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Course Title: Crisis and Risk Communications

Session 2: Introduction to Communications in the Emergency Management Context


Time: 1 hour


Objectives (Slide 2-2):

2.1 Examine the role of communications in the emergency management context.

2.2 Discuss risk communications in emergency management.

2.3 Discuss crisis communications in emergency management.

2.4 Discuss the role of the emergency manager and other officials as communicators.

2.5 Identify and define key terms.

													

Scope:

This session will provide an introduction of risk and crisis communications in the emergency management context. The session will include an instructor-led examination of the roles risk and crisis communications play in the emergency management world and what materials and information will be discussed in this course. The role of the emergency manager and other officials involved in risk and crisis communications will be examined and discussed. Finally, several key terms are identified and defined.



Readings: 

Student Reading:

N/A

Instructor Reading:

N/A

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 2.1: Examine the role of communications in the emergency management context.

Requirements:

Discuss the foundational role communications play in the emergency management context in general and in risk and crisis communications.

Remarks (Slide 2-3):

I. Communications are the foundation of an effective emergency management system.

II. An effective emergency management operation is fueled by timely and accurate information.

III. Effective communications between personnel on the ground and in the Emergency Operations Center (EOC) creates the situational awareness needed to drive decisions concerning the acquisition and allocation of resources during the response and recovery phases of emergency management.

IV. Designing and communicating emergency preparedness and hazard mitigation messages to the public is a proven way for affecting positive behavioral changes in a community and building resilience among its residents and businesses.

V. Providing timely and accurate information to the public during the response and recovery phases facilitates the provision of disaster relief and hastens a community’s and an individual’s recovery from a disaster.

VI. The mission of an effective disaster communications strategy is to provide timely and accurate information to the public in all four phases of emergency management (Slide 2-4):

A. Mitigation—to promote implementation of strategies, technologies, and actions that will reduce the loss of lives and property in future disasters.

B. Preparedness—to communicate preparedness messages that encourage and educate the public in anticipation of disaster events.

C. Response—to provide to the public notification, warning, evacuation, and situation reports on an ongoing disaster.

D. Recovery—to provide individuals and communities affected by a disaster with information on how to register for and receive disaster relief.

VII. The content of this course is focused on two critical types of communications practiced in emergency management: risk communications and crisis communications.

VIII. Risk communications experts have described risk communications as being, “communication intended to supply laypeople with the information they need to make informed, independent judgments about risks to health, safety, and the environment.” (Morgan, et. al. 2002) (Slide 2-5). 

IX. A 2007 City of San Jose (California) memorandum notes the importance of communications in a crisis, “Communicating with residents is one of the most important tasks that elected officials perform in the wake of a disaster. The public needs concise, accurate, timely information to know what to do, and to be reassured that local government is responding appropriately.” (City of San Jose Memorandum, 2007) (Slide 2-6)

X. As noted earlier, the purpose of the course is to present the different forms of communication proficiencies that are likely to be expected of a practicing emergency manager or department/office of emergency management employee during the course of his/her course duties. 

XI. The emergency manager typically relies upon two very distinct yet highly interrelated types of communication that together represent the transfer of information required prior to a disaster event, when an emergency is impending, during the emergency phase of an event, and in the aftermath of and recovery from an event.  

XII. In addition to a general overview of communication theory and scope, this course will address the various interactions that may be required between the emergency management official and a full spectrum of relevant stakeholders, including the emergency services and other responding or responsible agencies, the general and disaster-impacted public, the private and NGO sectors, mutual aid partners and other neighboring jurisdictions, the media, and many others.

XIII. The purpose of this session is to quickly review the topics to be covered in the course, to discuss the role of the emergency manager and others in conducting risk and crisis communications, and to provide definitions of several key terms used in the course.


Objective 2.2: Discuss risk communications in emergency management.

Requirements:

Lead a discussion that outlines the course content regarding risk communications.

Remarks:

I. Sessions 3–14 of this course focus on risk communications.

II. Session 3: Risk Communications Overview (Slide 2-7)

A. During this session, we will explore risk communications as a practice, and justify its need.

B. The history of risk communications, both in the emergency management profession and in the public health field where many successes are drawn, will be covered.

C. Social marketing, which is a form of risk communications that draws its lessons from the business sector, will be presented.

D. Finally, students will learn about the goals of risk communications efforts and campaigns, and the priorities and goals of the recipients of risk communications messages. 

III. Session 4: Risk Communications Structure by Social Sector (Slide 2-8)

A. During this session, we will examine the risk communications roles typically assumed by various stakeholders that exist within the community and throughout the country, detailing their motivations, their audiences, and other key factors that help students to understand the basis and nature of their efforts.  

