Session No. 18

Course Title: Crisis and Risk Communications
Session 18: Crisis Communications Audiences
Time: 2.5 hours

Objectives: (See Slide 18-2)
18.1
Identify four critical audiences targeted for crisis communications.

18.2
Discuss crisis communications with the general public.
18.3
Discuss communicating is a crisis with elected officials and community leaders.
18.4
Discuss communicating with partners and stakeholders during a crisis.
18.5
Discuss communicating with the media in a crisis.
Scope:

During this session, the instructor will identify four important audiences targeted for communications in a crisis – the general public; elected officials and community officials; partners and stakeholders; and, the media. The instructor will lead discussions on what it takes for emergency officials to communicate and work together with these five primary audiences.  The instructor is encouraged to allow 5 to 10 minutes at the end of the session to complete the modified experiential learning cycle through class discussion for the material covered in this session.


Readings: 

Student Reading:

Chapter 5 – Disaster Communications Audiences. Haddow, George and Kim Haddow. 2008. Disaster Communications in a Changing Media World. Butterworth Heinemann. Burlington, MA. November 2008. (ISBN 978-185615548)
Instructor Reading:

Chapter 5 – Disaster Communications Audiences. Haddow, George and Kim Haddow. 2008. Disaster Communications in a Changing Media World. Butterworth Heinemann. Burlington, MA. November 2008. (ISBN 978-185615548)

General Requirements:

Provide lectures on the module content, and facilitate class discussions that expand upon the course content using the personal knowledge and experience of the instructor and students.

Objective 18.1: Identify four critical audiences targeted for crisis communications.
Requirements:

Identify four critical audiences targeted for crisis communications including the general public; elected officials and community leaders, partners and stakeholders and the media. 
Remarks:

I. One of the principle purposes of disaster communications is to get individuals and communities to take action.  (See Slide 18-3)
II. Hazard mitigation and preparedness communications focus on promoting actions that individuals and communities can take to reduce the impacts of future disasters and to be ready when the next disaster strikes.  

III. Communications during disaster response provide critical information that individuals and communities can use to take action to survive the disaster and access relief assistance.  

IV. In the recovery phase of a disaster, communications focus on informing individuals and communities of the types of recovery assistance is available from a variety of government, non-governmental and private sector sources to help rebuild their lives and infrastructure.

V. There are several Basic Audiences that must be reached in order to be successful in communicating across the four phase of emergency management – mitigation, preparedness, response and recovery.  (See Slide 18-4) 

VI. These Basic emergency management audiences include the following:

A. General public. The largest audience of which there are many subgroups, such as the elderly, the disabled, minority, low income, youth, and so on, and all are potential customers.
B. Disaster victims. Those individuals affected by a specific disaster event.

C. Elected officials. Governors, mayors, county executives, state legislators, and members of Congress.

D. Community officials. City/county managers, public works, department heads.

E. First responders. Police, fire, and emergency medical services.

F. Volunteer groups. American Red Cross, Salvation Army, the NVOADs, and so on that are critical to first response to an event.
G. Business community. Often ignored by emergency managers but critical to disaster recovery, preparedness, and mitigation activities.

H. Media. An audience and a partner critical to effectively communicating with the public.
VII. There are four primary audiences for crisis communications: (See Slide 18-5) 

A. The General Public

B. Elected Officials and Community Leaders

C. Partners and Stakeholders

D. The Media

VIII. The General Public (See Slide 18-6)
A. The General Public audience which is comprised of wide array of sub-sets including: 
1. Individuals with cognitive and physical disabilities

2. Individuals with functional and access needs

3. Children

4. Residents in disadvantaged neighborhoods

5. Tourists and visitors

6. Homeowners

7. Families without cars, etc.  
8. Ask the students: Identify additional sub-groups within the General Public audience that emergency managers should be communicating with during a crisis.

B. The bulk of disaster communications is focused on reaching the public and helping the public take the correct action during all four emergency management phases.  
C. It should be noted that with the advent of the “new media” this critical audience is starting to collect and exchange their own information and act on that information as they see fit.

IX. Elected Officials and Community Leaders (See Slide 18-7)
A. Elected officials and community leaders serve both as a critical audience for disaster information but also as communicators of disaster-related information to their constituencies.  
B. They are positioned to both provide information to emergency officials concerning their constituents and are trusted leaders in their communities who the public trusts and will turn to in a disaster.   
X. Partners and Stakeholders (See Slide 18-8)

A. Partners and Stakeholders include:

1. First responders

2. Voluntary agencies

3. Community groups

4. Non-governmental organizations

5. The business community

6. Others

7. Ask the students: Identify additional partners and stakeholders that emergency managers must communicate with during a crisis.

B. These groups can also be a valuable source of information and a distributor of information to their customers and the community.  
XI. The Media (See Slide 18-9)

A. Historically, the media has told the disaster story using a variety of sources including the government emergency management agencies.  
B. The emergence of the “new media”  has created a cadre of ordinary citizens as first informers providing first hand accounts of conditions where they live in real time.  
C. The “new media’ must also be enlisted in getting information back out from emergency officials to local populations through their networks and contacts.

