Pen.....

Mawrch 2014: a memo and scribbles '
fromv and for membery of the Pew &
Sword Clul-

New Year Honours List MBE for Paul

Congratulations to Pen & Sword Club
member, Major Paul Smyth, right, on
his MBE in the 2014 New Year
Honours. Paul, who serves with Media
Operations  Group, has been a
Reservist since 2001 and has deployed
six times to operational roles in
Kosovo, Iraqg and Afghanistan,

He told his local newspaper, The
Henley Standard, the MBE was totally
unexpected and really quite amazing. “

Paul is a senior consultant with Hills +
Knowlton Strategies and previously
ran River PR based in Henley on
Thames.

A visiting speaker at the Royal Danish
Defence College, the NATO School at
Oberammergau and the Military
Academy of Lithuania, he is also a
Member of the Chartered Institute of
Public Relations and won the City PR
Guild of PR Practitioners
Communicator of the Year award in
2013.

An accomplished photographer, Paul’s work has been exhibited and he is known for
his book Blogging from the Battlefield, which covers his experiences as a media
operator in conflict zones. In a six-month tour of duty as Media Operations Centre
Director at Camp Bastion In Helmand Paul developed new capability to cater for the
changing strategic communications challenges faced by UK government departments
in Afghanistan



Can the Club help out with Reserves recruiting?

From reaction on the Club’s LinkedIn website it is obvious that members are more than
interested in the current debate on recruiting to the Reserves. And there is a way that
we can help.

Several members, who already serve with the Reserve
Forces & Cadets Association, have been asked to assist
by advising communications teams in the RFCA regions
and five of our members have volunteered to contribute in
the South East.

“While the RFCA spends a great effort on promoting the
Reserves and Cadets there is scope for the Pen & Sword
Club to make a contribution, “ says Club National
Chairman, Colonel Mike Peters.

“The Club has a wide range of knowledge and particular
expertise on publicity for the Armed Forces and the
Reserves and | have undertaken to contact members to
see if they are prepared to advise their local Reserve or
Cadet unit on how best to achieve good media coverage.
There is no requirement for volunteers to produce material
but there is a need for sound professional advice on what
makes news and what will be publicised.

“ As Surrey Military Member on the South East RFCA | have personally volunteered to advise
the region’s chief executive and any local units that seek help. | am pleased to say that Wing
Commander Peter Clarke, CO of 7644 Squadron R Aux AF, Lieutenant Commander Heather
Lane, Chair of our Hampshire Region and Major Doreen Cadwallader, the Club secretary, are
also joining me on a select committee. In addition Alan Grace, the historian of BFBS and a
specialist in services broadcasting will assist.

“ Any club members who feel they can make an input to their local reserves and cadets and
improve regional recruiting are asked to make contact. There is also particular request in the
South East where expertise in the production of a SERCFA promotional video would be
welcomed*

michaelpcoms@btinternet.com

Time to change our logo...?

Ever ready to listen to our members — many have asked about a
club tie or pin - The Pen & Sword Club is looking for a new crest to
promote our image. Since its recognition by the Army some years
ago the club has had permission to use the crest of Media
Operations Group but ”we are now a tri-service, indeed,
international, organisation and we must look to the future and our
wider membership,” says Mike Peters. Any members with thoughts
on the design of a new crest and its incorporation into a club tie,
badge, pin or scarf are asked to make contact with the club national
chairman.
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FIGHTING ON TWO FRONTS

LESSONS FROM COMMUNICATIONS IN A WAR ZONE was the title chosen by two Pen
& Sword Club members for their four part, joint presentation to our affiliated
professional body, the City Guild of PR Practitioners, earlier in March. Lieutenant
Colonels Rosie Stone formerly the Commanding Officer of Media Operations Group
and Lorna Ward, former Sky Foreign News Editor, who is recently returned from an
United Nations role in Somalia kept their communications colleagues up to speed with
current practice and the problems and challenges of military public affairs in a conflict
zone Scratchings is grateful to both for the opportunity to reproduce their thoughts
and experiences.

Said Rosie, currently Head of Army Employer & Company Engagement at 42 (North
West) Brigade, pictured below: | remember as a child hearing a group of my parent’s
friends discussing where they were when they heard that John F Kennedy had been shot. A
moment in global consciousness where
something incomprehensibly shocking had
occurred which would change history for
America and beyond.

I know exactly were | was when news broke
of the attack on the twin towers — and |
watched the tragedy unfold on TV. Within 26
days the US, supported by the UK had
launched Operation Enduring Freedom (EF).
George W Bush declared (sic): “Each
carefully targeted actions are designed to
disrupt the use of Afghanistan as a terrorist
base of operations and to attack the military
capability of the Taliban regime.”

The narrative for Afghanistan has ‘morphed’

. several times over the last 12 years but it was
originally scripted as ‘A Global War on Terror’ and from autumn 2001 to 2006 the focus was
around Kabul on Peace Support Operations to assist the Interim Government, and the Tora
Bora Caves east of the capital that reportedly harboured Osama Bin Laden. Two lessons can
be identified right from the start:

e Legitimacy, as bestowed by the United Nations Security Council (USNC) is vital to gain
and maintain public support for military action. It was the UNSC that authorised the
creation of an International Stabilisation and Assistance Force (ISAF) in Dec 2001, prior
to which the US led campaign argued self-defence for deploying a military force.

e Proactive and well-coordinated communications from strategic to tactical level play a
key role. For example in the UK the Royal Marines came under media fire for not taking
on Al Qaeda or finding Bin Laden at Tora Bora when the truth was that major battles
were being fought in and around the caves. Even within the constraints of operational
security more effective use of internal media resources and greater access for journalists
could have prevented the bad press we experienced in 2002.

In 2003 Iraq distracted public and military attention away from Afghanistan but ISAF remained
in place throughout the Iraq war and by 2006 the narrative had evolved into ‘Nation Building’
with Hamid Karzai as the officially elected President. NATO was the lead on Op EF and troop
increases saw the ISAF presence extend into southern Afghanistan fighting against a well-
organised insurgency.

2006 was the bloodiest year to date, and whilst the two main themes were supposedly
mentoring Afghan National Security Forces (ANSF) and provincial reconstruction, reality on
the ground was inadequate resources and fierce battles with Taliban militants who were now



beginning to use the dreaded Improvised Explosive Device (IED) as a cheap but effective
weapon. We knew that forces were stretched and therefore vulnerable as the situation
deteriorated in Helmand Two further lessons can be drawn at this point:

e Reputation. It is the Communications team’s task to robustly advise and support
the chain of command but if the ‘say — do’ gap between strategic comms and
operational activity is wide the task is fraught with risk. Trust and credibility are
two things that are difficult to gain but very easy to lose, particularly in a complex
environment like a war zone.

e Competition. In communications and PR you are not the only player —the Taliban
proved to be a more agile and very proactive opponent at this stage, particularly
in its use of social media. Head of CNN Walter Isaacson briefed his journalists at
the time:“ As we get good reports from Taliban-controlled Afghanistan, we must
redouble our efforts to make sure we do not seem to be simply reporting from
their vantage or perspective.” Inside sources later said that CNN was bowing to
pressure from certain segments of its viewing audience.

In 2009/10 when | first deployed to Camp Bastion US General Stanley McCrystal - dominated
by the south and Helmand Province, was mostly writing the narrative. He created the
concept of Courageous Restraint, put the local civilian population at the heart of operations,
and requested a huge surge in military personnel to enable him to properly clear the area of
insurgents and hold ground long enough for AFG forces to deploy. Meaningful
reconstruction, in particular roads to break the Taliban stranglehold on local markets and
security posts around key urban areas, was aimed at bringing the population onside. It was
at this point that the use of ‘influence’ terminology was introduced and media operations more
formally became part of a wider Strategic Comms effort.

In Feb 2010, about 10 days after | arrived, Op MOSHTARAK was launched as the largest
joint operation of the war with approximately 15,000 troops inserted into the key town of Marja
and into Central Helmand. Over 1000 troops from the US/UK/Estonia were inserted by
helicopter from Bastion alongside newly trained AFG policemen and soldiers.

