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Foreword

The Hampshire and Isle of Wight Local Resilience Forum (HIOW LRF) Major Incident Media Plan describes the multi-agency management structures in place to provide a co-ordinated response to the public and media in a major incident.  It replaces the Hampshire Major Incident Media Plan of May 2002.

The aim of any media response is to deliver accurate, clear and timely information and advice to the public so they feel confident, safe and well informed during emergencies and major incidents. 

The plan owner and author is the Chair of the LRF Warning and Informing Group. Amendments to the document should be sent to the Chair through the LRF Secretariat. 
The document is not protectively marked. It is published on the HIOW LRF pages of the National Resilience Extranet.

The Major Incident Media Plan is a generic capability plan required in accordance with the Civil Contingencies Act 2004. 
Glossary 

	Term or abbreviation
	Explanation

	Bronze
	Single agency operational level of management of an incident 

	Cat 1 responder
	Category 1 responder

· Those organisations at the core of the response to most incidents (emergency services, local authorities, Environment Agency, local health organisation) 

	Cat 2 responder
	Category 2 responder

· Co-operating organisations involved in the response to an incident (Health and Safety Executive, transport and utility companies) 

	CCA
	Civil Contingencies Act 2004

· Statutory framework for the delivery of civil protection

	COMAH
	Control of Major Accident Hazards regulations 

	DEFRA
	Department for Environment, Food and Rural Affairs 

	EA 
	Environment Agency

	Gold
	Single agency strategic level of management of an incident 

	GOSE
	Government Office of the South East

· Regional level of government for the south-east of England

	HIOW
	Hampshire and Isle of Wight 

· Geographical description based on police force area 

	HSE
	Health and Safety Executive

	ICP
	Incident Control Post

· Location close to the scene of an incident used to manage the co-ordination of the work on the scene

	Incident Officer
	The lead officer of each emergency service working at the scene

	NHS
	National Health Service

	HPA
	Health Protection Agency

	LRF
	Local Resilience Forum

· Principal mechanism for multi-agency co-operation between Category 1 and 2 responders

	MACR
	Major Accident Control Regulations (MOD sites) 

	MAHP
	Major Accident Hazard (Pipelines) regulations

	MCA
	Maritime and Coastguard Agency

	PCT
	Primary Care Trust

	PORTSAFE
	Off-site response plan dealing with accidental release of radiation from nuclear powered vessel

	REPPIR
	Radiation (Emergency Preparedness and Public Information) Regulations

	RCG
	Recovery Co-ordinating Group

· Sub-group of SCG

	SCG
	Strategic Co-ordinating Group

· Multi-agency group providing strategic direction in an incident 

	Silver
	Single agency tactical level of management in an incident 

	SOTONSAFE
	Off-site response plan dealing with accidental release of radiation from nuclear powered vessel

	STAC
	Scientific and Technical Advice Cell

· Sub-group of SCG

	TCG
	Tactical Co-ordinating Group

· Multi-agency group providing tactical management of an incident 


Amendment Record

	Amendment

Number
	Amendment Location
	Amendments
	Amendment Effective Date

	1
	Page 17 - 3.9
	Confirmation on how www.hantsprepared.gov.uk will be updated out of hours.
	15/08/08

	2
	Page 5
Distribution list
	Removed Hants and IOW Strategic Health Authority and North Hampshire Hospitals Trust as confirmed by Sara Tiller.
	15/08/08

	3
	Entire document
	Plan revised and put into new LRF policy template and labelled as Version 2.
	May 2010

	4
	Page 5 Distribution list
	Highways Agency added to Category 2 responders
	09/03/11

	5

	Entire document
	Updated using feedback from LRF Media Training and the Emergency Plans Group
	April 2011

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Distribution

The Major Incident Media Plan is distributed to the following organisations:

	Category 1 responders
	Category 2 responders

	Blue Lights

· Hampshire Constabulary

· Hampshire Fire and Rescue Service

· Isle of Wight Ambulance Service

· Maritime Coastguard Agency

· South Central Ambulance Service

Local authorities
· Basingstoke and Deane Borough Council

· East Hants District Council

· Eastleigh Borough Council

· Fareham Borough Council

· Gosport Borough Council

· Hampshire County Council

· Hart District Council

· Havant Borough Council

· Isle of Wight Council

· New Forest District Council

· Portsmouth City Council

· Rushmoor Borough Council

· Southampton City Council

· Test Valley Borough Council

· Winchester City Council
NHS
· Basingstoke and North Hampshire Hospital NHS Foundation Trust

· NHS Direct (Hampshire and IOW)

· NHS Hampshire

· NHS Isle of Wight

· NHS Portsmouth

· NHS Southampton

· Portsmouth Hospitals NHS Trust

· Southampton University Hospitals NHS Trust

· Hampshire Partnership NHS Foundation Trust

· Winchester and Eastleigh Healthcare NHS Trust

Defence
· 145 (South) Brigade

· Royal Navy

· Royal Air Force

Others

· Environment Agency
· Health Protection Agency
	Utilities
· Southern Gas Networks

· Southern Water

· Telecoms

Airports
· Southampton International Airport

· Farnborough Airport

Seaports

· ABP Southampton

Ferries
· Wightlink

· Red Funnel

Others

· Highways Agency
All other responders

· British Red Cross

· Salvation Army
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Section 1

Media response policy 

1.1 Introduction 

The Major Incident Media Plan describes the Hampshire and Isle of Wight’s Local Resilience Forum’s (HIOW LRF) public and media information response to major incidents and emergencies.   It is divided into four sections: 

· Section 1:  describes the media response policy for HIOW LRF

· Section 2:  outlines the key elements in managing information for the public     

· Section 3: describes the response and management arrangements for media handling in a major incident  

· Section 4:  summarises the training and exercising policy for this plan 

The plan is aimed at PR practitioners in the LRF, and LRF staff who have a command and control role in the response to a major incidents or emergency.