D. Ask the students:  Identify current traditional and new media outlets in their community? (These media outlets have been identified and discussed in previous course sessions.)

XII. Summary

A. Communicating with these four primary audiences – public, elected officials and community leaders, partners and stakeholders and the media – is no longer a one-way street for emergency officials.  
B. It is now a cooperative venture that will require new skills, protocols and technologies to be employed to design, build and maintain effective disaster communications.
C. This session examines what it takes for emergency officials to communicate and work together with these four primary audiences.
D. Ask the students: What do the four primary audience groups have in common during a crisis?  How are they different?

Supplemental Considerations:
FEMA’s National Incident Management System (NIMS) core document published in December 2008 identifies the various audiences that must be considered when communicating in a crisis.  Presented below are tow excerpts from the NIMS document concerning crisis communications audiences. 

Preface

HSPD–5 requires all Federal departments and agencies to adopt NIMS and to use it in their individual incident management programs and activities, as well as in support of all actions taken to assist State, tribal, and local governments. The directive requires Federal departments and agencies to make adoption of NIMS by State, tribal, and local organizations a condition for Federal preparedness assistance (through grants, contracts, and other activities). NIMS recognizes the role that NGOs and the private sector have in preparedness and activities to prevent, protect against, respond to, recover from, and mitigate the effects of incidents.
Component IV: Command and Management

Public Information
Public Information consists of the processes, procedures, and systems to communicate timely, accurate, and accessible information on the incident’s cause, size, and current situation to the public, responders, and additional stakeholders (both directly affected and indirectly affected). Public information must be coordinated and integrated across jurisdictions, agencies, and organizations; among Federal, State, tribal, and local governments; and with NGOs and the private sector. Well-developed public information, education strategies, and communications plans help to ensure that lifesaving measures, evacuation routes, threat and alert systems, and other public safety information are coordinated and communicated to numerous audiences in a timely, consistent manner.
SOURCE: FEMA: NIMS Resource Center - http://www.fema.gov/pdf/emergency/nims/NIMS_core.pdf

Objective 18.2: Discuss crisis communications with the general public.
Requirements: 
Lead a discussion focused on crisis communications with the General Public and how emergency managers have traditionally communicated with the public in a crisis.  The discussion will examine how the traditional communication strategy is changing with the advent of “new media” and the changing role of the General Public in collecting and disseminating crisis information and messages.
Remarks:
I. Traditional communications with the public has been done almost exclusively through the media – television (Including cable 24-7 news channels), radio and newspapers.  (See Slide 18-10)
A. During the disaster response and recovery phases these media outlets rely primarily on the emergency officials for information, access to the disaster site and progress reports on government and non-government programs.  
B. These same media outlets are used by emergency officials to communicate preparedness and hazard mitigation messages and to urge the public to act on warning and alert notices.  
C. These traditional media outlets are the principle dispensers of government disaster-related information because they reached the largest percentage of the population and could be trusted to get the information right if they worked in partnership with emergency officials.
D. Ask the students: How often do you watch cable news channels such as CNN, MSNBC and Fox News?  Do you watch these channels more just, before, during and after a disaster event occurs?  Are you more likely to read a newspaper or listen to the radio just before, during or after a disaster event occurs?
II. In the 1990s, the Internet arrived and was quickly adapted to provide both timely and detailed information.  (See Slide 18-11)
A. Recent disasters – the 2004 Asian Tsunami, 2005 Hurricane Katrina, the 2007 London bombings, the 2008 Cyclone Nargis in Myanmar (Burma), the 2008 Sichuan earthquake in China and 2011 Joplin. MO tornado and Hurricane Irene – have seen the ‘new media” come to the front and in many ways surpass the traditional media outlets in terms of timely reporting of conditions that provided the public and government agencies with valuable information concerning response operations.  
B. Ask the students: Are you more likely to get news of an impending disaster or that a disaster has just occurred from traditional media or from a new media outlet?  Name the specific traditional or new media outlets you get your disaster news from.
III. The traditional media has taken notice of the “new media” and in many cases have adopted it as part of their regular reporting especially during disasters. (See Supplemental Considerations)  

