyists are required to file an “initial return” to the OCL if they
intend on lobbying the federal government.

•

The initial return must be filed within 10 days of the start of any lobbying
activity, and includes:

•

Who lobbies for who (which firms, organizations or associations).

•

A general description of the subject matter of the lobbying activities,
details such as the title and description of the bill, policy or program.

•

Which federal departments or agencies are being contacted.

•

The names and descriptions of the specific legislative proposals, bills,
regulations, policies, programs of interest or what grants,
contributions or contracts are being sought.
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Advocacy Toolkit - Section 5
What does Lobbyist Registration Entail?

•

Lobbyists must also update the information contained in their initial return if
required on a monthly basis (ex. if a lobbying activity is terminated, or if they
start lobbying a new government department).

•

The “monthly return” is subsequent to the initial return (must always first file
initial return), and is used to either correct or provide additional information
(as referenced above), or to report lobbying communications with designated
public office holders.

•

Less-detailed than the initial return, the monthly return includes:
•
•
•
•

The date of the communication
The name and position title of the designated public office holders
The government institution of the designated public office holder
The subject-matter of the communication (ex. health)
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Advocacy Toolkit - Section 5
What does Lobbyist Registration Entail?

•

Monthly return is due on 15th of every month after filing initial return.

•

Due every subsequent month until initial return (lobbying undertaking) is
terminated, except if:
•

•

There were no communications with designated public office holders
in previous month.
There are no corrections or additions to initial Return.
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Advocacy Toolkit - Section 5
Lobbying Registration: Example (Canadian Medical Association)

Who lobbies for whom
(which firms, organizations or associations)
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Advocacy Toolkit - Section 5
Lobbying Registration: Example (Canadian Medical Association)

General description of the subject matter
of the lobbying activities (names and
descriptions of the specific legislative
proposals, bills, regulations, etc.)

Which federal departments or
agencies are being contacted
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Advocacy Toolkit - Section 5
Lobbying Registration: Important to Remember

REMEMBER
•

Lobbying is a legitimate activity.

•

The onus to register lobbying activities lies with the in-house or consultant lobbyist.

•

The Office of the Commissioner of Lobbying (OCL) registry is public, anyone can search
it to see who is lobbying who.

•

If your activity fits the definition of lobbying in the Lobbying Act, you must register with
the OCL.

•

You must file an initial return within 10 days of the start of any activity.

•

A subsequent filing, the monthly return, is required if you a) make changes to your initial
return or b) have an oral or written communication with a designated public office holder.
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Advocacy Toolkit - Section 5
Why is Advocacy Important?

Advocacy contributes to the bottom line
Smooths over / removes hurdles
Help manages risk
Reduces timelines
Generates intelligence on current and future trends
Enables new business or funding opportunities

The government is
your regulator,
client, source of
funding and your
partner.

Enhances access, leverage and influence
Builds links with other businesses/stakeholders
Raises profile
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Advocacy Toolkit - Section 5
Typical Involvement with Government

PARTNERS

OPPORTUNISTS

ADVERSARIES

Close relationship
with government,
approached for input

Use policy to gain
competitive advantage
and readily get involved

Clash over extended
of legislation, try to
maintain status quo

National champions,
strategic sectors

High tech, telecoms

Financial services,
tobacco

RELUCTANT
ENGAGERS

ADVOIDERS

Only become
involved if risks to
the business model
become evident

Try not to become
involved at all, do not
see the value in
engagement

Healthcare

Small business,
start-ups
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Advocacy Toolkit - Section 5
Why is Advocacy Important for Hospital Pharmacists?

•

Hospital pharmacists’ role not well-known by general public, government
officials, stakeholders.

•

It is important to understand difference between advocacy and educational
campaigns.

•

Advocacy helps to accomplish objectives for hospital pharmacy practice,
such as defining future role in healthcare system.

•

The overall objective of your advocacy strategy or campaign is to increase
your visibility and ultimately secure future funding and demonstrate your
value.
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Advocacy Toolkit - Section 5
Advocacy Campaign: Targeted, Tailored, Timely

TARGETED
Who?

TAILORED
What?

TIMELY
When?

Ensure that your
advocacy campaign is
high-level enough to be
understood by all, but at
the same time, easily
tailored (ex. if a particular
region or province is
supportive of an issue)

Use a strategic
approach.

Align your priorities
with those of the
government.

Make use of advocacy
tools to raise profile
(ex. participating in
Parliamentary
Committees, prebudget submissions,
etc.).

Make sure your
campaign is targeted
to key stakeholders,
particularly to allies
and ‘champions’ who
support and can
promote your cause.

Know your audience
and the environment

Acknowledge those
who may not be on
your side and take
steps to mitigate
negative response.
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Advocacy Toolkit - Section 5
Key Elements of a Successful Campaign

1

MATCHING
PRIORTIES

Fully marries organizational priorities
with government agenda

2

CREATE NEW
OPPORTUNITIES

Leverages organizational opportunities
into the government agenda

3

BUILD A
BRAND

Builds sufficient political “brand” capital
to advance strategic priorities
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Advocacy Toolkit - Section 5
How to Frame Your Ask

Set Clear
Objectives

Know the
Landscape

Know the
Environment

Formal
Monitoring

Set priorities

Identify the region(s)
where your ask is key
(when possible)

Be informed of latest
developments and
discussions inside
government

Legislature
debates

Focus on a specific
issue and tell the story

Rank issues
(importance
versus immediacy)
Demonstrate
thoughtful procedures
on implementation
and design

Identify your key
supporters
(inside and outside
government)

Ensure your ask is
aligned with the
government’s priorities
(electoral platforms,
budgets, Speeches from
the Throne, etc.)

