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Who is the FMD Cross-Species 
Communication Team? 

Presenter
Presentation Notes
Who is the FMD cross-species team? It started with communicators and issues management specialists from NCBA, the National Pork Board, and Dairy Management Inc. In the past calendar year, our this core team has expanded its structure to include the American Sheep Institute, as well as bi-annual meetings or conference calls with an expanded group that includes operations and technical representatives from our organizations, as well as related groups such as USMEF, IDEC, NPPC, AASV, and AABP. 



Cross-Species Team Goals 

• Protect animal health & minimize disease 
spread 

• Promote consumer confidence in meat & milk    
safety 

• Prevent supply disruption to customers 
 

Presenter
Presentation Notes
Our core communications group still manages and drives most activity. We have established strong relationships with the technical experts in our organizations as well as members of USMEF, IDEC, NMPF, AASV, AABP, and more. The larger group collectively works toward these overarching goals in the event of an outbreak, including:Protect animal health & minimize disease spreadEnsure consumer confidence in meat & milk safetyPrevent supply disruption to customers



Key Activities 
• Create unified FMD 

crisis communication 
plan for livestock 
community 

• Collaborate on 
consumer-tested 
outbreak response 
messaging 

• Coordinate with gov’t 

Presenter
Presentation Notes
The reality check of the UK outbreak prompted the beef, pork and dairy industry groups to lead the charge in forming an FMD working group in 2001. Industry groups from all cloven-hoofed sectors were invited, with Beef, Dairy and Pork stepping forward as the primary drivers.The first meeting took place Sept. 12, 2001. The team’s focus is on creating a unified response plan and messaging to lay the foundation for a coordinated, consistent approach in the event of an outbreak. Over the past 11 years, the team has working closely with USDA, APHIS, USMEF and other government and industry groups to move forward FMD planning and message development. Forming close government ties has been essential to ensure the industry has a place at the table in the event of an outbreak.



Effective Communication in the 
Event of an FMD Outbreak: 

2012 Research Overview 
 
 

Presenter
Presentation Notes
In 2012, the FMD team made the development and testing of consumer messages a priority.   We wanted to take a new look at FMD messaging, conduct research with consumers and test for reassurance and confidence, and more specifically, understand consumer perceptions about vaccinations in general and how they are used during an outbreak.  Today, were here to talk to you about what we have learned on how to effectively communicate with consumers.



Research Objectives 
• In advance of outbreak, need to better 

understand: 
– Current awareness and knowledge levels 

regarding FMD  (last assessed in 2007) 
– Consumer acceptance of messages 

1) Food Safety 
2) Disease Impact and Management 
3) FMD Containment 
4) FMD Control 
5) Vaccinations 

 
 



Research Process 

Qualitative 

• Two bulletin 
board focus 
groups (40 
consumers) 

• Focused on 
reactions to 
proposed 
messages 

Quantitative 

• Online survey 
of 1,012 
consumers to 
quantify 
perceptions & 
understanding 
of issues and 
messages  

Qualitative 

• Two 90-
minute online 
focus groups, 
each w/seven 
consumers 

• Focused on 
vaccination 
issues and 
messages  

All participants ate meat or dairy products at least two times each month.  
Mix of ages, sex, employment, education, ethnicity, income and geographic location. 

Presenter
Presentation Notes
Qualitative phase:Quantitative phase:Additional qualitative phase:Two 90-minute online focus groups with seven consumers (three men and four women per group)Focused on vaccination issues and messages All participants:Eat meat or dairy products at least two times each monthMix of ages, sex, employment, education, ethnicity, income and geographic location-FMD awareness is complex: People think they’ve heard of the disease, but actually have not or have confused it with Hand, foot and mouth disease. -Appetite for knowledge: People were more interested in learning about the disease, effects of an outbreak and other aspects than we originally anticipated. -People want reassurance of collaboration and a plan: People want to know that organizations are working together to control the outbreak and want to know there is a process to follow in place. 