B. We will also examine for students the nature of risk communications responsibilities that exist, including those that are assigned to or required of the stakeholder and those that exist merely as a matter of fact and/or concern.

IV. Session 5: Overview of Public Disaster Preparedness Campaigns (Slide 2-9)

A. During this session, the instructor will provide an overview of the process by which risk communications campaigns are conceived, planned, developed, conducted, and assessed. 

V. Session 6: Risk Perception (Slide 2-10)

A. During this session, we will examine the basis of perceptions people have about the hazard risks that affect them.

B. The session will explore risk perception theory, as well as the influence of risk perception on the ability of risk communicators to reach their target audiences and bring about positive changes in behavior as a result.

VI. Session 7: Understanding the Need for Risk Communications (Slide 2-11)

A. During this session, students will learn the three tasks involved in determining what a risk communications campaign will focus on, also referred to as Defining the Problem.

B. The instructor will provide a general overview of how risk communications campaigns are framed, and provide much greater detail on the individual tasks.

C. Students will first learn how to identify and assess the sources of risk (hazards), and the social, physical, environmental, and economic vulnerabilities that increase or limit such risk.

D. Students will also learn how to identify and analyze the audience the campaign will target.

E. Finally, students will learn how to determine the appropriate measures (solutions) that will be prescribed to members of the target audience through or using which they will be able to reduce their own risk and vulnerability.

VII. Session 8: Early Risk Communications Campaign Planning (Slide 2-12)

A. During this session, we will learn about actions that may be taken early in the campaign planning process to ensure that the campaign is appropriate given the range of communication that is already taking place, and that it is possible given any constraints that exist.  

B. Students will also learn how campaign planners provide structure to the campaign development process by establishing communications goals and objectives, and by implementing project management.

VIII. Session 9: Forming a Planning Team or Coalition (Slide 2-13)

A. During this session, students will learn the purpose of communications campaign planning teams and coalitions, and how these are formed.  

B. Students will also learn about how different partners can help the planning and conduct of the communications campaign, and how partners may be encouraged to participate in the effort.
IX. Session 10: Risk Communications Strategies (Slide 2-14)

A. During this session, students will learn how a comprehensive campaign strategy is formed.  

B. The session discussion will center on the specific communications elements that define how the risk messages, which are detailed in Session 11, are transmitted to target audience members–namely the settings in which communications take place, the channels through which messages are transmitted, and methods by which that transmission is made.  

C. The role of the communicator, and the influence of the communicator’s identity on target audience credibility and trust, will both be discussed as well. 

D. The instructor will conclude the session with an explanation of how communications planners assess and select different communication channels and methods to be utilized in the campaign, which largely drives the development of messages and materials (as described in Session 11). 

X. Session 11: Risk Communications Messages and Materials (Slide 2-15)

A. During this session, students will learn how to create risk messages and design campaign materials that most effectively address the communications preferences of their target audience.  

B. This session will discuss the processes through which targeted messages and materials are developed, and will present a number of examples of each.  

C. The planning of events and activities, which are a common method of transmitting risk messages, is also discussed.  

D. The importance of social norms is presented.  

E. Finally, the session materials will give an overview of the processes through which campaign planners pre-test their messages and materials and make any necessary adjustments before actual communication with the target audience begins.

XI. Session 12: Implementing and Evaluating the Campaign (Slide 2-16)

A. During this session, students will learn how campaigns are launched and subsequently maintained.  

B. Campaign evaluation methods (and their justification) will be presented and explained.

XII. Session 13: Gaining Support for Risk Communications (Slide 2-17)

A. During this session, students will learn about the different types of support that are often required to ensure that a risk communications campaign is able to be implemented, as well as different sources of such support.  

B. The instructor will provide information about various fundraising strategies that have been utilized in the past to generate financial and/or in-kind support for risk communications campaigns. 

XIII. Session 14: Case Studies (Slide 2-18)

A. The materials provided for this session include case study presentations of three current or completed risk communications efforts. 

B. The case studies fall into the following three topic areas:

1. Risk Communications in Schools

2. Risk Communications in Public Transportation

3. Business Resiliency Project 



Objective 2.3: Discuss crisis communications in emergency management.

Requirements:

Lead a discussion that outlines the course content regarding crisis communications.

