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Wachusett Medical Reserve Corps  #0437
Emergency Communication and Messaging Mission Set

Mission Set: A scalable response and recovery capability for MRC units and volunteers that is organized, developed, trained, and exercised prior to an emergency or disaster for local, state, and/or regional deployment purposes. 

Introduction:  There are a number of potential crisis scenarios that could occur in the 22 communities of north Worcester County in central Massachusetts. Every natural disaster or emergency event is unique and emergency responders have to quickly adapt to the ever-changing nature of a crisis. The right message at the right time from the right person can save lives.

Wachusett MRC will train MRC volunteers or an MRC team to write messages incorporated into emergency planning, response, and recovery phases.  This messaging function is justified under the following capabilities:

Capability 4 Emergency Public Information and Warning
· Function 4: Establish avenues for public interaction and information exchange
· Function 5: Issue public information, alerts, warnings, and notifications
Capability 6: Information Sharing
· Function 1: Identify stakeholders that should be incorporated into information flow and define information sharing needs
· Function 2: Identify and develop guidance, standards, and systems for information exchange
· Function 3: Exchange information determine a common operating picture

	Mission Set Title: Emergency Communication and Messaging

	Resource Description:
Activities and messaging designed by an MRC during non-emergency times can have a significant impact on communities and activities during an emergency response and in recovery. Wachusett MRC volunteers will serve as the conduit for information to internal and external stakeholders, including staff, visitors and families, and the news media, as approved by the Incident Commander.

Messaging is not bound to a timeline. Although it is helpful to have pre-disaster messages outlined for expected and recurring events such a hurricane or tornado, the bulk of the messages will need to be developed quickly during the response and continue into recovery.  “In a disaster, it is all hands on deck.” Public officials along with other collaborating groups dispensing information must be prepared to communicate effectively with the public and the media to deliver messages that provide accurate and timely information without provoking alarm. 







			Resource Components

	Licenses or Certifications Required? No

	Personnel:
Public Information Staff/
Designated Crisis Communication Team/ Secondary Crisis Communication Team
	MRC Members in good standing with the following skills:
· Good writing skills
· Volunteers having second language capabilities as translator/interpreter helpful
· Volunteers with medical background helpful 
· Emergency/Disaster knowledge and experience 
· Volunteers with technical skills and knowledge of IT systems
· Volunteers with web-based knowledge apps like Twitter, Facebook, Instagram, particularly those supported by the community.


	Training Requirement
	Trainings:
· MRC Orientation 101 per unit guidelines
· Personal Emergency Preparedness
https://training.fema.gov/is/courseoverview.aspx?code=IS-315.a
https://training.fema.gov/is/courseoverview.aspx?code=IS-909
https://training.fema.gov/is/coursematerials.aspx?code=IS-22
· FEMA ICS 100/NIMS 700
https://training.fema.gov/is/courseoverview.aspx?code=IS-100.c
https://training.fema.gov/is/courseoverview.aspx?code=IS-700.b
· Effective Communication FEMA IS 242
https://training.fema.gov/is/courseoverview.aspx?code=IS-242.b
· CDC Crisis and Emergency Risk Communication (CERC)
https://emergency.cdc.gov/cerc/
· EPIC Emergency Partners Information Connection
https://emergency.cdc.gov/epic/about.asp

Volunteers will also identify speakers/trainings to address specific needs of the local population such as:
	· Language Barriers
· Deaf and Hard of Hearing                                                
· Autistic and Spectrum Disorders 
· Developmental Disabilities                                                               
· Mental Illness
· Addictions/Suicide Prevention

	· Dementia and Alzheimer’s 
· Physically Challenged
· Undocumented Individuals
· Immigrants and Refugees
· Trauma Informed Care
· Infectious Disease/Epidemiology
· LGBTQIA


Just In Time Training - Outline
· Writing the Message
· Consider the Audience
· Delivering the Message
· Do and Don’t
· Final Check



	Equipment Required
	· Copier/Fax
· Computer/laptop/tablets
· Internet access
· Listing for Media contacts –newspapers/television stations/radio stations, social media accounts
· Listing for responding agencies within city/town (Police, Fire Board of Health, Department of Highway) and town officers 
· Desk/Telephone capabilities/Cell phones
· Paper/pencil/pens
· Pre-formulated messages based on assessment of ranked potential events
General messaging form/template:
http://www.ics213.com/
https://training.fema.gov/emiweb/is/icsresource/assets/icsforms/icsform213,generalmessage(v3).pdf

	Deployment Timeline:
	Scheduling and length of deployment will be dependent on the event and the severity of the event.  Consider that messaging is a critical part of pre-planning, response, and recovery needs.  An MRC member or team may be assigned or associated with a local Board of Health so they may be deployed rapidly, 24-48 hours as needed. 


	Requirements for Rotation of Personnel:
	Pairs of MRC volunteers to be deployed in teams of two shifts.  Shifts may be dependent on the event but recommended 8 hour shifts with 15-30 minute breaks built in for meals, physical and mental health rest followed by debriefing at the end of the shift. 