Understand the
direction of policy
development and
emerging dynamics
Understand the timing
and venues for decision
making – Where is the
government at in its
life cycle?

Committee
hearings
Government
consultations
Party websites

Ministerial
speeches and
announcements

See Handbook for a template on “how to frame your ask”
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Advocacy Toolkit - Section 5
Supporting your Ask with Evidence

•

Ensure supporting evidence is clear and concise.

•

Support your ask with statistics and/or cost-benefit analysis when possible –
Be careful not to use too many numbers.

•

“What I am asking for will result in…”

•
•
•
•

Better quality of care
Increased accessibility
Overall efficiencies
Reduction in hospital costs by:
- Reducing the length of hospital stays
- Preventing medication incidents and
- Reducing the harmful effect of medications
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Advocacy Toolkit - Section 5
Develop Supporting Materials: Leave-Behind

Once you have framed your ask,
you should develop a
“leave-behind” to be used in
meetings and events.

•

Leave-behind should:
•
•
•
•
•

State your ask (one line only)
Include supporting evidence (key numbers)
Briefly describe your organization at the end (short paragraph)
Be short (one page ideally)
Integrate visuals (makes it easier to read)
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Advocacy Toolkit - Section 5
Identify Influencers Inside the Government

•

Identify your advocates/allies and possible ‘champions’ inside government.

•

Develop a contact list:
•
•

•

Who is responsible for the decision?
What other ministers/departments might be able to influence?

Book meetings, update the list when needed, and track progress.

Key Influencers Inside the Government
Prime Minister
Office

Cabinet
Ministers

Caucus
(MPs/Senators)

Other Levels of
Government

Parliamentary
Assistants

Bureaucracy

Opposition
Parties

Key Political
Staffers
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Advocacy Toolkit - Section 5
Identify Influencers Outside the Government

•

Identify your advocates/allies outside the government
(and possibly opponents).

•

How can you work with supporters?
•
•

Information sharing
Informal co-operation versus formal coalition

Key Influencers Outside the Government
Patients

Media

Coalitions

NGOs

Industry
Associations

Industry

Think Tanks

Unions
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Advocacy Toolkit - Section 5
Ensure Follow-Ups

•

Always follow-up after a meeting with a key stakeholder.

•

Often this can be done with a simple (but effective and personal) phone call,
reminding the person of your meeting and ask.

•

For certain meetings (Ministers, Deputy Ministers), you can also follow-up with a
more detailed policy brief that will expand on your leave-behind and will:
•
•
•
•
•
•
•

Include a brief description of the issue (short paragraph)
Briefly assess the context (one-two paragraphs)
List action(s) required (your ask) with clear timelines
Include evidence (key numbers)
Add the consequences if no actions is taken (when possible)
Take into account supportive third parties
Be no longer than two pages
See Handbook for a template on “meeting notes” and “policy brief.”
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6.0

How to Influence Government and
Measure Success
72

Advocacy Toolkit - Section 6
Determining the Roles: National versus Regional Branches

NATIONAL ROLE

BRANCH ROLE

• National advocacy campaigns /
Federal lobby days

• Monitor and shape provincial
environment

• Coordinating policy positions across
jurisdictions

• Working with provincial colleges /
regulators

• Capacity building

• Support for national campaigns

• Pharmacists role in health system
writ-large

• Intelligence gathering
(“ears on the ground”)

• Policy environment monitoring

• Issue monitoring

• Advocacy tool development /
supporting branch efforts

• Members outreach and liaison

Senate
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Advocacy Toolkit - Section 6
Building a Strong Team

•

•

Board Members in your organization should be comfortable dealing with
government:
•

May be required to speak to the press or public on behalf of the
organization.

•

Need to be clear on the legislative and regulatory parameters regarding
advocacy.

•

Must be comfortable with the organization’s role on advocacy and
understand relevant federal legislation, such as the Lobbying Act.

Please note that we recommend that, prior to lobbying, all individuals
familiarize themselves with the Lobbying Act and registration requirements as
per the Office of the Commissioner of Lobbying (OCL).
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Advocacy Toolkit - Section 6
Understanding the Rules of Engagement

•

Provide the government with accurate information on a regular basis to build trust
and reputation.

•

Go to officials with problems but be solution-oriented.

•

Do not be afraid to negotiate for what you need.

•

Maintain frequency of contact (it is a competitive environment!):
•
•
•

•

Build relationships and trust over time at both political and bureaucratic levels
Find reasons to be there – social, professional, conferences, events
Familiarity and trust = credibility

Ask for advice and counsel – draw them into ownership position.
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Advocacy Toolkit - Section 6
Timing Considerations: Good or Bad Time to Engage?

