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PROCEDURAL GUIDANCE FOR PUBLICISING ANTI SOCIAL BEHAVIOUR INTERVENTIONS IN CHARNWOOD 

════════════════════════════════════

AIM

Charnwood Community Safety Partnership is committed to promoting a safe and secure environment in Charnwood, so that residents are able to live peacefully in their own communities.  This procedural guidance relates to Anti-Social Behaviour Interventions such as Anti Social Behaviour Orders (ASBOs) as introduced by the Crime and Disorder Act 1998 and amended by the Police Reform Act 2002 and the Anti-Social Behaviour Act 2003 and Anti Social Behaviour Injunctions (ASBIs).  Anti-Social Behaviour Orders and Injunctions are civil orders which protect the community from behaviour that has caused or is likely to cause harassment, alarm or distress to one or more persons not of the same household as the perpetrator.  They are preventative orders, designed to curb repetition of anti-social behaviour.  They impose restrictions on the behaviour of individuals who have behaved in an anti-social way and protect communities from often longstanding and intimidating activity.  This document aims to guide those individuals making a decision whether or not to publicise orders; how to do it; what medium to consider and what to take into account.  

OBJECTIVES

· To introduce guidance and procedures which are not onerous or bureaucratic but moreover simple and timely whilst considering the necessary safeguards.

· To identify a post holder who will authorise any publicity.

· To ensure that all staff are adequately trained to implement the procedures by means of multi-agency training sessions where appropriate.

The Community Safety Partnership has already produced a strategy for tackling anti-social behaviour.  This Strategy sets out a framework for tackling anti social behaviour through the Anti Social Behaviour Steering Group and Joint Action Groups (JAGS).  These multi agency groups, comprising lead officers and practitioners from relevant agencies, seek anti-social behaviour resolutions through joint intervention and action planning.  Chaired by the Council’s Anti-Social Behaviour Co-ordinator, the ASB Steering group will review all requirements for anti social behaviour intervention publicity, which are referred to them; in particular ASBOs and ASBIs  They will utilise these procedures having due consideration for a variety of issues including ‘Human Rights’, prior to reaching any decisions. Their role will be to make a recommendation to the relevant authorising officer, who will then review all relevant documentation and make a decision with regard to authorisation.

For matters affecting the management of Charnwood Borough Council’s housing function, the authorising officer will be Charnwood Neighbourhood Housing’s Service Improvement and Communications Manager. 
For matters falling outside the management of the council’s housing function, the authorising officer will be the Head of Communities and Partnerships and in their absence the Director of Partnerships and Customer Services.

For Police led matters, the authorising officer will be a Police Superintendent from the relevant Local Policing Unit
In instances where publicity matters are not referred to the ASB Steering Group for consideration, the lead agency shall have due regard for this guidance, utilising the available check list.
This guidance and procedure takes into account guidance issued by the Home Office in September 2005.  It also reflects the Judgement of Lord Justice Kennedy, presiding judge in the case of R (on application of Stanley, Marshall and Kelly v Commissioner of Police for the Metropolis and Chief Executive of London Borough of Brent [2004] EWHC 2229 (Admin), commonly referred to as Stanley v Brent.

This document will be revised in consultation with the Council’s Head of Legal Services and Director of Risk Management in the event of the Home Office publishing new guidance, or in response to the outcomes of any future legal judgements. 

Principles

· Publicity is essential if local communities are to support agencies tackling anti-social behaviour.  

· ASBOs and ASBIs protect local communities.  Obtaining the order is only part of the process; its effectiveness will normally depend on people knowing about the order.

· Information about ASBOs/ASBIs obtained should be publicised to let the community know that action has been taken in their area.

· A case by case approach should be adopted and each individual case should be judged on its merits as to whether or not to publicise the details of an individual subject to an ASBO/ASBI – publicity should be expected in most cases.
· It is necessary to balance the human rights of individuals subject to an Order against those of the community as a whole when considering publicising interventions
· Publicising should be the norm not the exception.  

· An individual who is subject to an ASBO or ASBI should understand that the community is likely to learn about it.

Benefits of publicity

Publicity is not intended to punish the individual.  An ASBO/ASBI is a civil order, which restrains future anti-social behaviour: it is not a punishment.

· Enforcement – local people have the information they need to identify and report breaches.