	Limiting Factors:
	· Verification that the message reflects local geographical characteristics, cultural norms, and linguistic appropriateness. 
· Lack of collaboration with other agencies, organizations, and authorities.
· Absence of focused attention. Does not keep communications concrete and succinct. Leaves out necessary details.
· Lacks instruction that encourages desirable outcomes or responses.  Message does not reflect exactly what is expected, when it is expected, and why.
· Prevalence of disinformation.  
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Supplement #1

Job Description as it aligns with NIMS
1. Works directly under the Incident Commander and the Public Information Officer. Uses information from members of the Incident Management Team (IMT) and general staff to develop accurate, accessible, and complete information on the incident’s cause, size, current situation, resources committed, and other matters of general interest for both internal and external audiences.
2. Develop messages for potential and ongoing a disaster/public health emergency using the seven C’s of communication.  Communication needs to be: clear, concise, concrete, correct, coherent, complete, and courteous.
3. Collects, verifies, prepares, coordinates, and disseminates community information to the public through the news media, radio, newspaper, and social media. Monitors public information to ensure accuracy and to identify disinformation. 
4. Interfaces with the public, media, other agencies, religious institutions, non-governmental organizations, and governmental stakeholders to provide information and updates based on changes in incident status. 
5.  Provides active liaison and information sharing with elected and appointed officials. Specific partners and stakeholders may include:
•	2-1-1 agency for public information
•	911 authority
•	community and faith-based organizations
•	elected officials
•	emergency management agencies
•	emergency medical services (EMS)
•	health care organizations
•	media organizations
•	poison control centers
•	public health agencies
•	volunteer organizations

Supplement #2

Power Point Presentation for Just in Time Training
This presentation was also designed to be printed on “cheat sheet” postcards for volunteers.



	










MRC tier levels
	MRC Level 1
	MEMA
Intrastate
Local
	· Meet the standards of Level 2
· Demonstrate experience in non-emergency or emergency deployments.
· Capable of serving in a supervisory role

	ICS 200 
ICS 800

Recommended:
MRC Core Competencies
Learning Path:
Volunteer Leadership
Community Resiliency


	MRC Level 2
	Intrastate
Local
	· Meets the standards of Level 3
· Volunteers having good writing skills with one the following additional demonstrable capabilities:
· translator/interpreter
· medical background
· Emergency/Disaster knowledge and experience
· Volunteers with technical skills and knowledge of IT systems

	ICS 100
ICS 700

Recommended:
MRC Core Competencies Learning Path:
Volunteer Response
Cultural Diversity

	MRC Level 3
	Local
	· Registration Completed
· Good writing skills
· Volunteers with knowledge of community resources
	ICS 100
MRC 101 unit orientation

Recommended:
MRC Core Competencies Learning Path:
· Volunteer Preparedness


	MRC Level 4
	Newly Registered
Not deployable
	· Registered with MRC but not completed
· Will need to complete orientation MRC101 and ICS 100 for deployment.


	Unassigned
	Not deployable
	· Spontaneous  or volunteers from other organizations
· Volunteers would need to register with the MRC unit and meet level 3 requirements to be deployable.
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During an Emergency, the Right Message,
From the Right Person,
at the Right Time Can Save Lives.

Just In Time Training






What Is Messaging?
Detinitions

Dictionary: A message is a discrete unit of communication intended by the source
for consumption by some recipient or group of recipients.

Primary Message — refers to the intentional content, both verbal and nonverbal.

Secondary Message — refers to the unintentional content, both verbal and
nonverbal.

Auxiliary Message — refers to the intentional and unintentional ways a
primary message is communicated.






The Message

* When people are scared or anxious, they have a hard time taking in and

remembering large amounts of information. Relevant, credible, and
. culturally appropriate messaging in an emergency offers audiences the
information they need to make lifesaving decisions.

* Focus on empathy, efforts, and results.

* Adapt the message and delivery for different audiences to address
neighborhood, cultural, linguistic, and accessibility needs.






Writing the Message

6 Principles of Crisis and Emergency Risk Communication

* Be First: Crises are time-sensitive. Communicating information quickly is crucial.

* Be Right: Accuracy establishes credibility. Information can include what is known,
what Is not known, and what is being done to fill in the gaps.

* Be Credible: Honesty and truthfulness should not be compromised during crises.

. Expzjess Empathy: Crises create harm, and the suffering should be acknowledged in
words.

* Promote Action: Giving people meaningful things to do calms anxiety, helps restore
order, and promotes some sense of control.

* Show Respect: Respectful communication is particularly important when people feel
vulnerable. Respectful communication promotes cooperation and rapport.






Message Content

* Start with the facts of what has, is, and will be done. Minimize background
information.

* Use statistics to illuminate larger points and to emphasize trends and
achievements but be careful not to overuse them.

* Answer the questions who, what, when, where, how and why as
applicable.

* Seek audience feedback to ensure that your audiences received and
understand your messages.






Consider the Audience

* What are they like? Think through a day in their lives. ...
. * How can you reach them? Where do they live?

* What cultural, ethnic and religious customs do you need to consider?