1.2
Aim and objectives of the plan  

The aim of the plan is to:

· Use all communications tools available to preserve life in a co-ordinated way
The objectives of the plan are:

· Outline multi-agency media command and control arrangements
· Outline multi-agency media management and co-ordination response to major incidents and emergencies through a media strategy     

· Outline key elements of public and media handling  

· Identify media roles and responsibilities 
1.3
Scope of the plan     

The Major Incident Media Plan sets out the generic principles and mechanisms for achieving a co-ordinated public and media response.  It is one element of an overall response package of LRF capability plans, and individual and multi-agency generic, site and specific hazard plans. 

The plan complements LRF and individual agency planning activities as in many cases (for example, site specific emergency plans) individual emergency plans will address the means to be used in particular circumstances.    

The HIOW LRF’s Strategic Response Framework for Emergencies describes the strategic management structures of the LRF and the content is not replicated in this document.  See the framework for the following topics: 

· Definition of an emergency 

· Definitions and activation process of multi-agency levels of command and co-ordination (Strategic, Tactical and Operational)

· Definitions of single agency levels of command and control (Gold, Silver Bronze) 

· HIOW LRF Category 1 and 2 responders

· Roles and responsibilities of agencies

· Management of the Strategic Co-ordinating Group  

Whilst the focus of the plan is the response to major incidents, the processes also apply in other disruptions where a co-ordinated response is required. The plan can be used to support incidents where formal command and co-ordination centres are established, and also where remote working, without the establishment of a formal command and co-ordination centre, is more appropriate, for example the Swine Flu Pandemic 2009/10.  

The responsibility for internal communications sits with each partner organisation. However, they must ensure they use key messages that are consistent with those being issued by the Media Cell.

For the purposes of the plan the term PR is used to describe press officers, communications officers, marketing officers and others with a role in public and media information management. 

Figure 1.1
Plan relationship diagram


 1.4
The importance of partnership and collaboration
There are a variety of ways of warning and informing the public about the risks in their community both in advance of emergencies and major incidents and when they occur.  

The critical element in the effective delivery of information to the public is the partnership established between the responder bodies involved. Emergency plans will set out which is the lead responder with responsibility for warning and informing the public in any particular circumstance. However, the lead responder is not expected to assume sole responsibility for the task and the LRF members are fully committed to collaboration as a partnership in fulfilling the role. 
In some circumstances there are agencies with responsibilities to warn and inform the public who are not Category 1 or Category 2 responders and members of the LRF. However, the plan recognises the primary concern of maintaining public safety and as a result establishes the following protocol:

All LRF agencies involved in the response to an emergency or major incident are committed to assisting in and agreeing upon a co-ordinated approach to warning, informing and advising the public about the incident through use of the media and other appropriate communications channels. 

LRF members who are not direct responders to an incident will, where resources permit, provide assistance and/or mutual aid to the public relations response team when requested to do so.

This document provides guidance on how that protocol can be put into effect.
1.5 
Communications and PR staff at all levels
It is vital that wherever public information is to be provided, or a significant response from the media can be expected from an incident, responding agencies should involve their Communications and PR staff at every level of the incident response. This may also be the case where incidents are of a scale that will not attract classification as an emergency or major incident as defined in this document.  Their presence will enable their expertise to be made available in shaping messages to the public and will allow them access to the information that is vital to an effective response. Indeed, if brought to bear at a sufficiently early stage, the communications work can assist in ensuring the incident does not become a ‘major incident’.

Major incidents and emergencies are managed through a three level system according to their scale. The Operational level will always be required and for major incidents the activity at the scene will be co-ordinated by a team of Incident Officers for each agency operating at the Tactical level. The Strategic level will be utilised when the scale of the incident requires wide area and long-term response beyond the scene. 

PR officers are an essential element of any response.  Incident Officers, Tactical and Strategic representatives are to ensure that PR staff attend all meetings, and are given access to relevant information as soon as it becomes available and clear direction on their freedom to use it.

1.6
Use of information 

There are two cardinal errors in the use of information: 

· Information or advice should not be released if it covers the area of responsibility of a partner organisation and has not been consulted upon. The release of inconsistent, inaccurate or ill-timed information can cause significant problems and damage confidence in the effectiveness of the response. 

· Similar damage can be caused by speculation about causes or future developments. Only factual information should be provided to avoid confusion.

Section 2

The public and emergencies
2.1
Audience types 
The Civil Contingencies Act guidance lists public audience types to be addressed in response to an emergency. 

Immediate survivors and those threatened by the incident

Survivors and those who need to take action to avoid further harm will be the priority in the first hour of the response. Individual plans may well have made other arrangements for communication with those groups but the media response will be of assistance to that process. 

The simple ‘Go in, Stay in, Tune in’ training message is certain to attract demands for more information. The challenge of the response will be to provide relevant, accurate and timely information in a co-ordinated fashion. Those leading the response to the emergency need to keep public information in mind as a priority among the many issues they have to deal with.

The local disrupted community

The media will respond quickly and will begin news gathering which can be used positively to inform those in the area who may be disrupted by the consequences of the emergency and subsequent clear up. For that group the local media can be particularly useful in disseminating information about disruption in the area and how the public can help. 

