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Communications are at the centre of our daily lives. Regardless if 
communications are verbal, non-verbal or visual, they allow us to share, 
exchange, establish trust and build bonds, present our views and make 
ourselves known to a group of individuals.  
 
 
 
 

This guide will offer ready to use tools to guide you in your communications. 
While reaching a maximum number of members within your respective 
organizations, it will provide you with methods allowing you to reach out to a 
wider public. 
 
 
 
 

 
 Promote our sport, your successes and your news; 
 Increase notoriety, the feeling of community and your members’ pride 

toward your region, association and organization; 
 Help retain and recruit new members: players, coaches, officials and 

volunteers. 
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ACCURACY IN YOUR 

STATEMENTS 

Make sure your statements are accurate. The 
credibility of your news will be assured by its 
veracity. Do not hesitate to include credible and 
respected influencers from your network. Apart 
from bringing impact to your communication, it will 
increase the probability that your press release will 
be picked up by your members and local media. 

QUALITY OF THE LANGUAGE 

Your communications reflect the image of your 
organization. It is therefore imperative to focus attention 
specifically when writing them. Take the time to proofread, 
to use tools dedicated to correcting texts (i.e. Antidote). 
Your thoroughness will pay off. A publication containing 
mistakes will lose a lot of credibility with readers.   

THE IMPORTANCE OF PHOTOS/VIDEOS 

 
With the abundance of news and 
publicity invading our platforms and 
media (radio, Web, newspapers. TV, 
social media, etc.), it is all the more 
important to gain the attention of your 
readers in the first few seconds. By 
adding a picture or a video to your 
communications, the likelihood that your 
publication is consulted, read, then 
shared greatly increases.  

EXCELLENT 

GOOD 

AVERAGE 
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BE ON THE LOOKOUT 

You witness a situation that deserves to 
be highlighted; a volunteer that has been 
working for many years and is retiring or 
a team that stands out while having fun, 
for instance. All these situations are 
excellent content and news sources that 
feed the media. Do not hesitate to share 
them; not only will it create a sense of 
community and pride, it will improve the 
likelihood of increasing your retention 
and subscription rate.  

THE MESSAGE TO BE COMMUNICATED 

Do you have all the key messages you want to include in your news? Refer to the document 
Writing a Press Release, in the ACES OF COMMUNICATION section, which includes the five 
questions that you must answer. 

CHOOSING THE RIGHT MEDIA 

Many tools are available for you. They each have their advantages and their target audience. The 
website, for example, is the gateway and the first tool that people will use to be informed and to 
contact your organization. Social media have a greater impact too rapidly and massively reach your 
members, for instance; as long as they subscribe and follow your Facebook page or Twitter 
account. As for emails, they remain a formal means of communication, often used for direct 
communications, directed to one person or a specific group of people.  
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In this section, you will learn a few tips that will allow you (let’s hope) 
become a master communicator!  
 
 

 Writing a press release 

 Regularly update your website 

 The importance of email 

 Managing social networks 
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Writing a press release 

The press release is used to officially share information with your local media. Here’s a draft that 
will enlighten you on how to build a press release.  
 
After having read your first paragraph, your readers should understand the essence of your 
message. You must answer these 5 questions:  
 

  Who is your news directed to, and who does it come from ? 

  When (what date) is your event or launch?  

 By planning a schedule, you can better forecast your publications and 
 media releases more efficiently, for instance. 

  Where is your event taking place? Where can readers obtain more 

 information?  

 What is the goal of your publication? By determining it in advance, it will 

 be easier to write your text (e.g. more popular for registration, more 
 informative for the announcement of a pilot project).  

 What is your news? This information must be summarized in one or two 

 sentences, concisely.  
 

The is determined by the method you chose to share and communicate your news: 

website, press release to media, social media, etc.. 

WHEN 

WHO WHERE HOW 

WHY 

WHAT 
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Regularly update your website 

If you must put your focus on a platform, it should be your website. Instinctively, your 
members will always refer to your website for information. Your information should all be 
there and it should be regularly updated: 
 
 

  
 
People will mainly access your site for schedules and results. If you’re a league, an association or 
an organization, the game schedules should be prioritized. As for the regions, the schedules of 
your regional tournaments, for example, could be interesting.   It is important that they are 
frequently updated, especially if there is a change to them.  