Stakeholder relations

Electoral Cycle

Budget
Cycle

Cabinet or senior
bureaucratic shuffle
Leadership Contests
(platforms)

Perception audits/opinion research

Speech from
the Throne

Legislative Schedule
(in session or not)
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Advocacy Toolkit - Section 6
Profile-Rising Activities: Testify before a Parliamentary Standing Committee

•

Providing testimony at House of Commons or Senate Standing Committees
• Each Parliamentary Standing Committee has responsibility for a
particular area of government and meets when the House of Commons
or Senate is in session.
• All party representation with 10 MPs/Senators on each committee.
• Both government officials and public/external witnesses can be called
(or requested to appear) before a committee to provide insights and
information during consultations on a bill, study and/or departmental
program or policy review.
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Advocacy Toolkit - Section 6
Profile-Rising Activities: Pre-Budget Submissions

•

Participating in pre-Budget submissions:
• Every year, the Chair of the Finance Committee requests submissions
from the public to provide their opinions, issues and recommendations in
their respective areas of interest or expertise.
• This information is then compiled by the Committee and a report is
submitted for public viewing.
• These consultations can help inform the government’s fiscal and policy
agenda.
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Advocacy Toolkit - Section 6
Profile-Rising Activities: Canada Gazette

•

Responding to broader relevant government consultations: Canada Gazette
• Through this official publication series by the Government of Canada,
organizations and the general public can respond to proposed changes
regarding policies, regulations or government programs.
• Other items listed in the Gazette include:
• Public notices
• Official appointments
• Miscellaneous notices from the private sector
(that are required to be published by federal statute or by regulations)
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Advocacy Toolkit - Section 6
Profile-Rising Activities: Departmental Funding Allocations

•

Understanding how federal departments allocate funds is important:
•

Map out current federal funding landscape, timelines, information
required, funding methods, etc..

•

Share information internally and among membership on prior funding
received or intentions to apply for future funds. This may provide an
opportunity to align resources and apply as a consortium resulting in an
even stronger proposal.
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Advocacy Toolkit - Section 6
Profile-Rising Activities: Grassroots Participation

•

There also may be times when you can raise profile through more
“grassroots” participation including:
•

Hosting a site visit for a local MP or MLA to a hospital in his/her riding:
•
•

Opportunity to engage with local MP or MLA and familiarize them
with your issues.

Participating in town hall meetings:
•

Good way to learn about local issues, meet those in the
community.

•

Opportunity to network with key community leaders who may be
supportive of your ask.
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Advocacy Toolkit - Section 6
Tracking Progress and Measuring Achievements

•

Develop a chart to track the progress made in your advocacy work. The chart
should:
•

Serve as a checklist and help track progress and measure
achievements.

•

Include advocacy efforts of both the national and regional branches.

•

Identify the objectives, the tactics and specific action items.

•

Identify the lead for each action item.

•

Use color codes to measure progress.

•

Be user-friendly so that everyone in the organization can understand it.
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Advocacy Toolkit - Section 6
Tracking Progress and Measuring Achievements: Tips

•

Assess your progress on a regular basis (quarterly meetings is ideal).

•

National Advocacy Committee members should play a coordinating role by
following up with the leads on advocacy issues and ensuring that action items
are on target.

•

Identify an overall lead coordinator who is responsible for regularly updating
the chart.

•

The outcomes of the chart should be shared amongst those in the
organization involved in advocacy work (senior management, Advocacy
Committee).

•

Information in the chart should be archived and remain accessible for future
reference.
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Advocacy Toolkit - Section 6
Tracking Progress and Measuring Achievements: Example

STATUS OF DELIVERABLES
Definitions
Nothing commenced, planned or proposed. No action taken.
Action taken, GR involvement commenced. Start up mode. Planning stages.
Action plan completed and either continues or is completed.

See Handbook for a template on “tracking progress and measuring achievements.”
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Advocacy Toolkit - Section 6
Tracking Progress and Measuring Achievements: Example

OBJECTIVE 1: Promote pharmacists’ role in medication safety at the federal level

Tactics
1.1 Increase visibility at the political level.

Deliverables / Action Items

Team
Leader

1.1.1 Set up a meeting with the Chief of Staff for Minister of Health.

Name

1.1.2 Set up a meeting with the policy advisor responsible for health files in the Prime Minister’s office.

Name

1.2 Increase visibility among officials at
Health Canada.

1.2.1 Set up a meeting with associate deputy minister responsible for medication safety at Health
Canada.

Name

1.3 Attend key events related to the health
sector in Ottawa.

1.3.1 Set up a list of a minimum of five events to attend in Ottawa and participate in those five events.

Name

1.4 Organize a profile raising event in Ottawa.

1.4.1 Organize a Lobby Day in the fall of 2015.

1.5 Raise profile of this issue in the media. .

1.5.1 Publish at least two letters to the editor related to medication safety in Ottawa region media.

STATUS

Name

See Handbook for a template on “tracking progress and measuring achievements.”
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DEVELOPING EFFECTIVE COMMUNICATIONS – A TOOLKIT

Communications toolkit
1.0

Communications and Advocacy Campaigns

4.0

Developing Effective Messaging

2.0

The Media

5.0

Getting your Message Across

3.0

How to Develop a Media Strategy

6.0

Media Relations: Tips

Communication Toolkit: Objectives

1

Understand the close
links between
advocacy and
communications

2

Find out who
journalists are and
what they need

3

Develop simple,
clear, concise
messaging

4

Learn how to get
your message
across effectively

5

Understand the
dynamics of an
interview

6

Learn how to eal
confidently with the
media
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1.0

Communications and Advocacy
Campaigns

Communication Toolkit - Section 1
Integrating Communications to Advocacy Campaigns: Benefits

1

Boost the results of your government
relations activities (ex. Lobby Day).

4

Allow to anticipate many scenarios
(proactive).

2

Raise your profile by increasing your
visibility in the media.

5

Often contribute to help meet
objectives faster.

3

Help everybody focus on key messaging
(always easier when everybody follows
a plan and clear messaging).
.
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Communication Toolkit - Section 1
When to Use Media

Deliver your message

Raise awareness (influence government’s agenda)

Could the media
play a role in your
campaign?