Remarks:

I. Sessions 15–21 focus on crisis communications.

II. Session 15: Crisis Communications in a Changing Media World (Slide 2-19)

A. During this session, the instructor will examine the mission and underlying assumptions for an effective crisis communications program including:

1. Customer Focus

2. Leadership Commitment

3. Inclusion of Communications in Planning and Operations

4. Good Information

5. Media Partnership

B. Examine the historical role of traditional media outlets such as television, radio, and newspapers in crisis communications in emergencies.

C. The instructor will identify new (social) media such as Facebook, Twitter, etc., and their evolving role in conducting crisis communications in emergencies.

III. Session 16: Principles of a Successful Crisis Communications Strategy (Slide 2-20)

A. During this session, the instructor will identify and outline the nine principles for a successful crisis communications strategy. 

B. These principles fall into the following nine general categories:

1. Focus on the needs of your customers.

2. Make a commitment to effective communications.

3. Make communications an integral part of all planning and operations.

4. Be transparent in your communications.

5. Ensure that your information is accurate.

6. Release information in a timely manner.

7. Make yourself, your staff, and others, where appropriate, available and accessible.

8. Create an emotional connection with your audience.

9. Build a partnership with the media and the “first informer” community.

IV. Session 17: Application of Communications Principles to Four Phases of Emergency Management (Slide 2-21)

A. During this session, the instructor will identify and review the four phases of emergency management and the nine principles for a successful crisis communications strategy. 

B. The majority of session time will be spent on discussing how the nine communications principles apply during the mitigation, preparedness, response, and recovery phases of emergency management.
V. Session 18: Crisis Communications Audiences (Slide 2-22)

A. 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. 	

B. The instructor will lead discussions on what it takes for emergency officials to communicate and work together with these four primary audiences.

VI. Session 19: Working with the News Media (Slide 2-23)

A. During this session, the instructor will lead an examination on how traditional (TV, radio, and newspapers) news operations work, especially in these days of 24/7 coverage. 

B. Class discussions will focus on who’s who in newsrooms and how emergency managers can build relationships with reporters and successfully conduct media outreach.

VII. Session 20: Building New Crisis Communications Capabilities (Slide 2-24)

A. During this session, the instructor will lead a discussion focused on the advances made by citizen journalists and new social media sites in crisis communications.

B. The discussion will cover how traditional media are reaching out to citizen journalists to enlist their help in reporting on disaster events and how traditional media are integrating social media into their ongoing news-gathering and reporting activities. 

C. The discussion will examine how FEMA and State and local emergency management agencies are using social media to disseminate disaster-related information through social media outlets such as Twitter, Facebook, and YouTube.

VIII. Session 21: Building an Effective Crisis Communications Capability in a Changing Media World (Slide 2-25)

A. During this session, the instructor will lead a discussion focused on how to build an effective crisis communications capability in a media world that is constantly changing.  

B. The discussion will examine how a communications plan is developed and what elements are included in this plan; how information is collected in the field, analyzed, and eventually disseminated to internal and external audiences; and how to identify those messengers (elected officials, emergency managers, public information officers, etc.) who can most effectively communicate to internal and external audiences in a crisis.  

C. Staffing, training, and exercise requirements will be noted and discussed as will the need to constantly monitor, update, and adapt crisis communications activities. 



Objective 2.4: Discuss the role of the emergency manager and other officials as communicators.

Requirements:

Lead a discussion concerning the role of the emergency manager and other officials as communicators before, during, and after a disaster.

Remarks:

I. The person who delivers the messages plays a critical role in both risk and crisis communications. 

II. Communications experts have identified six traits of successful risk communicators (Slide 2-26):

A. Communicator’s speaking ability

B. Reputation among audience members (trustworthiness and credibility)

C. Subject matter knowledge

D. Image of authority

E. Obvious lack of vested interest

F. Ability to connect, sympathize, or empathize with the audience

III. There are few possible communicators in a community who possess all of these qualities so these traits serve as a guide is in identifying, evaluating, and ultimately choosing a principal communicator for a risk communications campaign.

IV. Not every emergency manager at any level of government is suited to be the principal communicator of risk messages so consideration must be given to other appointed officials, elected officials, community leaders, business leaders, voluntary group leaders, and possibly animated figures (think Smoky Bear). (Slide 2-27)

V. This topic is covered extensively in Session 10.
VI. During a crisis or emergency, the messenger(s) puts a human face on disaster response and this person(s) is critical to building confidence in the public that people will be helped and their community will recover. (Slide 2-28)

VII. Public Information Officers (PIOs) regularly deliver information and messages to the media and the public.

VIII. However, the primary face of the disaster response should be an elected or appointed official (i.e., mayor, governor, county administrator, city manager) or the director of the emergency management agency or both. 