It was a gutsy move — the comms strategy was to let the Taliban know over two weeks in
advance that we were coming. Embedding multi media journalists with the main attack force



meant that there was no hiding from public scrutiny how well the mentoring of ANSF forces
had progressed.

| briefed the journalists - driving down to the airfield. The initial helicopter launch went
extremely well with virtually no resistance on the ground and only two ISAF fatalities. All the
journalists returned safely back to Bastion with a complaint from Sky that the whole thing had
been ‘rather unexciting’, which was a result for me because it meant there had been no
fighting and the Afghan forces had experienced a reasonably positive introduction to life in
Helmand.

However the key lessons that | took away from this operation were:

Choose your communications outlet carefully for effect. At this critical point we failed to
directly inform the key audiences (for long term success) that needed to understand the
efforts of ISAF and the progress made by Afghan forces on the ground. Because out of 20
journalists allocated an embed place not one was Afghan or even represented regional
interests. Thomas Harding of the Telegraph got the prime slot on a helicopter with the Royal
Welsh lead element, and the Reuters
multi media correspondent was placed
with the Royal Engineers and Logistics
manoeuvre force that arrived after the
‘movie’ moment of an Afghan soldier
replacing the Taliban flag with the
symbolic Afghan flag atop a crane in
Showal.

However on a more positive note, UK
Media Ops, due to the efforts of Major
Paul Smyth, was exploring the
boundaries of social media from the
frontline through the creation of the
Helmand Blog that | also updated
regularly from Bastion throughout the
operation. Social media helped transform the perception of life on the frontline because the
stories came, not via journalists, but direct from the soldiers on the ground as events
happened.

Op Moshtarak was one of the few times in the Afghan conflict where success on the ground
mirrored top-level messages. The area was saturated with well equipped troops, the ANSF
demonstrated they were up to the challenge, and although the promised ‘super hot’
stabilisation took a few weeks to catch up, | was able to witness first hand when | returned in
June 2010 the positive impact that Op Moshtarak had achieved. In particular two major road
projects through Central Helmand that joined Gereshk to Lashkar Gah lifting the provincial
population from subsistence to co-operative farming status. .

Since 2010 the military role in Afghanistan has transformed considerably. Mentoring became
Transition and ISAF has handed security control over to Afghan forces in all but a couple of
bases, which are being dismantled this year. The narrative for Afghanistan now belongs to
the Afghans. | travelled out to Bastion and Forward Operating Base Shawquat in June last
year and spoke to a range of personnel about how prepared the Afghan forces are for taking
the lead in security. | was hosted by one of the first trained Afghan Army Unit Press Officers
in Camp Shorabak and although Afghan troops are now taking the hit on casualties the
general consensus is that they want to take charge. Whether they can hold out if the Taliban
wages a concerted war against them is yet to be fully tested!

British forces are currently in the phase of Redeployment: bringing personnel and
equipment back to the UK. Our Afghan focus is now on ‘organised extraction’ and that
is the intended message for any UK media coverage which makes it through the
domination of Syria and now the Ukraine in world news.



The attack on Camp Bastion

Lorna Ward, pictured left, was in
Afghanistan for seven months in
2010, as a Sky TV Foreign News
Editor, attached to British, US, and
Afghan troops on patrol. She told the
Guild: The challenges at that level
were very immediate - equipment,
operational security, clearance, and
personal survival.

| was back again for six months in
2012-2013, this time in uniform, as
the communications adviser to the
Deputy Commander of the NATO

- mission, Lieutenant General Nick
Carter, — the senior British officer in Afghanistan. So, that time, with an over-arching
perspective - from the top of the chain.

Some of the biggest challenges to making communications work in practice in such
circumstances are: The difficulties thrown up by the environment and the set-up; plus what |
think can be the single biggest challenge in military communications — forward planning: on
top of that a restriction unique to military operations, which sometimes is at risk of being
overused, Operational Security, or OPSEC. The best way to highlight the many difficulties
with communications revealed by the set-up and environment in Afghanistan is through an
incident that happened in 2012 and was front-page news. The attack on CAMP BASTION

My arrival into the adviser post coincided with the complex attack on Bastion. It also
coincided with my arrival at Brize Norton for the outward journey so | watched as it unfolded
on TV and our flight was delayed by 24 hours. This was an incident at tactical level; but one
with a serious strategic, political and international impact.

The insurgents broke through the perimeter fence of Camp Bastion on the night of September
14. The news broke almost instantly and was across every ‘red strap’ on every news
broadcaster. Within hours, the insurgents had posted a press release on their website
describing their mission. Not long afterwards, they released a video of how they did it, the
training, the set-up and a dress rehearsal of the attack.

Nothing  appeared
for well over 12
hours from anyone
within NATO or the
UK. At this stage,
there was still a
complete information
vacuum. The only
pictures available
were weeks old and
taken by a freelance.
Every news outlet
represented them as
from the attack and
speculated as to
where the smoke was coming from — the smoke was, in reality, a refuse burn pit taken weeks
before).




Then add Prince Harry to the mix and the news went into overdrive and handed an easy
claim to the insurgents - even if Prince Harry was never in danger on a camp the size of
Reading - and with a large entourage of personal security.

The result was: the insurgents were left to claim it as a victory despite all but one being killed,
one captured and ‘only’ (albeit tragically) two US personnel killed and equipment damaged.
The situation was contained very quickly and efficiently by the Quick Reaction Force
designed for just such an incident. In communications terms, it was a real strategic blow to
NATO — and portrayed and seen by many as a victory for the insurgents.

So why was it such a success in PR terms for the insurgents rather than the story it
could have been for NATO? NATO is a multi-organisational, multi-national, multi-
agenda, multi-lingual environment. It is not just a military mission. This means
coordination with the embassies, civilian organisations, contractors and NGOs. It
means balancing out what DfID wants against what the General thinks is the best
approach - a difficult combination. It is challenging enough having a four-star US
general and a three-star UK general discussing courses of action. Add to that, the
German 1-star, the Italian one-star, the French two —star

NATO is also a guest in Afghanistan and, therefore, has to at least attempt to and be seen to
defer to the Afghan police, army, and politicians to some extent before making a decision.
The multinational force is there to support and it also wants to create an exit strategy even as
it is arriving. So the narrative and communications strategy wants to have some kind of lead
from the host country. That is difficult when the home country has no communications
structure to speak of or one which has been limited to a dictatorship-propaganda machine for
decades.

In this instance — there were two HQs on Camp Bastion with uncertainty as to which had the
lead. Two higher HQs in Kabul were also battling over turf. Then you have a British-led
camp, but American casualties and a combined QRF. Both countries want ownership and
have different rules for the release of information. National interest and the fact that there are
casualties mean the Pentagon and PJHQ and MoD back in US and UK are involved.

With the involvement of Prince Harry, Clarence House press office also had a stake....
Without a clear hierarchy for communicating and release authority, the machine grinds to a
halt. Or worse still, you get conflicting statements from different quarters.

It was an incident which highlighted that even though you may have a working press and
media output at tactical level with individual units and nations putting out press releases and
video pictures in slow time — the release of a story to the BBC about Afghan schools or a few



‘Hometown stories’ to the Basingstoke Herald for instance — there has to be an over-arching
and coordinated system when it really counts, in order to avoid one damaging incident
eclipsing all the positive ones.

As a result of the attack, changes were made: A clear line of communication was
identified up the chain, across the nationalities, with the Afghans, across military and
civilian lines and a process of response that would not in future take over 12 hours to
release information, pictures, a rebuttal or a statement and most one which would put
out a consistent message throughout.

The reaction time still needs to be quicker but that is unfortunately also the nature of military
missions when you're dealing with sensitive information and casualties. Most importantly,
incidents like this highlight just how effective a weapon communications can be — something
that institutions like the military often need reminding of — but in this instance, the reaction at
strategic level also made it very clear that getting communications right is now a real priority
for senior commanders.

Lack of forward planning

This brings me to the second factor which, | would say, is probably the biggest obstacle to
effective strategic communications. Lack of forward planning in communications. This may
seem very obvious. Military operations are all about planning, contingency planning,
resourcing and adapting. And the phrase ‘no plan survives contact with the enemy’ is put into
practice every day during a military operation.

But because media communications is not a comfortable bedfellow to the military as
an institution and is a latecomer as a consideration to military operations, there is still
a danger of it being an afterthought or not included at all in the planning stages.
Everyone wants a communications specialist when the car crash headline comes
out...by which time it is invariably too late or you are, at least, way behind the curve
and it has become a game of damage-limitation.