Build credibility
Build the constituency (influence public opinion)
Correct misconceptions and inaccuracies

91

Communication Toolkit - Section 1
Communications Plan

•

A good communications plan should include:
•
•
•
•
•

Situation analysis (research)
Identification of objectives, strategies, tactics
Stakeholder outreach (third party support)
Evaluation (results)
Can also include a media strategy

Research

Planning

Execution
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Communication Toolkit - Section 1
Communications Material

•

Communications material includes:
•
•
•
•
•
•
•
•
•
•
•
•

News releases
Backgrounders
Questions and Answers (Qs & As)
Talking points
Fact sheets
Brief remarks (for events)
Letter to the editor / Op-ed article
Website content
Social media (e.g. Facebook / Twitter / Instagram)
Visuals (photos, slides, branding)
So called “B Roll” (video tape that media can use)
Biographies
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2.0

The Media

Communication Toolkit - Section 2
Media: The Reality

Influential

Market Driven

Narrow

Tight Budgets

Ability to set the
agenda for policy
makers and
politicians

Part of a very
competitive industry

Narrow “news hole”

Journalists being
asked to do more with
less and provide
instant analysis

Affects assignments
and coverage
Moved from “what you
need to know” to “what
you want to know”

Limited amount of
time and space
Busy news day
(new hourly news
cycle with less chance
to get your story out)

Less time for research
and/or fact checking
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Communication Toolkit - Section 2
Traditional News Media

Television

All-News Channels

Radio

•

Source of news for
80% images

•

Live, instant
information

•

Not well-suited for
complex stories

•

Not well-suited for
complexity

•

Quick and
expeditious

•

Rush-hour media
outlet

•

5-10 seconds clips

•

Repetitive

•

10-15 seconds clips

Print
•

Greater depth

•

Archive of record

•

2-10 lines to get your
message across

Internet
•

Instant and
interactive

•

Accessible to all

•

Watch out for
rumours
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Communication Toolkit - Section 2
Social Media

Target your audience and be creative!
PLATFORM

DESCRIPTION
•
•

Constant stream of information
Follow to be followed

•
•

Targeted ad
Targeted communication

•
•

More underrated than other platforms
This is where the issue becomes viral
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Communication Toolkit - Section 2
Canadian Media Landscape

Bell Media

Rogers

Torstar

Post Media

Québecor

PowerCorp
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Communication Toolkit - Section 2
Canadian Media Landscape

Others

International
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Communication Toolkit - Section 2
Media: Sources of Information

•

Reporters get their information mostly from:
•
•
•
•
•
•
•
•
•
•
•
•
•

News releases
News conferences
Special events
Interviews
Press kits
Editorial briefings
Government reports
Access to information requests
Other media
Sources within their network
Internet
Leaked documents (unknown source / source who wants to stay anonymous)
Your opponents
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Communication Toolkit - Section 2
What Journalists Like and Dislike

LIKE

DISLIKE

Exclusives and scoops

Getting beat by the competition

News that touches people

Lies and misinformation

Both good and bad stories

Inaccessibility

New stories and perspective

Disguised advertising

Having their needs and priorities understood

Disrespect for deadlines

Access to good sources and sites

Being manipulated

Honesty

Jargon
Poorly organized news conferences
“May I see your questions before the interview?”
“May I see your report before it is published?”
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3.0

How to Develop a Media Strategy

Communication Toolkit - Section 3
Media Strategy: Four Steps

1

ANTICIPATE

2

STRATEGIZE

3

EXECUTE

4

EVALUATE
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Communication Toolkit - Section 3
Step 1: Anticipate

1

ANTICIPATE

•

Clearly define and describe the issue (or your ask) and your goals.

•

Analyze media coverage of the issue to date:
•

Establish trends:
- Coverage increasing/decreasing
- Positive/negative tone
- National/regional difference
- Polls

•

Identify who are the key speakers on this issue.

•

Flag any sensitivities around the issue.
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Communication Toolkit - Section 3
Step 2: Strategize

2
•

STRATEGIZE

Identify which strategy you will use to achieve your goal(s)
STRATEGY

DESCRIPTION

Proactive

•
•
•

Generate coverage focused on your issue(s)
Usually includes many media outlets (print, radio, television)
Could be a “leaked document”

Third Party

•
•
•

Generate coverage without including your organization
Reach out to third party / advocates
Need to have trust and confidence in what they will say and how

Hard News

•
•
•

Make the news (protests, rallies, news conferences, op-ed article)
Often used to pressure government and institutions
Tends to harden positions
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Communication Toolkit - Section 3
Step 2: Strategize

STRATEGY

DESCRIPTION

Soft News

•
•

More in-depth (feature on your organization)
Requires good relations with media

Rapid
Response

•
•
•

Stand-by approach
Need strong media monitoring capacity
Prepared spokesperson and clear procedures

Low Profile

•
•

Used when you want to stay out of the news
Can backfire if your opponents are very active on the media front

Attack
Opponents

•
•
•

Focus on exposing the weaknesses of your opponent(s)
Employed often by political parties during elections
Should be balanced with a positive campaign about your issue

Educate

•
•
•

Mostly used for complicated and very technical issues
Provide the reporter with background information
Long term

Local

•
•
•

National media space is limited (going local may be more effective)
Allows you to regionalize your messaging based on market
Be careful: local stories can become national stories
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Communication Toolkit - Section 3
Step 2: Strategize (Audiences)

•

Target your audience(s) and stakeholder(s)
•

Who are they?
- Demographic (age, income, education, gender, family status)

•

Where are they located?
- Specific region(s) / province(s)?

•

Why are they here?
- What motivates / annoys them?

