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In this document, terms used to refer to persons are taken in the generic sense; they have both a 
feminine and a masculine value. 

 

 

 

MRC Pontiac Communications Policy  
Written by: Danielle Belec, Strategic Communications Advisor — October 20, 2017 



 

Pa
ge

3 

 

TABLE OF CONTENTS 

 

EFFECTIVE DATE ..................................................................................................................................................... 5 

APPLICATION ......................................................................................................................................................... 5 

CONTEXT................................................................................................................................................................ 5 

Communications Policy Objectives ............................................................................................................................ 5 

GUIDING PRINCIPLES ............................................................................................................................................. 5 

STAKEHOLDER ROLES IN COMMUNICATIONS ........................................................................................................ 6 

Warden ...................................................................................................................................................................... 6 

Council Members ....................................................................................................................................................... 6 

Director General, Department Heads, and Employees .............................................................................................. 6 
External Communications ..................................................................................................................................... 6 
Internal Communications ..................................................................................................................................... 6 
Media Requests .................................................................................................................................................... 6 

Strategic Communications Advisor............................................................................................................................ 7 

COMMUNICATIONS DEPARTMENT MANDATE ....................................................................................................... 7 

Internal Communications .......................................................................................................................................... 7 
Objectives: ............................................................................................................................................................ 8 
Tasks: .................................................................................................................................................................... 8 

External Communications and Press Relations ......................................................................................................... 8 
Objectives: ............................................................................................................................................................ 8 
Tasks: .................................................................................................................................................................... 8 

Language services ..................................................................................................................................................... 9 

BRAND IMAGE ....................................................................................................................................................... 9 

COMMUNICATIONS TOOLS .................................................................................................................................... 9 

MRC Pontiac Website ................................................................................................................................................ 9 

Tourism Website ...................................................................................................................................................... 10 

Social Media ............................................................................................................................................................ 10 
Facebook ............................................................................................................................................................. 10 



 
Pa

ge
4 

Twitter................................................................................................................................................................. 11 
LinkedIn ............................................................................................................................................................... 11 
YouTube .............................................................................................................................................................. 11 
Instagram ............................................................................................................................................................ 12 

Media ...................................................................................................................................................................... 12 
Requests for Information and Interviews ........................................................................................................... 12 
How to process a media request ........................................................................................................................ 12 
Press Conference ................................................................................................................................................ 12 
Press Release ...................................................................................................................................................... 12 
Warden’s Briefing ............................................................................................................................................... 13 
Press Briefing (Scrum) ......................................................................................................................................... 13 

Visibility and Promotion .......................................................................................................................................... 13 
Speeches and Presentations ............................................................................................................................... 13 
Donations and Sponsorships ............................................................................................................................... 13 
Notes, Greeting and Sympathy Cards ................................................................................................................. 13 

Information to Citizens ............................................................................................................................................ 13 
Public Notice ....................................................................................................................................................... 13 
Public Consultation (polls and in-house surveys) ............................................................................................... 14 
MRC Council Meetings ........................................................................................................................................ 14 
Formal Request for Information ......................................................................................................................... 14 
Reception and Greeting Citizens ......................................................................................................................... 14 

MARKETING COMMUNICATIONS ......................................................................................................................... 14 

Advertising and Advertorial ..................................................................................................................................... 14 
Content and Presentation ................................................................................................................................... 14 
Promotional Material .......................................................................................................................................... 14 

CRISIS COMMUNICATIONS AND EMERGENCY MEASURES ................................................................................... 14 

REFERENCE DOCUMENTS ..................................................................................................................................... 15 

 

 

 

 

 

 

  



 

Pa
ge

5 

MRC PONTIAC 
COMMUNICATIONS 
POLICY 

EFFECTIVE DATE 
This policy is effective May 16, 2018 

APPLICATION 
This policy is intended for the Warden, the 
Council of Mayors, and MRC Pontiac 
employees.  

CONTEXT 

Communications are essential to the work of 
the MRC Pontiac and directly contribute to 
building public confidence. 

After more than 30 years of existence, the 
MRC Pontiac has evolved. New responsibilities 
have been added, such as economic 
development, environmental protection, 
territorial marketing, emergency measures, 
etc., and along with them, the functions or 
departments necessary to fulfill them. 

Today, the MRC Pontiac has nearly 40 
employees in eight departments and a full-
time warden, which significantly impacts the 
communications department’s workload. 

