
	  

	  

	  

2014 RBC Sports Day in Canada - Media Relations 101 

This document provides an overview of the 2014 RBC Sports Day in Canada program and the 
local events that are such a vital part of it. This document also lays out how to help generate 
media coverage for your event and how to use the media template materials to engage the 
media in your community. 

A. ABOUT THE EVENT 

About 2014 RBC Sports Day in Canada – Saturday, November 29, 2014 

RBC Sports Day in Canada, on Saturday, November 29, 2014, is a national celebration of the 
power of sport to build community and get Canadians moving.  RBC Sports Day in Canada caps 
off a week of local events and activities across the country, such as community-wide festivals, 
try-it days, open houses, games, competitions, meet-and-greets, tournaments, fun runs, 
spectator events and pep rallies, and includes a special broadcast on CBC Television. 

RBC is the title sponsor of RBC Sports Day in Canada, which is presented by ParticipACTION, 
in partnership with CBC Television, ICI Radio-Canada Télé and True Sport, working in 
collaboration with national sporting organizations and their networks of coaches, athletes and 
sports enthusiasts across the country. RBC Sports Day in Canada is in its fifth year and is 
generously supported by Sport Canada and in BC through Healthy Families BC. For more 
information about RBC Sports Day in Canada, please visit: http://sportsday.cbc.ca 

The 2014 RBC Sports Day in Canada broadcast – Saturday, November 29, 2014 

The national day of sport celebration will be shared through a broadcast event airing on CBC 
Television from the Abilities Centre in Whitby, Ontario. The RBC Sports Day in Canada 
broadcast will profile standout community events from across Canada that embody the Sports 
Day experience, hosted by award-winning national sports anchor, Scott Russell.  From these 
communities, we will share the stories, the passion and the power of good sport with 
Canadians. The broadcast will also include live hits from local events and interviews with key 
community personalities.  In the weeks leading up to RBC Sports Day in Canada, CBC 
Television will air weekly broadcast vignettes to raise awareness and encourage Canadians to 
participate in RBC Sports Day in Canada. ICI Radio-Canada Télé will mark the national day of 
sport celebration with a French broadcast; reporting from various communities and sporting 
events throughout French Canada. 

 



	  

	  

Community Engagement – week of November 22 - 29, 2014 

In the week leading up to, and including November 29, more than 1,000 local organizations, 
communities and schools across Canada will throw open their doors to celebrate sport at the 
local level, and help build momentum for RBC Sports Day. On the ground, in communities 
across the country, organizers will hold a blitz of RBC Sports Day in Canada events, with 
community-wide festivals, open houses, games, competition, meet-and-greets, tournaments, 
fun runs, spectator events and pep rallies that celebrate sport at all levels. Organizers can 
create something new and invite Canadians to  join them. Wherever possible, elite athletes, 
Paralympians and Olympians will be making  appearances at RBC Sports Day in Canada 
events in communities across the country. 

B. MEDIA MATERIAL TEMPLATES 

There are two ways that media stories can be generated  

1. A reactive opportunity, which means the media have come to you for comment. 
2. A proactive opportunity, which is generated when you approach the media with a story 

idea.  

If you want to get in the news and have your event publicized, you have to invest some time and 
effort to make it happen. You may already have relationships with media in your community that 
you can leverage – and if you don’t, this provides a great opportunity to introduce yourself and 
build a relationship for your organization. 

There are three tools created for your use that will help draw attention to your event and 
generate interviews from local media. This is a great opportunity for your organization and 
spokespeople to leverage the overall RBC Sports Day in Canada program to get attention and 
recognition. This tool kit includes: 

• Event listing: This template should be completed with all of your event information, and 
submitted before your event to any media publications that list local community events and 
activities. 
 

• Matte story: A matte story is a completed news article that newspaper editors can use to 
add content directly to their publication. It is a ready to use news article that describes RBC 
Sports Day in Canada and your community event. You should fill out the template with your 
organization’s information and share it with local media before your event, positioning it as a 
timely article that can be used in the lead up to your event. 
 



	  

	  

• Local event press release: This release template describes RBC Sports Day in Canada, 
with highlighted sections for you to fill in your own organizational quotes and local event 
information. This should be sent to media five days before your event to give the media 
outlet time to consider the event and allow enough time for you to follow-up.  

You may choose to use one or all of these templates to help get coverage for your event. You 
may also decide that some outlets will receive a release while others will be sent a matte story. 
The next section provides additional information on how to do this. 