•

What can you offer?
- What are the solutions?

•

What is the action?
- What do you want them to do?

107

Communication Toolkit - Section 3
Step 2: Strategize (Audiences)

•

Audiences typically include:
•
•
•
•
•
•
•
•
•
•
•
•

Customers / purchasers
Clients / Patients (receive a service)
Suppliers (provide products)
Retailers / Distributors
Opinion leaders
Members (association, union)
Franchises (owners)
Employees
Communities
Lawmakers (politicians)
Students
Special interest groups
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Communication Toolkit - Section 3
Step 2: Strategize (Stakeholders)

STAKEHOLDERS
Audiences who have an influence
on your organization or issue
THOSE AFFECTED
•
•
•
•
•

Communities
Shareholders
Partners
Employees
Customers

THOSE INVOLVED
•
•
•
•
•
•

Regulatory agencies
Lawmakers
Suppliers
Industry associations
Special interest groups
Academics
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Communication Toolkit - Section 3
Step 3: Execute

3

EXECUTE

•

Set a budget (resources).

•

Target which media you will reach out to.

•

Set up your team (who will be responsible for what).

•

Identify your spokesperson (ensure the person is trained):
•
•
•

Easier when there is only one spokesperson for the organization
Might also be the person responsible for developing the messaging
Ideally bilingual
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Communication Toolkit - Section 3
Step 3: Execute

3

EXECUTE

•

Gather information (facts, statistics, chronology of events, key quotes, etc.)

•

Develop effective messaging (see Section 4)

•

Draft communications products and tools (see Section 5)

•

Put together media toolkits (news releases, backgrounders, fact sheet, etc.)

See Handbook for a template on an “interview plan”
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Communication Toolkit - Section 3
Step 4: Evaluate

4

EVALUATE

•

Media monitoring and review.

•

Questions to ask:
•
•
•
•

•

Was the coverage positive?
Is the key messaging included?
Does the coverage require follow-up?
Can you use this material again?

Could include polling and focus group analysis to get a view of the range of
opinions and/or awareness on the issue.
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4.0

Developing Effective Messaging

Communication Toolkit - Section 4
Elements of Effective Messaging

•

All communication efforts contain messages (planned or not).

•

Effective messaging includes:

Core messaging that
you will always bridge
back to

Language that is
simple, clear and
concise

Talking points that are
easy to memorize

Visuals
(when possible)
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Communication Toolkit - Section 4
State, Support, Illustrate

When developing your messaging, follow these guidelines:
STATE your message (30 seconds maximum)
•
•

Positioning statement
One key message (short “one-liner” of 30 seconds maximum)

SUPPORT your message (1 minute maximum)
•
•

Provide rationale, explanation, evidence
Objective: persuade

ILLUSTRATE your message (1 minute maximum)
•
•

Visualize (examples, analogies, stories that people can relate to)
Repeat key message (short “one-liner” of 30 seconds maximum)

115

Communication Toolkit - Section 4
Answer Formula: WHO

W

H

O

= WHAT is the answer
Brief statement, avoid the extended preamble
Be very brief, without qualifiers

= HOW did you achieve the answer
Underscore with 2-3 supporting points to provide evidence
Stay on topic

= OPPORTUNITY to “sell the message”
Illustrate your key message
Present without jargon and for the audience
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Communication Toolkit - Section 4
Give the “10 Second Clip”

•

Your interview will be reduced to one or two very brief clips (10-15 seconds)
on radio / television or 2-3 sentences quote in a print / online article.

•

In the case of more specialized media, you might have a longer clip or quote.

•

You cannot dictate a clip / quote to a reporter.

•

Preparing simple, clear concise messaging with sound bite (statement) and
repeating it throughout the interview is the only way you can force the
reporter to use it.

•

Know when to stop.

The more interviews you do, the more questions you take,
the greater chances are that you will go off message…
and give the clip/quote the reporter wants.
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5.0

Getting your Message Across

Level of communication

Communication Toolkit - Section 5
Who Should be Speaking to Media

Executive

Personality

Subject matter
experts

Persuade

Communications Team

Position

Amount of communication
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Communication Toolkit - Section 5
The Spokesperson’s Role

•

Seizes opportunities to communicate effectively.

•

Recognizes the media story will appear with or without his / her input.

•

Delivers message in a format that works for the media.

•

Communicates and does not try to educate during the interview.

•

Knows that there is no such things as “off the record.”

•

Has no “personal opinion.”

•

Speaks to his / her jurisdiction and expertise.
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Communication Toolkit - Section 5
Tips for Getting your Message Across

Be Proactive
•
•

Anticipate how the
story will play
Get ahead of the
news: frame the issue
first or someone will
do it for you

Internal Comms
•

If you are making an
announcement and/or
you are doing media
interviews, tell your
colleagues so they
are aware

Reach Out
•

Contact opinion
leaders and credible
third-party advocates
willing to help make
the case for you

Be Quick
•

Respond quickly

•

Ensure your side of
the story is included
in the coverage

Admit Mistakes
• Hiding it will only make
it worse (it will
eventually come back

Manage Tone
•

Be First
•

It is better if
journalists get the
bad news from you…
this allows you to
better frame the issue
and get your
message out early

Avoid sounding
arrogant or attacking
opponents (you will
give them more
visibility than they
deserve!)

Do Not Be Shy
•

Communicate often.