IV. In effect, the audience comprised of the General Public and individual disaster victims have become key players in the collection of disaster information. (See Table 18-12)
A. Emergency officials must design information collection programs and protocols that are equipped to accept this valuable information before, during and after a disaster strikes.  
B. In addition, emergency officials must be ready to share disaster information with these first informers so that the first reporters can distribute this information to their networks via cell phone, email, text messages, and Internet bulletin boards.  
C. In working with the public and individual disaster victims, emergency officials must now create and sustain a two-way communications system that maximizes the information collection and distribution capabilities of the new media these audiences employ.
D. Ask the students: In their everyday use of social media, do they both receive and distribute information from friends, family and other sources?  How does this form of two-way communications work and how often do they engage in this activity?
V. Such a two-way communication system must also be established working with community-based groups that operate primarily in low-to-moderate income neighborhoods and with disadvantaged populations.  
A. This sub-set of the public may not have easy access to the web-based communications technologies of the new media.  
B. These populations may also have trust issues with government officials including first responders such as police and fire officials.  
C. Before, during and after a disaster strikes, these populations may be more inclined to listen to and act on the advice of trusted community leaders.  
D. Emergency officials must work with community-based groups to establish neighborhood communications networks that facilitate communications from emergency officials to neighborhood residents via trusted community leaders.  
E. These neighborhood communication networks would be designed to collect and transmit real time information from trusted community-leaders to emergency officials.  
F. This two-way communications system will not only be used in the response and recovery phases of a disaster but also to spread hazard mitigation and preparedness messages among community members and to prompt action by residents and community groups take actions designed to reduce the impacts of future disasters and to be ready when the next disaster strikes.
G. Ask the students: Whom do they trust to provide accurate information about their neighborhood and community?
VI. A significant percentage of the public and individual disaster victims will be members of Special Needs Populations. (See Slide 18-14)
A. FEMA’s National Response Framework defines Special Needs Population as those populations whose members may have additional needs before, during, and after an incident in functional areas, including but not limited to: maintaining independence, communication, transportation, supervision, and medical care.

B. Individuals in need of additional response assistance may include those: (See Slide 18-15)
1. With various disabilities

2. Who live in institutionalized settings
3. Who are elderly
4. Who are from diverse cultures

5. With limited English proficiency or who are non-English speaking
6. Children 

7. Who are transportation disadvantaged
Source: FEMA: National Response Framework (NRF) Resource Center, http://www.fema.gov/emergency/nrf/glossary.htm#S
VII. Communicating with individuals in these groups offers many challenges for emergency officials.  
A. Recognizing this challenge and taking steps to meet it are the first steps in designing and implementing a communications strategy that effectively communicates messages to members of these groups before, during and after a disaster strikes.  
B. Attention must be placed on how disaster messages are crafted and delivered to these groups in consideration of the existing communications barriers.  
C. Some of these populations are comfortable with the new media (i.e. children) and some have limited, if growing experience, with the Internet, etc (i.e. elderly, non-English speaking, members of diverse cultures).  
D. Emergency officials must appreciate how best to craft their disaster messages to these groups including use of translators and translated materials. (See Supplemental Considerations) 
E. Emergency officials must determine the best mechanisms for communicating with these special needs populations using a combination of traditional and new media and neighborhood-based communications networks.
F. Ask the students: Describe your experience in communicating with an individual with functional needs such as a person with cognitive disabilities, hearing loss or blind?
VIII. Since Hurricane Katrina there has been growing interest in serving Special Needs Populations and professionals working in government, the non-profit, voluntary and private sectors have begun to work together to address the basic needs of these populations in disasters.  

IX. The Resources Section at the back of your textbook contains information on websites, guides and research papers concerning communicating disaster messages to special needs populations.


Supplemental Considerations:

Other Voices: Jane Bullock

Talking to Children about Hazards: The Sesame Street Get Ready and Fire Safety Projects

In 1969 a new experiment in children’s television debuted called Sesame Street.  Sesame Street was the product of the Children’s Television Workshop (CTW), a group of visionary individuals led by Joan Ganz Cooney who recognized the need for a new approach to children’s television.  The goal of the program was to focus on the underserved population of children aged two to five living in low income to poverty level households.  These children needed help to learn cognitive and social skills before entering school and it was felt that education which is accessible to rich and poor alike could play a major role in reducing the gap between low-income children and their counterparts in the middle class. To make this programming effective, Sesame Street created one of the most rigorous research, message development, product testing, artistic and evaluative processes to reach their audience.  By all accounts, it has been extremely effective.  

Which was why, in 1979, the U.S. Fire Administration (USFA) reached out to CTW and Sesame Street in reaction to statistics that indicated a significant increase in fire-related children death and injury rates.  The Sesame Street audience was extremely vulnerable to fire threats in their homes; children were prone to play with matches and lighters and often would hide from firefighters entering the home because they looked so foreign in their fire suits.  CTW began an aggressive project to identify what messages would work best for the preschool age and primary school aged children and which medium worked best to communicate them.  One classic example of the CTW treatment is Drop, Stop and Roll, teaching children what to do if their clothes are on fire.  Through song, skits and puppet acting, children learned a critical principle of personal fire safety that is now practiced in day care and schools throughout the world. A hallmark of all of the CTW materials are creative songs, coloring books, simple games and excellent teacher and caregiver aids to help deliver the materials in a non-threatening and educational way.

Building on the success of the Fire Safety Project, in the 1980’s, the Federal Emergency Management Agency (FEMA), which the USFA became part of in 1979, was extremely interested in reaching out to children to help them understand other natural disasters and how they could be impacted by them, and what they could do to be prepared for hurricanes, earthquakes and floods.  A collateral interest was to see if children could bring the messages home to their parents to influence the adults to take an action, such as make a family plan or an emergency kit, or tie down their water heaters to achieve a greater level of preparedness and mitigation in their homes and communities.