· Public reassurance about safety – victims and witnesses know that action has been taken to protect them, and to protect their human rights in relation to safety and/or quiet enjoyment of their property.  Making local people aware of an Order that is made for their own protection can make a real difference to the way in which they live their lives, especially when they have suffered from anti-social behaviour themselves or lived in fear of it.

· Public confidence in local services –local people are reassured that if they report anti-social behaviour, action will be taken by local authorities, the police and other agencies.

· Deterrent to the subject of the order – the perpetrator is aware that breaches are more likely to be reported because the details of the order are in the public domain.

· Deterrent to other perpetrators – publicity spreads the message that ASBOs/ASBIs are being used and is a warning to others who are causing a nuisance in the community.

The decision to publish

Each individual case should be judged on its own merits as to whether or not to publicise the details of an individual subject to an ASBO/ASBI.

There should be a correlation between the purpose of the publicity and the necessity test: that is, what is the least interference with privacy that is possible in order to promote the purpose identified.

Decision-makers should ensure that the decisions to publicise ASBO’s/ASBI’s are recorded.  However, decision-makers should not see this as an onerous, lengthy task but merely a way of recording the process they go through to arrive at a published document.  

To ensure it is achieved, it is good practice to identify an individual to be in charge of the recording process.

The decision-making process should aim to consider and record several key factors:

· The need for publicity 

· A consideration of the rights of the public

· A consideration of the human rights of the recipient of the ASBO/ASBI.

· What the publicity should look like and whether it is proportionate to the aims of the publicity.

The decision-making process should be carried out early so as to avoid unnecessary delay in publicity following the granting of the order.

The decision-making process 

Publicity must be necessary to achieve the identified aim – this will involve a necessity test.  The identified aim for publicising could be (1) to notify the public that ASBOs/ASBIs have been obtained in order to reassure the public that action has been taken; (2) to notify the public of specific ASBOs/ASBI’s so that they can help in their enforcement; or (3) to act as a deterrent to others involved in anti-social behaviour.  In some cases two or all three aims will be relevant.

Disclosure of information should always be necessary and proportionate to achieving the desired aim(s). When identifying the aim(s) decision-makers should acknowledge, in those cases where it is relevant, the ‘social pressing need’ for effective enforcement of an Order which prohibits anti-social behaviour in order to protect the community.  In effect, this is the consideration of the human rights of the wider community, including past and potential victims.

The decision-maker should recognise and acknowledge that for publicity to achieve its aim it might interfere with the individual’s human rights and potentially those of his or her family.  Publicity should be proportionate to this interference.

For example, if the legitimate aim is enforcement of the ASBO/ASBI then personal information, such as the terms of the ASBO/ASBI, the identity of the individual (including a photograph) and how to report any breach of the terms should be included.

Normally the consideration of the effect of publicity on family members should not deter decision-makers on the stated aim of publicising the ASBO/ASBI.  However, consideration of the impact of the publicity on vulnerable family members should be made and recorded.

The defendant and his or her family should be warned of the intention to publish details.

What should publicity look like and are the contents proportionate?

The contents of the publicity should also be considered and decisions recorded.

Disclosure of information should always be proportionate to achieving the desired aim. The contents of publicity should include factual and accurate material.

Close regard should be had to the content and tone of the publicity. Information must be based on facts and appropriate language used: for example, the order itself does not mean that an individual has been found guilty of a criminal offence. Words such as ‘criminal’ and ‘crime’ to describe the individual and their behaviour must be used with care and only when appropriate.  If the anti-social behaviour was, as a matter of fact, also criminal, then it is permissible to describe it as criminal. Breach of an ASBO is a criminal offence and should be described as such.  Breach of an ASBI is not a criminal offence: it is a contempt of court.
Publicity should be consistent with the character of the ASBO/ASBI itself: that is, a civil injunction (rather than a criminal order) restricting anti-social behaviour (which may be criminal but need not be criminal). It would be prudent to rehearse the facts of the case and agree on appropriate language to use. 

Some consideration should be given to the personal circumstances of individuals named on the order when deciding whether to include them in the leaflet, particularly if they are under18. However, any arguments for not including their names must be balanced with the need to enable those who receive the leaflet to be able to identify a breach.