Awareness of FMD 

• The vast majority (85%) 
believe they have heard of 
FMD  

• Almost half (49%) believe 
small children can contract 
the disease  

• Consumers are confused 
about the difference between 
FMD and HFMD 

 

“I have heard of that disease. I 
cannot think of anything 

specifically I know about the 
disease except that it is much 

dreaded by the farmer.” 
 



Consumers Want to Know: 
• The location of the outbreak; 

type of livestock involved 
• Actions taken to contain the 

outbreak 
• The extent to which an FMD 

vaccine is tested and approved 
• What has been successful in 

other countries 
• What happens to infected 

animals after being euthanized 
 

“I would want to know more about 
what steps were being taken to keep 
it under control. I would very closely 
monitor for more information, and I 
would be sure to know my meat and 

dairy source before buying.” 
 



Shifts Since 2007 Research 
• BSE no longer top-of-mind 
• The Internet has increased the desire for self-search 

and information gathering  
– Consumers are naturally information seekers 
– It is important to provide enough accurate information, 

but too much can frighten people 

• Unease about “industrial farming” translated as fears 
that the animals are already receiving too many 
hormones/antibiotics/chemicals from feed 

 

Presenter
Presentation Notes
Analysis from FH Insights team 
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Actions Consumers Say They Would Take 
if There Was an Outbreak of FMD 

• Not change habits much, monitor the situation 
through news, own research 

− It isn’t known to impact humans 

• Research FMD 
− See if local stores are carrying products from affected producers 
− See if there is a recall of any meat or dairy products at local retailers 
− Find information on FMD, origin of the outbreak, where it occurred 

• Alter buying behaviors 
− Not purchase from stores that are sourcing from affected areas 
− Stock up on food items that may increase in price or become in short 

supply, buy alternatives 
− Buy locally grown meat that was not contaminated 
− Buy more fruits, vegetables, seafood, chicken 

•Alter diet, particularly if in an area that has infected 
animals 

− Not eat meat or milk for a period of time 
− Consume less meat or milk 
− Take care with milk/dairy, not consume or purchase until safe 

• Abide by the travel restrictions in a control zone 

“I would contact my local public health 
agency and local retailers to see if there 
are any meats or dairy products that 
have been recalled.” 

“I would not purchase any milk/dairy 
products or meats until I felt that 
enough convincing evidence was 
released to make me feel safe.” 

“As FMD is an animal disease, during 
the crisis, I’d change my diet to more 
vegetarian based.” 

“The only action I would take at the 
time would be to keep up on the 
information that was presented so I 
would know what is going on.” 



Six out of ten (61%) indicate they would be likely to stop consuming dairy 
and meat in the event of an FMD outbreak, only one-fourth (25%) is very 
likely to do so. More than one-third (36%) are not likely to change their 
consumption patterns.  

“Thinking about all the precautions and steps to contain the disease that have been 
presented to you, if there were an outbreak of FMD in the United States, how likely 

would you be to stop consuming dairy and meat products?”  (n=1,012) 
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Strongest Messages 
Reassurance: The majority feels reassured by the different categories of messages. 
The FMD containment messages are the most reassuring.  

14 

Presenter
Presentation Notes
Overall, all message categories tested well, but the two that tested the best were FMD containment messages and Vaccination Messages. In the event of an outbreak, we would combine and package all message categories to communicate with our audiences. Transition to next slide: As we continue, we’ll look at information that is more specifically tied to the sets of messages that were most reassuring and instilled the most confidence. 



Messages: Containment 

• Containment messages tested as the most 
reassuring and most likely to instill confidence 

• Key points: 
– Not a public health threat 
– Collaboration between industry and gov’t 
– “Even though FMD is not a public health threat, we must 

contain the disease to protect the economic viability of the 
beef, pork and dairy industries and our country’s ability to 
provide consumers worldwide with an affordable and 
steady supply of milk and meat.” 

