Community Outreach Forum, 11-18-2009

Presentation by the Public Information Office

Public Information Office: General Overview

· PIO activities include planning campaigns and shaping messages.  They take what the County does and figure out how to craft a clear message so County residents and others can understand.
· PIO is not just about providing information, but about shaping messages and message delivery.  It is political in this sense.

· PIO is proactive but also reactive.  They respond to media, agencies, and departments.

· PIO Beat List includes the names of PIO staff sorted by different issues/departments.

· PIO controls the content on the County website.  They project the image of the County, and use the media of the web to draw people in.

· PIO uses a range of platforms to discuss what the County does.  They do graphic design (such as signs), as well as cable TV.
· Money/expectations of PIO are changing at the same time media is changing.

· Engaging people is more difficult.  There is less local coverage, and therefore more pressure on the PIO.

Pedestrian Safety Campaign
· In 2000, we learned that there were more pedestrian fatalities in Montgomery County than homicides.  Pedestrian safety at that time was not seen as a significant issue.

· PIO put together a campaign to raise awareness; to show both that pedestrian safety is an issue, and convince people why they should care by showing consequences.

· Held a press conference to enter it into the public dialogue.

· As Montgomery County won a grant and executed their campaign, other nearby jurisdictions began focusing on pedestrian safety as well.  Decided to pool together and developed the “Street Smart” campaign.  County continues to contribute to this campaign.

· PIO designed campaign to target young male drivers, as they were seen as a significant group in pedestrian fatalities.
They then learned that the Latino population was disproportionately the victims in pedestrian collisions, so campaign was developed in Spanish (not just translated into Spanish from an English-developed campaign).  They developed a toolkit of what people can do in communities to get the message across.  This relied heavily on visuals in case people were not fluent in their own native languages.

· Leggett came into office and decided that he wanted pedestrian safety to be a focus.  PIO released report; strategic plan for how to improve safety.
· PIO developed Walk Safe, designed for ESOL, but in English with English subtitles.  This was intended for use as a language-learning tool.  Pre- and post-tests indicated significant improvement in understanding pedestrian safety.
· Last year, PIO identified that new drivers are a high risk, both new teen drivers and older drivers.  Similar “Drive Safe” videos were made for teens and adults.  If you have ideas about who should see this video, please contact Esther.

· This year aims to be more data-driven.  Data showed that 22% of collisions were happening in parking lots.  Three weeks ago launched a campaign to target this issue.  Generally, seniors are the drivers in these collisions and youth 19-24 are hit (distracted walking is likely an issue here).
Discussion of PIO Services

· PIO has developed marketing plans at every level.  Many are low/no cost, while some cost a great deal.  PIO can help you reach a large audience with long term campaigns.

· Getting results and using the money well depends upon getting the correct message out. Background research must be done before crafting a message to make it successful.  PIO surveyed property managers and held focus groups before the Walk Safe campaign.

· Evaluation is important.  It can be difficult to assess the real impact of a campaign.  People may have learned how to be safe as a pedestrian, but the campaign may not have influenced them enough to care about it.  In this example, they surveyed people in high-collision areas.  Spanish speakers knew pedestrian safety rules better than English speakers, but other factors prevented them from following these rules.

Questions

· Did the campaign effect a change in injuries/fatalities?

-There has not been a decrease, but there are also a greater number of people/drivers.  The data will need to be normalized to assess this.

-Our region shows no significant difference from other regions.

-There have been on-street behavior changes (anecdotally).

· Pedestrian safety should not just be about a PIO campaign.

-Traffic citations should be increased for pedestrians violating rules, and the number of crosswalks should be increased.

-Media has changed and the people in the county have changed.  PIO is working to address this by getting more Spanish media involved and moving toward social media/listservs.

-Additional focus is needed on grassroots efforts rather than campaigns, such as using community contacts to spread a message.  Pedestrian safety teams, involving volunteers from CASA, went out on the streets and intercepted pedestrians and providing information.
-MCDT reports that their effort to reduce traffic/pedestrian collisions consist of 3 “E’s”: 

Education: Partnering with PIO to plan.
Engineering: Just beginning to work on this issue.
Enforcement: Partnering with police.

They are using data to determine where to focus, and will begin to compare
targeted areas to determine if efforts have been successful –looking at the data
county-wide does not indicate changes but comparing changes in particular
streets/neighborhood may indicate a change.
· Does the campaign consider the role of alcohol use in collisions?

-Alcohol involvement on both sides (driver and pedestrian) likely increases the rates of collision, but there is no data for Montgomery County.

-It may be possible to engage County-operated liquor stores and other agencies to advocate this message.

-We could get greater involvement if we could bring this level of energy and engagement to all County issues.

· There are too many lists/newsletters and disorganization between departments.  We are all trying to reach the same people – there should be a single list/newsletter.
-We are working on an e-newsletter with links to different issues, every few weeks.
-Bethesda listserv example: there should be a 3-line summary of every press release, written at the bottom by whoever is most familiar with the issue.

Methods of Reaching Out / Services Offered by PIO

· Facebook/Twitter.  Even with a small following, these services are useful because people will forward information on to others.  PIO can provide guidance for using these services. Ex: an employee using social media must present his/herself as an individual, not as a County employee. 

· Videotapes.
· Use PIO as single portal to outside.  Use PIO as a fallback if there is an escalation, or to navigate social media where there is a lot of back and forth and it can be difficult to draw the line.
· Volunteers.  Have a group you can easily mobilize to answer questions, table events, etc.
· Advertising.  Located on the County website and County Council homepage.  Send postcards to people in target region.  

· Using County staff.  In the past we have not used County employees as ambassadors of information often enough.  We should be able to talk to neighbors/be familiar with information.  We should send press releases to employees.  However, people don’t want to know everything.  We need both the County Council list and the Bethesda list.  But, if people get too much information, they will decide they don’t want any information.  The idea is to reach a connector, such as the people at this meeting, who will forward key information.

Announcements

· Reed: the Volunteer Center can post opportunities online if people need volunteers to help out with newsletters.

· Holiday Giving campaign is happening now.  Link is on the County website.