 

  
 
To ensure professionalism, it is important to 
offer the contact information of your presidents 
and administrators in charge of important 
issues within tour organization, such as: 
Master Coach, Regional Referee-In-Chief, 
tournament presidents, etc.  
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During the registration period, dedicate a section 
on this topic on your portal/website, on the 
homepage. Also for your tournaments and different 
activities; the possibilities are endless. It is the 
main reason people will go to your website.  

 
 
You can also include news articles:  
 Start of the season; 
 Holidays; 
 Spring Break; 
 Try-outs; 
 Summer period; 
 Share some positive stories: 
 A long-time volunteer; 
 A player that stands out.  
This type of news is well received by your 
members, it can pay off; the media loves 
this kind of story!  

The Importance of Emails 
 
Emails remain one of the most popular ways to communicate, both BY YOUR members or to 
REACH YOUR members. It is highly recommended: 
 

 To  and to the 

public in the “Contact” section, for instance;  

 To have a  . Even before their first contact, your members will 

get a first hand feel, just with your email address;    

 Choose a more email address. This address should be timeless and it can be 

used by other volunteers holding that role in the future. They will only have to change the 
password when the time comes.  

 
 
 
 
Here is an example of a credible and generic email address 
  presidentAHMV@hotmail.com   
 
And here’s one to avoid... 
  dropthepuck1957@gmail.com  
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Every social network has its strengths and weaknesses. The most popular are 
Facebook, Twitter, Instagram, Snapchat and YouTube. Here’s how we recommend 
you use them. We invite you, in turn, to subscribe to our Hockey Québec accounts.  
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Facebook    @HockeyQuebecOfficielle 

With more than two billion members, Facebook is the most frequently used social media. 
First, you have to make sure that your members (players, parents, coaches, officials and 
volunteers) follow your Facebook page, by clicking on the very popular “LIKE” button.  

 
 

You can share posts directly on your page: 
 Tournament updates; 
 Announcements; 
 Links; 
 News from your website. 
 
The advantage: people regularly consult their news 
feed. The notifications, if they’re activated, can also 
increase the number of people reached among your 
followers.  

 
 
 
 
 
 
 
 
 
 

 
 
 
 

During your events, a simple and 
very efficient photo album can be 
created. People will recognize each 
other and then, they’ll share the 
pictures they want.  
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Videos are very popular on social media. They 
can be: 

 A photo slideshow; 
 Captured moments;   
 A goal during a tournament; 
 Parents encouraging a team; 
 Players’ celebration; 
 And even more 

 
There are many free apps, like iMovie, that are 
available to create videos.  
 
 
 
 
 

 
 

Facebook allows you to create events and invite 
your members. Some teams use this to promote 
their games and events. The advantages: 

 Notifications sent to all your followers when you create the event; 
 Your followers can then: 

 Mention if they will be present; 
 Invite their friends; 
 Share the event.  

 
Overview of a Facebook event   Overview of a notification on a cell phone. 
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Twitter   @HockeyQuebec 

Journalists find and share a lot of information here. Users mainly use it as a news wire.  
 
 
How does Twitter work? 

 Posts are called tweets, and they are limited to 280 characters. 
 Many tweets can be published simultaneously, from different users; 
 Adding a picture or a video will increase the likelihood of being read; 
 Subscribe to various accounts and users, depending on your interests;  
 There is no limit to the number of publications in one day; 
 You can add, or not, a text to your retweets.  
 

With a photo 

 

 

 

 

 

 

Without a photo 
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Instagram  @hockey.quebec 

 
Used to share photos and videos, Instagram is very popular among millennials. If you 
decide to choose this social media, you have to make sure you have enough content 
(photos and videos) to feed it on a regular basis. Unlike Facebook and Twitter, where 
you can share/retweet posts from other pages, Instagram mainly uses contents posted 
directly by its subscriber.  

Beginning of the season/special event 

 

 

 

During an event 
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YouTube  @Hockey Québec 
 
The current trend with our youth is streaming (broadcasting and watching/listening online 
audio or video content live [or lightly deferred]). They mainly use their mobile devices and 
tablets. The main streaming channels are YouTube and Netflix.  
 