In addition, the evolution of digital 
communications and the phenomenon of 
social networks have contributed to an 
increased demand for services and information 
from the various departments, the media, and 
the public. 

This policy sets out the guidelines and clearly 
defines the framework for efficient communi-

cations and a productive communications 
department. 

It policy is mainly based on the MRC’s 
commitment to meeting the expectations and 
information needs of its various audiences. 

Communications Policy 
Objectives 
 Inform elected officials, employees, 

and partners of the rules surrounding 
the communications process; 

 Adopt a cohesive and efficient 
approach to press relations; 

 Ensure the proper use of 
communications tools; 

 Ensure the quality and efficiency of 
communications activities; 

 Set the values to uphold in all 
communications; 

 Respect the various laws surrounding 
information dissemination; 

 Ensure the proper use of the MRC 
logo. 

GUIDING PRINCIPLES 
The MRC Pontiac must: 

 Be accountable to the population of its 
decisions, actions, and orientations; 

 Facilitate access to information on all 
matters of public interest;  

 Ensure that all communications are 
objective, factual, clear, simple, and 
non-partisan; 

 Provide employees with an inclusive 
and enjoyable work environment; 

 Protect the confidentiality of certain 
information, in accordance with the 
Act respecting access to documents 
held by public bodies and the 
protection of personal information; 
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 Produce and disseminate public 
information in French and English. 1 

STAKEHOLDER ROLES IN 
COMMUNICATIONS 

Warden 
The Warden is the first officer of communi-
cations and is the official spokesperson. 

In the Warden’s capacity as head of Council, he 
or she makes all public statements concerning 
MRC affairs. The Warden may speak for the 
Council or express a personal opinion. When 
speaking on behalf of the Council, comments 
must respect the Council’s decisions and 
orientations.    

Council Members  
Council members may express a personal 
opinion (written or spoken) with regards to 
Council decisions, but may not speak on behalf 
of Council without the express consent of the 
Council or the Warden.  

Director General, Department 
Heads, and Employees 

External Communications 
The Director General of the MRC and the 
department heads may disseminate 
information concerning MRC operational 
policy and services, or provide technical 
information that falls within their area of 
responsibility.  
                                                           

1 According to the terms of Bill 101, the MRC 
Pontiac enjoys a bilingual status because of its 
majority of inhabitants (56.9%) whose mother 
tongue is English. 

 

However, no employee, at any level, may 
publicly voice an opinion on Council decisions 
or engage in political issues. 

Except for those previously authorized, 
employees must check with the 
Communications department before publicly 
disseminating information to the media on 
behalf of the MRC and pertaining to the affairs 
of the MRC, including posting messages on 
social media such as Facebook, Twitter, 
YouTube, Instagram, etc. 

Internal Communications 
The Director General is ultimately responsible 
for internal communications. He works closely 
with the Communications department to 
manage information sharing between the MRC 
and employees on projects, programs, and 
issues of public interest.    

Department heads must ensure that their 
employees have access to all necessary 
information to do their job. They must also 
encourage their team to maintain good client 
relationships and to share information with 
their co-workers. 

Media Requests 
The Communications Department is the 
gateway to all media requests. Employees 
must notify the Communications Department 
of any direct requests for interviews or media 
inquiries, or refer journalists immediately to 
the Communications Department, except for 
Access to Information requests that are 
processed by the Executive Assistant. (See 
“How to Handle a Media Request”, p.12, for 
more information.) 
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Strategic Communications 
Advisor 
The Strategic Communications Advisor is 
responsible for implementing the 
Communications Policy and the strategic 
planning of communications.  

She is the resource person for the media and 
the press relations manager. She forwards 
interview requests to the warden or 
department heads, depending on the nature of 
the request, and carries out any necessary 
research. The advisor is mandated with 
responding to journalists as soon as possible, 
with neutrality, transparency and probity. If 
necessary, she refers to the code of ethics of 
her profession. 

The Strategic Communications Advisor also 
prepares and disseminates communications 
with regards to Council meetings, and may, if 
necessary, provide background information or 
respond to technical questions in connection 
with Council decisions. 

The Strategic Communications Advisor also 
acts as a communications consultant to the 
Warden, MRC Council, the administration, the 
various departments, the Table GIRTO and the 
Fibre Pontiac organization. She analyzes 
communication needs and oversees the 
dissemination of information and ensures the 
proper use of the MRC Pontiac brand image. 