This idea of having a communications plan — and by this | mean a workable one which has a
concrete and real application rather than a document full of jargon that no one reads and that



does not adapt and move with the operation after its first draft — suddenly becomes even
more of a priority in the context of Afghanistan, when the government announces a
withdrawal date.

This is when people start
asking — how do we justify
ten years in this country?
How do we justify the blood
and treasure spent? How
do we justify leaving when
the Afghan army allegedly
can’t stand on its own, when
the Taliban are  still
operating at least in some
areas with impunity, when
insurgents are still being
trained and sheltered in
Pakistan and feeding
Afghanistan’s Taliban
ranks? When the
cultivation of opium in
Afghanistan is at an all-time
high, when our healthcare
system is treating a
disproportionate number of severely wounded and disabled young men and will be for
decades to come?

Before you even start looking at how to tackle any of these | found the biggest challenge is
actually internal. One of diplomacy and politics. This is an operation which is statistically
shown to have become unpopular back home. As a result, many leaders and commanders
may be trying to make sure as little as possible of the blame is attached to their country’s
contribution, troops or area of responsibility. The result if this is played out in the public
domain is damaging to the whole mission and every contributor to it. It comes across as a
divided, uncoordinated dash for the door. So trying to develop a consistent message from
within the entire mission and all its contributors is the first step.

Then there are the ‘legacies’. These are the answers to the questions — the justifications for
the blood and treasure, the justifications for the timing of the withdrawal. And these need
forward planning. These are the big messages and achievements which need to be
identified. They are stories that need to be told over
an extended timeline that runs in parallel with the
different stages of withdrawal and handover. So for
instance, the creation of an Afghan Air Force and
the training then graduation of its first pilots, the
opening of thousands of schools and development
of an education curriculum, fair presidential
campaigning and a peaceful and successful
presidential election for instance.

And in order to get these really ‘sold’ to the public
and the press, they require planning, engagement
and leaders to take public ownership of them and enable the illustration of these
achievements. Crucially these stories must include the admission that they are not neatly tied
up, they still have obstacles to tackle and work to be done over coming months and years —
during which time the contribution of troops, enablers, mentors and funding will continue in
varying quantities alongside. Otherwise neither the public nor press will believe them.

The difficulty here is the vision and long-term effort required to tell the story of these kinds of
legacies convincingly. People often want immediate results, especially in communications —
they want the story in the paper tomorrow. Not six months later when the next Brigade will
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have taken over. And there is always a more pressing story to tell, or as they say, a crocodile
closer to the canoe. There are limited resources, and a reluctance to admit to any challenges
or difficulties still to be overcome. And of course all of these ‘legacy’ stories need to be
compiled concurrently, with different audiences in mind (UK, international, Afghan) and
therefore with different media in mind and, therefore, different technology and newsgathering
and story-telling techniques. It is a huge undertaking.

This is a real challenge when you are also dealing with a number of ‘uncontrollables’ or
‘unexpecteds’ — the insurgent propaganda (which is infuriatingly quicker, has no boundaries
and doesn’t play fair), and devastating incidents and revelations which undermine the entire
operation in one headline. Think: insider attacks, revelations of torture by Afghan police and
prisons, executions of Taliban fighters by a Royal Marine, drone strikes in Pakistan.

And that brings me finally and briefly to my third area. This is what some in the military are
tempted to use as a ‘catch-all’ reason not to engage or to stop stories being told. OPSEC or
Operational Security is a very real limitation to what information can be released to the public
and when. Any information which is liable to jeopardise an operation and or put lives at risk
cannot be released or at least needs to be delayed.

The difficulty is the ‘Opsec’ limitation is there is a temptation to use it to stop inconvenient or
not very positive information getting out. So it stands in the way of honesty which is the key
factor that makes any stories believable to the public.

It takes leadership from the top to have the confidence to say ‘we don’t know yet’ when an
incident has just happened hundreds of miles away to a patrol and we are still trying to find
out the details (which Gen Bradshaw as DCOM ISAF did). Within the boundaries of taste, it
is important to show what IEDs can do, so that the public can understand why more money
needs to be spent on armoured vehicles.

If everything is ‘opsec’d’ out of the news and the military refuse to comment; they lose
their stake in the conversation from the outset and have lost what little leverage they
might have had over the message going out. So it’s a matter of finding a balance
between genuine operational security and giving the public and press sufficient
information that they don't speculate or misreport, and that they subsequently come to
us first and trust us to talk to them.

Carter’s diagrammatic balls and the future

Lieutenant  General Nick Carter, Deputy
Commander ISAF, right, led the A2020 team
planning the most comprehensive change
programme the British Armed Forces has
undertaken since the end of the Second World
War. He illustrated the future in a three circle
diagram - sometimes referred to as ‘Carter’s
Balls’ — which is worrying because there are three
of them, said Rosie Stone as she took centre
stage for her second presentation.

The three overlapping circles contain the
principles of the programme:

e Contingency: High Readiness Force able to deploy anywhere in war fighting role
o Defence Engagement overseas: Our on-going commitment to help create stability,
prevent conflict or provide longer term humanitarian aid in a number of identified

‘hot spots’ that are important to UK interests.

e UK Resilience: Support to homeland defence and domestic crises.
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Said Rosie: Operation Ellamy, the UK element of the Libyan campaign that ran from March
through to late September 2011, is one of the most recent examples of a classic contingency
operation - it was the quick response to a regional crisis (the Arab Spring) that lasted for just
six months and at its peak the UK committed no more than 4000 personnel, 37 aircraft and 4
ships.

It was launched when President Gaddafi, after weeks of civil unrest and riots, began bombing
his own people in Benghazi from the air. In a recurring theme the US (plus French and UK)
went in first under Op ODYSSEY DAWN, backed by a UN Mandate that authorised the
creation of a No Fly Zone and an Arms Embargo but the key aim right from the beginning was
the protection of civilians. After a few weeks NATO took control under Op UNIFIED
PROTECTOR and continued the high tempo campaign of precision airstrikes against pro
Gadhafi forces and a target list of military assets and locations.

| deployed at 12 hours notice, very different to Herrick with months of preparation and
mobilisation papers signed at MoD. They requested a Strat Comm specialist when what they
actually needed was an Information Activities specialist — so | ended up as Deputy Adviser in
the Joints Effects Cell at Naples in charge of Psyops, CIMIC and the US Commando Solo
Team.

Imagine having a Greek head of Information Operations, working alongside a Turkish CIMIC
officer and an incredibly laid back Italian Psyops guru who refused to work more than an
eight-hour day. Welcome to NATO.

| am going to focus on just three areas that highlight some of challenges we experienced:

Misrata. The frontline was located between the towns of Ajdabiya and Brega, and the centre
of Ops was Tripoli. We had to gather info together very quickly to try and understand the
situation on the ground (no boots! And no Libyan advisor - at one point | was in contact with
Lorna Ward in Tripoli trying to get information). The Command team had identified its main
effort as Tripoli but shortly after | arrived in Naples the town of Misrata became a major issue
and my first real task because of the media coverage that was being broadcast from the town.

\JL= OPERATION
21N ELLAMY

THURSDAY 17% MARCH

2230: UnitedNations 1973 Issigned. A Waming order
to preparefor Operations Is ssued 1o the RAF.

FRIDAY 18® MARCH
0300: Motke comes that action will happen ond the

RAF need o act quickly.
0800: Arcraft ready and on standby

« Aftes two nights ofstrking fom the UK

SATURDAY 19" MARCH + GR4s dploy to Ginis del Colle - Mon 21* Msrch
2000: Wheels up - Tornedo GRés toke of from

Marharn to strike Libyan targets.

g

STRIKE MISSIONS
FROM UK

.
TRIPOLI

PATROLLING

NO FLY ZONE (NFZ) @ROYAL
AIRFORCE

If we didn’t address this our reputation and credibility was at risk so we diverted effortfrc;m
Tripoli and the frontline. This became the first kinetic/non kinetic joint operation coordinated
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through Strategic Communications. It is notoriously difficult to measure the effect of non-
kinetic activity but on this occasion there were several clear indicators of success. Firstly
social media reports from Misrata were saying they could 'hear the sound of freedom’,
Gadaffi's forces on the ground were disrupted and finally — a spokesman on state TV
declared that the regime would hand over the situation to local tribal elders and withdraw from
the town centre.