We invite you to subscribe to our Hockey Québec channel. We share a lot of information 
and videos, as well as many capsules and tips, like player and official development 
among other things.  

News video 
Para hockey - Technical skills 

Progressive checking 
Physical contact 
Drills for players 

And many more… 

Snapchat 
 
 
Snapchat allows you to post content, temporarily, with stories, short videos or instant 
photos. Subscribers than receive a notification. This app can be useful for an organization 
or a team that is regularly out on the field or that wishes to bring forward their sponsors.  
 
Snapchat in numbers:  

 187 K active members daily; 
 On average, Snapchatters open their app : 

 25+ times a day; 
 Spend 30+ minutes a day; 

 60% and more of the publications are created with their own cameras (cell phone 
among others) 
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The rigour of the work resorts, 
among other things, to proofreading 
your communications; whether they 
are emails or posts on social media. 
As the proverb states: words fly 
away, writings remain...  
 
 
 
 
 

Every communication as a media to prioritize. If you choose 
the wrong media, your message might not correctly 
reach your interlocutor.  
 
For instance, a delicate situation implicates a player’s 
parent. It is preferable to use direct communication (phone 
or face to face meeting) rather than a message sent by 
email that might be open to interpretation.   
 
 
 

 
 
 

In the field of communications, it is highly advisable not 
to hide, voluntarily or not, information. The perception 
derived will never be positive for the organization at 
fault. It is better to favour transparency instead.  People 
will be more accommodating and understanding about 
your situation which will earn you points. 
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This point is closely related to the previous 
point. With the speed of today's news, fake 
news spreads at high speed. As a region and 
organization at the helm of minor hockey in 
your territory, you need to check the sources 
of the information published and shared on 
your platforms. Your organizational 
credibility  ensures that they will be welcomed 
as is.  
 
 

 
 
 

Concise and clear information is the most 
efficient. Avoid loosing yourself in long 
explanations. It will only bring confusion and 
you risk loosing the attention of your readers, 
and you might contradict yourself.  
 
 
 
 
 

Regularly and constantly update your platforms, 
especially your web site. This will create a habit of 
consultation for your members. In addition to 
strengthening their sense of community, you will 
increase their trust in your organization; a non-
negligible aspect desired by all.  
 

 
 
 

People are bombarded with messages and solicited 
from everywhere. They might get lost in this amount 
of information and your messages might  not to be 
read. It is recommended to share one or two news a 
day on your platforms. On the other hand, Twitter, for 
instance, allows to share several information 
and ,messages, in short intervals  
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Relations with the media, when they’re mastered can be a valuable ally. First and foremost, 
good relations rimes with respect; respect your local media and be aware of their reality.   
 

 

 

 

 Facilitate their work by sending in complete texts with a photo. 
 Quickly follow up on media requests, even if you don’t have the complete 

information.  
 

 

 

 

Before accepting an interview request, make sure that: 
 You have a message to deliver; 
 Your message is clear and concise; 
 You determine three key messages, when possible; 
 Stick to your three key messages. 

 
 
 
 

 Medias communicate with a large audience, non only members of the hockey 
community; 

 It is a way to attract new members et increase your membership. 
 
 
 
 

 Identify local media; 
 Draw up a list by including contact information, including an email address of the 

sports journalists or more generic journalists; 
 Regularly update your list.  
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Demonstrate empathy and solidarity 
 They’ll treat you the same way in return. 

 
 

Capitalize on these advantages 
 You know your issues better than anyone else; 
 Communicate your successes; 
 Put the spotlight on your members and volunteers. 

 
 

Know how to evaluate the risks 
Ask yourself these questions, and if the answer is not satisfying, you better not answer:  

 Is it a good idea to reply to an interview request?  
 Is this a win-win situation for your organization or for yourself?  

 
 

It is important to be transparent and coherent 
 Transparency is your best friend; 
 Sometimes, you won’t have all the details that the journalist asks for. You can mention 

it and add that once you gather all the information, you will get in touch to 
communicate it.  

 
 

Maintain a direct link with all the stakeholders 
 Your role is not to know everything;  
 Use your experts and those responsible of different matters within your organization. 
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The crisis management plan consists of four major concepts: 
 

1. Crisis management; 
2. Use of available regulations, documents and resources; 
3. Training and information channels to minor hockey associations; 
4. The implementation and use of web platforms and social networks. 

