YORK OUTBREAK CONTROL
Communications update
9 December 2020

Key messages

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

Working together to improve and make a difference

A phased approach
Phase

Approach (including aims)

Timing
Current work in
progress

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

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

Communications roadmap
2020
M A
Restriction communications
Regular updates / e-newsletters
Direct publications, Our City
Facebook live – ask the leaders
Let’s be York (safe reopen)
Let’s be York (keep open)
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monthly

Business packs, signage, social, web, PR
Outside, social

Let’s be York (Xmas/keep going)
We’ve got it covered
18-34 yo residents
Safe return to school
Emotional health
Testing strategy
Vaccinations

Social, PR, web
social
direct, social, web
PR, facebook, social, outside

M

Phase 1
Regular update of current
situation to try and prevent
outbreaks

Share accurate and timely messaging
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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.
Continued our regular communications and updates:
• 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
• Social media campaigns / weekly public health video
• Our City – resident newsletter

Our City - November 2020
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Build engagement through conversation
• Continued Facebook live Q&A

• Radio call-ins
Worked with younger age partners, to engage and target younger audience (age 18-30yo)
• Launched Our Big Conversation
“temperature check”
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Phase 2
Alert following increase in cases

Tier 2 communications
1. Share accurate and timely information
2. Further engage residents by using the tier process as a
catalyst for increased communications:
•
•
•
•
•
•

Resident, partner and members update
Internal communications
Social statement and social comms to clarify rules
Update website
Briefing via live facebook Q&A on 27 and 30 November
Shared Covid help contact details
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Build confidence in the steps taken and what
people need to do
Reminding residents what they can do (safe behaviours) to help stop
the spread of the virus and keep homes and families in York safe
Communications objectives:
Think: remember and understand that whilst in lockdown there
are still things we can safely enjoy
Feel: supported and engaged with Covid safety measures, feeling
some control over their own safety
Do: follow hands, space, face to help keep everyone safe

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

Continued :You can Still
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Build confidence in the steps taken and
what people need to do
Emotional health
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Planning outbreak communications
•
•
•
•

Preparing for 16 December
Christmas
Testing
Vaccination
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Covid: Complacency/Christmas communications
Let’s keep the places we love open and people we love safe
DRAFT PLAN
Objectives

Strategy

Understanding the implications through case studies
Think – audiences understand the
Working with partners across the city, use images and quotes
importance of the new guidance
from real people and case studies so residents, businesses and
when lockdown lifts on 2
visitors to understand what they can do to help keep people
KEY MILESTONES
December. they know the risks
safe and places open, as well as understand the risks if they
don’t follow the guidance. Create feeling of collective
from spreading the virus and the
Complacency
responsibility (a city-wide effort) to tackling the pandemic in
potential repercussions of not
York.
– to launch
Worked
with younger age partners, to engage and target younger audiencecampaign
(age 18-30yo)
following
the guidance.
December 2020
Regular drumbeat of information/ sense of York pride
Feel – all audiences feel they can
Reinforce narrative around the importance of the measures
1st review of tier
visit York and see others but can
(recognising ‘lockdown fatigue’) to protect the population from
restrictions – 16
greater harm. Give people something to feel positive about.
do this safely.
December
Recognise and champion the efforts of York residents and
businesses to date (cases coming down, etc). Share what
Do – everyone follows the new
people ‘can do’ and demonstrate good practice. Tackle
Christmas
guidance after lockdown/tiers lift.
‘lockdown fatigue’ through regular recognition and
arrangements come
We keep the places we love open
reinforcement of progress to date.
into force – 23-27
and people we love safe.
December inclusive
Signpost to information, support and advice
Provide consistent and clear messaging of the rationale behind
the restrictions at every stage. Provide clear and accessible
guidance around what is and is not permitted. Help residents
and businesses get the support they need.
Create specific messaging around the arrangements for
Christmas (23-27 December)
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Complacency/Christmas communications campaign OBJECTIVES

AUDIENCE

IMPLEMENTATION

Think – audiences understand the importance of the new guidance when lockdown lifts on 2 December. they know the risks from
spreading the virus and the potential repercussions of not following the guidance.
Feel – all audiences feel they can visit York and see others but can do this safely.
Do – everyone follows the new guidance after lockdown lifts. We keep the places we love open and people we love safe.
•
•
•
•

Residents
Local businesses/employers
Stakeholders e.g. York BID
Local MPs

•
•
•
•

Partners, e.g York Hospital, GPs
York Schools, academies and MATs
CYC staff
Councillors

Encourage sense of shared responsibility with emotionally
engaging case studies
• Further develop the hyper-local approach used in the ‘We’ve got
it covered’/York Kind campaigns.
• Develop a social media campaign with the help of partners,
creating case studies of people who have a strong interest in
keeping the city open and people safe - families, NHS staff, school
teachers, care home staff, university staff etc etc Use this to
stress the importance of not being complacent, taking individual
responsibility and working together for York
• Based on the theme ‘ help keep my…. open’ the campaign will
feature images of real York residents, appealing to others to keep
their shop, hospital, school, bar, etc open
• Share with partner organisations across the city, creating a sense
community expectation to follow the rules.

•

Visitors to York

Regular drumbeat of information/sense of York pride
• Create a short animation showing that York’s cases continue to
decline, and how, if we follow the guidance and are not
complacent, we can continue to keep each other safe, building
on the ‘let’s be York’ campaign promoting collective
responsibility.
• Update the signage in and around key areas of York (street light
banners and racecourse) with new campaign messages to
encourage revived interest and appeal to visitors
• Update www.york.gov.uk/coronavirus with the latest
information
• Link to the self isolation campaign animation to show how
quickly the virus spreads from one person (1:2.5)
• Share with partner organisations across the city, creating a
sense community expectation and support.
• Thank people for their continued support to community
support and recognise impact of ‘lockdown fatigue’ in
messaging, creating sense of empathy and building on feeling of
shared community experience
• Create copy, messages and visuals that can be shared in a
partner pack with partners across the city, including schools
and GPs, to reinforce the messaging and ensure audience
coverage.
Christmas messaging
• Use the look and feel of the overarching campaign to remind
people about the specific arrangements for Christmas. Promote
a sense of enjoyment with responsibility

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

Signpost to information, support and advice
• Provide a consistent flow of information re support and
advice to make it easier for individuals and businesses to
comply
• Send direct information out to anyone who has been
informed they need to self isolate (via the local tracing team).
• Share the information on the website and signpost to it
through social media and partner comms, so it can accessed
by all.
• Update existing coronavirus web pages to create an
information hub

EVALUATION

•Volume
and sentiment of local and regional media responses to •Number of partner organisations sharing the messaging
.
the consultation
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•Engagement - views/shares & sentiment of comments
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Audiences

Channels

Residents (students)

To reach the targeted age bracket:
- Social media (organic and paid) –
- High education - York College, Universities, apprenticeship programmes
- Local businesses as employers
- Local media
- Direct e newsletters – families and residents
- Forum groups, such as parent groups
- Webpages
- York FIS
- Libraries
- Direct mail (through local tracing team)
- Messages from GPs surgeries
- Posters in York Hospital
- Schools (if parents)
- Employers

CYC staff

-

Direct weekly emails
CYC website
Social media (organic and paid)
Local media
Hazel Court posters, screens and frontline newsletter

Businesses/employers

-

MIY/CYC business newsletter
York BID/Chamber of Commerce
Webpage
Social media
Local media
Local authority leads
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