Details of conditions of non-association named on the order, particularly where those named are also subject to ASBOs/ASBIs or have a recent history of anti-social behaviour can be included in publicity. Even in cases where the named individuals with whom association is prohibited are not subject to an Order it will usually be appropriate to name them once some consideration has been given to their personal circumstances.

Age consideration

The age of the person against whom the ASBO/ASBI was obtained should be a consideration when deciding whether or how to inform people about the Order (Anti Social Behaviour Injunctions are not normally made against juveniles).
Factual information should be obtained about whether an individual is particularly vulnerable. This should be done as early as possible so as to avoid delays in informing the public once an Order has been obtained.

The fact that someone is under the age of 18 does not mean that their anti-social behaviour is any less distressing or frightening than that of an adult.

An ASBO made against a juvenile (a person under 18) is made in open court and is not usually subject to reporting restrictions. The information is in the public domain and newspapers are entitled to publish details. But if reporting restrictions have been imposed they must be scrupulously adhered to.

In applications involving juveniles where evidence has consisted of details of their past criminal convictions and reporting restrictions were not lifted for these convictions, the publicity should not make reference to those criminal convictions. Similarly where an order on conviction has been obtained in the Youth Court for a juvenile, unless reporting restrictions are lifted, details of the criminal offences or behaviour alluded to in the criminal hearing cannot be reported.

However, details of the behaviour outlined in the order on conviction hearing can be used.

Where the court making the order does impose reporting restrictions under section 39 of the Children and Young Persons Act 1933, the press must scrupulously observe these.

A court must have a good reason to make a section 39 order. Age alone is insufficient to justify reporting restrictions being imposed.

Section 141 of the Serious Organised Crime and Police Act 2005 reverses the presumption in relation to reporting restrictions in the Youth Court in cases for breach of ASBOs. Automatic reporting restrictions will not apply but the court retains the discretion to impose them.

Whilst it is the case that from 1 July 2005 no automatic reporting restrictions apply in cases for breach of ASBOs relating to juveniles, the court when dealing with the case will consider whether reporting restrictions were imposed when the original order was granted. As ASBOs are civil orders, no reporting restrictions apply unless imposed by the court, so it is likely that reporting restrictions will not have been imposed.

If reporting restrictions were imposed at the original ASBO hearing then unless there has been a significant change in the intervening period, it is likely that the court will impose reporting restrictions at the hearing for the breach. If no reporting restrictions were imposed at the original ASBO hearing, it is still open to the court to impose reporting restrictions at the hearing of the breach case. If reporting restrictions are not imposed, publicity can be considered, taking into account all the matters which are relevant, when considering publicising the ASBO itself.

Photographs

A photograph of the subject of the ASBO/ASBI will usually be required so that they can be identified. This is particularly necessary for older people or housebound witnesses who may not know the names of those causing a nuisance in the area. The photograph should be as recent as possible.

Distribution of publicity

This should be primarily within the area(s), which suffered from the anti-social behaviour and which are covered by the terms of the order, including exclusion zones. People who have suffered from anti-social behaviour, for example residents, local businesses, shop staff, staff of local public services, particular groups or households should be the target of publicity.

All Orders should be recorded on the Police National Computer to assist enforcement. This is particularly relevant where the order extends across England and Wales.

It may be appropriate to extend publicity beyond the area where the anti-social behaviour was focused if there is a general term prohibiting harassment, alarm or distress in a wider area. It may also be appropriate if there is a danger of displacement of the anti-social behaviour to distribute it just beyond the area covered by the order.

The timescale over which publicity is anticipated to occur should also be given due consideration and decisions recorded. It is important that publicity does not become out of date or irrelevant. Special attention needs to be paid to posters that are distributed to other organisations, as posters should not be left up when the need for them has expired.

It will usually be appropriate to issue publicity when a full order is made rather than an interim order.  However, exceptions can be made, for example, where the anti-social behaviour is severe, where there has been extreme intimidation or where there is a delay between the making of the interim order and the outcome of the final hearing. In the case of Keating v Knowsley Metropolitan Borough Council (2004) the judge held that publicity could be used for interim orders.

In these circumstances it should be stated in the publicity that the order is temporary, that a hearing for a ‘full’ order will follow, and distribution should be extremely localised.

Consideration of human rights

Consideration of the human rights of the individual subject to the order and of the human rights of the public including the victim(s) and potential victims should be carried out.