Friends and family

Those who have friends or family who may be affected are likely to be alerted by the national media. Providing as full a picture of what is happening and who is involved may serve to reduce their anxieties. 

The general public and the media

The general public and the media themselves also have to be considered. They will be looking for relevant, accurate and consistent information about the incident. It is also recognised that the public play an active role in media affairs during an emergency, providing eyewitness reaction, and increasingly material in the form of photographs, audio or video captured on domestic devices and camera phones. The technology means this can be rebroadcast by the media almost immediately, which sets a separate set of challenges.

The attitude of the media to the information provided to them can influence the short term handling and the long term impact of an emergency. A positive response from the media will do much to build public confidence, whilst a negative treatment will undermine an effective response.  

2.2
What information is needed and when 

The public NEEDS to know:
· basic details of the incident – what, where, when (and who, why and how if possible)

· to know the implications for health and welfare

· advice and guidance (e.g. stay indoors, symptoms, preparing for evacuation)

· reassurance (if necessary).

The public WANTS to know:
· other practical implications such as the effect on traffic and utility supplies

· a helpline number

· what is being done to resolve the situation?

Broadcasters will REQUIRE:
· well thought out and joined-up arrangements between the emergency services, local authority and other organisations, capable of providing agreed information at speed

· an immediate telephone contact

· a media rendezvous point at the scene.

2.3
Public communications timeline
There are several elements to a communications timeline:


Section 3

Management of the media response 

3.1
Action cards 

Communications and PR staff may find themselves in a variety of roles as part of the co-ordinated response team. Sometimes those roles may not be directly connected to the media. The roles are explored below: for more details see the Actions Cards at Annex A. The cards should be reproduced as laminated cards for inclusion in the ‘grab bag’ of equipment to have ready for such a deployment (see Annex B). 

3.2
The PR response 

The size and scale of events that are classified as emergencies or major incidents can vary, as can the response of both the public and the media to them. As a result it is not possible to provide specific guidance on the size of a public relations response team. Certain aspects, listed below, are likely to be necessary and can be staffed flexibly according to need:

· Provision of media advice at the scene

Where any incident is attracting media interest at the scene consideration needs to be given to informing PR staff of relevant agencies so that they can provide advice and response. Lead agencies need to give thought to the potential wider implications of an event so that all relevant agencies are informed. For example, an incident in one location may have an impact on traffic that causes major problems for other agencies some distance away.

Advice at the scene may be provided by one PR person acting as a media liaison officer. However, it may require a team of PR staff to provide advice and to establish a media point to which the media can be directed. Where practical that should be positioned so that the media can see the scene without disrupting the response of the emergency services and at which regular verbal briefings can be provided.

At or close to the scene the Incident Officers may establish an Incident Control Post to manage the tactical level. When they do, it is important that PR staff are present to advise the Incident Officers on all media and public information issues.

· Working with the media at an incident

At the majority of incidents, and if it is safe to do so, the media are likely to congregate at the location of the incident and you should therefore make arrangements for the media to be managed at the scene.  In this situation, you should identify an area near the scene to become a Media Liaison Point.  A communication person should be nominated to liaise between the media and the Lead Agency Incident Officer.  

With improvements in technology, the media no longer need to be provided with the same facilities as they would have done in the past, such as telephones and faxes. The media now use their own satellite trucks and can even use their mobile phones to undertake broadcasts. Therefore, we no longer recommend the setting up of media response centres and this has been removed from this plan. 

· Issuing information to the media

During a multi-agency emergency, it is essential that information issued to the media is coordinated by the agencies to avoid inaccuracies and confusion. This should be coordinated by the lead agency communications and media representative through the media cell.

It is the role of the Media Cell Manager to ensure messages are coordinated and joint statements issued at intervals throughout the incident. 

Agencies can issue information to the media on behalf of their organisation, but this information must be shared with the other agencies involved in the incident and logged by the Media Cell.

Statements and information issued by the Media Cell should be branded as the Local Resilience Forum, though most will be issued by email where branding is not required. Statements and information released by partner agencies should be branded as the relevant organisation.

Consideration should be given to issuing either a Press Release or an Emergency Broadcast. 
The line between what constitutes the need for an Emergency Broadcast and what is a Press Release is defined by the level of threat to life or property, the need to inform the wider general public of the threat and any urgent action that needs to be taken as a consequence.
An Emergency Broadcast should be used when there is an urgent need to inform a large section of the public of an incident and the action they need to take immediately, where the geographical area is such that a ground response by one or more of the Emergency Services would not cover the incident in the required time.

A Press Release for inclusion in a regular news bulletin is for matters of an informative nature, where although a serious incident may be on going, all necessary measures have already been taken to secure the safety of the public in the immediate area.
· Strategic Co-ordination Centre 

The Media Cell is an essential element of the Strategic Co-ordination Centre (SCC).  Usually the SCC is located at the Police Support HQ Netley. Multi-agency PR staff have two roles at the centre:

· The first role is to advise their own agency’s strategic representatives on media issues as they relate to that agency. 

· The second role is to form a Media Cell to action the decisions of the Strategic Co-ordinating Group (the executive level meeting of participating agencies) in relation to warning, informing and advising the public and response to the media.

It is vital that the PR group is led by an agreed senior individual (usually the police lead the co-ordination) and that person becomes an integral part of the SCG, as SCG Media Director. They will attend each meeting of the SCG both to remind the group lead executives from the responding agencies about media issues and the need to keep the public informed and to take from the meetings the decisions on those issues made by the SCG.