Working with the CTW staff and research process, it became clear that the word “preparedness” wasn’t going to work and we needed to find something simpler and more understandable.  Out of their exhaustive process came the Big Bird Get Ready Series which built upon the common childhood idea of Get Ready, Get Set, and Go.
Starting with hurricanes, a Big Bird Get Ready Kit and supporting materials were researched, designed, and extensively pilot tested.  These kits were geared toward a slightly older audience of 5-12 years of age and could include concepts such as weather and science, watch and warning, etc as part of the education.  Each kit included an informational brochure of three parts: 1) Get Ready: examples included what does the hazard mean, and how to Get Ready by knowing where to go, knowing what to do in an earthquake, identifying high ground place near a house in a flood, having an evacuation route and a Family Safety Kit; 2) Get Set:  examples included know what is watch and warning, stay tuned to local radio and television, pick inside and outside safety spots near your home; and 3) Go to Safety examples included locating the nearest shelter, dealing with earthquake aftershocks, staying away from swollen streams.  

The brochure was specifically designed to be like a small book and one side was in English and the other in Spanish.  It took CTW almost six months to research the most widely accepted Spanish dialect to be used for the translation. The other two main components of the kit were a board game and a cassette of songs and stories.  At this age level, CTW found that more complex activities such as board games and card games were most effective and an excellent way to reinforce messages and deliver information. A key to these kits was still the cassettes which included stories and creative songs that were written for each hazard.  

Hurricane Blues, Beat the Quake and Get out of the Water were original songs designed in different musical styles popular in the 1980’s and designed to be played in classrooms, caregivers operations, and daycare and after care centers, churches, businesses, and even in family cars. While Big Bird was an anchor to the series, other Sesame Street characters such as Bert and Ernie, Oscar the Grouch, the Cookie Monster and the Count played starring rolls.  In the last kit produced, Get Ready for Floods, a special section was added on how to best talk to children about dealing with a disaster.  After the devastation caused by Hurricane Andrew, CTW staff and characters went to the shelters around Homestead and worked with the children using the Get Ready for Hurricanes materials and the songs and stories on the Hurricane Blues cassettes.

A special outgrowth of the Get Ready project was a Sesame Street episode that dealt with Bert and Ernie going through a hurricane disaster on Sesame Street.  Originally developed and shown in the early 90’s a newer story version was developed as recently as 2004 after the series of four hurricanes swept through Florida.

The kits were a huge success and demand outstripped FEMA’s ability to produce them in color and some private sector funding was made available but FEMA was never able to keep up with the demand.  While the program was never officially evaluated, it was recognized by professional teaching organizations, child welfare groups, and the Congress. The key to the success was the CTW process of intensive research and then intensive product testing on the audience.  The songs Hurricane Blues and Beat the Quake were tested with over 15 different children audiences as were the board and card games. 

The other key was CTW’s knowledge of their audience.  Disasters, disproportionately impact low-income families because of where they must live and the type of housing they live in, and CTW knew how best to reach them. They produced well-researched and credible messages, delivered by figures in Big Bird, Bert & Ernie, Oscar, et al that children, parents and caregivers trusted and made those messages educational, practical and fun.  And they saved lives.  In the aftermath of the Loma Prieta earthquake in 1989, finding safety spots included in the Get Ready for Earthquake Kit became a standard school practice. 

Jane Bullock is the former Chief of Staff to FEMA Director James L. Witt and a Principal in Bullock & Haddow LLC, a Washington, DC-based disaster management consulting firm.


Objective 18.3: Discuss communicating is a crisis with elected officials and community leaders. (See Slide 18-17)
Requirements:
Communicating with elected officials and community leaders is critical in a crisis. This discussion will focus on the role these officials play in crisis communications and their information requirements.
Remarks:
I. Elected Officials and Community Leaders (See Slide 18-18)
a. Elected officials and community leaders play significant roles in all phases of emergency management and in both receiving and delivering disaster messages.  

b. It is vitally important that emergency officials keep those elected officials in their jurisdiction informed before, during and after a disaster strikes.  

c. Elected officials and community leaders can serve as credible spokespeople in communicating with the public, partners and stakeholders and with the media.  

d. This is true with communications efforts in the response and recovery phases and in promoting hazard mitigation and preparedness programs and activities.

e. Ask the students: Make a list of elected officials and community leader sin your community that you think should be included by emergency managers in this audience.

II. Information Requirements (See Slide 18-19)
a. Local elected officials and community leaders should receive regular briefings and updates during disaster response on: 

i. Conditions in the disaster site

ii. Status of evacuees

iii. Number of dead and injured

iv. Impact of the disaster on community infrastructure and environmental resources  

b. Ask the students: What other disaster-related information should elected officials and community leaders be briefed on during a crisis?

c. They also need to keep abreast of all response actions by government, non-governmental, voluntary and private sector responders.  
d. A specific level of detail will required in these briefings as these leaders will make decisions on use of community resources and if necessary, appealing for state and Federal disaster assistance.