IX. These individuals bring a measure of authority to their role as messenger, and in the case of the emergency management director, someone who is in charge of response and recovery operations.

X. The public wants to hear from an authority figure, and the media wants to know that the person they are talking to is the one making the decisions.

XI. Emergency management agencies should also designate appropriate senior managers who will be made available to both the traditional and new media to provide specific information on their activities and perspective. This is helpful in even the smallest disaster when persons with expertise in specific facets of the response can be very helpful in delivering disaster response information and messages.

XII. Any official who serves as a communicator during and after a crisis should receive media training before the crisis.



Objective 2.5: Identify and define key terms.

Requirements: 

Identify and define key terms to be used throughout the course.

Remarks: 

I. The following is a list of key terms (with definitions) that will appear in the course content.

II. INSTRUCTOR NOTE: The definitions are provided to be used in whole or in part, at the discretion of the instructor, and as gauged by the baseline knowledge of students (basically, recognizing that some students will only need some of these, while students truly new to the emergency management field may need them all).

III. Crisis communications terms:
A. PIO–Public Information Officer–directs efforts to communicate emergency information to the media and the public and often serves as the spokesperson for the Incident Commander during a response and the government agencies during the recovery phase. (Slide 2-29)

B. Situation Reports (known as SitReps)–regular reports generated by Federal, State, and local emergency officials, voluntary agencies, the media, and other sources that provide government decision-makers with information they can use to identify needs and make resource acquisition and allocation decisions.
(Slide 2-30)

C. Traditional Media–television, radio, and newspapers/magazines that have historically provided information to the public before, during, and after a disaster event. (Slide 2-31)

D. Social Media–new media outlet such as YouTube, Facebook, Twitter, and others that have joined the traditional media in recent years (starting with the 2004 Asian tsunami) in reporting on the impacts of disaster events. Internet bulletin boards and other community-based information management tools have taken on bigger roles recently in helping communities and neighborhoods to recover. (Slide 2-32)

E. Citizen journalists–everyone who owns a cell phone is a potential “citizen journalist” capable of providing text and audio message and video and photographs from within a disaster zone often long before the media and first responders can get to the scene. Most “citizen journalists” post their reports on social media sites, but more and more traditional news outlets, especially network, cable, and local TV stations, are using reports from “citizen journalists” in their broadcasts. (Slide 2-33)

IV. Risk Communications Terms

A. Risk–defined as the chance something bad will happen, and the associated outcome of the possible event. Conventional equation is Risk = Likelihood x Consequence. (Slide 2-34)

B. Hazards–events or physical conditions that have the potential to cause fatalities, property damage, infrastructure damage, agricultural loss, damage to the environment, interruption of business, or other negative consequences. (FEMA, 1997) (Slide 2-35)

C. Vulnerability–measures how susceptible an object, area, individual, group, community, country, or other entity is to the consequences of a hazard.
(Slide 2-36)

D. Disaster–when a hazard risk is realized, individuals and communities are left to manage the consequences. If the event overwhelms the individual’s or the community’s capacity to respond, the result is a disaster. (Slide 2-37)

E. Safe–a practical definition is provided by Derby and Keeney (1981), who contend that a risk is “safe” or “acceptable,” when it is “associated with the best of the available alternatives, not with the best of the alternatives which we would hope to have available.” (Slide 2-38)

F. Four phases of emergency management (Slides 2-39 and 2-40):

1. Mitigation–involves the reduction or elimination of one or both of a hazard’s risk components (likelihood and consequence).

2. Preparedness–involves equipping people who may be affected by a disaster, or who may be able to help those affected, with the tools to increase their likelihood of survival and to minimize financial and other losses.

3. Response–is characterized by actions taken to reduce or eliminate the impact of disasters that are about to occur, are occurring, or have already occurred.

4. Recovery–involves the repair, reconstruction, or regaining of what has been lost as a result of a disaster and, ideally, a reduction in risk from a similar catastrophe in the future. 

G. Market research–provides communicators with a much deeper understanding of how the issues with which they are dealing apply to the target audience in particular. (Slide 2-41)

H. Settings–the situations in which communication occurs; factors that distinguish settings are time, location, and situation. (Slide 2-42)

I. Channel–a route or mechanism by which a message is delivered; examples of channels include interpersonal channels, group channels, organizational and community channels, mass media channels, and interactive digital media channels. (Slide 2-43)

J. Methods–a communication method is an actual item, action, interface, or event that communicators use to draw the attention of the recipient, and to inform him or her of the behavior change that is necessary (or how to access that information). (Slide 2-44)
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