The SCG Media Director is likely to delegate some tasks to the Media Cell. One example might be the dissemination of information to staff at the responding organisations at all levels so that all involved are kept aware of what is being said to the public. 
· Setting up and managing a Media Cell at the Strategic Co-ordination Centre 

It is the role of the lead agency communications and media representative to set up and manage a media cell at the SCC. It is essential the Media Cell is established as quickly as possible to ensure consistency of information and to allocate roles for all communications representatives. 

The Media Cell needs one clear lead (Media Cell Manager) which would be from the lead agency of the incident and would be at a senior communications level in the organisation.

The other members of the Media Cell should be senior press officers from other key agencies involved in the incident.

One of the first jobs to be done is to develop a media strategy for the incident and supporting key messages. These need to be approved by the SCG to ensure they support the handling of the incident.

The SCG Media Director is responsible for attending SCG meetings to update on media and communications issues and to agree the key messages for release to the media. The SCG will set the tone and messages for information to be issued to the media but press releases do not need to be “authorised” by the SCG itself before release.  This should be done by the SCG Media Director or, in their absence, the Media Cell Manager or any other senior member of the Media Cell. 

Immediately following the SCG meetings, the SCG Media Director should arrange to brief the Media Cell Manager, who will then arrange to brief the rest of the Media Cell to inform them of the agreed key messages and lines for the media. These meetings should also be used for a brief update from all agencies and to allocate/reallocate tasks, as appropriate.

The Media Cell Manager is also responsible for keeping an accurate decision log with support from an administrative loggist.

For guidance on the set up of the SCC and the Media Cell, see Annex B. 

Multi-agency releases should be issued through the Media Cell by the lead agency. Agencies are still able to approve and release their own information to the media but should keep the Media Cell informed at all times.

· News conferences

Informal briefings at the scene and formal news conferences are important elements of the response to the need for public information. They provide an opportunity for agencies to explain in more detail what has happened, how they are trying to deal with the emergency and how the public or media can help.

An appropriate venue needs to be identified according to the scale and nature of the response to the incident. The Facilities Manager will be responsible for finding a suitable venue and ensure all arrangements are made for the news conference.  Media Cell staff should then facilitate the process of organising conferences in consultation with their own Strategic Commanders or Incident Officers. It is vital that appropriately skilled representatives of relevant agencies are prepared to act as spokespersons at the conferences

One of the roles of Media Cell staff will be to support those spokespersons, briefing them on the issues likely to be raised and managing the arrangements for the conference. Advice on planning and setting up news conferences is at Annex C. 

· Communications channels
There is a wide range of communications channels available across Hampshire and the Isle of Wight. They are detailed at Annex D and include channels that should be considered for long running incidents such as Swine Flu. 
3.3
Information about victims and next of kin

The media will be particularly interested in obtaining information about casualties and fatalities in a major incident or emergency. Providing prompt accurate information may help to allay public concerns about the incident. However, inaccurate information may serve to add to public distress. The need for a co-ordinated response to handling this information is of particular importance.

The police act for the Coroner in dealing with fatalities associated with major incidents and emergencies and will be the lead organisation for the handling of public information in relation to fatalities. If the number of those injured or killed makes it necessary, the police will open a Casualty Bureau. A specific number will be provided for concerned members of the public to call to enquire about individuals who may have been involved in the incident.

If timely information about the emergency is provided to the public through the media the pressure on the casualty bureau can be reduced. Examples of this are defining which train is involved in a railway incident to reduce anxieties about other travellers, or in an industrial accident if it can be said the casualties were all workers on site then the general public in the area will be less concerned.

Information on casualty numbers will come from hospitals, the ambulance service, the scene and from the casualty bureau. PR staff should seek to ensure the numbers are agreed by the co-ordinating group at Strategic or Tactical level depending on which level is leading the emergency response before they are released to the media. Apparent confusion over casualty numbers may undermine public confidence and has frequently been the subject of media criticism of the response organisations.

Names of victims and details of next of kin should not be released unless specific authority from the police or other lead agency has been obtained.
3.4
Keeping the public informed through partner agency websites

All LRF partner agencies have public websites that are regularly maintained and hold key information about their organisation and its role. During a major incident it is important that all agencies keep their website up-to-date with the emergency response and its development.

Key messages will be produced by the Media Cell and approved by the SCG Media Director. These will then be shared with each agency media lead so they can update their website accordingly.

3.5
Use of social media

The role of social media in an emergency is to complement existing communications channels and, as with all other information provided at such a time, should be used in tell the public what they NEED to know and what they WANT to know in an emergency, as well as during the recovery phase and beyond.

Effective social media use in an emergency can help to shape lasting perceptions of how an incident is handled by agencies. 
Guidance on how to use social media during an emergency is available in Annex E.
Section 4

Increasing understanding and usage of this plan
4.1
Training

PR officers are experienced in the skills required to produce media briefing papers, run conferences and disseminate information.  In many cases their exposure to the response to emergencies and major incidents is limited so regular training and exercise opportunities are required to enhance their understanding and effectiveness.  

It is also relevant for those agency representatives who will act as Incident Officers or spokespersons to be aware of the issues addressed in this plan and its content needs to form part of their major incident training.

It is the responsibility of all agencies to ensure all of their PR staff, and other staff likely to assist the PR function in a major emergency, are trained in the purpose and use of the plan. To support this, the LRF will offer multi-agency, bespoke training on a yearly basis that will aim to exercise the plan through table top exercises. The feedback from this training will be used to support the plan’s review process. 
Training will be augmented (but not replaced) through involvement of relevant staff in agency and LRF exercises. Participation will be arranged to test the plan and to afford as broad a cross section of staff as possible the experience of exercises.