III. Applying for Federal Assistance (See Slide 18-20)
a. State officials, particularly the Governor, also require detailed information about disaster impact and response conditions.  
b. Only the Governor can request a Presidential disaster declaration that results in provision of Federal disaster assistance to individuals and communities.  
c. Members of Congress are an important group to keep informed as they will work with their colleagues to secure Federal assistance once a Presidential declaration has been made especially in catastrophic disasters such as Hurricane Katrina and the Northridge Earthquake.  

d. Ask the students: Review the roles of local, state and Federal officials in the Presidential declaration process.  

i. Local officials request assistance from the state when local resources are overwhelmed;

ii. State officials inform the Governor when state resources are overwhelmed;

iii. Governor makes a request from the President for a Major Disaster declaration;

iv. FEMA Regional and HQ units review Governor’s request and send the request and their recommendation to the President;

v. President makes the final decision to make a declaration or turndown the Governor’s request;

vi. Governor can appeal a turndown. 
IV. Official Visits to the Disaster Site (See Slide 18-21)

a. At some point in time, any number of, local, state and Federal officials will want to visit the disaster area.  
b. This is a valuable communications mechanism, as these political leaders will bring the media with them to the site.  
c. Appropriate staff and support resources should be allocated at all level of governments to support keeping elected officials and community leaders informed.

d. Ask the students:  Have they ever seen on television an elected official(s) visiting a disaster site?  Who was the elected official(s)? How was the visit presented in the media?

V. Staff Resources (See Slide 18-22)

a. It should be noted staff from the offices of elected officials and community leaders are a valuable source of information on conditions in their jurisdictions.

b. Emergency officials should seek to create a relationship with these staff to facilitate the exchange of information.  
c. Additionally, these staff may include communications specialists who could be made available, on request, to assist with communications efforts.
VI. Spokespeople (See Slide 18-23)
a. Well-informed elected officials and community leaders can make credible and confident spokespersons for communicating information to the public and the media.  
b. These officials are often media savvy and well spoken and understand the requirements for delivering a consistent message in a compassionate manner.  
c. Involvement in hazard mitigation and preparedness communications programs during non-disaster periods provides opportunities for these officials to learn more about disasters and to become comfortable talking about disaster issues.
d. Ask the students: List those elected officials that you saw on television or heard on the radio and read about in the newspaper briefing the media before, during and after a crisis.

VII. Community Leaders (See Slide 18-24)
a. Local community leaders will play major roles in conveying disaster information through neighborhood communications networks.  
b. These leaders will also be well acquainted with hazard mitigation and preparedness messages and issues.  
c. In disaster response they should serve a dual purpose of delivering disaster response information to their constituents and collecting disaster impact information in their neighborhoods and communicating this information to emergency officials.

d. Ask the students: Have they ever received information concerning a disaster from a trusted community leader? If yes, what organization did this person represent?


Objective 18.4: Discuss communicating with partners and stakeholders during a crisis.
Requirements:

The instructor will lead a discussion focused on those partners and stakeholders that emergency managers must communicate with during a crisis.
Remarks:
I. There are any number of partners and stakeholders in all phases of emergency management who should be part of an effective communications operation including: (See Table 18-25)
a. Other government emergency management organizations

i. State emergency management agencies

ii. Local emergency management agencies

iii. Regional agencies involved in emergency management such as Council of Governments (COGs)
b. Voluntary Agencies – VOADs

c. Non-Governmental Organizations (NGOs)

d. Business sector

e. First Responders

f. Volunteers and service providers

g. Ask the students: Name those government, volunteer, non-governmental and private sector organizations in their community that are involved in emergency management.

II. These partners and stakeholders are included in NIMS and ICS and can be sources of information and messengers delivering information to the public and other partners and stakeholders.  (See Slide 18-26)
III. Leaders from these organizations should be routinely briefed and updated on disaster conditions in disaster response and brought in at the beginning of the formulation of hazard mitigation and preparedness programs.  
IV. Protocols should be developed to ensure that this audience is well informed and that information collected by this audience is secured and processed.
V. Ask the students: How can local emergency managers keep their partners and stakeholders informed during a crisis?  Potential answers: regular briefings and updates, inclusion in communications planning meetings and establish mechanisms  (i.e. ListServs, Facebook, bulletin boards, crisis management tracking software, etc.) for disseminating information to and collecting information from these groups. 
VI. Many of these groups are heavily involved in the recovery phase and should be included in all communications efforts during this period. (See Slide 18-27) 
a. These groups and their leaders can deliver information on recovery efforts directly to their customers and their workers.  
b. They are also the source of updated information on how their recovery efforts are progressing.
c. Ask the students: What types of information could partners and stakeholders provide to local emergency managers?

VII. As with elected officials and community leaders, some partners and stakeholders employ communications staff that could be made available to work in a Joint Information Center (JIC) and help to collect and disseminate disaster information. 
a. These same communications staff could also participate in the design and implementation of hazard mitigation and preparedness communications programs in non-disaster periods.  
b. Again, working with these groups in the non-disaster period strengthens relationships that will be very useful when the next disaster strikes.


Objective 18.5: Discuss communicating with the media in a crisis.