Appropriate and proportionate publicity is compliant with the human rights of the individual subject to the order.

The Stanley v Brent case accepted that publicity was needed for effective enforcement of the order.

Individuals do not welcome publicity and may view the effect of publicity as a punishment. However, a subjective assessment by the individual of the effect of publicity is irrelevant in determining the purpose of the publicity.

Consideration of the human rights implications of publicity should be recorded.

Consideration of data protection

Publicity is not contrary to the Data Protection Act 1998, as long as authorities are operating in accordance with the Act. There is an exemption in section 29 of the Act to the processing of personal data for the purposes of prevention or detection of crime. This means that personal data can be processed with a view to compliance with a statutory function, where the data has been obtained from a person who possessed it for the purposes of the prevention or detection of crime. This will be the case when considering publicising an ASBO/ASBI.

Type of publicity

No one directly involved in the case (witnesses and victims) should wait unnecessarily for information about an order. They should be informed immediately when an order is made. This is in addition to keeping them informed of progress throughout the court process, and can be done by visits, letters, and community meetings or by phone. Victims and witnesses may also be given a copy of the order.

It is recommended that publicity be distributed to targeted households immediately after the order has been granted and by at least a week after the court date. Local people should be informed when variation or discharge of an order relevant to them is made.

The method of publicity can include the following:

• local print and television media;

• local leaflet drop;

• local newsletter.

Practitioners need to apply the proportionality test when deciding which method is appropriate.

Leaflets and other printed materials such as posters or residents’ newsletters allow local agencies to target particular neighbourhoods, streets or households with information.

The public can be informed about an ASBO/ASBI at any time – publicity can be issued and re-issued according to the circumstances. However, publicity needs to be timely to ensure that the agencies are able to enforce the order as soon as it has been granted and to reassure the public that something is being done.

Type of information to include in publicity

The type of personal information that might be included in any publicity would be:

· the name of the individual; and/or

· a description of the individual; and/or

· the age of the individual; and/or

· a photograph of the individual; and/or

· the address of the individual;

· a summary of the individual’s anti-social behaviour; and/or

· a summary of, or extracts from, the findings of the judge when making the Order; and/or

· a summary of, or extracts from, the terms of the Order;

· the identification of any relevant exclusion zone (as illustrated on a map);

· details of conditions of non-associations named on the order, particularly where those named are also subject to ASBOs/ASBIs or have a recent history of anti-social behaviour;

· the expiry date of the order;

· the manner in which the public can report breaches (e.g. names, telephone numbers, addresses, possibility of anonymous reporting etc); and/or

· the names of local agencies responsible for obtaining the Order;

· local contact numbers such as those for victim support, local police and housing services, with reassurance that reports will be treated in confidence;

· date of publication;

· the identity of the group to be targeted by the publicity: for example, businesses or residents in the vicinity of; and/or

· those who are suspected to have been subject to anti-social behaviour by the individual; and/or

· those individuals or businesses within and immediately adjacent to an area identified in the Order;

· the geography of where publication will occur: for example within the area of any exclusion zone and the area immediately adjacent to the exclusion zone, within the borough.
Decision-makers need to apply the proportionality test when deciding what information it is necessary to include in order to meet the aims of publicity.

Information must be based on facts and appropriate language used: for example, the order itself does not mean that an individual has been found guilty of a criminal offence. Words such as "criminal" and ‘crime’, to describe the individual and their behaviour, must be used with care and only when appropriate.

Working with the media

The media (including press, TV) are at liberty to report issues that affect the public.

However, their reporting of crimes committed by juveniles is regulated by legislation and there are automatic reporting restrictions in the Youth Court which the media must scrupulously observe. However, the court can remove these restrictions.

There are no automatic reporting restrictions on ASBOs/ASBIs made in any court and the media, especially the local press, have been keen to report Orders made against local people. Significant benefits can arise from having a reputation as a firm but fair organisation, and such a reputation will be enhanced by media reporting of the way in which we use legal action to tackle anti-social behaviour.

An ASBO made against a juvenile (a person under 18) is made in open court and is not usually subject to reporting restrictions. The information is in the public domain and newspapers are entitled to publish details.

