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Presenter
Presentation Notes
Welcome. 
In this section we look at media and how we as agencies work together to present clear, consistent, and concise messages.



Value of working with media 

 Provide vital information to 
stakeholders fast 

 Build trust and relieve anxiety 
 Promote response’s good work 

 
We achieve balance 
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Presentation Notes
In PR we often say, “first in controls the spin.” We actually want to be first in to establish our position as the point of contact.
You’ll here me say “we” often. In a Unified Command, “we” are the team. While we each may have specific agency needs, together we present the unified message and a unified front when addressing the public and media.
If we do this right, we can demonstrate transparency, concern, commitment and cooperation. We achieve a balance



Governor’s perception 
Legislators’ perception 

Environmentalists’ 
perception 

Local Government’s 
perception 

Nation’s perception 

What are we balancing? 
Public’s perception 
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We are balancing everyone’s perceptions. It goes beyond the spill, beyond the town, county event state.
We affect the perception of what our responses teams are doing.



Perception is reality 
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Unfortunately, no matter how well we may respond, if the media and public do not know about it, we fail.
xample Cosco Busan oil spill in 2007 in the San Francisco Bay.



Joint Information Center 

Purpose: 
  • Share information and resources 

• Develop unified strategy and message 

• Address individual and multiple needs 
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When we join in Unified Command, the PIOs create a joint information center (JIC). We come together to share the above and may do this actually on scene or virtually.




Who works in the JIC in an oil spill? 
 

 
 

 

• Department of Fish and Wildlife 

• U.S. Coast Guard 

• Responsible party 

• Other agencies (state and 
regional parks, NOAA, Cal EMA, 
local government) 
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Who becomes part of the JIC – every agency involve that can send a PIO if needed. Key message: OSPR wants local representation in the JIC. Invite them to drills to practice with us.



JIC Structure 

Public 
Information 
Officer (PIO) 

JIC Manager 
 

Information 
Gatherer 

Information  
Products 

Media 
Relations 

Media 
Monitor 

Community  
Relations 

 
 
 

Led by the Public Information Officer usually from 
the federal or state agency 
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This is the basic structure of a JIC for organizational purposes. The Lead IO works directly with the UC and serves as the conduit for information and UC direction. The JIC manager coordinates JIC activities in support of the UC, following UC intent and direction. A well-run JIC will work as a team, meeting the needs of ALL OF JIC AGENCIES represented while ensuring an approved, unified message goes out. 



Messaging – Key components 
 Compassion: concern for public safety and the 

environment 
 
 Action: fast, effective, efficient response 

underway  
 

 Commitment: Work closely with local, state and 
federal partners for thorough cleanup through to 
restoration 
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So how to we do this? Through key messages.
Key messages emphasize our priorities and values, and always include public safety. 



What the media wants to know 

 How much was spilled? * 
 Who is to blame? * 
 How did it happen? * 
 Where and when will the oil wash 

ashore? 
 What are the impacts to wildlife, the 

environment, the economy (shipping, 
fishing)? 

 What beaches will be closed? 
 What are you doing about it? 
 How much will it cost? 
 How much oil has been collected? * 
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Note to presenter (just start clicking as you talk).
While these are the common questions, sometimes we do not have the answers – specifically for the astericks. If we cannot provide the answer, we explain why: part of an investigation, information not available yet.



Challenges 
 Timely and accurate information 
 
 Transparency and accessibility 
 
 Today’s media cycle runs 24/7 

 
 News helicopters and reporters often at  incident before 

responders  
 

 Individuals and groups outside of the response voice 
opinions before we get there 

 
 Social media lets unofficial information to spread quickly 

 
 Some information (investigation) can’t be released 
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Getting those messages and answering those questions can be very challenging. (NOTE presenter – click through quickly). Today’s media environment has changed dramatically. Where we used to have hours to respond, we now have just a few minutes to put something out on social media. Where we used to be the first source, the citizen journalist can beat us. We need to move fast to establish ourselves as “THE source”.



Outreach methods 
Traditional 

 News conferences 
 News releases 
 Media interviews 
 Media tours  
 Community meetings 

Evolving 
 Websites 
 Social media 
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Media has definitely changed in the advent of the web. We still have and still use the traditional approaches (click quickly to list) but the internet has added new dimensions that continue to evolve Twitter and Facebook, Instagram, and more.



Tools - Think Strategic  

 It’s not just a website – it’s a resource 
 Brand where you can 
 Get them to follow you now, and they will 

trust you later 
 Become “the source” 
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So when looking those messages we must be more strategic than ever. (NOTE to presenter - repeat each of the bullets)
We must rethink how each of our tools serves us and how we can position ourselves BEFORE an event occurs.



Standard page 
versus 

Emergency 
response page 
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OSPR has a standard page and then an emergency response page. The emergency response page.



Past events remain 
accessible – keeps 

the history 

Branding makes 
it easy 

Stand alone page - 
Keeps current events 

in the forefront  

https://calspillwatch.dfg.ca.gov/
https://calspillwatch.dfg.ca.gov/


Brand makes it 
easy – but identity 

not lost 

Branding makes it 
easy to find us, but 

identity not lost 



Brand across 
the 

venues/medium 



Questions? 
Contact Information 
 
Alexia Retallack 
Public Affairs Manager 
916-322-1683 (office) 
916-952-3317 (cell) 
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