C. HOW TO GENERATE MEDIA COVERAGE 

The section below is a guideline on how to create opportunities to get coverage for your event. 
The timelines and tools may vary, according to your media market. 

1. Pull together a team. If your organization has a communications officer or media relations 
staff, brief them on this upcoming opportunity and get them involved a few weeks in 
advance. If you will be doing the media relations yourself, make sure you dedicate time in 
your schedule to do outreach and develop materials on a regular basis. 
 

2. Identify media targets. Identify all local / provincial / territorial media outlets that might be 
interested in your organization’s news release and event, before you even need to contact 
them. If you have a department or PR agency to help you, you should compile the names, 
addresses, phone numbers and e-mails of local daily and weekly newspapers, TV stations, 
radio stations and online editors into a list. If you don’t have an agency or lists at your 
disposal, you can use Google to compile this information, contact other organizations for 
advice or just choose to focus on personal media relationships you might have. In general, 
you will have more luck with targeted outreach rather than a blanketed approach. If you 
know a local reporter, have a contact at a radio station or know that a certain journalist 
writes about your organization regularly, focus on reaching them.  
 

3. Customize and submit event listings. Most local newspapers and many radio stations will 
have event listings sections – search their website or call them for the appropriate contact 
for your event listing. Try to complete and submit your organization’s event listing in 
advance. Make sure to be as thorough as possible when filling in your custom content, and 
when submitting, look out for any additional information the outlet may require. 

 

 

 



	  

	  

4. Submit your matte story. Customize and e-mail the matte story to any local newspapers 
lifestyle, health, sport or general news contacts. When sending the matte story, you can 
alert your contacts that there will be a formal news release distribution closer to the date of 
your event, and this matte story is a great way for them to prepare for the lead up to the 
event itself. 
 

5. Get a bio ready for your spokesperson. If media are interested in speaking to your 
spokesperson on launch day, they may ask for a bio or photograph. You should have these 
ready. Media like to talk to experts, so it’s best to include information about why your 
spokesperson is an appropriate expert on the importance of sports and physical activity in 
your city, province or region. 
 

6. One week in advance – customize the local template release. Fill out the local template 
news release with your organization’s logo, event descriptions, spokesperson quote and a 
paragraph with the key information related to your event. Include contact information for the 
person in charge of your communications on the bottom of the release. Proofread it carefully 
for accuracy. 
 

7. Five days before your local event – issue your release. You should send out your press 
release via e-mail directly to your media contact list roughly five days before your event to 
allow the publications time to promote it in advance. Try to avoid sending the release on a 
Friday or over the weekend and aim to send it before noon. You should also post the 
release on your website. If you don’t get any calls from your media contact after the first day, 
you may want to follow up with a phone call to confirm they’ve received your release and to 
let them know about the event details and that you or your spokesperson is available for 
more information. Be quick, specific and helpful—you are trying to ‘sell’ them on your story, 
not bother them to do you a favour.  Track your follow-up and responses from the media 
contacts for ongoing and future reference. 
 

8. Day of the event and the following days – handle media requests. If a journalist says 
“yes,” and wants to do an interview, commit to swift, simple arrangements that make things 
easy for the journalist. Have your spokesperson ready to make a call or take a call, have key 
information on hand and be ready to have your spokesperson go to an interview right away 
if they have to. Be clear and specific in your interviews. Make sure you have reviewed the 
release and are prepared to answer any questions that may come up during the interview. If 
you don’t know the answer to a question or aren’t sure, say so and advise you will get back 
to them with the information. Ask the journalist what their deadline is and ensure you follow-
up with any outstanding or additional information promptly. 



	  

	  

9. Day of the event and the following days – keep the dialogue going. Read, watch and 
listen to the news on the day of and day after and pay attention to how the story is covered. 
If you are quoted in a story, consider posting a link to it on your website. Ensure you ask the 
journalist if you can do so in advance as some media outlets have restrictions on postings of 
editorial content to third-party websites. If your local newspaper or online news outlet writes 
about the 2014 RBC Sports Day in Canada, consider immediately writing a letter to the 
editor with a response in support of the event—if your letter gets published, that will provide 
additional exposure for your organization. Use these interactions to help build ongoing 
relationships with the media in your community.  
 

10. Ongoing— track your results. Keep track of all of the interviews you book. If you can, also 
keep track of any local articles and television, radio or online stories. This will help you know 
who is interested in covering this issue in your community, for next time. 