 

Presenter
Presentation Notes
Messages were tested on containment of FMD in the event of an outbreak to protect the viability of the livestock industry and the food supply.  The messages included: The livestock community is working closely with the U.S. Department of Agriculture (USDA), veterinarians and local government officials to quickly contain the disease and minimize the impact on cattle, sheep and other cloven-hoofed animals.Even though FMD is not a public health threat, we must contain the disease to protect the economic viability of the beef, pork, lamb and dairy industries and our country’s ability to provide consumers worldwide with an affordable and steady supply of milk and meat.   As soon as state and federal officials identified the high probability of an FMD case, actions, such as quarantines of affected herds and restrictions of livestock movement, would be put into place. Farmers and ranchers closely monitor their animals for any signs of illness, report suspicious or potential instances of disease, and keep track of visitors to their operation. Right now, they’re following additional precautions to prevent the spread of the disease.Working together, we can contain FMD as quickly as possible.  The livestock community has employed a coordinated communications plan to ensure a streamlined flow of information among state and federal agencies, producers, processors, retailers and consumers.
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What Works What Doesn’t 
•Relevant and compelling  
•Matter-of-fact confirmation 
of food safety  

•Shows collaboration 
•Talks at a consumer level 
•Believable and provides 
proof/credible source 

•Provides additional 
resources 

•Puts the significance in 
context by explaining the 
economic impact 

•Wordiness or too lengthy 
•Outdated resources and 
information 

•Lack of research to support 
claims 

•Raises questions about 
when and how outbreak will 
be contained  

•Ambiguity around how to 
find latest updates 

Presenter
Presentation Notes
Transition: The containment messages are most reassuring and most likely to instill confidence, but in looking back at all the feedback, several themes emerged across the board on what works well and what doesn’t. 



Vaccination Awareness 
• Both qualitative and quantitative results suggest 

consumers do not have top-of-mind awareness of 
livestock vaccinations 

• When probed, 58% say animals are routinely 
vaccinated for different types of disease; 39% say 
they don’t know if this occurs; only 3% do not think 
that livestock are routinely vaccinated 
 

 
“I don’t know if animals are currently being vaccinated. It would be fine 

with me if they do this, as long as they test the vaccine and make sure that 
it would not be harmful for humans.” 

 

Presenter
Presentation Notes
Transition: In 2007, we conducted similar research on message testing. At the time, we did not test messages around vaccinations. In our latest research, we were most interested in understanding consumer perceptions and awareness of vaccinations and more specifically, on the use of vaccinations in the event of an outbreak. 



Vaccination Acceptance 

• Consumers believe vaccines are necessary and 
routine for protecting humans, pets and 
livestock 

• Some expressed concern about the potential 
for the vaccine to be passed to humans 
through consumption  

“I would not mind eating meat or milk from vaccinated animals  
as long as I know it is safe.” 

 

Presenter
Presentation Notes
Hear about the reasons for and the effectiveness of vaccinationsFinding out about the testing process of vaccines for livestock conducted by government agencies



A plurality (38%) of consumers who are aware of routine vaccinations feel 
this procedure makes meat or milk more safe to consume. One-fifth feels it 
makes products less safe. 

“Do you think these vaccines make the meat or milk more safe to eat, less safe to eat 
or have no effect on safety?”  (n=587) 



Vaccination Acceptance in the 
Context of Outbreak Response 

• Consumers are reassured by the messages 
that were tested 
– Consumers support vaccinations in the event of an 

FMD outbreak  
– Some consumers would still avoid consuming milk 

and meat until they knew the outbreak was over 

Presenter
Presentation Notes
Hear about the reasons for and the effectiveness of vaccinationsFinding out about the testing process of vaccines for livestock conducted by government agencies



Credible Sources 

85% 

Vast majority of consumers consider government agencies credible sources of 
information. Fewer than half find livestock organizations credible.  
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The Bottom Line 

