
This example may have resonance in other societies. For the first principle of effective communications
must be credibility.

This is especially important in light of the newly heightened global concern about potential terrorist
attacks on nuclear facilities. If the public has cause not to believe a company official about a radiological
release at a nuclear power plant, why should he be believed when he says the plant is well protected
against a terrorist attack? Credibility, after all, is indivisible. Once lost, it's very hard to restore.
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• Highlight the role of the public authorities by providing them with strategic and logistical support by
working together in partnership.

• Involve the local participants upfront (elected representatives, decentralised state services and the
medicalprofession (doctors andpharmacists) to enable them to relay the information.

• Adopt a marketing and advertising approach by increasing the number of supporting media used with
attractive images and visuals.

• Demonstrate openness and transparency: provide the public with the opportunity to express their
opinion and have their questions answered.

• Consider this campaign as an opportunity to develop or strengthen relations between the plant and
the local players involved

Summary

Following the decision of the French Secretary of State for Health in April 1996, an initial campaign of
iodine tablet distribution, within a km radius around nuclear plants was organized by the public
authorities in 1997. This decision, which implicitly recognises nuclear risk, forced the public authorities
and EDF to initiate communication on the risk, which had never been really addressed. It took the forrn
essentially of an information campaign on the measures to protect the public in the event of a nuclear
accident and in particular the effectiveness and methods of iodine protection.

1997: first distribution campaign

The public authorities chose distribution through phan-nacies in exchange for a collection coupon, sent to
all the households in the area concerned A broad-based awareness-raising and information campaign,
taking a very official tone, was implemented targeting both opinion leaders and the public. In addition to
press relations and the distribution of information brochures, there were a number of specific information
meetings in this campaign for opinion formers (the medical professions, elected representatives, teachers)
and public meetings in which, under the auspices of the public authorities, the Regulator, the
decentralized health services of the government and the nuclear operator took part.
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The average take-up rate in the distribution areas was 60 %, with results ranging from 50 to 85 %. Studies
have shown that public knowledge of iodine remains inadequate and that its distribution is too often
perceived as proof of a real danger of a nuclear accident.

2000: second distribution campaign

The majority of the tablets reaching their expiry date in April 2000, iodine tablets were redistributed
around each nuclear plant in 2001. Collection from pharmacies was maintained. A broad-based
communication campaign was once again deployed. Considerable effort was put into the tools used with
an advertising campaign and a number of different sorts of media (pamphlet with the collection coupon,
posters, information brochure for the health professions, information leaflet given with the tablets, point
of sales advertising in pharmacies, etc).

The take-up rates of between 30 and 70 % 45 on average) for this second campaign remained
unsatisfactory. It was marked by a noticeable decline in public interest and certain passivity towards
prevention measures.

What can be learnt from the two campaigns

In view of the resources used, the results obtained in these two campaigns show the limits of distribution
b voluntary collection from pharmacies. These results probably demonstrate the public's doubt over the
effectiveness of iodine tablets, which seems derisory compared to the catastrophe of a nuclear accident in
their imagination.

The results observed around the plants show that the success of the campaign depends on strong
involvement of the public authorities and the different local players who must be informed on a priority
basis. To reach the public and encourage collection of the tablets, advertising must be attractive, using a
number of different media. The campaign should also answer the questions and concerns of the local
population. While this operation requires major investment by the nuclear operator through the strategic
and logistic support that must be provided, it is also an opportunity to strengthen the plant's relations with
local players and show its openness to its environment.

The public authorities have decided to extend this distribution in 2002, by collection from pharmacies,
door to door distribution or posting tablets to homes. This change does not mean that the public
authorities and the nuclear operator should not continue their drive to inform the public on the risk and
protection measures.
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• Long-term work in communication
• Responsibilitiesfor the environment and the entire society
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