* What accessibility needs need to be considered?

* Are they part of a vulnerable population?






Your Purpose

* There are four types of audience which will influence the message.

Friendly. Your purpose: reinforcing their beliefs.
Apathetic. Your purpose is to first to convince them that it matters for them.

Uninformed. Your requirement is to educate before you can begin to
propose a course of action.

Hostile. You purpose is to respect them and their viewpoint.






1o,

Be first, be right, be credible. Build trust with honesty and openness.

Repeat the main message as needed. Check that follow-up messages
are consistent with the main message.

Create and give positive 3-4 actionable items with each message that
are easily remembered.

Follow the Seven C's of Communication: clear, concise, concrete, correct,
coherent, complete, and courteous. The message provides exactly what is
expected and why.






Don’ts to Watch for...

* Watch for messaging that does not take ¢
into account local, cultural, religious beliefs
and practices.

* Negative instructions that discourage .
desirable outcomes or behaviors. Do is
better than Don't.

* Lack of immediacy, urgency or promptness.

Vague phrasing.

Don’t add in extra unneeded details. Keep
communications succinct. Aim for an
immediate solution.

Don't repeat allegations or refer to them in
ways that give them credibility. Refute
allegation directly.






Final Check

* The message is between 30-60 seconds in  *The combination of creativity, technical

length. skill, and audience appeal are very effective
. * Content presents complete and accurate in delivering a strong message about the

. : selected topic.

information.

*Collaboration with partners has provided
community input that connects the
message to local language, cultural
customs and beliefs.

* Script is appropriate, shows clear and
logical flow, and includes detailed
dialogue specific to the intended
message.
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During an Emergency, the Right Message, From the Right Person, 
at the Right Time Can Save Lives.

Just In Time Training





What Is Messaging?
Definitions

Dictionary:  A message is a discrete unit of communication intended by the source for consumption by some recipient or group of recipients.

Primary Message – refers to the intentional content, both verbal and nonverbal. 

Secondary Message – refers to the unintentional content, both verbal and nonverbal. 

Auxiliary Message – refers to the intentional and unintentional ways a primary message is communicated.





The Message

When people are scared or anxious, they have a hard time taking in and remembering large amounts of information. Relevant, credible, and culturally appropriate messaging in an emergency offers audiences the information they need to make lifesaving decisions.

Focus on empathy, efforts, and results. 

Adapt the message and delivery for different audiences to address neighborhood, cultural, linguistic, and accessibility needs.







Writing the Message
6 Principles of Crisis and Emergency Risk Communication

Be First: Crises are time-sensitive. Communicating information quickly is crucial. 

Be Right: Accuracy establishes credibility. Information can include what is known, what is not known, and what is being done to fill in the gaps. 

Be Credible: Honesty and truthfulness should not be compromised during crises. 

Express Empathy: Crises create harm, and the suffering should be acknowledged in words. 

Promote Action: Giving people meaningful things to do calms anxiety, helps restore order, and promotes some sense of control.

Show Respect: Respectful communication is particularly important when people feel vulnerable. Respectful communication promotes cooperation and rapport. 











Message Content

Start with the facts of what has, is, and will be done. Minimize background information. 

Use statistics to illuminate larger points and to emphasize trends and achievements but be careful not to overuse them. 

Answer the questions who, what, when, where, how and why as applicable. 

Seek audience feedback to ensure that your audiences received and understand your messages. 







Consider the Audience

What are they like? Think through a day in their lives. ...

How can you reach them?  Where do they live?

What cultural, ethnic and religious customs do you need to consider?

What accessibility needs need to be considered? 

Are they part of a vulnerable population?





Your Purpose

 There are four types of audience which will influence the message.

Friendly. Your purpose: reinforcing their beliefs.

Apathetic. Your purpose is to first to convince them that it matters for them.

Uninformed. Your requirement is to educate before you can begin to propose a course of action.

Hostile. You purpose is to respect them and their viewpoint.







Do…

Be first, be right, be credible. Build trust with honesty and openness. 

Repeat the main message as needed. Check that follow-up messages are consistent with the main message. 

Create and give positive 3-4 actionable items with each message that are easily remembered.

Follow the Seven C’s of Communication: clear, concise, concrete, correct, coherent, complete, and courteous. The message provides exactly what is expected and why.










Don’ts to Watch for…







Watch for messaging that does not take into account local, cultural, religious beliefs and practices.

Negative instructions that discourage desirable outcomes or behaviors.  Do is better than Don’t.

Lack of immediacy, urgency or promptness. Vague phrasing. 











Don’t add in extra unneeded details. Keep communications succinct. Aim for an immediate solution. 

Don’t repeat allegations or refer to them in ways that give them credibility. Refute allegation directly.







Final Check

The message is between 30-60 seconds in length.

Content presents complete and accurate information.

Script is appropriate, shows clear and logical flow, and includes detailed  dialogue specific to the intended   message. 



The combination of creativity, technical skill, and audience appeal are very effective in delivering a strong message about the selected topic. 

Collaboration with partners has provided community input that connects the message to local language, cultural customs and beliefs.
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