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Metropolitan Police Authority: Website archive

Warning: This is archived materiai and may be out of date. The Metropolitan Police Authority 
has been repiaced by the Mayor's Office for Poiicing and Crime (MOPC).
See the MOPC website for further information.

Directorate of Public Affairs - thematic performance report

Report: 6
Date: 4 February 2010
By: Director of Public Affairs on behalf of the Commissioner

Summaiy
The report gives an overview of the Directorate of Public Affairs performance against its 
headline measures and targets and describes how it is contributing to the new MPS 
single performance measure of confidence.

A. Recommendation

Members are requested to note the report.

B. Supporting information
1. The DPA is responsible for providing professional communication services to support 
the MPS. We do this by raising awareness and understanding about the MPS, promoting 
corporate objectives and achievements and providing a comprehensive 24 hour media 
service.
2. The MPS confidence model outlines the key drivers of engagement, fair treatment, 
effectiveness and alleviating local anti-social behaviour but places communication at the 
core of driving confidence. Therefore the DPA has an important contribution to make to 
the organisation's delivery against this single performance measure.
3. The Directorate has a number of core activities that contribute to the delivery of 
confidence. They are divided into the following categories;

■ News, media management and corporate communication: 50 staff

■ Internal communication: 5 staff

■ E-communication: 3 staff

■ Marketing/ publicity; 6 staff

They are supported by 10 administrative staff.
4. The organisation also has staff undertaking communication activities working directly 
to boroughs and other business groups. These are not DPA staff, however, we work 
closely with them to ensure that standards are maintained. They also work closely with 
their local authority counterparts in promoting their local crime and disorder 
partnerships. The DPA also has regular co-ordination meetings with the external agency 
retained by PSD to advise on communication aspects of the estates strategy.
5 We have a training programme for DPA staff which includes legal training, press 
release writing, managing press conferences and an annual major incident training 
exercise where our emergency planning is tested and our contingency plans reviewed. 
We have also entered into a partnership with the Public Relations Consultants 
Association in order to access their training programme at reduced cost These courses 
can lead to industry recognised qualifications.
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6. The DPA supports (B)OCU press liaison staff by providing them with advice, training 
and development opportunities and by inviting them to an annual communications 
summit which highlights key issues.
7. The DPA has also played a key role in supporting TP in the development of content 
and presentation of ward level Safer Neighbourhoods newsletters.
8. The DPA regularly works in partnership with other agencies and police forces, to 
communicate joint policing initiatives, including public order events and demonstrations. 
These agencies include the Home Office, GLA, TfL, British Transport Police and the Qty 
of London Police. We also work with ACPO to deliver their annual National Counter 
Terrorism advertising campaign

Headline measures

9. The table below shows our range of headline measures and our performance against 
the targets. According to the MPS confidence model, keeping Londoners informed, as 
part of engagement, is a key driver of confidence. Therefore this performance measure, 
and the activity that delivers it, is a direct contributor to the single confidence measure.

Indicative Headiine Measure Target

1. The extent to which Londoners feel informed 
about what police in LONDON AS A WHOLE have 
been doing over the last 12 months.
Question 133 Pubiic Attitude Survey

Sustain or improve 
performance on 
quarterly results

2. Staff attitude survey that records if officers have 
the right information to undertake their 
roles/work.
Staff Survey - Working for MPS

Sustain or improve 
performance on 
quarterly results

3. Support corporate objectives - Independent 
evaluation of publicity and marketing campaigns.

Mandatory targets set 
for individual campaigns

10. Public Attitude Survey (PAS) results
The result of question 133 of the PAS is reported quarterly to MPS Performance Board 
and the MPA. The results of the previous five quarters are as follows;