Requirements:

The instructor will lead a discussion focused on communicating with the media in a crisis. (See Slide 18-28)
Remarks:
I. The media (both traditional and new media) remains the most effective means for communicating crisis messages to the public.
II. In disaster response, the media comes to emergency officials for:
a. Timely and accurate information concerning government response activities

b. Access to the disaster site

c. Interviews with government response officials 

III. Sharing information with the media is a must and can be done by providing the media with: (See Slide 18-29)
a. Regular briefings

b. Access to response officials

c. Access to the disaster site and disaster victims  
d. Serving this audience in a disaster is all about scheduling and meeting the media’s information needs.  
e. Ask the students: Describe the media’s involvement in local and/or national disasters that you have witnessed.
IV. Media need not be an adversary; in fact it does not take much to make the media a partner in the response. (See Slide 18-30)
V. Timely and accurate information and a thank you every now then can help forge a solid partnership with this audience.
VI. However, if you withhold or appear to withhold disaster information and access, then the media is likely to turn on emergency officials and it is Hurricane Katrina all over again.  
VII. The days of not sharing information or selective sharing of information by emergency officials is over.  
VIII. Ask the students: Describe what you think went wrong between FEMA and the media in the Hurricane Katrina response?  Describe what you think went right between New York City Mayor Rudolph Giuliani and the media in the aftermath of the September 11 World Trade Center attacks?
IX. Not just because the traditional media won’t stand for it but also because the new media is becoming a significant new source of information for traditional media. (See Supplemental Considerations)
a. In recent years, first informers have become trusted sources of disaster information.  
b. Emergency officials must engage these first informers in a systematic way much the way CNN and other traditional news outlets have and fold these new information sources into the disaster communications efforts.

Supplemental Considerations:
CNN has created iReport in an effort to reach out to potential first informers and to enlist these first reporters in helping CNN capture and report news stories from around the globe.  

Below is a summary of iReport’s activities in 2011.  Notice the large number of disaster events that iReporters file reports on to CNN.

Presented after the 2011 summary are tips for iReporters developed by CNN to help them do their best in capturing their reports in terms of storytelling, photos, video and audio.
iReport's 2011 in numbers

Tuesday, January 03, 2012

It's been an eventful year for everyone involved with iReport. We can tell because we've seen nearly 185,000 iReports shared through this platform, of which nearly 15,000 submissions were approved for possible use on CNN.  With a pool of participation that large, we were inspired to take a closer look at the numbers.
On average, we received 511 iReports per day in 2011, but the actual number of iReports shared spiked and dropped to the tune of the news. The East Coast earthquake, a singular and rare event which affected millions of well-connected U.S. residents, provided the highest spike in contributions this year. Other events like Osama bin Laden's death, the Japan tsunami, and Hurricane Irene, also fueled an increase in submissions.
Assignments  Some assignments seem to work like magic. For example, iReporters end up documenting history in the making, or the submissions somehow tap into cultural zeitgeist. The number of contributions an assignment receives is one way to gauge what topics matter the most to our community, and to the CNN audience.

 Let's take a look at the 10 most popular assignments of 2011.  Assignments with the most iReports submitted, in 2011:

	1)
	Breaking news
	...
	5809


	2)
	Sound-off
	...
	4356

	3)
	Arab unrest
	...
	4344

	4)
	Travel photo of the day
	...
	3728

	5)
	Hurricane Irene
	...
	3616

	6)
	Winter weather
	...
	3478

	7)
	Occupy Wall Street protests
	...
	3235

	8)
	Travel Snapshots
	...
	2978

	9)
	Severe weather
	...
	2819

	10
	East coast earthquake
	...
	2151


SOURCE: CNN - http://ireport.cnn.com/blogs/ireport-blog/2011/12/30/ireports-2011-in-numbers
iReport Toolkit tell your story like a pro

Storytelling 
The ingredients of a good story

Deciding what story you want to tell is the first step of the storytelling process. We asked several CNN reporters, producers and editors what they thought made a good news story and how to craft one, and came up with a few words of advice.

Get the basics First things first: your story needs to include the basics. That's who, what, where, when, why and how. It needs to be true, and it needs to be fair.

Pinpoint the significance Why should your audience care about your story? It's your job as a storyteller to explain why anyone should. Think about how you can connect your story with your audience.

Talk like a human being Your story should be told in words we all use and understand. If you were going to call your best friend and tell her the story, what would you start with? And how would you describe it? That's probably the best part, and the simplest way to get it across. Start there, and see where it takes you.

Make it flow A story needs pace. You want your audience to need to know what happens next. Build pace with narrative, quotes, natural sound, or, if you're working with video, creative shot editing.

Get at the emotion It feels real. Emotion is a powerful connector, and can go a long way toward helping us understand one another. Think about how you can use images, sound and words to express the emotional range of a story and its characters.

Make a plan Map it out. If you're planning to edit a video, put together a photo gallery, or write a text story, it usually helps to put together a plan of action. What are the crucial details? What's the most important part? How are the pieces connected? Draft an outline or sketch a storyboard before you get started with the hard work of writing and editing. You'll be glad you did.