The multi-agency, bespoke training process will be managed and reviewed by the Warning and Informing group, reporting to the Hampshire Communications Group (formerly the Hampshire PROs Forum) and the LRF Coordination Group.  This is to ensure it remains relevant, that all agencies are offered appropriate opportunities for training and that the plan is amended as necessary to reflect lessons learnt through exercising.

4.2 Exercises

The Civil Contingencies Act requires the plan to be validated through use in exercises.  A variety of opportunities will be provided through the programme of exercises established by the Hampshire and IOW LRF and it will be an expectation of the LRF that PR members of staff are involved in those exercises in sufficient numbers to realistically exercise the major incident media plan.  Additional exercises aimed at exercising this plan in isolation will also be arranged when necessary.  Exercises will not be used as an alternative to the awareness training in the use of the plan.

A full schedule of previous and future LRF exercises can be obtained through on the HIOW LRF National Resilience Extranet (NRE) or the HIOW LRF Training and Exercising Group.  
In the LRF area there is a variety of significant exercises which test ways of warning and informing the public and dealing with the media. Those include Solfire, Portsafe, Sotonsafe, Fosplan, Farnborough Airshow, Southampton Airport ‘Airex’ and others sufficient to ensure the plan can be regularly tested.  It is recognised that the organisers of each of those exercises will decide the level of ‘media play’ they wish to involve. However, the Forum will encourage ‘media play’ inclusion and respond positively to all requests to provide a team of players.
Exercises are intended to test the plan and it is essential that participation in an exercise is followed by a debriefing process to see what lessons can be learned. That debrief may be sufficiently achieved by the ‘host’ of the particular exercise. However, the Warning and Informing group will review the debrief process to consider the need to undertake further work. Lessons learnt from Exercises will be reviewed to see how they impact upon the plan. 

4.3
Plan review and updates
The communications representatives of Hampshire and IOW LRF have appointed a small multi-agency group of communications and media relations staff to keep the plan up-to-date. They will work, assisted by emergency planning staff as necessary, to monitor the debrief reports from exercises. The plan and the contacts list will be updated, as required, on a yearly basis. 

The plan will be fully reviewed and revised as detailed by CCA 2004 guidance when:

· A new risk assessment indicates the plan is out of date or a new risk identified

· Lessons learnt from experience or exercise indicates the plan is out of date

· A restructure (organisational or changes to other responders) or other changes to the organisation e.g. technical indicates the plan is out of date

· Changes in key personnel occur 

· Every three years from initial publication. 

Annex A

What to have in your ‘grab bag’
It is handy to have a bag ready that you can grab if you need to attend an emergency incident. This could include:

· Copy of the Major Incident Media Plan

· Laminated copies of action cards

· Mobile phones, batteries and chargers

· PR staff tabards, reflective jackets, appropriate clothing and footwear (spare/warm/showerproof)

· Digital camera

· Recording equipment

· Copies of pre-scripted press releases from emergency plans

· Laptop

· Media contacts lists

· Notebooks

· Maps of Hampshire and IOW
· Identification card

· Food (snacks like cereal bars, dried fruit etc)

· Water bottle

Annex B

Action cards

This annex contains six action cards for the following roles:

· Call out officer

· Lead agency media manager

· Media officer at the scene 

· Facilities manager

· Media Cell manager

· SCG media director

Media management relationship diagram:









Action Card 1

Call Out Officer 

	
	Tasks



	1
	Establish nature of incident and assess likely media interest

	2
	Seek early information from Incident Officer for public information

	3
	Check emergency plans for any pre-prepared press releases

	4
	Ensure early public safety information is published

	5
	Contact your own agency media manager


Action Card 2

Lead Agency Media Manager
	
	Tasks



	1
	Contact PR staff to go to the scene both to assist the lead agency Incident Officer and to deal with media at scene

	2
	Contact PR staff from other agencies likely to be affected to seek mutual aid and coordinated use of staff

	3
	Ensure own press office adequately staffed until PR response is established

	4
	Provide staff for SCG Media Cell if one is established

	5
	Take on role of Media Cell Manager or ensure agreed person is appointed


.

Action Card 3

Media Officer at the scene
	
	Tasks



	1
	Seek a briefing on the nature of the incident

	2
	Establish priority for information to the public

	3
	Take steps to get that information to the public through the media

	4
	Keep a record of what you are asked to say and what is said

	5
	Make contact with any other PR staff at scene

	6
	Seek to establish a media liaison point which if practicable: 

· provides a view of the scene

· has enough space for media and vehicles

· does not obstruct emergency response

· is easily identifiable

	7
	Advise your agency Incident officer on media issues

	8
	Report back to media cell on size of response

	9
	Arrange regular briefing of media at scene – with information agreed for release in coordinated response

	10
	Keep media cell aware of what has been agreed for release at the scene

	11
	Seek staff to assist in managing the media at the scene


Action Card 4

Facilities Manager

	
	Tasks



	1
	Find an appropriate venue for a news conference, in consultation with other agencies

	2
	Make all necessary logistical arrangements for the running of the news conference at the venue e.g. sourcing of tables, chairs. LRF branded back drops and name places are available

	3
	Make arrangements for media monitoring (eg through GNN etc)

	4
	Maintain general logistical and administrative support to all agencies

	5
	Maintain contact with Media Cell (if a Strategic Co-ordination Centre has been established) to ensure coordinated information dissemination