Communications issues. Gaddafi had 40 years to build a comprehensive, resilient and
creative Strat Comm capability. And he used the 'captive' international media in Tripoli to
enhance his own Information Ops campaign. We had four weeks to prepare - | said before
that new doctrine was still emerging but under current NATO doctrine | was not allowed to
coordinate my messaging with the Media Ops/Public Affairs Cell. The Chief PAO had his
wrists slapped for working too closely with me and neither he, nor his chain of command,
recognised the civilian population in Libya as a PA audience.

Meanwhile sitting quietly
downstairs we had an Arabic
Media Centre run by an Arab
speaking country that was
monitoring social media yet we
failed to use our own social
media in a proactive way for
getting our message across, in
Arabic, to the local and
regional population.

| also had long discussions
within the HQ on the pros and
cons of taking out Libyan state
TV which we knew was
broadcasting pure propaganda
and possibly a comms tool for
instigating military attacks on the ground. NATO had done this in Kosovo in 1997 but |
briefed against it because we had no resources to fill the vacuum at that stage and would put
civilian lives at risk in removing it despite precision bombing capability. And that leads me on
to my last point:

Coalition issues. The UN Mandate was clear: ultimately to protect civilians. But
several countries outside and within the coalition, including UK and France, were open
about removing Gaddafi from power. Keeping everyone 'on message' was impossible
and Operational Security became a fairly critical internal issue — we enforced strict
rules (if you are developing a new product or initiative you don’t want your competitor
to know the details — in a military environment the effect can be devastating).

Over 28 countries had to agree any activity, a number of 'red cards' were played - and
that made our job as central communicators very difficult. For me personally,
managing the messaging from the UK (what we refer to at times as the 'long
screwdriver') as a NATO staff officer was challenging at times. Various UK assets
provided a number of initiatives and capabilities that | was able to use but on
occasions an element of robustness was required to make sure that | was still
operating within the UN mandate. It goes back to legitimacy and there were more
lawyers than media specialists in the HQ!

Compared with the lengthy, costly and perhaps inconclusive military campaigns in Irag and
Afghanistan, from a Western perspective, the Libyan campaign was short, cheap, and
successful. We did not promise to help resolve Libya's civil war, we promised to protect
innocent civilians until a direct threat to life had been removed - this was achieved on 23 Oct
2011 when rebel leaders, formalised in the National Transition Council, declared Libya had
been liberated.
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Changing a long running and recognised narrative is not easy. It will take time for the
public to understand and support what Army 2020 (and the wider AF implementations)
are trying to achieve. The 'catchy' enduring narrative is now The British Army — a
professional force, resolving crises abroad, serving the Nation at home, securing
Britain in an uncertain world.

Libya from a different angle

Lorna Ward, left, completed the presentation by
talking of her journalistic role, in Libya and her
United Nations appointment in Somalia to give
a different perspective on communications.
Talking firstly about Libya as a Sky News
reporter on the ground and latterly of her role
as Director of Communications for the African
Union/United Nations Mission in Somalia.

She said: | was on the ground in Libya for a few
months through the conflict — firstly inside the
Gaddafi regime, then later with the rebels across
the country. So I'd like to look at the
communications challenges - from the opposite
side if you like.

It is also interesting to look at Somalia and the
African Union mission. Similarities, on the face of

: d it, perhaps to communications in Afghanistan and
Libya but in reality, another unique proposition.

So First to Libya. What we have found when faced with these smaller asymmetric operations
and international interventions is that we are dealing with an enemy, a leadership, a military
which has very powerful propaganda tools and/or is way ahead of us in the digital
communications game. Gaddafi, the Taliban, Al Shebaab, Hezbollah, Assad all maintained
and increased their hold on power for years by concerted communications campaigns.

With defence cuts are made by us and our allies, the strain on resources, the world economy
and the global nature of the threats today; we are extremely unlikely to ever prosecute an
operation on our own again. So we’re likely to have increasingly complex command chains,
international players, individual governments with different agendas, and complex indigenous
populations with evolving civilian and military command chains.

Probably the biggest communications challenge highlighted by the NATO operation in Libya
is that it wasn’t in Libya at all. In this case, all international contributors were in Naples, with a
tiny component of troops on the ground in country and in the air overhead. So no eyes and
ears on the ground, no real ownership of any passage of information into and out of the
country. Even when you are on the ground, the operational tempo of these kinds of uprisings,
civil wars, insurgencies and conflicts is such that it is difficult to keep up.

In the early stages, Colonel Gaddafi himself was not getting up-to-date information on who
had control of what.... and he had his troops deployed across the country. He took my
journalist colleagues and myself to a key town just a few kilometres outside Tripoli, Zawiya, in
order to show us just how iron-clad his control of the country was, only to find when we got
there that it was surrounded by a no-man’s land and the centre had been taken over by
rebels. It changed hands a few more times over the days and weeks that followed.

There is also the sheer unpredictability when we are part of an international intervention in a
country’s uprising or civil war. | travelled with rebels fighting through Gaddafi’'s town of Bani
Walid in autumn of 2011, and found that some of them were men who had been guarding me
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at gunpoint on behalf of Gaddafi just a few months earlier. Equipment such as tanks and
artillery guns were changing sides just as fast.

On the ground it was confusing. So for NATO hundreds of miles away, it was extremely
difficult to have a clear or up-to-date idea of what was going on, to be sure of the targets they
were hitting, who was on which side. The risk then in communications terms, if you don’t find
a way around this dislocation, is your messaging is completely disjointed from the reality on
the ground and, therefore, at best ineffectual.

In order to fight these kinds of campaigns communications need to be at the heart of
operations to keep up and influence the outcome. Not viewed just in the narrow ‘media’
sense, i.e. to put out your side of the story to the press but ‘communications’ in the widest
sense.

First gathering information and news from the inside the country (through UGC, social media,
press reports) to interpret how the situation is evolving. Only with that can you then
effectively counter the Gaddafi propaganda, find ways to communicate with the Libyan people
inside and outside their country.

And only with that accurate view of the situation on the ground can you shape the right
messaging about NATO’s role in it to the press and international audience, based on
what’s going on inside not your view from hundreds of miles away.

For this, people need to think laterally about communications, expand the methods and
sources used, focus on analysis, research, newsgathering, networking and applying all of
these mechanisms very specifically to the culture, the geography, the technology, the
ideology and the history of the specific country we're dealing with.

This may seem very obvious to those working in commercial communications where
technology and resources are put into developing new means of gathering market information
and improving the messaging going out for a given brand. In the military we're talking a
number of different brands, moving at pace, and largely out of our control, with limited
resources allocated to communications and facing a completely different set of criteria and
stakeholders in every country, every conflict we face.
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THE AFRICAN UNION IN SOMALIA

I'd like to touch on one other current conflict and international mission. The African Union
mission in Somalia — or AMISOM. I've just spent eight months as the director of
communications for the African Union. On the one hand advising the African Union, United
Nations and Somali leadership on a communications strategy, on the other, running a press
office, newsroom, and research and international outreach teams, and setting up news teams
across Somalia.

l

The African Union
mission in Somalia
is made up of a
military as well as
civilian contribution.

The countries
contributing military
troops and
S equipment are
Burundi, Djibouti,
Kenya, Sierra

Leone, Uganda and
since this January,
Ethiopia. Those
contributing in
civilian terms —civil
servants and police
are Ghana, Kenya,
Nigeria, Sierra
Leone and Uganda.

It operates under policy laid out in Addis Ababa by the African Union, under a United Nations
mandate amended and debated in New York, and is predominantly funded by EU money.
The military headquarters for AMISOM is in Mogadishu. The civilian headquarters in Nairobi
although it was supposed to move to Mogadishu months ago.

Somalia is a country the size of Afghanistan with fewer than 22,000 AMISOM troops on the
ground so they are, to a large extent, confined to holding what little ground they have
secured. All of these factors mean there are some very similar communications challenges to
those we’ve highlighted from Afghanistan and Libya. But the region, the history, the culture
and the set-up of the mission flag up some unique problems

The three main challenges are: the fact that in communications terms you are very
much starting from scratch, the difference in cultural approach, and the very
foundation of the AMISOM mission. Somalia has been at war for over 20 years; there
has been a complete brain drain, the education system is in its infancy and there is a
high level of illiteracy. Media studies and journalism were against the law until
recently.

