Pakistan Earthquake Case Study

Media & Communications
1. Case Study Documentation:  Pakistan Earthquake Response
First 24 hours
Established Essential Information/ Spokesperson(s)

· CRS Pakistan CR immediately relayed essential information about disaster; with RIO and RD, identified key spokespersons, contact #s and availability for interviews.
Alerted Media Contacts

· RIO issued press release and identified reporters in area and those in U.S. covering the story. 
Prepared Key Talking Points

· With program approval, RIO prepared key talking points for staff at HQ and in field.
Liaised with HQ 
· RIO contacted web director to ensure information, including “Help Now” button for $$, was posted over the weekend date of the disaster. 

First Week

Interviews 
· Pakistan CR, emergency director and RD took interviews and met reporters in person.

· RIO worked with CRS Pakistan program staff to identify good stories/sites for reporters.

Stories for HQ
· Stories written and made available by RIO for website and fundraising, including best-of photos taken by field staff.
Visit by CRS VP and Board Member

· High-profile visitors took part in distributions and photo opps; provided programming guidance/support.
CRS Signage Available

· CRS shirts were made easily available by CR; distribution banners included logo; staff donned caps at sites.
Second Week and Beyond

· CR with RIO input hired temporary consultant to follow up on communications for next 6 mos.
· Media Unit coordinated interviews and video/web material at 6-mo. and one-year milestones.
2. Best Practices and Lessons Learned 

Best Practices

· Sending Press Release within first 12 hours:  CRS heard from a handful of outlets that CRS’ press release was the first seen; the information was picked up several times over.  

· Spokespersons: The CR, emergency director and RD conducted outstanding interviews and were available at all hours—making it feasible for U.S. news outlets, including CNN and NPR, to interview CRS.  The feedback from producers and editors was extremely positive.

· CRS Signage:  The CRS logos made for great photo opps and community visibility.
· Talking Points:  Talking points provided within first 24 hours were helpful for HQ staff (arriving at the office two days after the disaster) who had little familiarity w/ the program.  However, they were outdated within days and not revisited due to the pace of change in info.

· HQ and Field Approval:  Approval and quick decisions at the executive, RD and program levels made for timely announcements of CRS’ increase in funding and commitments.
Lessons Learned
· Broadcast interviews missed during first 24 hours: The communications focus during first 48 hours was more on print, and less on broadcast, given familiarity with contacts.  This led to another INGO becoming the more quoted, authoritative source for broadcast outlets.  

· Sending Vice President and Board Member:  Though the visit may have had many programming and morale benefits, the interest from a majority of news outlets was not in interviewing an executive head, but in hearing from aid workers and Pakistanis.  

· Follow Up After Initial Weeks:  The hiring of a communications consultant proved helpful for photography and internal communication needs during the immediate months following the disaster, but not so much for external communications.  Information flow dropped off; no video footage and gaps in collecting human interest stories. Information gathering and management was a challenge without a designated point person in country.

· Website Updates:  Web postings after the first week were delayed and unorganized.  Journalists wrote to ask why our response wasn’t featured on the site when they had seen CRS in the field.  In fact, the information was there, but incredibly difficult to find.