 
COMMUNICATIONS 
DEPARTMENT MANDATE 
The Communications Department is the link 
between the MRC and the organisation’s 
various audiences (media, local municipalities, 
strategic partners, employees, etc.) with 
regards to the dissemination of information. 

She is requested by all MRC departments, the 
warden, and the administration, which can 
result in bottlenecks and affect turnaround 
times. 

To ensure the department’s efficiency, when 
possible, reasonable advance notice is 
required for the production of 
communications tools, e.g., three work days 
for the production of a press release, five work 
days for the organisation of a press 
conference… 

Requests are processed based on their urgency 
and the availability of a communicator.  

The mandate of the Communications 
Department is to: 

 Write internal and external 
communications plans and ensure 
their implementation; 

 Inform the MRC’s various publics using 
appropriate (and available) communi-
cations tools;  

 Develop and maintain appropriate 
communications tools to reach the 
MRC’s key publics, where the 
necessary financial and human 
resources are available; 

 Provide daily media monitor; 
 Advise MRC employees, management, 

and Council members in matters of 
communications; 

 Ensure the proper use of the MRC’s 
brand image and protect the 
reputation of the MRC.  

Internal Communications 
As our greatest ambassadors and public 
sources of information, it is in the best interest 
of the MRC to ensure that employees, elected 
officials, and municipal directors are kept 
informed of the MRC’s projects, programs, 
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orientations, and any issue of public interest, 
to prepare them to respond factually to any 
questions they may receive from the public. 
Ideally, employees and elected officials must 
be informed before citizens.  

In terms of employee communication, the 
Communications Department works closely 
with the Director General to manage 
information sharing between the MRC and its 
employees.   

Objectives: 
 Convey the MRC’s values, mission, and 

orientations; 
 Develop a sense of belonging to the 

organisation; 
 Contribute to a healthy management-

employee work relationship; 
 Ensure that employees share factual 

information with citizens. 

Tasks: 
 Communicate the MRC’s « news » and 

transmit any information of public 
interest to employees and 
municipalities in a timely manner;  

 Set standards of professionalism and 
uniformity for electronic signatures 
and voice mail greetings, and ensure 
compliance; 

 Update and publish (online) the 
“Elected Officials Induction Manual”; 

 As needed, write the official 
correspondence to higher government 
officials from the Office of the 
Warden; 

 Plan the Director General’s team 
meetings;  

 Oversee the organisation of social 
events, e.g., Christmas party, holiday 
gift exchange and potluck, going-away 
parties, employee recognition events, 
etc.; 

 Support the administration in any 
Human Resources initiative, e.g., job 
postings, employee recognition 
program, new employee welcome kit... 

External Communications 
and Press Relations 
The Communications Department contributes 
to the MRC’s regional outreach. It is 
responsible for the dissemination of all 
information of public interest concerning MRC 
operations, including its services, financial 
assistance programs, Council decisions, major 
economic development projects, emergency 
procedures, etc.  

Objectives: 
 Promote the dissemination of 

transparent information to citizens, ie, 
more frequent communications and a 
renewed approach adapted to a 
modern MRC; 

 Maintain good relationships with the 
regional press. 

Tasks: 
 Write and implement communications 

plans for projects that require complex 
communications strategies; 

 Write and publish information 
concerning MRC operations; 

 Coordinate media events, including the 
Warden’s monthly press briefings; 

 Write, edit, and publish press releases; 
 Create and maintain online press kits 

on major projects, e.g., CVB; 
 Attend MRC Council meetings and all 

other public events to which the press 
is invited. 
 

Language services 
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An employee survey conducted in 2016 
indicates a strong need for French-to-English 
translation (93%) and English-to-French 
translation (53%). In addition, 60% of 
employees said they need English text 
revisions, while 13% need French text 
revisions. 

The demand for language services often 
exceeds the Communications Department 
resources. When necessary, the 
Communications Department will direct 
content creators to professional translators to 
ensure the quality of the content and free up 
internal resources for reviewing and editing 
content aimed at the media.  

BRAND IMAGE 
 

 

The visual identity of the MRC Pontiac is the 
depiction of the face and headdress of the 
Native American Chief, Pontiac. The use of the 
logo is governed by a series of graphics 
standards or rules set out in the “MRC 
Pontiac’s Graphic Standards” online guide. The 
use of the logo is restricted to the MRC Pontiac 
and publications related to the governance 
and administration of the MRC. 