It is usual for local statutory agencies to have working relationships with local and regional media, including press, television and radio. This is particularly relevant to issues such as anti-social behaviour and where the media are keen to report how local agencies are tackling these issues through the deployment of dispersal orders, ASBOs/ASBIs,‘crack house’ closures etc.

It is important to work with local media, and to make them understand the purpose of any publicity i.e. it is not to punish the individual.

Media coverage has the potential to go to a wider audience than leaflets or posters.

It is good practice to identify newspapers that report on city, borough and neighbourhood issues, free local press and local radio and television and to develop working relationships with them.

This could include being aware of their publication deadlines, giving them exclusives, making sure that the complainant’s (victim’s) point of view is put across.

However, it is important to keep close control of the material. Witnesses should not be put at risk by disclosing dates of hearings and our relationships with the courts should not be jeopardised. Those subject to an ASBO/ASBI who are considered vulnerable should also not be put at risk.

Issuing a press release is a way of retaining control of the material.

The Council’s process for authorization, of the press releases through the Communications Team (as attached as Appendix A), should be adhered to.

The press release should contain information that meets the identified aim of the publicity. For example, if the aim is to help enforce the order the information in the press release will be more detailed than the information needed for publicity whose aim is to reassure the community that something is being done.

It is good practice to identify a spokesperson to liaise with the press.

PROCEDURES

1. The Lead Officer in the case will make a referral to the Anti-Social Behaviour Steering Group.  (For matters affecting the management of Charnwood Borough Council’s housing function, CNH reserve the right to act outside of this requirement but will ensure that the checklist is completed and that the Chair of the ASB Steering Group is advised of the press release and provided with copies of both.)  This should be a verbal presentation of the requirements, supported by a comprehensive assessment of the factors for consideration.
2. The Steering Group should then consider the referral, utilising the standard checklist (attached at Appendix B). This should take the form of a group discussion with an opportunity for questions to be posed to the Lead Officer.  The checklist should be completed by the Chair of the ASB steering Group, who should ensure that all relevant factors have been given due consideration.
3. If consensus of opinion is reached to recommend authorisation of publicity, the Steering Group should then determine what the publicity should look like and ensure that the contents are proportionate.  A record should be made of the information to be included in and the publicity medium, for presentation to the authorising officer.

4. A formal recommendation should be made to the authorising officer within one working day.
5. A review of the recommendation should be made by the authorising officer.  Any requests for additional information should be made to the Chair of the Steering Group within two working days of receiving the initial recommendation.
6. The Chair of the Steering Group will ensure that an adequate response is provided to the authorising officer.  This Response will be given within one working day of the request.
7. The authorising officer will make a decision regarding authorisation and notify the Chair of the Steering Group within one working day.
8. A draft of the publicity should then be approved by the Communications Team.  The Communications Team will ensure that the publicity meets with policies and procedures already in place.  Where possible, they should provide the Chair of the Steering Group with their approval on the same day as the submission is made.
Appendix A

Media Guidance for Officers

The Council’s adopted Communications Strategy sets the context for its approach to communication and consultation. It states that the Council is:

“Committed to open, honest communication with our local and national media, our staff, stakeholders and partner organisations and crucially the communities we serve.”

This Guidance supports the aims of that Strategy in terms of working with and through local media.

Providing information

The Council issues regular information about its activities through Council owned or produced channels like Charnwood News or charnwood.gov as well as by press release and media briefings. Such releases and briefings will be targeted at relevant media including community newspapers.

 The Council will respond positively & consistently to media enquiries:

1. Council officers will respond to enquiries promptly and with due respect to journalist’s deadlines, working with the Council’s Communications and Consultation Team when appropriate.

2. Whenever possible the Council will arrange for relevant Councillors or officers to be available for interview.

3. When the Council is unable to make comment… usually as a result of unrealistic deadlines or legal / law enforcement issues an explanation will be provided. 

4. The Communications and Consultations Team will deal with all communication issues concerning policies and performance.

5. The Communications and Consultations Team will promote a consistently high standard of news release that take into account the needs and styles of our local media.
The Council will involve its partners:

1. The Council will seek to involve partner organisations whenever relevant.

2. The work of partner organisations will be reflected in Council communications.

3. The Council will strive to produce ‘joined up’ communications with our partners at all times.

Clarity & transparency

1. The Council will always encourage the use of plain, jargon free language in all its communications.

2. The Communications and Consultations Team will seek to correct factual inaccuracies (in both council ‘owned’ and other media), or perceived one-sided reporting by providing clear, factual responses to media enquiries and by insisting that the media address any imbalanced / inaccurate reporting.