Action Card 5

Media Cell Manager

The role should be undertaken by a representative from the lead agency
	
	Tasks

	1
	Set up and management of the media cell, comprising of representatives from all agencies involved in the incident and present at the SCC

	2
	Ensure all agency communications and media representatives at the Media Cell are aware of your presence and where they can co-locate for co-ordinated work

	3
	At the beginning of establishing the Media Cell allocate and co-ordinate all agency roles giving consideration to roles that can be carried out by non-media specialists (such as runner, loggist, media monitor)
Roles to be allocated include:

· Media monitor

· Social media monitor 

· Runner

· Loggist

· Press release/statement writers

· Liaison point with Media Officer(s) at the scene(s)

	4
	Obtain information from SCG Media  Director and disseminate this information to communications representatives from all agencies in the media cell

	5
	Provide feedback information from the media cell to the SCG Media Director 

	6
	To provide a single point of contact for all information being released

	7
	Maintain a policy log in relation to public information and information issued to the media

	8
	Ensure adequate records are kept of enquiries received and information released

	9
	Ensure all levels of the operational response are kept informed of public information

	10
	Seek information on PR staff available/required

	11
	Ensure mutual aid needs are addressed

	12
	Consider long term staff needs

	13
	Consider welfare arrangements of participating staff 

	14
	Apply all other aspects of the Hampshire and Isle of Wight Local Resilience Forum Major Incident Media Plan


Action Card 6

SCG Media Director

The role should be undertaken by a senior communications representative from the lead agency. 

	
	Tasks

	1
	Develop a media strategy and key messages for the Media Cell to work to

	2
	Provide media advice and updates from monitoring to the SCG Chair and Group 

	3
	Attend all SCG meetings and ensure media issues are a standing agenda item

	4
	Immediately brief the Media Cell Manager on updates from the SCG meetings

	5
	Seek SCG policy on public information priorities at each meeting


. 

Annex C


Checklist for media briefings and news conferences
Preparation

General

· The Media Cell should agree with SCG which agencies should put forward spokespeople for the briefing/conference (normally falls to Police during the incident and local authority during recovery)

· Agree who your agency spokesperson will be. Decide on the level/seniority of that person according to the level of the incident

· Most senior officer (not from SCG) available from each organisation involved should be put forward at major emergency press conferences

· Each spokesperson should prepare a brief statement to read to the media at the briefing/conference to give an general update

· Ensure that all spokespeople have been updated on the latest media monitoring reports and any issues or inaccuracies arising from those reports.

· A lead spokesperson should be appointed to chair and field the questions to the most appropriate person on the ‘top table’ (most likely to be the lead communications responder)

· If willing and able, are there survivors or relatives to give an interview to help ease intrusion for others?  And a media officer and/or police family liaison officer to support them?

· Each agency must introduce themselves to each other and agree the areas that they will comment on and where they will sit

· Each agency to send Media Relations Officer to support spokesperson. All to carry ID passes. 

Facilities Manager

· Make sure LRF branding is used on the top table or as a backdrop to the table. Name cards should also be prepared for each of the spokespeople on the top table to include name, title and organisation 

· Make sure there is water on the top table

· If appropriate, request assistance with preparation and running of the conference from other agencies or support teams e.g. GNN, National News Coordination Centre

· Arrange security for the news conference and have one agency representative recording the names of the media that are in attendance and checking their identification.

· Choose a suitable venue for the news conference, with input from the Media Cell Manager

· Need large, undercover space, equipped with raised stage area, A top table or desk and microphones and be prepared to accommodate up to 200 media representatives and more in the initial briefings and available 24 hours

· Consider feeding, sanitation and parking (for satellite trucks too). Is there power and IT? 

· Space required for 1:1 interviews after the briefing. 
Media cell 

· Ensure the media are informed of the correct location and time for the news conference in plenty of time. Do not change the location or time at the last minute, if you have no choice to change it, ensure all media are informed

· Keep promises and avoid cancellation

· Hold briefings even if there’s not much to report. Ideally stick to a format – especially at the scene – such as 15 minutes past the hour, every hour

· Location of the conference will be determined by specific circumstances of the incident.  Liaison with the Media Cell should be undertaken to determine a suitable venue for briefing the media. Is it going to be close to the scene, but outside the cordon area, but not so far from the incident for media also wanting to record and report what is happening at the scene?

When?

Again, timing and frequency will depend on the longevity and seriousness of the incident but media will want timely, up to date and accurate information through regular briefings from senior officers of key responders  

How?

Media Cell

· Ensure the media are invited to the conference and are given correct timings and venue

· Have copies of news releases and fact sheets to hand out to media and make sure top table have them to refer to

· Distribute them electronically too and ensure they are posted on agency websites

· A Media Officer/member of Media Cell should welcome the media and introduce each spokesperson on the top table

· They should also manage the questions and requests for interview after the conference

· They should also inform the media of the length of the briefing/conference and ask each media representative to introduce themselves when they ask a question

· Finish the conference at the stated time and inform the media the time and venue of the next conference.

Facilities Manager

· Arrange and staff facilities for reception of media representatives. Keep a formal record of who attends

· The top table should be set up near an exit to the room, so the spokespeople do not have to walk through a room filled with cameras

· If possible, as backdrop should be set up behind the table, with LRF branding or where key helpline telephone numbers can be placed

· Arrange to stay by the entrance to the press conference to stop the media entering once the briefing/conference has started

What to say?