• In the event of an FMD outbreak, 
communications should: 
– Assure consumers of food safety and what is being 

done to contain the outbreak 
– Reference trusted and credible organizations and 

sources 
– Provide resources for additional information 
– Integrate a human element 
 



Government & Industry 
Cooperation  

• Consistent messaging from a variety of experts 
and organizations is key 

• Industry will follow government’s lead 
• Industry communication channels will amplify 

government information and consumer-
friendly scientific information 
 

Presenter
Presentation Notes
As a subject matter expert,  we’d like to collaborate with you on communicating with your audiences. We’d like you to weigh in and share information on your websites, socials channels, etc. In return, we can also be a channel for your information. We’d like to ask you to be a consistent voice in the conversation to help us unify our messages and communicate them properly and efficiently. 



Dairy Industry Social Media Hub 

“LIKE” us on 
Facebook 
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Presenter
Presentation Notes
Why it was createdAs we evolve from reactive to proactive communications, we know we have a best-in-class crisis system and are good on issues. We are working  on getting ahead of issues and engaging in proactive events and communication to help manage our voice in a real-time world. We established a newsroom at DMI that: Provide the dairy industry a way to connect, engage, share, inform and publish content for a multi-stakeholder audienceEstablish a regular cadence of targeted and effective contentCapture breaking news and relevant insights in real timeEstablish relationships and ongoing engagement with influencers Portray a unified voice for dairy industryWhat goes on in the newsroom todayWorking toward real time listening and monitoring informs content and communications efforts across business units Insights, from a variety of sources created and used to create content and engagement for consumers and influencersContent and engagement on DairyGood.org and a private and public Facebook group  Reminder that if Common Voice members wants to join the private Facebook page—just let us know.Currently developing Dairy Good TwitterWhere it’s going2013:Continued development of insights-based content, search and feedbackPilot private collaborative hub through Facebook group gathers feedback and forms regular means of communication; will eventually inform development of Digital Hub, hosted on a password-protected area of DairyGood.org and USDairy.comAlignment across business units for proactive engagementBeyond:Newsroom will enable “Where Good Comes From” to serve as a shared, internal platform for the entire industry to speak in one voice about dairy’s value with consumers and influencers Library of assets and communication guidance collected and available for proactive and reactive engagement and media outreach in real time



Dairy Communication Priorities 

Action Consumer’s World Dairy’s Priorities 

1. Family’s 
overall health  
and diet 

5. Contributions 
to m

y com
m

unity  

Topics:  
• Carbon footprint 
• Water 

conservation 
• Ethical/humane 

treatment 

Topics:  
• Value  
• Child health & wellness 
• Healthy weight 
• Taste 

Topics:  
• Fluid milk 
• Breakfast 
• Dairy’s nutrient package 
• Lactose intolerance 

Topics:  
• Local and organic 

foods 
• Product innovation 
• Processing and 

ingredients (real, 
fresh, natural) Topics:  

• Hunger 
• Food security 
• Jobs 
• Economic impact 

MAY: Dairy’s Leadership in Food 
Security through events  (engage 
thought Leaders to set the stage with 
consumers) 

JUNE: National Dairy Month: the 
story of where food comes from 

JULY & AUG.: Dairy’s Contributions to Feeding 
Communities (build on thought leader 
storyline to reach consumers) 

SEPT./OCT.: Discuss  dairy as part of family’s 
overall health and diet  (i.e., integration with 
FUTP 60 back to school, and “One Day, one 
Dollar, One School”) 

NOV./DEC.: Dairy innovation driving 
local economies (with 
Entrepreneurship Roundtable 

MARCH: Focus on nutrition month 
efforts including, Breakfast + Physical 
Activity = Better Academic Learning  

Padlock Topics: 
Food safety, 
hormones, 
antibiotics, 

allergies, raw 
milk, etc. 