As a result, with Somalis, you are effectively starting from scratch in terms of
communications. The idea that you can publicly express an opinion, what media is, and how
to communicate to the outside world what you need and how they can help, and journos main
target.

Many of the troops contributing countries to AMISOM are only just getting back on their own
feet after their own conflicts and civil wars. Many are still run as, or have only just emerged
from dictatorships. State-run media or propaganda is all much known. Communications is a
waste of time, is whatever the boss says it is, and not something they should have a say in or
can influence. It is an afterthought at best. The starting point on an operation like that
therefore is a very basic one. But you are competing with Al Shabaab who are masters of
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propaganda, and it's a fast-moving conflict which does not wait for communications to catch
up.

AMISOM also a very different approach, a very different culture. | talked about this in the
context of Libya. This is not a NATO operation funded by NATO countries. Here we are
talking about a group of African countries relying on funding and support for their mission
from EUROPEAN
countries and the US.
The communications
effort therefore needs
to be aiming not just
at gaining support
from an  African
audience, but also
needs to be targeted
at the international
donors, otherwise the
support and money
will dry up. This was
very difficult to get
across. There was a
sense of pride, of the
African Union being
able to do this on its
own. It meant they
were often not interested in ‘selling’ positive messaging or their campaign to the International
audience or press. ‘It didn’t matter what Europe thought, they didn’t need their help’.

There were military cultural stances that AMISOM took, that made it difficult to get the right
messaging even to their press and public back in their own countries. For instance — the
African Union refuses point blank to talk about soldiers being killed. They will not talk about
how many soldiers they have lost. When a figure of 2000 was leaked by someone at the UN
to a journalist, AMISOM refused to comment despite being furious that the figure was a huge
underestimate.

We see the announcement of a death of a soldier as recognition of his or her service and
bravery. By talking about deaths and the conditions on the ground, we make the case for
better equipment, more funding, more support. They see any mention of casualties or deaths
as an admission of weakness. As a result, in some of the troop contributing countries the
public is barely aware their soldiers are away fighting a war, let alone understand why they
need to send more troops or equipment, and without that information, many do not care or
support the mission even when it is in their own backyard and key to the security and peace
in their own country.

At strategic military and policy level, there are many other taboos which require
manoeuvring around and to some extent there were certain ‘bad news’ stories you just
had to leave out there unchallenged and unmanaged because you would never get
clearance to talk about them. This is not an Operational Security issue. This is more
to do with the very foundation of the AMISOM mission.

AMISOM is a neutral international force in Somalia, there to assist the Somalis in re-
establishing peace, stability and governance. Their communications should represent
AMISOM as a whole in a positive light, and promote the aims of the mission. In practice that
is difficult, when some of the contributors to AMISOM may not necessarily be the ‘neutral’
contributors they claim to be. | talked about NATO contributors in Afghanistan having their
own agendas, but this goes further than that. A bit like having Pakistan as a troop contributor
alongside NATO in Afghanistan and having to align the narrative for both.

Kenya has long argued that a large chunk of southern Somalia belonged to Kenya and it
unilaterally invaded Southern Somalia before becoming part of AMISOM. Kenyan troops
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eventually secured the key town and port of Kismayo, but couldn’t have done so without the
help of the Raskamboni — a private militia led by one of the competing warlords in the area
and who has expressed intentions to stay on after AMISOM’s departure.

The town and port of Kismayo which are central to the Kenyan area of operations were Al
Shabaab’s funding route — through a very

lucrative charcoal trade. Al Shabaab is {f N
no longer there, and there is a UN }
embargo on the charcoal trade, but there 2 )
are still trucks of charcoal lining up at the \?::;:;:‘:/

Kenyan-held port every day. The
Kenyans will not allow AMISOM to talk African Union Mission for Somalia (AMISOM)
about Raskamboni, the charcoal trade or
any unilateral designs Kenya might have on Somali territory. And yet these are key strategic
issues. They are also the subjects in the press which are most frequently raised and most
damaging to the AMISOM mission as a whole.

Ethiopia has only just become part of the AMISOM mission in January this year. Ethiopia has
a long-standing dispute with Somalia over territory in the north and invaded the country back
in 2006. It has been working tentatively alongside AMISOM troops so we attempted to
coordinate AMISOM messaging with Ethiopia. Last year, Ethiopia unilaterally announced that
it was withdrawing hundreds of its troops from the key town of Baidoa, leaving Burundian
troops unsupported.

AMISOM were not permitted to comment on it as Ethiopia was not part of the mission and
Ethiopia felt no obligation to liaise with AMISOM. So Al Shabaab stepped into the breach and
pushed powerful propaganda about regaining ground, increasing fear and uncertainty within
not just the Somali communities but also within the AMISOM forces and undermining the
success of the mission.

Very difficult then to put together a consistent and believable AMISOM narrative, when
some of its contributors are building an entirely different narrative of their own. It’'s
one thing different contributing countries looking after their own reputation and
disagreeing with each other (the US and UK on how to stabilise Helmand province).
It’s another thing entirely when the aims of the contributing countries completely
contradict the very premise of the AMISOM mission as a whole.

E-Letter from America

In the first of what Scratchings hopes will become a
regular feature, club member Charlie Miller, former
Diplomatic and Defence Correspondent of the Press
Association and Head of News at BAE Systems sends his
personal views on working ‘across the pond’ as a
communications professional for a major U.S. aerospace
and defence company based in Chicago.

As | write this E-Letter from America, a ripple of excitement is
slowly permeating the northern half of the United States: the
science fiction-sounding — but oh so real — Polar Vortex that
has held us all in its icy grip for more than three months may
finally be receding.

Here in Chicago it started to snow on December 4 and it's
been a winter freezerland ever since with temperatures often
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as low as -28C. You really know it's cold when the polar bears in the local Lincoln Park Zoo
refuse to leave the warmth of their indoor quarters. Record low temperatures and record
snowfalls.

A similar chill is engulfing not only the American defence establishment but discussions
around the evident diminishing global power of the Land of the Free. As defence budgets
shrink, the debate is focusing more on the loss of the technology lead the United States has
enjoyed over the rest of the world for many decades. Americans look up into space and
wonder how the Chinese are on the moon, how the Indians have successfully launched a
“heavy” satellite into geostationary orbit and how they find themselves suffering the ignominy
of having to board a Russian rocket to reach the International Space Station thanks to a lack
of funding for NASA space programmes.

That concern is mirrored in the military arena. As Maj. Gen. William Hix, deputy director of the
Army Capabilities Integration Center, recently put it: “We believe, absent some changes in
science and technology and how we fight, we are at risk of seeing many of the operational
advantages that we have enjoyed being contested.”

Potential opponents are making significant technological advances in fields such as
unmanned air systems, standoff weapons and night vision equipment — capabilities that could
substantially degrade America’s ability to rapidly insert troops into contested regions.

And yet Defense Secretary Chuck Hagel is warning that “tough, tough choices are coming” if
the Pentagon proceeds with swingeing future budget cuts required by what appears to an
outsider to be a truly bizarre law. However, bizarre or not, that law could take the Army down
from a high of 570,000 to 420,000 troops and force the decommissioning of an aircraft carrier,
not to mention the retirement of 80 more aircraft and the purchase of 24 fewer F35 Joint
Strike Fighters up to 2019.

"The result would be a -
military that could not fulfill Rzl
its defense strategy, putting
at risk America's traditional

role as a guarantor of global ~
security and ultimately our
own security,” he warned.
“This is not the military the
president nor | want...but it
is the path we're on unless
Congress does something to
change the law."

But will Congress bite the
bullet? For the past three
years it has shown a dogged
recalcitrance to change
anything. For months we have enjoyed “sequestration” — arbitrary across-the-board budget
cuts. At one point, government even came to a stop.

Would that ever happen in Britain? Could that ever happen in Britain? And why doesn’t the
media hold each and every politician personally accountable for failing to carry out the duties
they were voted in to do?