 
 
 
 

First, it is recommended: 
 

a. Form a standing committee in crisis management. It is important to find people who 
exercise judgment, professionalism and a high level of discretion; 

b. Establish an emergency communication channel (MHA, region, Hockey Québec) 
for any potential crisis report or request for advice and guidance; 

c. Maximize the efficiency of communication channels within the network; 
d. To appoint, if necessary, a spokesperson or a communication officer. 

 
 

Steps in case of a crisis 
  
Step 1  Take charge of the dossier; 
Step 2  Immediately inform Hockey Québec; 
Step 3  Identify the roles and responsibilities of everyone in the committee; 
Step 4  Inform your team members of the situation; 
Step 5  With the collaboration of Hockey Québec, dictate the communication strategy; 
Step 6  Inform various stakeholders (Federation, region, MHA) 
Step 7  Quickly gather all information related to the dossier; 
Step 8  Validate information with those responsible; 
Step 9  Define the issues related with the event; 
Step 10  Identify the various affected and concerned publics; 
Step 11 With your partners, draw up an action plan; 
Step 12  With your partners, define and draw up the different messages; 
Step 13  Mobilize resources for the implementation of the action plan and inform the 
  various stakeholders (Federation, region, MHA); 
Step 14  Inform the affected and concerned public and members; 
Step 15  Continuous assessment of the dossier. 
 
 
Depending on the matter at hand, all of these steps might not always be necessary or their 
order might differ  
 
IMPORTANT In crisis management, it is always imperative to that confidentiality is  
  maintained. 

1. CRISIS MANAGEMENT 
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 It is important to know and to use all the available specialized resources offered to Hockey 

Québec and its members. The committee must not hesitate to communicate with Hockey 
Québec to inquire about the different services offered by the provincial organization.  

 Legal counsel; 
 Expertise in the insurance sector; 
 Hockey Canada Programs; 
 Social services; 
 Etc. 

 
 A rigorous and effective application of the rules on the verification of criminal records is 

mandatory. Verification must be done for all coaches dealing with children and this 
includes contractors contracted by an association or organization; 

 
 Stakeholders must ensure optimal distribution and use of documents such as: 

 Protect our Children; 
 Safety Requires Teamwork & Safety for All 
 Other relevant documents dealing with abuse and harassment. 

 
 The stakeholders should promote to their members the use of the SPORT’AIDE platform. 

This organization’s mandate is to: 
1. Prevent and counter violence; 
2. Offer assistance and guidance; 
3. Offer assistance programs to victims of abuse and harassment. 
 

 
 

 
 
 
 

 
It is recommended that the region put in place some training and information plan for minor 
hockey associations. 
 
 The region should annually plan information sessions with its MHA; 
 The region should provide an information system and continuous training with its MHA; 
 The region should maximize the effectiveness of the communication channel within its 

territory. 
 
 
 
 

 
 The region must maximize the use of web platforms and social media; 
 Stakeholders must update their web platform to better meet the communication needs of 

the membership; 
 Stakeholders should not hesitate to use the specialized resources available to Hockey 

Québec, like the specialized service such as Spordle, which is available to the regions; 
 Stakeholders should modernize their communication methods according to the target 

audiences (e.g. short stimulating educational videos) to spread their different messages 
and promote existing tools (Region/Hockey Québec/Hockey Canada). 

2. REGULATIONS AND DOCUMENTS 

3. INFORMATION AND TRAINING OF MHA 

4. WEB PLATFORM AND SOCIAL MEDIA 
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For further information or for support, please contact Hockey 
Québec’s communications department: 

  
 Marie-Joël Desaulniers 
 Communications and regional support coordinator 
 E mjdesaulniers@hockey.qc.ca  
 P 514 252-3079, #4882 
 
 
 Patrick Marineau 
 Communications Director 
 E pmarineau@hockey.qc.ca 
 P 514 252-3079, #4877 

https://www.facebook.com/HockeyQuebecOfficielle/
https://www.instagram.com/hockey.quebec/
https://twitter.com/HockeyQuebec
https://www.youtube.com/user/VideoHockeyQuebec/
https://www.hockey.qc.ca/fr/index.html