Dairy Advocacy 

APRIL: Drive conversation 
surrounding dairy sustainability 
with features of IC sustainability 
award winners 
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Upcoming DMI Tabletops 

Presenter
Presentation Notes
Overview of Dairy Management Inc.’s Dairy Industry Crisis Drills. The drills are sponsored by The Dairy Communications Management Team (DCMT) – Dairy Management Inc. (DMI), International Dairy Foods Association (IDFA), Milk Processors Education Program (MilkPEP), National Milk Producers Federation (NMPF), U.S. Dairy Export Council (USDEC) and the Innovation Center for U.S. Dairy. DMI has also worked with State and Regional dairy organizations to fund portions of trainings held in their home states or regions.  A great deal of work has been done over the past 10 years to get us where we are today, and the industry-wide crisis drills began in 2009. So let's take a look at the history. 



Past Dairy Industry Participants 

Presenter
Presentation Notes
During the last 4 years, nearly 80 processor organizations have been represented at the crisis drills. A sampling of those organizations are represented on this slide.Representatives of dairy co-ops and processing companies were hand-picked for the drills. Our goals were to engage those most likely to carry-forward the key learnings from the drill and provide leadership in their organizations or markets.Producer and processor participation was critical – not only to ensure a strong foundation of industry readiness, but to provide realistic input for government participants regarding their assumptions and plans. 



Past Federal/State Gov’t Participants 

Presenter
Presentation Notes
Some of the past Federal and State Government Drill Participants.The drills also don’t focus solely on industry talk. Rather we are also building broad relationships with those who would be involved in a dairy crisis. 



Drill Structure 
• Drill kick-off the eve of the training, followed by a full-day crisis 

training focused on consumer confidence 
• Fictional crisis occurs in the region of the training 
• Training proceeds through response and recovery crisis modes  

 
 
 

 
 

Presenter
Presentation Notes
All drills are a fictional but realistic scenario, presented through engaging visual triggers. The drills begin at a reception, and the following day the full-day crisis drill commences. Drill ReceptionsThe crisis drills begin the night before the full-day drill. This is an opportunity for participants to network and get to know one another. We also kick-off the drill scenario at the reception. Typically, an announcement is made that informs participants of an incident that has occurred in a specific area (typically the area where the drill is hosted), and each small group gathers to discuss – the information is classified as confidential. Full-Day Crisis DrillsThe drill resumes the next morning and participants remain involved all day in hands-on breakout sessions, mock interviews and participate as the drill scenario continues to unfold.The participants progress through the crisis in two primary modes: Response Mode: First, in the mindset of rumor and testing of the crisis. Interactive maps demonstrate how the crisis is spreading in the region (image). How would you and your organization respond at this stage in the crisis? Groups divide in to breakout sessions and get information about what would occur at this stage. Recovery Mode: Second, after the crisis has been confirmed, the participants move into a recovery mode. What is important for your organization to accomplish at this stage in the crisis. What factors do you need to consider one year after the crisis occurs? Again, participants are able to participate in multiple breakout sessions and practice communicating and interacting with other stakeholders across the dairy industry supply chain. 



Hands-on Experience  
• Social crisis simulator requires “real-time” response 
• Mock news broadcasts 
• Mock blogger and media interviews 
• Breakout and skill-building sessions 

