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Summary: This guide from the National Rural Transit Assistance Program discusses the importance and objectives of prepared crisis communication plan.
EMERGENCY INFORMATION DISSEMINATION

During critical incidents, what is said to the public is extremely important.  Public affairs preparedness includes fostering positive relationships with elected and appointed officials, civic leaders and the media to help the agency meet its goals for ridership, revenue and public recognition on a day-to-day basis.   During a crisis the media relations/public information function proactively works with these constituent audiences to provide accurate, verified information regarding what has happened, what the agency is doing about it and how it might affect the community.  In incidents involving injuries and deaths, release of certain information is subject to a variety of federal laws.  Further, particular attention will be given to monitoring the appropriate release of sensitive security related transit information to the public.

Response objectives:

· Provide timely, accurate and coordinated public information

· Minimize negative publicity

· Highlight positive response efforts of agency and staff

Priority response actions: 

· Craft messages incorporating verifiable incident information

· Distribute approved messages to internal audiences (board, staff, advisory committees) and respond to requests for information

· Distribute approved messages to external audiences (media, public) and respond to requests for information

Critical concerns: 

· Impact on service delivery 

· Message coordination

· Expected release of incident investigation reports

· Media coverage and public perception

· Relationships with elected officials, partner agencies and internal audiences

The Ps And Qs Of Crisis Communications

  Be Prepared 

· Build relationships with partner agencies, the public and the press before disaster strikes

· Assemble background details before disaster strikes; when you can’t talk facts, you can talk process

· Understand how your message relates to what the public wants to know 

  Be Positive

· Express confidence in your response actions

· When it comes to a message, saying it helps make it true

  Be Proactive

· Provide accurate and timely information to all constituent audiences 

· Anticipate what emerging issues will be, and be prepared to respond

· Use lessons learned as an opportunity for positive press

  Quantities

· The media lives by facts and figures.  Provide numbers that support your message

  Qualifications

· The public wants to know that the right people are in charge.  Talk about the capabilities and qualifications of your organization, your staff, and partner agencies

  Quotes

· The media must attribute to subject experts.  By assuming the role of subject expert your message becomes the face of the disaster
Transit Bus Safety and Security Program

FTA, AASHTO, APTA, CTAA


