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Growing reliance on social media for 
real-time information

Public expectations for transparency 
and engagement

Critical role of the Public Information 
Officer (PIO) in managing 
communication

Why This 
Topic Matters



Purpose of This 
Presentation
To demonstrate how a dedicated PIO and 
a strong social media presence enhance a 
fire department's visibility, trust, and 
communication efforts, especially during 
emergencies.

We must provide the right information to the right people at the right time so they can make an informed 
decision.



Learning Objectives

Develop a plan to align 
communication efforts 

with the fire 
department’s goals.

Learn best practices for 
social media strategy 

and execution.

Understand the 
importance of social 

media in the fire 
service.

Recognize the key 
responsibilities of a 

PIO.

Explore techniques for managing crisis 
communication effectively.



What is the 
Role of a PIO?



A Public Information Officer (PIO) is responsible for 
interfacing with the public, media, and other 
agencies to provide accurate, accessible, and timely 
information related to incidents. The PIO gathers, 
verifies, coordinates, and disseminates information on 
the incident's cause, size, current situation, and 
resources committed, serving both internal and 
external audiences. Additionally, the PIO monitors 
public information and handles inquiries from various 
stakeholders, including the media and elected 
officials.

Source: FEMA



• Can serve as the official spokesperson for the department

• Manage social media accounts and public messaging

• Crisis and strategic communicator

• Brand and image manager

Key 
Responsibilities 
of a PIO



Key 
Responsibilities 
of a PIO

• Develop communication strategies

• Ensure accurate and timely 
dissemination of information during 
crises

• Train staff and leadership on media 
interaction



Key 
Responsibilities 
of a PIO

Other Duties as Assigned
PhotographerVideographer Graphics Creator

Relationship BuilderMedia Relations

Education and Outreach Liaison

Website

Video Editor

Storyteller ReporterCreative Director Advocate
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Develop a 
Communication 

Plan



Developing a Communication Plan

• Situational analysis

• Goals and objectives

• Key messages

• Tools and platforms

• Metrics for evaluation



Ensure your communication plan is 
fully integrated with your department’s 
strategic priorities, financial framework, 
and overarching mission, vision, and 
goals to create a cohesive and effective 
messaging strategy.



The Role of 
Social Media



Why Social 
Media is Critical?
• Instant dissemination of information

• A platform for public education and engagement

• Building trust through transparency

• Managing public perception and department 
reputation



Social Media 
Strategy



Building a Social Media Strategy

Define clear goals (education, engagement, crisis response).1

Identify target audiences.2

Create a content calendar.3

Use analytics to measure success.4

Incorporate multimedia (videos, graphics, live updates).5



Target 
Audiences

Who’s on What Platform?



Target 
Audiences

Why is this important?

Source: https://www.pewresearch.org/internet/fact-sheet/social-media/



Create a content calendar.



Use analytics to 
measure success.



Example of 
Social Media 

Post with 
Analytics



Top Content for 1st Quarter



All Content for 28 Days

All Content for 1st Quarter



Incorporate Multimedia

Enhanced Engagement: 
Social media posts with 
visuals receive 2.3 times 
more engagement than 

those without.

Increased Sharing: Visual 
content is 40 times more 

likely to be shared on 
social media than other 

types of content.

Higher Interaction Rates: On 
Twitter, posts with videos 

receive 10 times more 
engagement than those 

without.

Improved Purchase 
Decisions: 64% of 

consumers make a 
purchase after watching 
branded video content 

with graphics.

2.3 64%

Source: Sprout Social

40 10



Top Content 
Formats





Best Practices 
for Social Media



Do: Use plain language

Respond to inquiries promptly

Stay consistent

Use multimedia

Do’s and Don’ts
Best Practices for Social Media



Don’ts
Engage in arguments

Share unverified information

Ignore misinformation 

Do’s and Don’ts
Best Practices for Social Media

Forget about accessibility



Crisis
Communication



Managing 
Emergencies 
Effectively

Prepare templates for common scenarios.

Establish a single source of truth for updates.

Monitor misinformation/disinformation and 
address it quickly.

Collaborate with local agencies for unified 
messaging.



Overcoming 
Challenges



Common 
Barriers

Limited resources (time, 
staff, budget)

Resistance to change

Managing misinformation



Solutions
• Prioritize training and cross-functional 

support

• Leverage free tools and platforms

• Build partnerships with local media and 
stakeholders

• Funding

• Shared services



Takeaways



• Social media is essential for fire departments.

• A dedicated PIO enhances communication 

and helps build trust.

• Proactive planning and best practices ensure 

success.

• Real-time updates and crisis communication 

save lives and reputations.

Key Points to 
Remember



Questions?



Thank you!
Effective communication is not just about sharing 
information; it’s about building trust and creating 

connections that make a lasting impact.



Rachel Neutzler
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