 

 

 

 

The MRC Pontiac also owns the "Pontiac 
Outaouais" brand, which is mainly used, but 
not limited to, promoting the tourist 
destination. Its colors evoke the Pontiac 
territory’s generous natural environment, its 
many waterways and forests. 

This logo can also be used for promoting the 
Pontiac territory as a “land of opportunity” in 
forestry, agriculture, business, and social 
communities. 

The use of the logo and the "Rich in 
Discoveries" slogan is governed by a series of 
standards set out in the Graphic Standard 
Guide.  

COMMUNICATIONS TOOLS 

MRC Pontiac Website 
mrcpontiac.qc.ca — In collaboration with MRC 
employees, the Communications Department 
is responsible for the development, 
management, and update of the MRC Pontiac 
website.  

The site contains relevant information 
concerning MRC and TNO governance, as well 
as the services and programs that fall within 
the MRC’s area of responsibility, a document 
centre and an entire section dedicated to the 
press and the MRC’s news blog. 

Also, the site contains links to partner 
organisations and promoters, e.g., Tourism 
Association, SADC, SAAQ... 

Site updates are done when required and at 
the request of departmental content owners, 
who are responsible for ensuring that the 
information is current. 
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Tourism Website  
tourisme-pontiac.com — Site management 
and updates are the responsibility of the 
tourism officer.  

As required, the Communications Department 
can provide web development technical 
support. 

Social Media 
Department heads must ensure that all 
employees under their care have read the 
content of the Social Media Policy. 

The MRC is active in the most popular social 
networks (Facebook, Twitter and LinkedIn) and 
uses major media sharing sites (YouTube and 
Instagram). 

Like most communications aimed at an 
external audience, social media management 
is the responsibility of the Communications 
Department, which ensures the quality of 
content. 

The territorial marketing officer, the tourism 
officer and any other previously authorized 
employee may post messages on the MRC's 
social networks, subject to the following 
publication guidelines. 

Editorial and Graphic Guidelines 

 Posts are for professional purposes 
only and must be in line with the 
MRC’s responsibilities, mandates and 
achievements; 

 Posts must be in English and French 
and the quality of the language must 
be impeccable; 

 Posts must be truthful and fact-based; 
they cannot mislead the public or feed 
the rumour mill; 

 Partisan, religious or promotional 
posts are prohibited; 

 Employees must regularly monitor 
public reactions to their posts and 
remove any comment that does not 
respect the MRC’s social media 
netiquette; (see Facebook page) 

 A negative public comment, if relevant 
and respectful, must not be deleted; 

 Employees should not engage in public 
debate. Very rarely, will they have to 
reply to a direct question, or correct 
false information that may mislead the 
public; 

 Employees must alert the 
communications department of any 
out-of-control situation in our social 
networks; 

 The MRC’s Facebook page 
administrators must work together to 
coordinate publications. 

Facebook  
(/mrcpontiac)  

On social networks, as elsewhere, appearance 
is extremely important to making a good 
impression. A refined image is therefore a 
must.  

Facebook is most commonly used for sharing 
images. These are posted on our page, but 
they also appear in our subscribers' news feed. 
This is why, as much as possible, we use 
graphic tiles* or photos in our posts, and a link 
returning subscribers to the MRC or tourism 
website, as appropriate. 

* At time of writing, the recommended image 
size for Facebook is 1,200 x 639 pixels.  

sproutsocial.com/insights/social-media-image-
sizes-guide provides recommended image sizes 
for various social networks. 
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Content Type: Facebook is the most used 
social network in the world and one of the best 
ways to transmit our messages to citizens. 
Because of its popularity, Facebook is also the 
medium to use in emergency situations.  

Other types of communications appropriate 
for Facebook are: 

 Announcing an event, contest, public 
consultation, survey, etc.; 

 Introducing a new employee; 
 Announcing a press conference that is 

opened to the public. 

The main function of the MRC's Facebook page 
is to communicate MRC messages. However, 
upon request, and at the discretion of the 
Communications Department, public service 
announcements from other organizations may 
be posted if they comply with the MRC's 
communications policy and adhere to the 
graphic guidelines for Facebook posts. 

Twitter 
(/mrcpontiac)  

This 280-character microblog is where 
politicians and journalists meet. It is ideal for 
publishing the MRC’s headlines aimed at these 
audiences. The tweet must always be 
accompanied by a link* directing subscribers to 
the full-text article on the MRC’s website.  