■ Q2 (Jul-Sept08) 74% well informed

■ Q3 (Oct-Dec08) 79% well informed

■ Q4 (Jan-Mar 09) 71% well informed

■ Q1 (Apr-Jun09) 73% well informed

■ Q2 (Jul-Sept 09) 79% weil informed

■ Financial Year 09/10 76% well informed

■ Annual 08/09 75% well informed

11. Each quarter the DPA analyses the results at a borough level to identify increases or 
reductions in levels of feeling informed. These boroughs are then built into the 
programme of visits to boroughs to identify any need for additional support or action. 
The DPA then works with the BOCU press liaison officers to identify potential corrective 
action or examples of good practice.
12. Safer Neighbourhoods Newsletters have also been proven to be a key contributor to 
the confidence model. The DPA has supported TP in the development of this initiative 
by providing advice on the content of the newsletters, assisting with training sessions 
for authors, and quality assuring completed newsletters. In the past year DPA staff 
have reviewed over 1000 individual ward level newsletters.
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13. Staff Survey results
The results of the MPS Staff Survey regarding the statement'! am kept informed of 
developments' are as follows:
■ 2008/09 Q3 & Q4 result 55% -
■ 2009/10 Q1 & Q2 result 54%

14. A new question is being added to the survey to measure awareness and 
understanding of the Commissioner's 5 P's.
15. The 5 P's Communication strategy has included:
■ News Items on the intranet
■ Commissioner's all-staff briefings
■ Video message by the Commissioner
■ Articles in The Job (each edition since March 2009)
■ A series of posters focusing on each P
■ An intranet section to bring together reference information about the priorities and 

Ps.
■ Reguiar use of the monthly cascade briefing, Key Brief

Individuai communication plans have also been created to support each of the strands.
16. The DPA has also produced its own directorate action plan which outlines how we 
will incorporate the 5Ps into the day to day running of the directorate.
17. Advertising tracking
DPA advertising campaigns support the policing priorities and each campaign's 
effectiveness is measured through independent research. This shows that DPA publicity 
campaigns have a positive effect on the public's confidence in the MPS's ability to deai 
with the issue being advertised.
18. This year, as part of Operation Blunt, we developed an interactive fiim 'A different 
ending' to engage successfully with young people and educate them about the far 
reaching consequences of carrying a knife. Some 78% of respondents recalled seeing or 
hearing at least one element of the campaign. The film had over 2.1 million video views 
and 257,000 unique users.
19. This campaign has won the Public Relations Consultants Association 'Campaign of 
the Year' and 'Public Sector campaign' awards'. Last year's campaign to promote the 
single non-emergency number has been short listed for Chartered Institute of Marketing 
Awards.
20. The DPA re-launched Operation Bumblebee to support the MPS's operational 
response to tackling burglary in London. A pan-London advertising campaign raising 
awareness of the issue and offering advice to the public on how to secure their property 
and homes was launched to support operational activity.
21. Working together with the Trident OCU and lAG we have successfully engaged 
young African/African-Caribbean women and the wider African/African- Caribbean 
community to raise awareness of the increasing number of young women carrying and 
hiding guns on the behalf of others. Evaluation shows 58% of respondents recalling at 
least one element of the campaign and good levels of understanding of the key 
messages. The website linked to this campaign won an Association of Police Public 
Relations Officers award.
22. The 2008/09 CT publicity campaign generated an increase in calls to the Anti­
terrorist hotline (ATH) by 321% and feedback from S015 also showed an increase in the 
quality of calls.
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Key Performance Indicators/ monitoring performance locally -  Mth targets where 
applicable

23. In addition to the indicative headline measures, the DPA also monitors it 
performance against a number of quantitive measures.

Measure Annual Target
(where
applicable)

08/09 09/10 April -  
December

Calls answered by Press 
Bureau

- 78,192 52,781

Calls made by Press 
Bureau

- 28,335 19,557

Media facilities 
undertaken (including 
raids)

360 418 434

Media facilities with 
ethnic and specialist 
press

36 114 130

Successful court cases 
promoted

420 399 363

News releases written 1,080 1,470 1,054
New murders dealt with - 138 86
Gold groups attended - 374 268
Police officers/ staff 
media trained

300 305 570

Briefings re TP policy/ 
units

36 124 52

Briefings re SCD work/ 
units

120 83 79

Briefings re CO 
work/units

48 47 53

Public order events 
managed

- 18 18

Key briefs produced 12 12 9
Editions of the Job 12 12 9
Editions of London Gets 
Safer

12 12 9

Commissioners Briefings 8 in 2009/10 6 5
News stories published 
on the Intranet

1,800 2,811 2,571

Officers/ staff trained in 
corporate branding

- 463 530
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Budget and efficiency savings