From a pragmatic point of view, the workings of British government continue through rain,
shine and elections thanks to the Civil Service. As for the British media, there is little doubt
they would make the lives of every Member of Parliament so unpleasant that they would be
virtually unelectable come the ensuing General Election.
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So why does it not work in the same way here in the United States? After all, the U.S. media
enjoys the extraordinary range of freedoms set out in the First Amendment to the Constitution
- freedom of religion (and freedom from theocracy); freedom of speech and of the press; the
right to assemble and to change unjust laws. And these freedoms are arguably unique across
the world as they are embedded in constitutional law - so much so that the kind of regulations
and sanctions facing the British media thanks to the criminal activities of parts of Fleet Street
would be unthinkable here.

Perhaps it is the size of the United States and the sheer geographic scale that would be
required of any coordinated media operation to bring pressure to bear on each and every
politician. Perhaps it is the surprising deference that journalists here show to leaders -
whether they be military, business or political. Most likely it is a combination of both points.

Whatever the reason, Capitol Hill continues on its merry way, oblivious to the
bemusement displayed in many parts of the globe. At the same time they worry about
their standing in that same globe. It is fascinating to watch that debate at close
quarters. One cannot predict the future but the United States has constantly surprised
the world through its more than 200 years of independence and I, for one, stand ready
to be surprised again.

The debate on the future of the UK’s armed forces is gathering momentum and
Scratchings publishes an extract from Howard Wheeldon. A Fellow of the Royal
Aeronautical Society and well known for his media appearances at events like the
contentious Defence & Security Exhibition International, held bi-annually in London.
Howard is also a Trustee of the Royal Aeronautical Society and an Honorary Member
of 1 (VR) Squadron at RAF Valley. A full copy of the discussion paper is available on
request.

A Miscellany of Misunderstandings

Howard Wheeldon, our newest Honorary Club Member
specialises in defence, aerospace, and industrial
strategic influence support related to air power,
maritime defence, and industrial and defence export
matters. He writes:

In a recent ‘Times’ article Antony Beevor suggested that
required policy in relation to reduction of Army personnel
numbers from a current 102,000 to 82,000 may just be but a
first stage within a much larger plan to take numbers of
serving soldiers down toward 65,000.

Many will be concerned should this suggestion eventually
prove to be correct whilst others no doubt will be content to
accept that making even larger cuts in Army personnel
numbers could be sound policy provided that the actual
number of soldiers trained, ready and available for front line duty within this figure was
increased from the current low level. A counter argument and one that has to an extent been
helped by an assertion that due to the Americans placing a high value on our ‘special forces’
suggests that if full time Army numbers are allowed to go down too far then we could find
ourselves in a situation of not being able to recruit sufficient numbers of ‘special forces’ from
the existing troop resource pool. Such a view is probably not without merit.

In a separate press report | note that former Chief of the General Staff, Lord Dannatt has
warned that the £1.8bn plan to create a 35,000-strong reserve force for the Army planned and
that is required to offset the planned removal of 20,000 full time soldiers by 2018 will need a
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‘minor miracle’ to succeed. | am no particular fan of Dannatt but in this case there is more
than a degree of truth in what he says and that goes rather against the air of confidence and
optimism one hears on the subject of reserves within the MOD.

Indeed, another article, this time in the ‘Independent’ went so far as to say that so-called
experts have calculated that at the current rate of recruitment it will take 433 years for the
Future Reserve 2020 to meet the target that Secretary of State for Defence, Philip Hammond
has pledged to achieve by 2018! | am in no position to judge whether a seemingly spurious
calculation such as this has merit or not but it does strike me as rather odd that we appear to
be burying our heads in the sand on the issue of Army reserves.

In the meantime I live in hope that the ‘buck’ on the Army reserves issue problem is
not being conveniently avoided on the basis that it can be safely passed onto the next
Government to sort out following the General Election due in May 2015. That would
certainly not be the right way of running UK defence.

Focus on future topics.... rather than let the
media boil the ocean!

Now in his fifth communications chief role, Lucian J. Hudson, Director of
Communications, The Open University, remembers his time as head of media
operations at the height of the 2001 Foot-and-Mouth epidemic, and his very positive
experience of working with the military. Lucian plays a leading role in the Club’s
management centre representing the interests of all our civilian members

On Friday April 6, 2001, | was sitting at my desk in the Cabinet Office planning the next
steps of the government's e-communications, when, out of the blue, | received one of those
life-changing calls. The voice at the other end was clear and direct: "This FMD (Foot-and-
Mouth Disease) is getting out of hand. Alastair (Campbell) is on the warpath about
communications. We'd like you to run media operations at MAFF." | said, "OK, when do you
want me to start?" The voice said: "Well, Nick Brown (the then Agriculture Minister) can see
you now."

So began four years at MAFF, then the new Defra, first as deputy director of communications
under Nick Brown, then as director of communications under Margaret Beckett. Mike
Granatt, then head of Government Information & Communication Service (GICS), had
appointed me the previous year to my e-communications role, and we kept in touch during
the unfolding FMD crisis. | said to him that the government did not appear to have a long-term
strategy for getting ahead of the disease. He revealed confidentially some early working
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assumptions of David King, the Government's Chief Scientific Officer. "That's a narrative you
can work with, Mike" | said.

-Z - .‘—- In due course, | would end up working very closely with David
King, and Jim Scudamore, the Chief Veterinary Officer, probably
the biggest single civil servant hero of that crisis, though he
never received such recognition. | have many abiding
memories of my early days at MAFF: the utter dedication and
professionalism of most of the MAFF staff, including the hard-
pressed press officers; the personal strength of character and
intelligence of Nick Brown; and a highly anxious, almost
headless-chicken cross-government attempt to pile on the
pressure on MAFF.

Left: Lucian Hudson

In fact, the FMD outbreak of 2001 was completely unprecedented, far worse and more
complex than the outbreak of 1967-68. But most memorable was the contact | had with the
army, especially its command. As well as working with No10, ministers and my team, the
most frequent daily contact was with the Joint Coordinating Centre (JCC), jointly led by MAFF
and the Army.

It is the Army who wanted a communications plan, and better processes to manage the news
cycle. No10 was fixated on the next big story, and my containment of it. In No. |0's eyes, |
succeeded in making FMD boring. | call it contextualizing. Shit happens, you deal with it, you
ask for help, and you move on. No crisis has ever been different for me. Its pattern is the
same, even if the detail is different.

MAFF could have asked for help earlier on many fronts, including the Army's capability for
delivering on logistics. But that's the trouble with Brits under pressure: they become defiant
and dogged. | quickly warmed to my MAFF colleagues, although | could see that their
stubbornness could be self-defeating.

The brigadier and his team were more interested in what we now take to be the basics of
strategic communication, though interestingly they did not refer to that term as such:
introduction of a briefing team, under my command, to standardise the flow of public
information, more consistent use of the web, proactive campaigns to highlight the benefits of
biosecurity on farms.

One of my changes was to retrieve what MAFF had done well at the start of the outbreak,
news conferences with experts, but had given up because they were not tightly chaired and
were too time-consuming. | just ensured that they were time-limited, and were less open-
ended. Let's focus on fewer topics, | said, rather than allow the media to boil the ocean.
David King was mesmerising with his graphs. Even though "science" did not win us
immediate support, it won a grudging acceptance that the cull policy was the least worst of all
options.

The army was also instrumental in conveying a sense of urgency, discipline and teamwork.
Even internally, their way of working was infectious. Instead of meeting around a table and
holding long, discursive meetings, the army held a Bird Table, a model of briefing used in the
Bosnia conflict, where we all stood in a circle to give our brief reports.

FMD in 2001 was Britain's worst civil contingency crisis since World War 2, costing the
country more than -£10 billion. It drew on more than 2000 army personnel and 1500 vets.
Almost 2.4 million animals were slaughtered. The tonnage of carcasses transported each
week was greater than all the ammunition carried by British forces in the first Gulf War.

All FMD contingency plans in all countries across the world were scrapped and radically
revised as a result of the UK's experience. Working with Margaret Beckett on her speech to
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the Commons following the inquiries, we deliberately used the word "hindsight" to put across
this simple message: yes, it was very bad, but much of what we learnt and had to put right
was a result of hindsight. Beckett's speech was reported pretty factually. By then, we had, in
communications terms, taken much of the heat out of the issue.