The Council will aim for equality in all communications 

1. All media and all journalists will be treated equally

2. The Council will actively seek better ways to communicate with ‘hard to reach’ groups in our communities.

3. The Council will regularly update its media relations list and seek to involve all local media including community newspapers and newsletters.

Code of conduct

1. The Council’s publicity is governed by a code of conduct issued by the Office of the Deputy Prime Minister.

2. The main purpose of local authority publicity is to increase public awareness of the services provided by the authority and the functions it performs, including that of Community Leadership.

3. Public funds will never be used to mount publicity campaigns whose primary purpose is to persuade the public to hold a particular political view on a question of policy.

4. Any complaints from media, stakeholders, partners and the public regarding this Guidance and its application should be directed to Steve Phipps, Director of Partnerships and customer Services. 

Sonia Collier, Head of Communications
25/02/09

Guidance for staff: Issuing press releases.

Context

This document deals with the ideal process by which the Council, in conjunction with the Communications Team, will use the local and national press, radio and TV to communicate regularly and effectively with the people of Charnwood and beyond.

This guidance supports the Council’s Communication Strategy.

Why press releases?

 “What good does it do?”

The less people know about an organisation the less they are likely to rate it. MORI research on behalf of the ODPM, Audit Commission and I&DEA finds that “in many cases, good performance on service delivery wasn’t matched by satisfaction ratings… in other words many councils have a better story than the one they are telling.” 

(http://www.ideaknowledge.gov.uk/cwc/assets.nsf/Public+Assets/CWC_BUSI.PDF/$file/CWC_BUSI.PDF)

The media has an insatiable appetite.

Too often people shy away from using the media to promote their service. “They won’t be interested in me / that” is a common misconception. 

The truth is that journalists rely on incoming leads, stories, tip-offs and press releases to fill their pages / airtime. In fact, journalists are increasingly reliant on press ‘feeds’… as the global advertising recession kicks in, media owners have shed journalists leaving fewer people in the newsroom to create copy. They need us at least as much as we need them.

“The media only want to talk to us when things go wrong.”

There is an element of truth in this! It is rare for ‘good news’ to make it onto the front page. However it is a mischief to just blame the media for this… bad news sells and we all buy.

The real point to consider is how a ‘stock’ of good news stories can often take the sting out of the inevitable times when things go wrong.

“The media are out to get us.” 

Almost without exception the only media agenda is, “Sell as many copies / get as many viewers as possible to drive up the price of advertising”. Obviously if rubbishing the Council achieves this then the media will wade in. But, it is rare for the local media to ‘go to war’… remember they need us.

“We don’t have time to write regular press releases.”

It is difficult to measure the ‘effectiveness’ of a press release. Targets for services are far easier to measure and so naturally we all tend to operate in the land of the measurable.

However, effective media campaigns do work, fact. Logic dictates that so many private sector companies spend so much money on PR for there to be any doubt that they get a return on their investment.

Moreover we are duty bound to keep the public, our partner organisations and each other ‘in the loop’.

Lastly, when you are really time stretched, call the Communications Team… they are there to help.

“The most important thing is to get our services right, right?”

Wrong! Time and money spent on service provision without due regard for the media is like throwing a fabulous party and skimping on the invites… don’t complain if nobody turns up.

“We don’t have any good news.”

Not true. The fact is our ‘news’ radar is trained to spot the crisis rather than the thing to celebrate. What is more, stories that at first sight seem to be ‘bad’ can often be re-engineered to provide at least a silver lining.

Finally, the way we handle ‘bad’ news can often have a positive outcome.

Issuing a Press Release.

In this section we deal with the process of issuing a press release. Specifically what should happen internally and who should know about it. 