•

Build relationship with
key journalists and
engage with them on
a regular basis
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Communication Toolkit - Section 5
Choose the Right Tool for Delivery

•

As highlighted in the chart below, there are many mechanisms that can be
considered for delivering your message.
TOOL

DESCRIPTION
•

•
•

Used to announce something new or communicate important
messages
Allows you to save time (all media in one room) and get your story out
to all media at the same time
Send media advisory at least 24-48 hours ahead of the event
Prepare media kits (news release, backgrounders, etc.)

Speeches

•
•
•

Deliver speech at an event and open it to media
Send media advisory at least 24-48 hours ahead of the event
Be ready to share a copy of the remarks with reporters

Editorial Board
Meeting

•
•
•
•
•

At least 45-60 minutes meeting
Requires a good preparation
Provide in-depth briefing to members of the editorial board
Usually a news article and an editorial follows in the media outlet
Danger: Sometimes very difficult to end and control messaging

News
Conference

•
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Choose the Right Tool for Delivery

TOOL

DESCRIPTION

Media
Availability

•
•
•
•

Taking questions from media after / before an event
Less formal than a news conference (often referred to as “scrums”)
Prepare brief remarks (2 min.) and respond to questions
Send media advisory (or notify reporters) ahead of time

Background
Briefing

•
•
•

Only with selected reporters
Usually takes place before or after a major announcement
Generally conducted on a “not-for-attribution” basis

Media
Interviews

•
•

One-on-one interviews on-the-record (for attributions)
Can be done on the phone or in studio

Talk Shows

•
•

Allows you to reach a larger audience
Requires a good preparation

Letter to the
Editor

•
•

Short letter that allows you to comment on a specific issue
Make your key statement in the first paragraph

Op-ed article

•
•
•

Provides a more detailed analysis of an issue
Must be succinct, well-documented, and timely
Verify with the editorial page manager to seek his or her interest first
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Communication Toolkit - Section 5
How to Make a Good Pitch to a Reporter

•

Identify who you are and who you work for.

•

Go straight to the purpose of your call.

•

Summarize the key points of your story (must not take more than 1 minute).

•

This should include:
•
•
•
•
•
•

•

What is your story linked to? (the hook)
What is unique / new about your story?
Why should the audience care?
Are you interested?
Do you need more information?
Provide names of potential sources (your organization or third parties)

Follow up with information on the issue via email (a few bullets only) and
include your contact information.
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Letter to Editor

•

What is a letter to the editor?
•

A written way of talking to a newspaper, magazine, or other regularlyprinted publications to express an opinion on an issue you feel
strongly about.

•

Allows to reach a larger audience (targeted audience based on which
publication you choose).

•

Usually short and tight (rarely longer than 300 words).

See Handbook for sample “letter to the editor.”
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Communication Toolkit - Section 5
Op-Ed Article

•

What is an op-ed article?
•

Short for "opposite editorial" (meaning the page is physically opposite
the editorial page).

•

Longer than letter to the editor, it includes more arguments / facts
(around 750 words).

•

Often written by a subject matter expert.

•

Usually written in response to a news story or to another opinion
published in the media outlet.

See Handbook for sample “op-ed.”
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Communication Toolkit - Section 5
Why Use a Letter to the Editor or Op-ed Article?

•

Letters to the editor and/or an op-ed articles are used to:
•
•
•
•
•

Suggest an idea
Influence public opinion
Educate the general public on a specific matter
Influence policy-makers or elected officials directly or indirectly
Publicize the work of your organization

The larger the newspaper or magazine,
the more competition there is for letters to the editor.
This means your letter will need to stand out in order to get printed.
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Communication Toolkit - Section 5
Tips to Increase your Chances of Publication

•

Ensure the letter / op-ed is well-written and articulated.

•

Represent specific points of view on an issue or a thoughtful analysis of a complex
issue or event.

•

Keep letters to the editor under 300 words, op-ed articles under 750 words.

•

Make sure your most important points are stated in the first paragraph.

•

Editors may need to cut parts of your letter (they usually do so from the bottom up).
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To Do / To Avoid

DO
Tell readers why they should care
(refer to a recent event in your community
or to a recent article; help them
make a connection)

Offer specific recommendations

AVOID
Rants
Personal attacks
Anything that might possibly be
seen as libelous

Use local statistics and personal stories to
better illustrate your point
(showing is better than discussing)
Make sure you include your name and title
(adds credibility, shows you are not
trying to hide)
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Communication Toolkit - Section 5
How to Structure Letter to the Editor and Op-Ed Article

1

2

Grab the readers’ attention
•

Your opening sentence is key: tell your readers what you are writing
about and state your key argument.

•

Must be clear and concise.

Explain why readers should care about this issue
•

Remember that the general public probably does not share your
expertise or interest in this issue.

•

Explain the issue and its importance simply.

•

Use plain language.

•

Refer to something that they can connect with in their day to day life.
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How to Structure Letter to the Editor and Op-Ed Article

3

4

Support your argument with evidence
•

Use statistics, facts, examples.

•

Be clear in showing why this will have good or bad
results/consequences.

•

More evidence can be added in an op-ed article (longer text).

Make recommendation(s)
•

Bring solutions forward (what could be done to improve the situation).

•

Give good reasons to back up your suggestions.

•

Be specific but remain high-level (too many details will confuse
readers).
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How to Structure Letter to the Editor and Op-Ed Article

5

Sign the letter (name and title)
•

Adds credibility, shows you are not hiding.

•

Might want to add one liner about your organization (do not include a
lengthy description of your organization in the letter).
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6.0

Media Relations: Tips

Communication Toolkit - Section 6
Elements of Effective Media Relations: SHARK

S

SINCERE

H

HELPFUL

A

ACCESSIBLE / PROMPT

R

RELIABLE

Always tell the truth (when you do not have the answer, say so)

Be a good source of information

Always respond to journalists’ calls or emails in a timely manner

When you commit to something, follow through

K

KNOWLEDGEABLE
Keep up to date on what is happening in your organization
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How to Handle Media Requests

•

No interviews should be done without prior preparation.