Campbell mischievously said to me afterwards, "You know, Lucian, if | were a member of the
British public, | would feel cheated by people like you and Margaret." What the brilliant
Campbell did not realise is that while he overdosed on daily news coverage, | was more
interested in the discreet public survey | commissioned that indicated that even though the
British public was annoyed and frustrated by the government's handling of the crisis, it was
not nearly so critical or blame-hungry as some of the media.

The British public just wanted the epidemic to end, and the countryside to get back to normal.
In just seven weeks, | organised a campaign with 70 of our "stakeholder" organisations - the
term was still relatively new then. Many of whom had strained relations with my department,
but our goal was to rally around a focused campaign to get the public back to the countryside.
Alliances are formed through common purpose, and people can put aside their differences. It
whetted my appetite for collaboration.

The scale of rebuilding farming, countryside and tourism was enormous, but the government
was by the end seen to do what was necessary, even though many of its actions were
unpopular. But that crisis ushered in a new approach at Defra, much more environmentally
friendly, more connected to the wider economy. | was for a brief time called Butterfly Man,
because | went in search of stories to show that not all animals were for human consumption,
which seemed to be a presumption of the old MAFF. | remember gallows humour during FMD
when one wry official said to me, "I can't see what all this fuss is about dead animals. Don't
they all usually end up on a plate?"

Britain played a leading role renegotiating CAP, not to abolish it, but reform it,
so that subsidies would not be based on over-production, but land-management. We
even persuaded French farmers.....

MOG joins SAG: an unfortunate acronym but
it’s a welcome change says Vickie

Lieutenant Colonel Vickie Sherriff is in her first year as
Commanding Officer of Media Operations Group. And
it’'s a year of change and a year of hard and difficult
recruiting for the specialised military skill of Media
Operations. Recruiting experienced and credible
remains a constant challenge for the unit

With flood water soaking the South of England, the call
came for the Media Ops Group to help show what the
Army is doing to help.  Capt Jo Timmerman and Lt Col
Derek Plews were amongst some of the MOG members
holding the media’s sound booms in one-hand and sand
bags in the other. Meanwhile Lt Claire Jackson is leading
a Combat Camera Team dealing with the usual extremes
of temperature and variety of taskings in Helmand.
Operations continue to be our main effort, but the work behind the scenes is fundamental to
our future capability.

| took command in September 2013, understanding that the next few years would be about
change — and lots of it. The Army is how changing its structure to recognise the importance of
information activities. This means the MOG will be joining the Psychological Operations
Group and the Military Stabilisation and Support Group (Civil Affairs in old money). The new
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unit will be called the Security and Assistance Group. A slightly unfortunate acronym, I'm sure
you agree! But this is a welcome change.

It means we move command from the bosom of Army HQ and the Army, Media and Comms
outfit to a one star command. We’ll move location from Kingston Barracks to Hermitage, near
Newbury. It means we’ll have a core unit to administer our people, and importantly have like-
minded people to train with and learn with and from.

This is exceptionally exciting as we will be able to focus on our professional training rather
than our time being consumed by wider administrative duties, which means we will be a more
efficient, skilled and focused unit. But we have a difficult few months ahead as we move to
‘the SAG’. The MOG is still chronically understaffed with three out of five permanent posts
vacant.

I am hugely grateful to my hard-working permanent
staff Maj Richard Orvis and Staff Sgt Paul Mardell and
the handful of MOG Reservists that have pitched in a
few days a week or more to glue the unit together and
maintain day-to-day operations.

Left: Lance Corporal Georgina Coupe in action
filming on a MOG exercise. Photo: L/Cpl Mark
Larner

Amongst those to be ‘mentioned in dispatches’ are Lt
Col Derek Plews, Lt Col Rolf Kurth, Maj Cath Newell,
Maj Mark Dillon, Capt Tony Booth, WO2 Jim Sutherland and Sgt Kevin Redgate.

The challenges of recruiting into the MOG remain a constant concern. We need to increase
numbers in this unit from 60 to100, but considerable hurdles are preventing this. These
hurdles relate to the difference between age and experience. The experience we need in this
unit comes with time served in industry which conflicts with the target recruitment age group.

Specialists in the media industries tend to be of an older age than the usual Sandhurst recruit
and less willing to spend two-years’
completing infantry training before they join
the unit. This is why we are not keeping
up with demand.

Right: Which to use - camera or rifle?
A dilemma on a MOG military training
exercise. Photo: Bdr Murray Kerr

The inability to directly recruit, but rather
depend on potential candidates to join
other Reserve units before they join the
MOG is another hurdle. So we are
increasingly relying on attracting ex-
Regulars with limited media experience.

The Army’s career incentive — to train the
generalist and encourage a broad-based
career — means we are losing good people
to other parts of the Army faster than we
can recruit them.

So the challenge is on to recruit more
specialists, who have the media credibility
and military experience demanded. No
mean feat!
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The great thing is that those that are in our ranks are being recognised. | was absolutely
delighted to wake up on New Year’'s Day and to read that Maj Paul Smyth has been given the
honour of an MBE for his services to military communications, especially social media. So
there’s a positive note to end on and a reason to raise a glass of something warming on this
cold and February day.

Leading London Agency Chairman joins club

Peter Gibbon, the chairman and founder of
internationally known MGA Group, has joined the Club
as an Honorary Member. MGA is a communications
agency specialising in helping both B2B and B2C brands
connect with audiences digitally, in print and through live
events.

MGA lists defence companies BAE Systems, EADS, Airbus
Military and Thales among its clients “We create the big
ideas that make audiences want to get closer to companies
and their brands, “ says Peter.

" Well known on the defence world exhibition circuit, Peter

has worked closely with several members of the club over

the years including our President, Hugh Colver, and

national chairman, Mike Peters. “ Peter's knowledge of the communications world adds to
the club’s growing reputation, says Mike Peters.

Mark Hankey wins US Meritorious Service Medal

A visit to the Cabinet Office proved
an auspicious venue in which to
present the new Head of the Royal
Naval Reserve's Media Operations
Specialisation  with  recognition  of
meritorious service in Afghanistan.

Lieutenant Commander Mark Hankey,
RNR, pictured far left, has been
awarded the Meritorious Service Medal
by the United States of America for his
exceptional work and dedication during
a recent mobilisation to Afghanistan.

The Whitehall-based training day was
Mark's first official duty as head of the
Media  Operations  Specialisation,
having taken over the post from Lt Cdr
lan Pratt only a few days before.

The purpose of the visit was to learn
more about the Government Communications Service, but Mark unexpectedly found himself
the centre of attention when he was presented with his medal by Commodore Neil Brown,
currently seconded to the National Security Secretariat in the Cabinet Office Mark, who is a
marketing professional in civilian life, was deployed to Afghanistan in 2013 as Deputy Chief of
Public Affairs for NATO's International Security Assistance Force Joint Command in Kabul,
the organisation responsible for the operational control of 90,000 troops from 49 nations.
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It was Mark's second mobilisation in two years. In 2012, he was deployed to Bahrain,
where he acted as media operations officer for both the UK Maritime Component
Command and Combined Maritime Forces, a 27-nation coalition devoted to countering
piracy, terrorism and narcotics.

Jeremy'’s international exercise in re-branding

Jeremy Greaves, right, was part of the
communications leadership team that
undertook one of the most prominent
corporate re-brandings in recent times,
when EADS (European Aeronautic
Defence and Space company) morphed
into Airbus Group.

Today he is Vice President
Communications & PR for UK and
International at Airbus Group.

The group has adopted the brand of its
biggest and most successful operating
company, Airbus.

With 140,000 employees globally, and
17,000 in the UK, it is one of the country's
biggest advanced technology
manufacturers where the wings of every Airbus are designed and built.

Airbus Group is the world's second largest aerospace and defence company with the
biggest forward order book of any global company...currently standing at a staggering
$800billion.

While 80% of its revenues are in commercial aerospace, it has just merged its defence
to form Airbus Defence and Space which is one of the UK's major defence suppliers
and currently the biggest provider of large aircraft to the RAF with the new generation
Voyager and A400M Atlas.

Jeremy is a former naval officer and current Honorary Commander, RNR, sitting on the
Navy's strategic communications board as a non-executive director. He is also an
advisor to the Royal Academy of Engineering on external engagement, marketing and
communications."