· Primary aim is to inform of the actions being taken to ensure public safety 

· Reference should be made to the multi-agency approach and if any plans are being followed, to give the public reassurance

· Key messages and lines should have been cleared by SCG to ensure consistency, avoid confusion and contradiction

· Detail may be scarce, but avoid unconfirmed details

· Concentrate on what’s known and what agencies are doing so that problems faced are understood

· Only comment on your own areas of knowledge, do not comment on behalf of other agencies

· Only the Police are responsible for confirming deaths, and no other agency
· Is there a public information point, hotline or website for the public to access further information? Have these details as a backdrop if possible, so they are on screen if filmed

· If you are running a briefing, rather than conference, a decision must be taken whether briefing is on or off camera

· Where possible, press conferences should be recorded and or filmed for future audit and disclosure purpose.
Annex D


Communications Channels
There is a wide range of communications channels available across Hampshire and the Isle of Wight. They include:
	Area
	Communications Channels

	Hampshire wide reach (owned by the group)
	· Local print and broadcast media

· BBC connecting in a Crisis
· Public helplines (both HCC and NHS Direct (through the Health Cell) can co-ordinate these being established)
· Local community newsletters

· All individual agency websites

· Hampshire Now – every household in HCC postcode area (March/July/November)

· HFRS stakeholder mailing list (approx 2000 people from throughout Hampshire)

· HFRS schools team – visits 95% of mainstream schools annually

· Public meetings – different agencies can quickly set these up

· Local Resilience Forum website (currently under development)

· HC3S, HCC’s school catering service, has a staff newsletter that goes out every 3 weeks to 1,600 school cooks

· Trading Standards organise Safe and Sound booklets, approx 20,000 distributed each year and reprinted every 6 months

· HCC Protecting Older Person's newsletter, approximately 1,000 a year in two editions 

· Through Project Integra, HCC links with the bin men who can put out notices (districts)

· HCC Environment have links with bus operators, particularly those doing the daily school runs

· HCC has network of contacts, emails or noticeboards in public buildings including schools, country parks, libraries, museums, art galleries, social services centres, children's and families teams, youth centres, residential care homes and nursing homes

· Hampshire Communications Group – email and mailing list for Communicators in majority of public service agencies in Hampshire

· Network of Community Wardens

· Noticeboards at 52 fire stations

· Bumper and door stickers for Environment Agency vehicles

· Environment agency can distribute leaflets to households, schools, offices and shops throughout Hampshire

· Environment agency holds exhibitions and 121 meetings with reps from local groups

· Neighbourhood watch network


	Hampshire wide mailing lists 
	· HCC has postcodes for all Hants residents – currently used to distribute door to door/walk sort/free newspapers

· HCC hold mailing lists for doctors surgeries/care homes/ citizens advice bureaux

· HFRS hold CERMIS database containing contact details for almost every business in Hampshire

· HCC Economic Development Office has many communications channels to get the message out to Hampshire businesses, either by e-mail or via the business portal on Hantsweb or for items with longer notice periods, by mailing to companies in the Hampshire Business Directory, which lists around 10,000 local firms 

· Trading Standards has an alert network of email addresses for Neighbourhood Watch Co-ordinators and a database of older persons groups 

· HCC email distribution lists for 78 elected councillors, Hampshire MPs

	Hampshire wide (not currently owned/ budgeted for)
	· Bus and bus shelter advertising

· Local radio/TV advertising 

· Cinema advertising 

	Isle of Wight
	· Loudhailers for Service vehicles 

· Boy Scouts 

· Neighbourhood Watch 

· Parish Councils 

· Police 

· Leaflet drop 

· Street Wardens 

· Police Community Liaison Officers 

· Meals on Wheels 

· Wightcare 

· Library Van 

	Southampton
	· SCC Economic Development Unit hold a database of small businesses in Southampton, which can be used for external mailings (through external mailing house)

· Unity 24 – radio station in Southampton which has open access for community hour discussions and emergency information. Will also provide translations of messages put out in Hindi and Urdu where required

· Local Neighbourhood Partnership meetings are having emergency planning presentations

· Public meeting

· SCC publication – City View 
· University and student publications 

	Portsmouth
	· Council website

· Facebook

· Twitter

· Local community magazine – Flagship (distributed to every household)


· Term Times - schools newspaper 

· House Talk newsletter
· Information for Voluntary and Community Organisations

· Notice boards:
· Day Care Centres

· Children's centres

· Family centres

· Area Housing Offices 
· Social Services Offices 
· Community Centre – notice boards 
· Churches – notices / notice boards 
· Libraries 
· Visitor Information Centres
· Housing blocks

· Housing block representatives
· Portsmouth Communicators Network 

· PCC Councillors (21) 

· Learning. Net (teachers resource) 

· Portsmouth Business Database (5,000 contact details) 1,000 e-mails 

· Accommodation Providers (32) 

· Safer Portsmouth Partnership 

· Local Strategic Partnership 

· 148 Voluntary and Community Organisations 

· University and student publications

	Gosport
	· Council website

· Council newsletter

· Tenant and Leaseholder newsletter

· Gosport businesses database

· Public notice boards

	Hart
	· Council website

· Public newspaper (twice yearly)

· Parish Council newsletter (two-monthly)

· Parish notice boards

· Online public newsletter

· Neighbourhood Watch co-ordinators

	Fareham
	· Council website

· Twitter

· Borough magazine (quarterly)

· Community Action Teams

· Ward Councillors

	Test Valley
	· Council website

· Twitter

· Test Valley News (six monthly)

· SMS messaging

	Internal audiences
	· Exchange magazine – all Hampshire firefighters and their families

· Internal mailing lists/all user email lists for all staff

· All individual agency intranets/staff areas on websites

· Emergency Planning website – accessible by all agencies, not the public

· Hantsnet – HCC staff intranet with approximately 10,000 users

· The Hog, HCC staff magazine goes to 29,000 staff every month, also available on-line

· PCC internal publication - Link 

· PCC Internal bulletins - Health, Housing and Social Care and to Schools 

· SCC – In View magazine

	Regional
	· South East Regional and National FirePRO network
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Use of Social Media in an Emergency
Role of Social Media 

The role of social media in an emergency is to complement existing communications channels and, as with all other information provided at such a time, should be used in tell the public what they NEED to know and what they WANT to know in an emergency, as well as during the recovery phase and beyond.