Learn more Finding a good story to tell Stories can make us laugh or cry; they can make us feel angry or comforted or inspired. But how do you pick that perfect, memorable story to tell? These tips will help you find it.  10 things to know before you go out in the field CNN all-platform journalist Sarah Hoye helps you make a plan to tell your story in the best way possible.  Finding and talking to all the sources you need Every story has sources, from the man on the street to the top-of-his-field expert. Figure out who you need to talk to, track them down, and get the information you need with these handy tips.  Master the art of interviewing CNN anchors, correspondents, writers and producers share their best tricks and ideas for getting your subject to dish.
SOURCE: CNN - http://ireport.cnn.com/toolkit.jspa
Photos 
Take great photos

One of the biggest challenges when shooting photos is getting to the heart of the story without have the benefit of explanation or embellishment. These basic photography tips will start you on your way to capturing amazing photos. Check out the links below for example photos and more advanced techniques.

Get a variety of shots -- and a lot of them Resist the temptation to shoot only a few images of a scene. It's always better to have more material than you think you need. Shoot wide, medium and tight shots, because a series of images with different points of view will help portray emotion and show the scope of the scene. The best shots are often the most simple, so don’t forget to get in close to your subject to capture emotion and intimacy.

Use the rule of thirds When taking a picture, it's not surprising that your first instinct may be to place the subject smack dab in the center of the frame. But for a more compelling composition, imagine the scene that you're going to photograph with imaginary lines dissecting the frame into three sections, horizontally and vertically. Rather than always placing the subject in the center of the frame, put it in one third of the frame -- just a bit off-center. This placement gives the subject room to "move" in or out of the frame; it also adds pizzazz to the overall photograph, showing the viewer the environment the subject is in.

Know how to use your flash In low-light situations, use a tripod and a flash that is balanced with the available light. You can also try using your flash with a slower shutter speed. If you can, take the flash off your camera and avoid pointing it directly at the subject. You can bounce the flash off the ceiling or wall if your camera has the ability. And keep this in mind: The best flash photos are those in which you can't tell the photographer used a flash.

Check the background Try to avoid distracting backgrounds. Plain backgrounds often work best. And don't forget to make sure your subject doesn't have anything sticking out of his or her head, like a tree or a utility pole. (It happens more than you think.)

Keep it steady You must hold your camera steady to get a quality shot. A tripod comes in handy, but you can also try to use something (like a railing or table) to prop your elbows on to help steady the camera.

[image: image1.jpg]



Frame your elements
Try using elements from the foreground of a scene, like tree branches, to create a frame within the edges of your photograph. The use of framing draws the viewer to the main subject and helps to add depth and interest.

Light it up Be sure to consider the quality of the natural light around you when you're taking your pictures. The great, golden light available in the afternoons and early evenings is much more illuminating and flattering than the harsh daylight in the middle of the day. Always remember to keep the sun at your back.

Map out the story Think ahead about what shots you'll need. You can even sketch out a storyboard if you are shooting a narrative. And remember to vary your shots. It takes different angles to tell a complete story.

Learn more Photography 101 CNN photojournalists illustrate the above tips and more in this photo essay of strong iReport and CNN images.  Visual storytelling More beautifully illustrated photography secrets from CNN photojournalists.  Making the best of your equipment Learn to take the best quality photos you can with whatever gear you have, whether it's a DSLR or the camera on your phone -- and figure out when it's time to upgrade.  Travel photography Amazing travel photos are something nearly every photographer, professional or amateur, aspires to. These tips will have you shooting frame-worthy images in no time.  The dos and don'ts of photo editing CNN photojournalists show you how to take the hundreds of photos you just shot and edit them down into a cohesive and compelling story.  Photo editing ethics for iReporters Learn what kinds of editing are and aren't OK in photojournalism.
SOURCE: CNN - http://ireport.cnn.com/toolkit-photo.jspa
Video 

Shoot better video

It can be tricky to shoot a professional-looking video package, but the results are worth the effort. These simple techniques can help you take your video from shaky camcorder footage to air-quality storytelling.

Get plenty of material When taking video, the general rule is the more material, the better. You need to make sure to have lots of b-roll, or alternate material, in order to add dimension and secondary footage to a story. B-roll helps with cutaways and gives a much more fluid look to a package.
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Use the rule of thirds
The rule of thirds, or "golden cut," is a compositional rule to help frame your shots in a more natural and engaging method. Since your TV or computer monitor is a rectangle, you should visually divide it into horizontal thirds, and line subjects up a little bit off center. If your subject is directly in the middle of a shot, it will be wooden and stiff. But if you use the rule of thirds, you anticipate your subject's movement and allow for some background information to be in the frame.

Use a tripod Many tripods are available at retail stores for $15 to $50, and they can be a worthwhile investment. They'll make your shots steady and sure.

Hold your shot If you hold your shot for at least seven seconds, even if it won't need to be that long, you ensure that you get plenty of usable material.

Always consider the lighting Have well-lit surroundings, and always use daylight whenever possible. Avoid fluorescent lighting if you can. And don't be afraid to move the shot -- if you're in a poorly lit situation, ask your subject to move outdoors or to a better-lit area.