* Since the character limit matters on Twitter, 
the MRC uses Bitly's link management 
platform (bit.ly) to shorten links back to our 
website.  

Whenever possible and appropriate, tweets 
should contain a graphic tile*, photo, or video, 
and the hashtag #mrcpontiac. 

* At time of writing, Twitter recommends a 
square image, 400 x 400 pixels; the file size 
cannot exceed 2 mgs.  

Content Type: The MRC Pontiac uses Twitter 
primarily to inform journalists and elected 
officials outside our borders. Rare is the case 
that a tweet does not return the subscriber to 
an article or news published on the MRC 
website. 

The MRC recognizes the evolution of social 
media and that we must adapt to the needs of 
our diverse audiences. This network will also be 
used to communicate directly with citizens as 
soon as local use justifies it.  

Retweet: The goal of the retweet is essentially 
the same as that of a tweet, which is to send 
reporters and elected officials to a 
corresponding article in the MRC's news blog. 

LinkedIn 
LinkedIn is positioned as a kind of "Facebook" 
for companies. In fact, among LinkedIn 
subscribers we find some of the largest 
companies in the world. It is a highly 
frequented place for professional exchange 
and an excellent job search tool. Moreover, 
the MRC publishes most of its job offers on the 
LinkedIn network. 

YouTube  
The YouTube channel hosts a collection of all 
the videos produced and broadcast by the 
MRC. This platform makes it easy to share 
video on websites and other social networks 
through a simple hyperlink or by embedding it 
in a web page. 

Videos posted on the official MRC YouTube 
page must be of good quality and respect 
copyright laws. The MRC must never publish a 
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video that it does not own without the written 
consent of the copyright owner. 

Instagram  
It is often said that a picture is worth a 
thousand words, and this has never truer than 
on Instagram. Since this type of 
communication is much less formal, our 
behaviour can be as well, while remaining 
professional. 

Media 

Requests for Information and 
Interviews 
The MRC Pontiac encourages members of the 
media to contact the Communications 
Department for all requests for information or 
interviews by publishing the Strategic 
Communications Advisor’s contact information 
on the MRC website. In order to develop and 
maintain good press relations, we respond to 
all media requests as soon as possible and no 
later than two hours after receiving the 
request. The Communications Department 
ensures that journalists receive the required 
information, at the right time and from the 
right people.  

How to process a media request 
Sometimes members of the media contact an 
employee directly. Department heads can 
refer them to the Communications 
Department for advice and support as needed, 
or respond directly to the request.2  

Other employees not authorized to respond to 
the media must follow the following guidelines.  

 
                                                           

2 Journalists are often bound by short deadlines, so we 
strive to respond to their requests as quickly as possible. 

  

Contact by phone or in person: 
1. Let the reporter know that he/she 

must contact the Communications 
Department. 

2. If the reporter insists, get the following 
information and send it immediately to 
the Communications Department.  

o Name of the journalist 
o Name of the paper or station 
o Email address 
o Phone number 
o Type of request 
o Deadline for response 

3. Never promise an interview or confirm 
who will be the spokesperson. 

4. Never confirm or deny any 
information. 

5. Tell the reporter that someone from 
the Communications Department will 
be in touch as soon as possible. 

Contact by email: 
1. Do not reply to the email. 
2. Immediately transfer the message to 

the Communications Department. Do 
not put the reporter in c.c. 

Press Conference 
The press conference is used to announce 
important news, or complex or sensitive 
information, to launch an event, or present an 
action plan, or for a new site visit. The 
Communications Department coordinates 
press conferences, in collaboration with the 
Warden, the Director General and any other 
employee involved in the conference. The 
Warden is usually the spokesperson. 

Press Release 
The press release serves to publicize important 
MRC news. 

Before issuing a draft communiqué, employees 
should contact the Communications 
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Department to determine if it is the 
appropriate medium. 

Press releases are approved and distributed by 
the Communications Department, whether or 
not it is the author. 

Warden’s Briefing 
Immediately following the monthly Council 
meeting, the Warden, along with the Strategic 
Communications Advisor, holds an information 
session with the journalists. Where 
appropriate, the Communications Department 
prepares and distributes the appropriate 
briefing material (e.g., press releases or briefs) 
on major issues of public interest discussed at 
the meeting. 

