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2020 Communities Defeat Terrorism OASIS Plan

Objectives: 

1. Encourage the public to report suspicious activity or behaviour and increase intelligence from communities.

2. Increase public understanding of what activity/behaviour to look out for by highlighting examples of terrorist attack planning methods

3. Increase awareness of key reporting channels like gov.uk/ACT. 

4. Reinforce the message that communities defeat terrorism – and the key role the public have to play in helping tackle the terrorist threat.

Audiences and Insight:

Target audience: Adults aged 15+ in key areas across the UK. 

The terror threat is still high. The need for public information to help keep communities safe has never been higher with three terror attacks in the space of 10 weeks with the most recent Streatham attack in February 2020.  
Following the 2019 campaign there was a 37% increase in weekly online reports from the public.

· The first week of the campaign, over half of the reports provided helpful intelligence to the police

· Over 6 million people across the UK watched the video in cinemas

· In the first 6 weeks there were over 17,739 visits to the gov.uk/ACT website

· Facebook posts achieved a reach of over 366,000, with over 12,000 likes, comments and shares

· The video achieved 444,543 views on social media

· The bespoke Instagram story achieved over 10,000 views

Strategy:  

· Messaging to focus on raising awareness of the signs to improve the quality – and quantity – of public reports. 

· Using cinemas to deliver messaging in an environment with fewer distractions, regionally tailored content, more impact and able to access traditionally harder to reach audiences. 

· Owned and earned channels: share engaging content with a clear call to action via internal and external stakeholder networks and media. 

Implementation:
· Marketing: eight week cinema advertising campaign with a regionally tailored call to action.
· Media: national and regional launch activity. Editorial engagement with national, BME, consumer and regional press and broadcasters.

· Digital and social media: campaign activity across owned and paid for channels, and other stakeholders’ channels.

· Stakeholder and Internal communications: Roll out of campaign ‘toolkit’ highlighting call to action for stakeholders.

Scoring and Evaluation:

· Inputs: 
- Pre, during and post campaign quantitative evaluation carried out by CTP to measure the impact and effectiveness of the campaign.
- Qualitative evaluation via 1-2 min vox pop films with cinema goers to gather sentiment.
· Outputs: Increase in reports of suspicious behaviour and activity via ATH, CTIRU, gov.uk/ACT; social media engagement rates; third party advocacy.

· Outcomes: More community intelligence about terrorist activity to help stop attacks.

· Impact: Safer communities through disrupting or perceived disrupting of terrorist activity.
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