Don't forget the sound If you don't have sound with your video, your viewers are missing a huge part of the story. The more natural, or background, sound you can tape, the better. Try pointing your camera at the ground for a few minutes to absorb some natural sound at the event you're covering, whether it's a concert or a protest. You can use that as a bed for background sound later on when you're editing. And check out our audio tab to learn how to get the best possible audio quality.

Avoid pans, zooms and dissolves You may feel like getting crazy with some of your shots, but every video expert we talked to said video clips are simply better when they use static shots. If you must use a pan, it should be tight and quick. An overuse of dissolves tells viewers that there just wasn't enough material to make the story work. Static shots make a video look cleaner and more professional. And please, no crazy transitions between shots (remember how cheesy that looks in the Star Wars films?).

Bring an extra battery Don't get caught with a dead camera in the middle of a great story. Batteries run out more quickly than you think when you're filming a lot of material. Other things to keep in your bag: extra tapes, a notebook and pen (helpful for getting name spellings and contact info), and maybe something to eat (just in case).

Learn more Shoot video like CNN legends Two veteran CNN cameramen explain how to shoot video their way.  Pro tips for video storytelling Video stories can take the viewer inside the action like nothing else. Learn how to craft your visual story from CNN video producers.  Editing video like a pro It can be overwhelming when you try to turn all that video footage into a cohesive story. These tricks will help you keep your video editing smart, functional and compelling.
SOURCE: CNN - http://ireport.cnn.com/toolkit-video.jspa
Audio 

Record the sound of your story

Audio is often overlooked when you're filming a video. But the truth is, it can make or break your piece. Audio has the unmatched power to elicit emotional and compelling responses to a story, from the ambient (background) noise to the sound of a human's voice.

A stick microphone is an important investment Portable recorders will definitely require that you use a microphone for the best possible sound. A good general investment is an omnidirectional microphone, which picks up sounds from all directions.

Pay attention to how you hold the mic Hold the microphone firmly and steadily at its base. Position it four to six inches away from the interviewee's mouth -- but the louder the surroundings, the closer you should hold it. And hold it very slightly to the side of your interviewee's mouth to avoid breathing and popping sounds.  If you've got a long interview, your arm will probably start to tire -- but no worries. Simply ask your subject to pause for a moment and switch to the other arm. And always handle the microphone yourself.

Always wear headphones when you're recording You may unconsciously filter out background noise when you're recording audio, but a microphone is very unforgiving. It will pick up rustles, faraway traffic, wind, and the like, so always wear headphones to make sure you're noticing exactly what your microphone is picking up. It might feel awkward at first to wear headphones when you're interviewing someone, but you'll quickly get used to it -- and look super-professional to boot.

Block sound if possible You'd be surprised how much external sound can be picked up by recording devices. So be creative when recording audio and use whatever you can think of to block sound, such as your body, a wall or a windscreen. If there's noise or wind, stand in front of the interviewee to block it. And if you're outside and the noise is simply too loud to block, a car can make a handy interviewing space.

Shut up when shooting Audio equipment can be super-sensitive, so keep quiet and keep down the noise of others working with you. You may want to laugh, cough or "mmm-hmm" your assent to your subject, but resist the urge. If you feel like you need to acknowledge something they've said, you can nod your head.

Edit compelling and clear clips The cut is the key to helping you tell the story with the newsmaker or a witness of an event. It must be newsworthy, it must be brief and it must be compelling. You don't want to use a cut that says what you say. For example, you don't want to say, "The governor says his new budget does not include taxes," and then play a cut of the governor saying, "There are no new taxes in my new budget." You want to set up the audio: "The governor says there is no reason to penalize the people for the overspending of their elected leaders." Then play the cut from the governor: "There will be no new taxes in my new budget."

Learn more Painting pictures with sound CNN Radio producers explain why sound is so important to a story and take you step-by-step through the process of capturing clear and compelling audio.  Transom.org Transom is the go-to site for professional and aspiring radio producers when they have questions about anything audio-related. Their tools section is a great resource that includes everything from what gear to buy to storytelling tips.

Add music to move your story along Occasionally, you may want to use music to highlight dramatic or emotional elements in your story. Be sure to follow the CNN iReport community guidelines and only use music or sounds that you have the right to distribute. Here are some music clips that you may download and use in your videos:

	Comedy & Cartoon
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
· 

Clip 6
Drama
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
Jazz & Lite
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
· 

Clip 6
· 

Clip 7
· 

Clip 8
· 

Clip 9
· 

Clip 10
· 

Clip 11

	News
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
· 

Clip 6
· 

Clip 7
· 

Clip 8
· 

Clip 9
Rock & Dance
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
Showbiz
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
· 

Clip 6
· 

Clip 7

	Sports
· 

Clip 1
· 

Clip 2
· 

Clip 3
· 

Clip 4
· 

Clip 5
· 

Clip 6
· 

Clip 7
· 

Clip 8
· 

Clip 9
· 

Clip 10
· 

Clip 11


SOURCE: CNN - http://ireport.cnn.com/toolkit-audio.jspa
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