24. The DPA budget for 2009/10 is £5.82 million compared with £6.87 million in 
2000/01 -  a real terms reduction of about 30%,
25. In 2007 the MPA conducted a scrutiny of MPS media and communication. The 
scmtiny recommended a realignment of expenditure to improve our capability 
particularly in social media developments, media monitoring and minority media. It also 
cautioned against any further budget reductions.
26. However, the DPA has identified efficiency savings totaling £376,000 for the 
financial years 2010-2013.
27. The introduction of the public confidence target requires the MPS to refresh and 
broaden its communication strategy, especially with the Olympics in 2012. Consequently 
an additional £1 million for confidence and community engagement is included in the 
2010-13 draft Budget and Business Plan.
28. Counter-Terrorism (CT) Funding
During 2009/10 the DPA has been successful in securing additional counter-terrorism 
funding to offset the MPS costs of 5 posts currently engaged in CT communication 
activity.
29. In addition £500,000 has also been secured to run a pan London CT advertising 
campaign as part of the national ACPO CT advertising campaign.

Continuous improvement

30. After every significant media issue facing the organisation, the DPA carries out a 
review and full de-brief of performance as a matter of course. This ensures that we 
identify and respond to key learnings, ensuring that they are built into future plans.
31. We also review tracking research following advertising campaigns to ensure that 
learnings from previous campaigns are built into future strategies.

Challenges

32. The digital landscape is changing quickly with social media opportunities widely 
available. This presents a challenge for the DPA, to ensure that staff skills and 
experience are up to date. It also presents a wider challenge for the organisation as a 
whole. There are also reputational risks to the organisation if staff engagement with 
these opportunities is not carefully managed.
33. As for the rest of the organisation, the Olympics presents a huge challenge for the 
DPA. An initial communication team funded by the Olympic Security Directorate is 
already putting a strategy and delivery mechanisms in place. This team will grow over 
the next two years as we approach the Olympics.

Risks

34. Although an additional £lm has been identified for the next financial year, given the 
current economic climate, further savings may be required in the future. If this is the 
case, it is likely that staff posts will be lost, thus reducing our ability to deliver high 
quality communication advice and support.
35. Some boroughs are considering reducing or removing borough communicator posts 
in their draft 2010/11 budget and business plans, or are covering this function with 
police officers. This is likely to have an impact on the level of local communication 
advice and may also place additional pressure on DPA staff.

C. Race and equality impact
1. Race and diversity issues are a key consideration in any communication activity and 
the DPA is skilled at identifying key target audiences and ensuring that our 
communication approach reaches that audience in the most targeted, appropriate way.
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2. An example of this is the recent Trident advertising campaign where we sought to 
engage with African/African-Caribbean women. These principles underpin our approach 
to all communication.
3. We also provide strategic and tactical communication support to the Diversity and 
Citizen Focus Directorate and sit on the Diversity Board. Most recently we supported 
colleagues launch the new Diversity and Equality Strategy.
4. Through the Chartered Institute of Public Relations, we have also contributed to 
industry efforts to inaease BME representation of staff working in communications roles 
generally.

D. Financial implications
1. All costs associated with the activities outlined above are covered within DPA existing 
budget.
2. The DPA 2009/10 budget and 2010-13 draft budget proposals can be summarised as 
follows:

Original
Budget

Draft Budget Proposals

2009/10
(£000)

2010/11
(£000)

2011/12
(£000)

2012/13
(£000)

Expenditure 6,046 7,084 6,975 6,904
Income/Specific Grant -226 -226 -226 -226
Totals 5,820 6,858 6,749 6,678
Proposals include Growth 
- Community 
Engagement

1,000 1,000 1,000

Reductions - Efficiencies -196 -109 -71

E. Legal implications
1. This is a performance monitoring report therefore there are no direct legal 
implications arising from this report.

F. Environmental implications .
None given.

G. Background papers
■ DPA Business Group Business Plan 2009/10
■ MPA scrutiny of MPS media and communications - April 2007

H. Contact details
Report author; Stephanie Day, Assistant Director, Directorate of Public Affairs, MPS. 
For information contact:
MPA general: 020 7202 0202 
Media enquiries: 020 7202 0217/18
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