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I am going to be up front with you. My business card says I'm a media relations consultant, but
I'm really a journalist in disguise. Now, that's probably going to make some of you
uncomfortable. I've seen first hand how some of you feel about journalists. But even if journalists
aren't your favourite people, you can still work effectively with them. Journalists are there to be
as much a vehicle for your message as they are for those who oppose the nuclear industry.

Before I started to work as a media relations consultant, I spent more than 15 years as a journalist
and editor in newspapers, television and radio. I've taught journalism at Carleton University and I
worked in crisis communications for a number of industries. Most recently, 1 have been dealing
with the specific issues that face the nuclear industry.

Today, by thinking of myself as a journalist in disguise, 1 feel that I bring necessary insights and
perspectives from my life as a reporter to every media relations challenge 1 meet.

One of the things that I have learned over the years is that the difficulties we face in gaining public
acceptance and support are not restricted to our industry. Any industry that needs to make
precise, detailed descriptions and explanations faces the same pressures that we do.

Let me give you an example. Years ago, sitting in a coffee shop in the interior of British
Columbia, I noticed a senior officer of a large forestry company chatting to a group of local forest
workers. I was in the town to cover a large public meeting that had been sparked by the activities
of people opposed to logging on Vancouver Island, people often called "tree huggers." I'd been
trying to reach this senior officer for several weeks, wanting his comments on the stories I was
working on. But I had no luck reaching him either in person or by phone. When I started to
introduce myself, he interrupted me and said, "I know you. You're with CBC Radio. You're
always negative about our industry and especially about my company."

My instinctive response was to become angry. But instead, I turned it back to him. "I'm
frustrated, not negative," I said. "I can't get past your front desk. I keep calling your office, and I
get bounced from one department to another. You're the one I want to talk to, but I can't get
near you. I can't get past the first floor of the building, and believe me, I've tried."

"Next time, call me directly," he said, jotting his personal extension on his business card. Then we
sat down and he gave me a great interview. In fact, several people in my office congratulated me
for finally getting someone from the company to talk!

Even though I had my story, 1 tried calling the very next day. Just testing! Not only did he answer
his own phone, but he told me he had let staff know that when reporters called, he wanted to



know about it. We were both satisfied with the results. 1 had my story, and he got his company's
message across.

That's a reporter's job: to tell a balanced, fair story. Present all sides equally, and let the audience
decide. But it can be difficult to do. Reporters are often dismissed by those who are the first to
complain about media bias or injustice.

A reporter will write a story in one of two ways: with your input or without it. Obviously the best
way to get a shot at fair and accurate representation is with your input.

That's one of the reasons the Canadian Nuclear Association is focusing more attention on media
relations. The CNA recognizes it has a role to play in helping to change media opinion of our
industry. Although many member companies have public information or media relations
departments of their own, the communications committee of the CNA believes that a coordinated
media relations effort that involves all our members will be stronger and more effective than the
random efforts of each individual member.

When the CNA committed to tackling this problem head on, their communications committee
developed a strategy to build media rapport.

The strategy was developed because the CNA realized it lacked an authoritative, national "voice".

Why is it desirable to have a national "voice" for the industry? Because when issues arise in any
industry — particularly controversial or highly emotional issues or crises — reporters need to know
who to call for details and informed comment. To date, the nuclear industry doesn't have the
media voice that it could and should have.

Why doesn't it exist? The main reason is that media relations hasn't had priority perhaps it should
have in the communications strategies of our industry, individual companies, or the CNA.

What is the result of not having a strong, recognized spokesperson? Our industry is consistently
misrepresented, underrepresented or simply ignored when reporters cover nuclear stories. We
don't tend to make it into stories because reporters don't know to call us. And, similar to my
forestry industry official, the best, most informed interview subjects are frequently unavailable to
reporters.

It's time to recognize that public opinion, media opinion, and how we present ourselves to the
media are critical to the success and acceptance of our industry.

Let me emphasize here that this is not as difficult as it sounds! Recognizing that our industry has
media perception problems, knowing that solving those problems is going to benefit your
company and the industry as a whole, and being willing to work as partners with us to change
both media and industry attitude — that's nine tenths of the work!

The purpose of the CNA's media relations strategy is to complement existing strategies, and to
work together with individual companies to put our industry in a position of strength through



joint media relations planning. By building a strong national voice for the industry through the
CNA, benefits can accrue to the entire sector.

And, by working together, the CNA and its members can achieve greater media results than either
could on their own.

Strength is built through consistent, thoughtful positions on critical issues. Although the CNA and
its members will as a rule focus on different facets of an issue, the messages will be consistent.
Together, we can determine which issues should be targeted by the CNA. Together, we can agree
on and develop key themes and messages that will be reinforced by both the CNA and the
member firm.

An extremely important step is to begin monitoring events before they happen by setting up an
agenda of anticipated issues and events. That will allow us to plan media relations tactics that are
event or issue-specific.

Another important step is to work on the message and how we deliver it. It must be concise
enough to satisfy the scientific and technological expectations of the industry. At the same time,
the message has to be easily heard and received by the media and the public.

I know that as scientists and technologists, you are accustomed to dealing with peers who
understand nuclear science and industry terminology. But in terms of our audience, that
technology — let's face it, jargon — can get you into trouble.

