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Key messages



Working together to improve and make a difference

The three phases of outbreak 

management communications
Phase 1

• Prevent - Provide updates about the current situation to prevent 

outbreaks

Phase 2

• Respond – Share information in responses to an alert following 

increased cases

Phase 3

• Manage the outbreak



A phased approach
Phase Approach (including aims) Timing

Phase 1 Regular updates of current situation to try 

and prevent outbreaks

Keep residents, businesses and partners informed 

Ensure consistent messaging and build advocacy through the 

Let’s be York campaign.

Show how keeping city safe for different audiences, eg. visitors 

–Visit York/Feel at Home in York

Share case data regularly so people understand current 

situation

Continue partnership approach including working together on 

discrete issues

Develop specific messaging for target audiences

Maximise reach and understanding of what to do. 

Embed public health messages in recovery work and 

communications

Current work in 

progress

Phase 2 Alert following spike in cases Public health warning following increase in cases

Reiterate public health messaging in clear way

Offer guidance and practical support. 

Share message widely

Share video content from public health professionals to explain 

latest advice in an engaging way

Address inaccuracies/provide context

Phase 3 Manage outbreak (more details in 

subsequent slides)

Initiate the covid-19 incident comms plan  (see annex A)

• Deliver a regular drumbeat of accurate / up-to-date 

information as directed by cobra and relevant phase

• Signpost support

• Promote unity and community cooperation

• Target information



Phase 1

Regular update of current 

situation to try and prevent 

outbreaks



Working together to improve and make a difference

To share the most up to date case data, have 

introduced a:

• Daily case tweet and social media posts

• Daily radio show on Jorvik Radio at 10.30am

Together with

• Weekly updates published every Friday on York 

Open Data: 

https://data.yorkopendata.org/dataset/covid-19-

daily-data-tracker

Share accurate and timely messaging

https://data.yorkopendata.org/dataset/covid-19-daily-data-tracker


Working together to improve and make a difference

Build confidence in the steps taken and 

what people need to do 
The council is working closely with partners and using a variety of 

channels to reach as many people as possible. Examples include:

• 2x weekly email updates to members and partners

• 2x weekly resident e-newsletter

• Weekly business e-newsletter

• Weekly families e-newsletter

• Regular press releases and media interviews

• Direct mail/booklets

• Social media campaigns / weekly public health video

• Targeted communications



Working together to improve and make a difference

13 October:  Ask the Leaders 
Q&A - Public Health

Build engagement through conversation
14 October:  Ask the Leaders 
Q&A – A safe return of students

Session original due to held 12 October 

but changed at last moment due to 

Government communications



Phase 2

Alert following increase in cases



Working together to improve and make a difference

Increased local media



Working together to improve and make a difference

With partners, promoted “warning” public 

health messaging across the city and in 

poster packs for businesses

Lamp posts                              Guildhall                                Ward notice boards

Racecourse                               Hospital                                           Schools

Shopping areas, 

including

Designer outlet

Share accurate and timely messaging



Working together to improve and make a difference

Worked with younger age partners, to engage and target younger audience (age 18-30yo) 

Build confidence in the steps taken and what 

people need to do 
Developed design concepts following 

feedback from young people, to engage 

and target younger audience (age 18-

26yo) 

• Social media collateral shared through 

partners (student unions, universities and 

colleges, York Youth Council, Show Me I 

Matter and I Still Matter, etc) rather than 

council channels, to maximise reach to 

target audience

• Posters circulated to pubs, bars and clubs 

across the city

• Early positive feedback from target audience 

(evaluation to follow)



Working together to improve and make a difference

Build confidence in the steps taken and 

what people need to do 

Communications objectives:

Think: remember and understand that whilst case figures may change, the potential 

for spread in homes remains significant

Feel: supported and engaged with Covid safety measures, feeling they have some 

control over their own safety

Do: follow safety tips and best practise to help keep their own homes and families 

safe

Reminding residents to adopt safe behaviours at home to help stop 

the spread of the virus and keep homes and families in York safe



Working together to improve and make a difference

Tier 2 communications
Share accurate and timely information 

Further engage residents by using the tier process 

as a catalyst for increased communications:

• Extra resident, partner and members update

• Internal communications

• Social statement and social comms to clarify 

new rules

• Video of Sharon Stoltz, DPH,  sharing the rules

• Update website

• PR, FAQs, media “reaction” interviews

• Detailed briefing via live facebook Q&A on 

Friday



York’s Emotional Wellbeing

Communications



Working together to improve and make a difference

Communications objectives
1. Supporting people to maintain or improve their emotional health

2. Normalising concerns about wellbeing – if you know others are struggling, 
you’re more likely to open up or reach out

3. Helping people recognise and articulate what they need

4. Signposting to support – online resources / reaching out to a friend / trusted 
colleague and sharing / crisis services

5. Amplifying trusted sources of support through partners ie
voluntary/community sector, NHS/TEWV, businesses.

• Deliver a partner-led campaign: CYC’s public health, adult social care and 

commissioning teams, North Yorkshire Police, CCG, TEWV, LEP, CVS, YUSU, 
Universities, Healthwatch,  Askham Bryan College, First Group.



Working together to improve and make a difference

Insight (national/pre-covid)
48% of people don’t tell their employers about mental health concerns for 

fear of losing their job. In addition, 55% thought that someone in their 

workplace with a mental health problem would be unlikely to disclose it 

for fear of being moved or passed over for promotion.

The most common cause of death for men under 45 is suicide.

3 children in every classroom have experienced a 

diagnosable mental disorder.

In the last 5 years, 90% of school leaders have reported an 

increase in the number of students experiencing anxiety, 

stress, low mood or depression.



Working together to improve and make a difference

Insight (York)

Source: Our Big 

Conversation 

(August 2020) 

Demographic information 

including age, location and 

gender has been shared 

with the task and finish 

group to help inform the 

campaign



Emotional wellbeing communications plan

19

PRIORITIES/HIGHLIGHTS

 Establish task and finish group 

with partners, including the 

voluntary and community 

sectors, health partners and 

business sector to ensure 

consistent messaging and advice 

across the city.

 Identify the breadth of trusted 

support available

 Use all available channels to 

reach our communities 

including employers, employees, 

students, parents, older 

residents

 Continue to inform public and 

encourage reaching out

 Share case studies normalising 

that it’s OK not to feel OK

Objectives

Think – that it’s ok to not feel ok and 

are aware of a wide range of support 

to help them

Feel – there is support and resources 

which is accessible and right for them 

to maintain or improve their 

emotional health and wellbeing / feel 

inspired or supported to reach out, 

people who can support others feel 

equipped and comfortable  

signposting support

Do – people recognise or articulate 

their feelings and reach out to 

sources of support, their 

peers/community influencers signpost 

relevant / appropriate support

Strategy

Normalise that it’s ok not to be ok, that 

others are feeling like you are and that you can 

reach out by sharing real experiences of how 

covid/pandemic has significantly affected 

emotional health in very different ways

Clearly signpost the wealth of support 

that’s available online, face to face, within the 

community and through informal, personal 

connections, keeping an organisation-agnostic 

approach and making it easier for peers / 

influencers to signpost support.

Identify the right support which can help 

with self care and prevention, including peer 

support by drawing attention to the huge 

range of support.

Amplify and target supportive 

signposting via partners’ channels to reach 

widely and effectively, especially to those 

experiencing social isolation by working with 

community groups and business groups to 

reach as many people as possible



Exploring different design ideas to share 

our message



Phase 3

Manage outbreak

Planning stage



Working together to improve and make a difference

Planning outbreak communications
• Learning from other local authorities

• Learning from partners, including Human Rights Steering Group 

submission

• Incident wash-up with partners

• Supporting settings

• Community partner briefing sessions

• Toolkit of communications materials