Constitutional Requirement

“Where an officer makes a press release on behalf of the Council, quotations accompanying such releases will be made by the Leader or Deputy Leaders or by the relevant Cabinet Lead Member or by an appropriate officer. In respect of press releases relating to the work of scrutiny, or the Council’s other committees, quotations accompanying such releases will be made by Scrutiny Chairs or the Chairs of the relevant committees in that capacity only. Similar considerations will be given to other media releases. All press releases will be expected to comply with both the legislative requirements and the National Code of Good Practice 2001*”

* Available from the Communications Unit

Press Releases & Councillors

1. A press release quoting a Councillor must be cleared by that Councillor prior to issue.

2. A press release which affects a particular ward or wards should be sent to the relevant ward Councillors at the same time it is sent to the media.

3. A press release on a subject directly linked to Cabinet Lead Member responsibility must be shown to the Lead Member before issue.

4. If a Cabinet lead member is not available to see a release a Cabinet colleague can clear the release on their behalf. 

5. Press releases should be published on the Charnwood Borough Council website at the same time as they are sent to the press. Exceptions will occasionally be made if individual media have been granted exclusivity on a story. 

6. An e-alert subscription function will be introduced enabling councillors and staff to keep up to date with Council news, direct to their desktop.  (this is work in progress, the interim arrangement, explained in point 7 below will be employed for those members who require sight of press releases at the same time as the media)

7. Until such a time as e-alerts are introduced Officers are required to post (non exclusive) press releases on the website, and to ‘cut and paste’ a link* to those releases for e-mail circulation to relevant Shadow Lead Members.

 * It is important that the habit of circulating document links rather than full documents is taken up across the Council… even a relatively small document sent to multiple addresses will use up server space.

Other Considerations

1. The Communications Team is available to support staff in the creation of press releases. 

2. Officers are discouraged from briefing media ‘off the record’.

3. Embargoes (a request to delay publication of a press release until a certain date) should be used with care. Local media will, in all likelihood, respect the request. However, with the national media the only way to guarantee that a story is not published is not to send it.

4. All press releases must be copied to Helen Clarke in the Communications Team before issue.

5. Press releases will be archived by the Communications Team and posted on the news section of the council’s website. 

6. Care should be taken to ensure that press releases reach all local media including community newspapers and magazines. (Details & contacts available from the Communications Team.)

7. It is advised that press releases are personalised to individual media and individual journalists. Press releases sent en masse via multiple address e-mail are less likely to be picked up.

8. Care should also be taken to ensure that the work of partner organisations is reflected in press releases where appropriate.

9. All press releases should be based on the agreed Standard Template and follow the Council’s, “Guidelines for Staff on Corporate Identity”.  

10. Services should post their press releases on their web pages once the release is in the public domain.

11. If a press release is deemed to have any ‘problem potential’ it is strongly advised that staff consult the Media Officer in advance.

12. Any release deemed to have major implications to the Council and beyond must be cleared by the Chief Executive prior to issue. If in doubt, check.

Sonia Collier, Head of Communications

25/02/09
Appendix B

CHECKLIST FOR ASB INTERVENTION PUBLICITY

1. Who is the ‘Authorising Officer’? 


2. Who is/are the subjects of the ASBO/ASBI? 

3. Please state what type of publicity is being proposed and why -(newspaper/magazine articles, leaflet drop, television coverage, radio interviews)
4. Has consideration been given to Home Office guidance on this matter? 
5. Has consideration been given to any recent court judgements? 
6. Is the subject of the ASBO/ASBI particularly vulnerable? 
7. Has consideration been given to balance the human rights of the individuals subject to the order/s, against those of the community as a whole? 
8. In what geographical area will the Order be publicised and what is the justification for this? 
9. Is the publicity proportionate to its aim?
10. Is the disclosure of information proportionate to achieving the aim? 
11. Is the information being provided factual? 
12. Will the publicity contain details of conditions of non-association? 
13. If so, has consideration been given to these individual’s personal circumstances? 
14. Did the court imposing the order make any reporting restrictions? 
15. If so, have these been adhered to? 
16. Have the individuals, subject to the Order been informed of what to expect in the way of publicity?
The afore mentioned publicity is authorised by 
Signature:-

Date:-

LINKS TO MAJOR POLICIES





Charnwood Borough Council Corporate Plan 2009 - 2012


Charnwood Together Sustainable Community Strategy


Charnwood Community Safety Partnership Delivery Plan


Charnwood Multi Agency Anti Social Behaviour Strategy


Charnwood Neighbourhood Housing Anti-Social Behaviour Policy and Procedure 
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