Presenter
Presentation Notes
The visual triggers and training activities throughout the drill encourage hands-on interaction, and maintain the real-time, realistic atmosphere of the training: Mock news broadcasts from our mock news station, WMLK. These broadcasts progress the situation and allow the participants to understand what the general public would be hearing/seeing at this point in a crisis situation. Mock media interviews – Participants are able to practice their interview and key messaging skills in large and small group interviews. Breakout sessions – creates an opportunity participants to work across groups though interactive exercises and to build relationships, as well as test and improve existing response plans. Some sessions include:Government Operations BriefingMilk Movement StrategySocial Media Skill-BuildingSkill-Building sessions – To enhance readiness and learn about emerging trends. Some sessions include:Ambush blogger interviewsRound-robin media interviewsGroup report-outsSocial Crisis Simulation - Throughout the drills, we’re providing updates and advancing the scenario with a social crisis simulator – FireBell. This program simulates the experience of tweeting and posting to Facebook in real time. Participants are able to engage in social maneuvers in real-time dialogue in a secure, off-the-Internet environment. Resolves the static-drill issue: this is alive. It brings the element of “real-time” into the crisis drills. Unlike the foot-and-mouth disease drills of 2011 and 2012, participants in the 2013 Food Safety Drills will be assigned to tables with a cross-section of participants (from their region, when possible), to ensure collaboration and sharing across dairy supply chain, government and third party participants. 



Continued Engagement 
• In a 2013 survey of FMD drill participants: 

– More than 70% said that attending the training 
made them feel more confident of their 
organization’s ability to respond in a crisis 
situation 

– More than 70% updated their organization’s 
existing crisis response plan after the training  

– More than 50% met with suppliers, customers, 
local authorities and/or third-party 
representatives to discuss their organization's crisis 
plan after the training 

Presenter
Presentation Notes
Continued Engagement and Improvements In 2013, DMI distributed a survey to all past FMD drill participants. It was an anonymous survey but 50% of respondents identified themselves. Of those 50%, 35% were processors/co-op representatives. Of that 35%:More than 70% said that attending the training made them feel more confident when they think of their organization’s ability to respond in a crisis situationMore than 70% updated their organization’s existing crisis response plan after the training More than 50% met with suppliers, customers, local authorities and/or third-party representatives to discuss their organization's crisis plan after the trainingAdditional TrainingsAs a result of the regional drills, other groups have approached DMI and/or Weber Shandwick (either at the drill or post-drill) about hosting a training specifically for their organization:State and Region Dairy Organizations: Midwest Dairy Association, SUDIAProcessor/Co-op OrganizationsPrairie Farms – Company employees attended previous dairy industry crisis drills, and then approached us about developing a drill specifically for their team. We conducted this drill in March 2013 with 100 Prairie Farms employees in attendance. We were able to tailor the lessons and activities specifically to the Prairie Farms crisis plan and employee roles and responsibilities. 



2013 Crisis Drills: Food Safety 

Washington, 
D.C. 

June 5-6 
 

Salt Lake City 
Sept. 25-26 

 
 Minneapolis 

Nov. 20-21 

Presenter
Presentation Notes
The 2013 dairy industry crisis drills will focus on building crisis leadership, communication, planning and response capabilities across the dairy supply chain, with an emphasis on empowering individual dairy companies and producers to better prepare for crises.  DMI has developed a new crisis drill scenario that will allow the dairy industry to test our longstanding crisis response plan in this context – a disaster strikes and dairy food safety is called into question. In this drill, a tornado devastates a community, leaving farms, processing facilities and a nuclear power plant damaged in its wake. Radiation leaks from the plant and begins turning up in the local food supply. While the radiation is contained to a relatively small area and does not impact the rest of the nation’s food supply, it still triggers food safety concerns on a national level and a massive communications challenge for the dairy industry.Eighty dairy industry and government representatives will be recruited for each drill in 2013. Of those 80 participants, we’re targeting 15 processors/co-op participants, including executive level officers, communications and operations. This food safety scenario will continue into 2014 as well. Locations TBD. Similar to previous Foot-and-Mouth Disease trainings, these drills will also have the goals that will allow the participants to:Provide an opportunity for participants to think critically about their crisis response plans and identify areas for improvement, and encourage organizational-based response planning across the dairy supply chain.Build individual skills in the areas of executive leadership, social media response, organizational response, risk communication and media and key stakeholder communication. Provide participants with an opportunity to build relationships with government and industry representatives.



Questions? 
 

FootAndMouthDiseaseInfo.org 
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