Effective social media use in an emergency can help to shape lasting perceptions of how an incident is handled by agencies. 

Why Use Social Media – Benefits

· Can provide timely, immediate information and updates as they happen to help people to help themselves.

· Can be accessed on mobile phones for people who cannot access other channels.

· Allows messages to be repeated to a wider audience. 

· Allows swift correction of misleading and incorrect information or quash rumour and speculation.

· By-passes the media as a messenger and traditional bulletin deadlines.

· Provides an alternative to a press release which may not be necessary for short updates and corrections.

· Answers questions the media may have overlooked.

· Creates two-way dialogue and encourages feedback. 

· Provides a mechanism to measure sentiment and collect intelligence of how the public/communities are thinking and feeling so as to better meet their needs. This information can also help to shape the multi-agency response in the longer-term, recovery phase.

· Highlighting gaps in communication so they can be addressed.

· Cheap and effective.
Why Use Social Media – Risks / Considerations 

· Needs proper resourcing to ensure that messages are consistent, timely and logged appropriately so that the Media Cell can be informed where necessary to enable any response or feedback (individual or multi-agency) if necessary.

· Social media should be monitored and be responsive as per other media channels in the SCC Media Cell.

· Have you built trust and credibility from your use of social media to date?

· Do you have a good following? Don’t wait for an emergency to start using social media as a communications tool.

How Should Social Media Be Used – Who Should Use it?

· All agencies involved in an emergency response should consider their use of social media as a communications channel, alongside their established methods. Social media is simply an additional tool.

What Messages Should Go Out Via Social Media?

· Agreed multi-agency messages.

· Each agency should use their own channels to disseminate their own information, as well as any multi-agency key messages as approved by the SCC Media Cell Manager.

· Messages to mobilise resources if necessary (i.e. check on vulnerable neighbours / stay indoors / diversion routes / rest centres ).

When Should Social Media Be Used?

· As with any communication, information and updates should be provided as and when necessary to inform, correct, or clarify as well as address rumour and speculation. 

· Agencies will need to operate within their own corporate policies on the use of social media within a responsible and managed environment. This will cover such issues as conduct, data protection, branding, the legal framework and third party endorsements.

Which Social Media Channels Should Be Used?

· Agencies should use their own established social media channels, to make use of the credibility and loyalty built from existing followers.  

· For the longer-term or in the recovery phase of an emergency, it may be desirable to create dedicated social media channels such as Facebook pages / blogs etc which provide virtual communities and can offer practical/emotional support as well as providing a means through which responding agencies can gauge wider opinion / community sentiment and shape their response accordingly.

Best Practice 

· Multi-agency partners to cross promote each others’ websites and feeds etc, and signpost with additional links.

· For large scale events, it may be desirable to agree a trend/tag for the incident for use among partner agencies to provide consistency, ease of reference for the public and assist media monitoring in the SCC Media Cell.

· Keep feeds up to date and signpost to latest multi-agency information / press releases.
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Public awareness


(pre-event)








Informing and educating the public about risks and preparedness  


This might be a general publicity campaign about a risk or specific advice required for a target audience (for example, statutory information for residents in REPPIR and COMAH site public information zones)   





Public warning


(at the time of an event or when one is likely)








Alerting by all appropriate means the members of a community whose immediate safety is at risk    





Informing and advising the public 


(during the event)








Providing relevant and timely information about the nature of the unfolding event  


immediate actions being taken by responders to minimise the risk to human or animal health and welfare, the environment or property  


actions taken by responders to assist the recovery of a community 


actions the public can take themselves to minimise the impact of an incident 


how further information can be obtained





Major incident plans  








Organisational plans 





SCC /TCG Manuals of Guidance 





Adverse Weather Office procedures 





Community Risk Register





Humanitarian Assistance Guidance 





Community Recovery Plan 





Major Incident Media Plan








HIOW LRF Strategic Response Framework for Emergencies  








LRF plans and guidance  





LRF strategic response document 





Media Cell


All agencies communications representatives (police, fire, ambulance, authorities, environment agency etc)





Media Officer(s)


at the scene 





Facilities Manager





Lead Agency Media Manager (Tactical)





 Media Cell Manager 


(usually the lead agency)


Develops and manages implementation of the media strategy agreed by SCG using key messages provided by Media Director


Provides updates and issues for SCG resolution to Media Director


Can approve Media Cell press releases/statements on behalf of the Media Director





SCG Media Director


(Lead agency)


Media Cell representative at SCG





Approves Media Cell press releases/statements on behalf of SCG


























Media Officer(s)


in SCG Agency Cells 





Op GRIDLOCK  





Pandemic flu plan  





Operational and service plans  





Hazard and site plans   





Utilities response   





Providing information about the end of the incident and return to normal arrangements


supporting the implementation of the recovery (as detailed in section 6.3 of the LRF Recovery Plan)





Recovery period 


(immediately and long term 


post event)
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