Press Briefing (Scrum) 
Press briefings are coordinated by the 
Communications Department, in collaboration 
with the Warden and the Director General. The 
scrum is held spontaneously to deal with an 
important issue or position taken by the MRC. 
Members of the media are typically 
summoned at least two hours in advance. 

The press briefing is the communications 
method of choice in the event of a disaster or 
other emergency situation. Only the Warden 
or pro-warden, the director general, the 
strategic communications advisor and the 
safety coordinator are authorized to speak. 

 

Visibility and Promotion 

Speeches and Presentations  
The MRC is occasionally invited to deliver 
speeches at special events. The warden is 
usually the designated speaker unless the 
participation of another person is considered 
more relevant. The Communications 

Department can provide support in the 
preparation of speaking engagements and 
presentations. 

Donations and Sponsorships 
A MRC Pontiac sponsorship is made in 
exchange for visibility proportional to the size 
of the contribution, according to the MRC 
Pontiac's Sponsorship Policy. Note that use of 
the MRC logo must be in accordance with the 
graphics standards presented in the online 
user’s guide. 

Notes, Greeting and Sympathy Cards 
The MRC sends letters or cards in a timely 
manner to employees, council members, local 
elected officials or promoters to congratulate, 
thank or express sympathy in the event of a 
death. These communications are usually 
signed by the Warden or, as the case may be, 
by the employees. 

The Executive Assistant, in collaboration with 
the Communications Department, is 
responsible for writing and transmitting these 
messages. 

 

Information to Citizens 

Public Notice 
By virtue of the law, the MRC Pontiac publishes 
public notices on the MRC website, in the 
Pontiac Journal (distributed free of charge to 
every home in the Pontiac), and on the bulletin 
boards at the entrance of the building and in 
the Licence Bureau’s waiting room. 

Public notices must always be approved by the 
Director General of the MRC. 
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Public Consultation (polls and in-
house surveys) 
The MRC conducts public consultations, polls 
or in-house surveys, on a mandatory or 
optional basis. Through the Communications 
Department, the Director General or 
Department Heads, the MRC maximises its 
efforts to encourage participation, including 
sending invitations to local media. 

Any public consultation must first be approved 
by the Director General of the MRC. 

MRC Council Meetings 
Monthly Council meetings are opened to the 
public.  

 The communications representative 
welcomes journalists and distributes 
press releases or briefs, if required.  

 The committee clerk welcomes 
members of the public and directs 
them to appropriate seats. 

 The Director General welcomes and 
introduces the speakers.  

Meeting agendas and minutes are posted on 
the MRC Pontiac website.   

Formal Request for Information 
Access to information requests are governed 
by the Act respecting access to documents and 
the protection of personal information. They 
are forwarded to the Director General and the 
Executive Assistant, who processes the 
requests. 

Reception and Greeting Citizens 
Employees must be courteous and professional 
when conversing with citizens, whether by 
telephone, at the taxpayer’s home or on the 
street. The image projected by the MRC 
Pontiac is everyone's business. 

 

MARKETING 
COMMUNICATIONS  

Advertising and Advertorial 

Content and Presentation 
In order to monitor the general presentation of 
the image of the MRC Pontiac, the 
Communications Department is responsible for 
reviewing and editing any texts and visuals, as 
necessary. 

The creation of content and the design of 
advertisements are usually the responsibility of 
the department that took the initiative. They 
can call on external agencies for graphic design 
and translation. 

Promotional Material 
The graphic standards or rules to ensure the 
proper use of the MRC’s visual identity also 
applies to the production of promotional 
materials, such as lapel pins, tote bags, etc. 

CRISIS COMMUNICATIONS 
AND EMERGENCY MEASURES 
 

The Communications Department is among the 
frontline responders when emergencies occur. 
The Strategic Communications Advisor also sits 
on the Emergency Coordination Centre and her 
role is defined by the MRC's Emergency Plan. 

The Director General or his representative 
must alert the Communications Advisor of any 
emergency situation requiring her assistance 
with the media and employees. 

The crisis communication plan and messages 
developed in advance allow the 
Communications Department to react quickly 
when an event occurs. 
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REFERENCE DOCUMENTS  
 Social Media Policy; (to come) 
 Crisis Communications Plan; (to come) 
 Customer Service Policy and 

Complaints Management (to come) 
 Donations and Sponsorships Policy 
 Elected Officials Induction Guide (to 

come) 
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