Let me give you an example. Years ago, 1 did a training session on crisis communications for an
air crash investigation group. Part of the training session was setting up a mock news conference
where the senior investigator faced tough questions from intern reporters on the details of an
actual airplane crash. The senior investigator at one point told reporters that the airplane "stalled."

If you're like most people, you'll assume that means that the engines stopped and the plane fell
out of the sky. When the reporters came back with their stories, the first line of every single one
quoted the investigator as saying the plane crashed because the engines stopped. The investigator
was furious, because as far as he was concerned, that's not what he said at all. In technical jargon,
"stalling" has to do with airflow over the wings. It has nothing at all to do with the engines.

So, the story comes out, and it's blatantly wrong. What do you do? Backtracking, contacting each
reporter to explain and clarify your story is time consuming, embarrassing, and potentially creates
a whole new crisis. And there's no guarantee that your correction will be reported. The trick is to
be clear in the first place.

One of my jobs is to help our industry avoid media misconceptions, a long, slow process. My goal
is to help you to present our industry in the best possible light. But my background and
experience also help me to understand what reporters are seeing, the problems and obstacles they
face, and why. That's the journalist in disguise!



We need to recognize that reporters tend to view industry, government, and the so-called
establishment with a certain amount of cynicism, suspicion and skepticism, particularly when an
industry is caught in a reactive position, which tends to be the norm for our industry. We are
frequently reacting either to some critical situation, or else to accusations and allegations leveled
at us by industry detractors.

Add to that the fact that general reporters may not have the background knowledge and detail
that nuclear issues reporters have, and it makes it harder than ever for the industry message to be
understood.

It's also important to realize that your nuclear story may be just one of several stories a reporter is
covering on any given day. Most reporters have several deadlines in one day, often on different
subjects. It's in our best interest to help them out, to give them as much reliable information as we
can generate.

It's imperative that reporters get consistent, reliable information, that we make our messages clear
and concise, and that our industry experts are accessible.

The reporting of news is about the emotions and drama of the day. A good story is one that tugs
at the heartstrings of ordinary people. Too often, our industry dismisses the emotional side of a
nuclear story and, in fact, openly attacks those emotions. The result is that the nuclear industry is
viewed as foreign and distant.

Although adherence to scientific fact and objectivity are important elements of this industry, it
doesn't make for good copy, particularly when reporters can find plenty of emotional responses
and allegations among the anti-nuclear lobbies and the general public.

Take the tenth anniversary of the Chernobyl accident. We knew those who oppose nuclear would
use as much emotion and drama as they could to make their point that nuclear is a bad thing. And
because we had the CNA media strategy in place, we were ready.

The April 25 story about Pickering is a great example of the strategy at work. We used
cooperation, consultation, and emotions to our advantage. It started with a call from Ontario
Hydro to tell me that Greenpeace was planning a demonstration outside the Pickering plant. It
would be the usual message from Greenpeace, that nuclear isn't safe, that the Pickering plant
should be shut down, that another Chernobyl-type accident could happen here at any time.

We knew that Greenpeace would use its usual tactics ... a huge doomsday clock and dramatic
speeches, complete with masks and protective suits. All the elements, in other words, to make a
great story — good pictures for television and newspapers, and dramatic, well-timed sound for the
radio reports. The challenge for our industry, as always, was to get our message across without
being drawn into the melodrama.

I knew that Ontario Hydro would be covered by its own communications team. But I also knew
that it was not up to Hydro or anyone else to defend the whole nuclear industry. I called Gord
Brooks, who most of you know worked at AECL. (He's supposedly retired, but whenever I need



him, he's at the office.) He agreed to be there and to talk about CANDU and RBMK technology,
and about why a Chernobyl-type accident in Canada is nearly impossible. It didn't hurt that he
was one of the engineers who was on the ground floor for the design and construction of the
Pickering plant.

Another valuable resource was Peter Falconer, a Pickering employee and member of the Canadian
Nuclear Workers' Council. He, his wife and children live right next door to the plant. He was
there as an employee, but also as a husband, father, and responsible neighbour. He told reporters
there's no way he'd ever jeopardize the lives of his family or his community by working in an
environment he doesn't believe is safe.

It's exactly the kind of information reporters need and love. It has a human, emotional side, while
still sending a clear message on behalf of the nuclear industry.

Mr. Brooks got a lot of press that day, but Peter Falconer got even more!!

The result? Reporters now see a more human face on the nuclear industry. They know who the
CNA is. They know we are available for comment. And they know we will refer them to others
who will comment.

The importance of this cannot be underestimated.

Success stories like this are wonderful, a real boost for CNA and for the nuclear industry. But
they are incremental steps. We're still a long way from having the visibility we want in the media.
The process is long and sometimes difficult. But it has to begin with small steps, small successes,
gradual change.

How do we measure our progress? We measure by assessing whether reporters know who we
are, whether they trust our opinions, whether they call on us for informed opinion and comment.

We measure our success by the stability of our public image, and by whether the industry appears
to be working as a team — a team concerned about the issues that are important to the public.

We measure our success by what reporters say about us, and sometimes we measure success by
what they don't say.

Most importantly, we measure our success by assessing the change in thinking, attitude and
actions within our own industry, by refusing to see reporters and the media as our enemies, and by
making ourselves available as informed and responsible spokespersons.