•

You can always say “I am busy right now, can I call you back?”

•

Ask for:
•
•
•
•
•
•

Name
Media outlet
Topics (angle)
Other sources
Length
Deadline

Always return journalists’ calls
prior to their deadline

See Handbook for a template on “questions to ask before an interview”
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Communication Toolkit - Section 6
Types of Media Interviews

•

Face-to-face interviews (print or radio).

•

Telephone interviews (print or radio).

•

Live in-studio (television or radio).

•

Double-ender (television).

•

On-air with other guests (television or radio).

•

Open-line radio programs.
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Communication Toolkit - Section 6
Types of Questions Journalists Will Ask

TYPE OF QUESTIONS

TIPS

Softball

•

Opportunity to deliver your message

Hostile

•
•

Stay calm and be careful with non-verbals
Focus on key messaging

False premise

•
•

Be careful: Often worded with negative
Correct it but do not repeat the negative

Leading

•
•

Steer clear message
Come back to your key points

Off the wall

•

Bridge to your key messages

Speculative

•

Label it as speculation

Multiple questions

•

Pick the one you want to answer

Rumor

•

“I have seen no evidence to support that rumor”
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How to Prepare for a Media Interview

•

Establish your limits based on your responsibilities and expertise
(see next slide).

•

Target your audiences.

•

Develop your key messages.

•

Draft proof points.

•

Understand the issue and context (media monitoring).

•

Anticipating questions:

•
•
•

What you hope they will ask
What you hope they will not ask
What you never expect them to ask
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Communication Toolkit - Section 6
How to Prepare for a Media Interview

Responsibility
Do I have the
authority to answer
this question?

Screen your
area of response

Expertise
Do I have the
expertise to answer
this question?
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Communication Toolkit - Section 6
Sing From the Same Song-Sheet

•

All spokespersons must be
using the same messaging
in order to:
•
•
•

Communicate effectively
Ensure consistency
Avoid confusion

Source: Chapleau, Serge, La Presse, March 2014
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Communication Toolkit - Section 6
Techniques to Steer the Interview (“Bridging”)

•

Focus on the messages, not the questions.

•

Do not ignore a question – answer part of it or acknowledge what you can.

•

Direct the interview back to your key messaging by using phrases such as:
•
•
•
•
•
•
•
•

“The real issue here is…”
“Let us not lose sight of the underlying problem which is...”
“I do not have that information, but I can tell you that…”
“It is difficult to generalize. Let’s look at the specific case…”
“I understand, but we are here today to talk about…”
“Let’s look at it from a broader perspective…”
“There is an equally important concern which is…”
“There is another issue playing into this…”
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Communication Toolkit - Section 6
Oops! You Made a Mistake

•

Not the end of the world.

•

Stay calm and take the time to pause.

•

Over-reacting will only draw more attention to your mistake.

•

Collect your thoughts.

•

Start over (“Let me take that again…”).

•

If you realize you made a mistake only after the interview, do not hesitate to
call back the reporter.
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Communication Toolkit - Section 6
What to do if the Story is Wrong

•

Call the reporter (editor, producer) and politely point out the error.

•

If it is significant, ask for an immediate correction.

•

All print media have an online version (text will be posted online first). You
have a chance to quickly correct a mistake if you monitor the story online and
get it changed quickly.

•

If you are not satisfied, call the bureau chief or the managing editor /
producer (you can also follow up in writing).

•

If the story is factually right but has an unfair tone, you better leave it alone.

•

Never threaten a reporter.
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Communication Toolkit - Section 6
Verbal versus Non-Verbal Communication

•

“How” you say something is as important as
“what” you say.

•

Control your speaking pace (do not forget to pause).

•

Let your body language express your conviction.

•

Match demeanor to topic.

•

Lean head to soften posture.

•

Stand still or sit and avoid too much moving around.

•

Lean forward, reflect understanding.

•

In a group session, taking notes shows attentiveness.
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Communication Toolkit - Section 6
What you are Projecting on Television Matters

•

Research show that the believability of the message delivered on television
is linked to:
•
•
•

Non-verbal communication: 55%
Tone and attitude: 38%
Verbal: 7%

PROJECT YOU ARE

AVOID SHOWING

Modest

Arrogant

Reasonable

Defensive

Relaxed

Uptight

Open, friendly

Hostile, adverse

Confident

Trying hard to please

Knowledgeable, credible

Make up answer as you go
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Communication Toolkit - Section 6
Evaluation and Analysis

•

Media monitoring and review.

•

Questions to ask:
•
•
•
•

•

Was the coverage positive?
Is the key messaging included?
Does the coverage require follow-up?
Can you use this material again?

Be careful with online stories:
•
•

Title often misleading (drafted to fit a certain space by web manager).
Must quickly correct information before it gets picked up.
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Communication Toolkit - Section 6
Media Interviews: Other Useful Tips

•

Stay calm, polite, yet firm.

•

Practice (dry run with colleagues).

•

Be natural and positive.

•

Never say “no comment.”

•

Use pauses, breathe normally.

•

Bridge to your key messaging.

•

Be truthful and credible.

•

Do not fill the void.

•

If you do not know, say so.

•

Focus on your answers, not the
questions.

•

Stay focused.
•

Always record your interviews
(using smartphones or recorder) in
case you end up being misquoted.

•

Know your stuff.

147

CASE STUDIES

Part 3: Case Studies
1.0

Case 1: Advocating for Greater Role in the Healthcare System

2.0

Case 2: Promoting Pharmacists’ Role in Medication Safety

3.0

Case 3: Advocating for Greater Integration within the Health Team

Case Studies: Objective

1

Learn how to apply the tools from both the
“Successful Advocacy Toolkit” and the
“Effective Communications Toolkit” to
three cases specific to the hospital
pharmacists
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1.0

Case 1

Case Study - Section 1
Advocating for Greater Role in the Healthcare System

01

•

Issue

Advocating that hospital
pharmacists have a greater
role in the health system by
expanding their scope of
practice

02

•

Provincial Health Ministers

Audience(s)

•

Provincial Deputy Ministers of
Health (and likely Finance)

03

•

Ministerial staff

Influencers

•

Provincial pharmacy regulatory
authorities

•
•

Provincial legislators;
particularly health committees

04

•

Hospital administrators
(supporters if efficiencies can
be realized; non-supporters if
incremental costs come with
expanded role)

•

Doctors / nurses (could be
non-supporters – may need to
mitigate)

•

Patients: an important political
voice

•

Where are you in the electoral
cycle?

•

Where are you in the budget
cycle?

•

Is there a source of urgency to
be leveraged?

Stakeholders

05
Timing

Hospital administrators
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Case Study - Section 1
Advocating for Greater Role in the Healthcare System

06

•

Advocacy
Tools

07

Key messages; succinct and
achievable objectives (asks for
government); economic
analysis of any specific
proposals

•

Meeting with leave-behind

•

Opposition handling for tough
questions

•

Hospital pharmacists are
trusted medication experts
working in hospitals to improve
patients’ health and save
hospitals money

•

Hospital pharmacists save the
health care system $4 for
every dollar we earn

•

Pharmacists wish to expand
our contribution to health
system efficiency through
expanded scope of practice

Messaging

08

•

Low profile, bureaucracy,
government and key opinion
leader outreach

•

We estimate that the
governments and hospitals
could significantly decrease
their costs (include monetary
figure) by implementing select
scope of practice
enhancements, many of which
are already available at the
community pharmacy level.

Delivering the
message

09
Measuring
success
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2.0

Case 2

Case Study - Section 2
Promoting Pharmacy’s Role in Medication Safety

01

•

Issue

02

•

Audience(s)

03
Influencers

Promoting pharmacy’s role in
medication safety including
dealing with medication errors

Any government stakeholder
who may not know the role and
importance of hospital
pharmacy in the health system

•

All stakeholders concerned
with recently publicized
medication errors

•

Hospital administration

•

Physicians / Key opinion
leaders

•

Provincial pharmacy regulatory
authorities

•

Health reporters / the public

04
Stakeholders

05
Timing

•

Patients (supporter)

•

Physicians (supporter)

•

Timing will be impacted by
specific CSHP objectives
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Case Study - Section 2
Promoting Pharmacy’s Role in Medication Safety

06
Advocacy
Tools

•

Tools will be impacted by
specific CSHP objective
• Meetings

07

•

Our Society is very proactive in
promoting and supporting
medication safety

•

While all hospital stakeholders
are responsible for patient
safety, hospital pharmacists
have a unique line of sight on
medication use and the
prevention of medication
errors. They play an essential
role in ensuring safe access to
effective therapies.

•

Hospital pharmacists
contribute to a speedier, more
effective and more seamless
discharge process.

•

Moderate profile; high profile if
responding to a publicized
safety issue

•

Op-eds / media interviews may
be an option

•

Extent of media exposure

•

Number of social media
impressions

Messaging

• Communications
material / “who we
are”; Qs&As
• Webinars/ videos /
speaking
engagements
• Op-eds in media
• Social media

08
Delivering the
message

09

Measuring
success
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3.0

Case 3

Case Study - Section 3
Advocating for Greater Integration within the Health Team

01

•

Issue

02

•

Hospital administrators

•

Other profession groups within
the care team

Audience(s)
•

03

Advocating for greater
integration within the health
team

Provincial health ministries (to
the extent that regulatory
change may be needed to
advance specific CSHP
objectives)

•

Pharmacy regulatory
authorities and professional
associations

•

Physicians / academic key
opinion leaders

Influencers

04

•

Patients

•

Healthcare team: physicians /
nurses / pharmacy technicians

•

Where are you in Hospital
budgeting cycles?

•

Are incremental funds
required? If so, where are you
in provincial budgeting cycle?

Stakeholders

05
Timing
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Case Study - Section 3
Advocating for Greater Integration within the Health Team

06
Advocacy
Tools

•
•

•

Briefing note / key messages /
leave-behind

07

•

Hospital pharmacists are
trusted medication experts
working in hospitals to improve
patients’ health and save
hospitals money

•

Hospital pharmacists save the
health care system $4 for
every dollar we earn

•

For example, hospital
pharmacists could play a
greater role in prescribing,
medication administration /
injections, counselling, chronic
disease management, and
other value-added services

08

•

Direct communication

Delivering the
message

•

Key opinion leaders

•

Webinars/ speaking
engagements / conference
sponsorship

•

Number of messages
delivered; Policy change
accomplished?

Messaging

Webinars / speaking
engagements / conference
sponsorship
Building a supportive body of
evidence
• Literature review of
best practices for
pharmacists integration
• International examples
/models for Canada to
emulate

• Demonstration project /
pilot programs in select
hospitals

09
Measuring
success
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