Tony takes the governance helm at national
charity

7644 Squadron’s Flying Officer Tony Newton has been elected
President and Chair of the British Dental Health Foundation by
the Board of Trustees. Tony also features later in this issue of
Scratchings with a report from the Falklands Islands.

Now into his third term as a Foundation trustee, Tony has contributed
immensely to its current success and, pictured right, was instrumental
in designing and introducing the Foundation's highly successful
product accreditation scheme.

Having moved out of clinical dentistry many years ago, Tony now puts
his combined dental, journalistic, corporate communications and management expertise at
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the Foundation’s service to build on its already pre-eminent position as a provider of high
quality impartial oral health advice.

Tony said: “We have an agreed five year strategy that we revisited and refreshed during
2013, so the board has a clear, agreed direction for increasing the reach and effect of our oral
health advice.

“‘My goal as incoming President and chair is to strengthen our position and visibility as the
pre-eminent provider of impartial oral health advice in the UK and abroad to an increasingly
multicultural community. The translation of our ‘Tell Me About’ leaflets on the website into
seven different languages is a significant development that will bring the work of the
Foundation to an even wider audience.

Since graduating as a Sloan Fellow from the London Business School, Tony has taught
networking and negotiation skills at business schools, corporates and not-for-profit
organisations in the UK and aboard. As a serving officer with the RAF’s specialist 7644
(media ops) Squadron, he has deployed to Afghanistan and the Falklands and instructed on
the Defence Communicators Course. He is currently completing a Doctorate in Business
Administration at Durham University Business School where he is also a tutor.

Andy adds boost to the RAF in the Middle East

Squadron Leader Andy Wasley, deployed as SO2 Strategic Communications at 83
Expeditionary Air Group RAF and a member of 7644 Squadron Royal Auxiliary Air
Force, reports from the Middle East and
Afghanistan.

Like many media ops reservists I'm used to short-
duration (and often short-notice) overseas tours, taking
specialist skills into theatre to support a specific task.
7644 Squadron’s recent deployments bear this out:
supporting national media needs for the RAF during Op
ELLAMY; escorting a radio station’s breakfast show
team in Afghanistan; and providing media expertise
during RAF global ops from Mali to the Central African
Republic.

Staff tours do exist for us too, but as the Defence Media
Ops Centre drives the way media ops does its business,
increasingly capable regular personnel are able to take
on some of the jobs we might traditionally have been
asked to fill.

Still, 7644 Squadron finds itself in high demand at the moment — including from the UK Air
Component headquarters for the Middle East and Afghanistan, 83 Expeditionary Air Group
(83 EAG).

So here | am, as SO2 Strategic Communications, working directly for the Air Component
Commander (ACC), Air Commodore Al Gillespie — with duties stretching from support in
defence engagement in the Middle East to ‘media minding’ the Chief of the Air Staff in
Afghanistan. It's a busy job.

Before me, the role had always been filled by regular RAF engineers, on a six-month basis.
Their excellent training on the Defence Communicators’ Course (DCC) equipped them to
manage routine media operations, and they were supported by DCC-qualified unit press
officers in 83 EAG'’s five expeditionary air wings (EAWS).
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Meanwhile SO3 Media Ops — usually a regular RAF flt It — would do the job of writing them up
for hometown media and RAF News. It was a classic media ops structure, set up to pump out
good stories for internal and hometown media, with occasional forays into the national scene.
And the people doing it were good — indeed, my colleague Flt Lt Rachael Lee, a regular
physical education officer who was SO3 Media Ops until December, earned an Air Officer's
Commendation for her superb work.

My role as a strategic comms specialist was to improve the overall utility of 83 EAG’s media
output, looking at strategic effect rather than coverage alone as a primary output. 83 EAG is
an operational headquarters, supporting force elements across an eight million-square-mile
joint operating area as well as providing aerospace battle managers and other specialists to a
Combined Air Operations Centre in the Middle East.

As a former aerospace battle manager with operational and intelligence experience, | was
familiar with the strategic and operational concepts involved in such a broad structure. And as
a strategic communications specialist in my civilian career — most recently as head of comms
at a prominent campaigning charity in London — | could add proven media skills to ops
awareness, to spot new ways for 83 EAG to achieve strategic effect. That was the hope, at
least — and | think the outcome (so far!) bears out the EAG’s confidence.

Middle East VIP Day and a special mark in the sky as the UAE Air Force flying display
team al-Fursan (The Knights) show their skills. Photo: Sgt Dale Hunt

My immediate predecessor had done much to improve 83 EAG’s ability to react to, and
promote, good stories. He’d built thriving relationships with unit press officers, established 83
EAG’s lead for stories from its force elements, and started to provide media awareness
training to execs at the Middle East EAWSs. | started to build on that by moving strategic
comms closer to the EAG’s executive. Close working relationships with the ACC and Deputy
ACC (DACC), as well as COS Ops and COS Support, put me in a better position to
understand what my commanders wanted to achieve, and helped them identify ways my
team could support their goals. For example, | accompanied the ACC at a series of
meetings with UK diplomatic and defence staff in the UAE to support his outreach efforts —
part of a concerted effort to make sure | could support local embassies and quite an
improvement, | think, on the traditional focus on story-telling.
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My immediate task in September, mandated by the then ACC, was to raise 83 EAG’s profile
among key audiences. As a strategic comms specialist | know that mere exposure isn’t
enough. What | wanted was a story that could put 83 EAG on a national platform, seen by the
general public, opinion formers and, importantly, our coalition colleagues, as a professional
unit at the ‘pointy end’ of RAF air power.

Remembrance Sunday, pictured above, provided the necessary news hook. Like units across
the world, we were to pause to remember the Fallen. We did so in a poignant sunset
ceremony on Saturday 9 November — the unconventional timing a result of the heavy
operational demands on the EAG’s personnel.

National interest in Remembrance is such that the early time of our parade would put us in a
good position to distribute stills and rushes of our ceremony to national media before or
during the Festival of Remembrance. Permanent Joint Headquarters’ team at Camp Bastion
would provide the necessary approvals for operational security for our footage and stills.
Defence Media & Comms at MoD approved the national-level engagement. All was set — we
just needed a camera crew.

Photo: SSgt Ben Bloker US Air Force

Here was where the coalition angle could be maximised. HQ Air Command agreed to send a
mobile news team, including my fellow 7644 Sqn reservist FIt Lt Tony Durrant, to cover the
ceremony. Having built a close working friendship with colleagues at the US Air Force’s
AFCENT public affairs team, | was also able to ‘borrow’ a combat camera team to provide
extra angles for footage and stills. Conveniently this opened DVIDS, the US’s version of
Defence News Imagery, as an outlet — and as the EAG’s executives had agreed to invite
Coalition personnel, we had a genuine reason to reach out to US media.

The outcome was impressive. Our Remembrance service was covered on ITV World News
and regional BBC stations, and online by the BBC, the Daily Mail, the Daily Telegraph, the
Daily Mirror and the US Air Force’s website: national and international exposure for 83 EAG
and the RAF, reaching media titles read by our key audiences and raising the EAG’s profile to
a national level for the first time. And all it took was a bit of planning, some good working
relationships, and a conscious effort to avoid the easy idea that a story in RAF News alone
counts as success.
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The same has been the case in the Middle East. Here traditional media skills have proved as
valuable as the strategic outlook. Our partners in the Middle East have an increasingly
capable media industry, affording us a rich source of opportunities to demonstrate the RAF’s
commitment to the region. So when RAF Typhoons and Sentry airborne early warning aircraft
joined a major exercise in the UAE, | made the most of the opportunity to add a media
dimension to our close relationship with the Emiratis.

As part of the EAG’s key leader engagement programme during the exercise, we held a VIP
day at a base in the Middle East for the UAE’s military hierarchy. Working with the Air Attaché
to the UAE, | submitted a carefully worded story and some sharp imagery (courtesy of RAF
photographer Sgt Dale Hunt) to the UAE Armed Forces’ General Headquarters at Abu Dhabi.
Rather than confine our engagement to the ground (and the cabin of an RAF Voyager, which
flew a VIP reception over Dubai as part of the VIP day), here was a chance to reach UK
expats and the UAE’s leaders with positive messages about our friendship.

The National — the UAE’s largest English-language newspaper — carried the story in
November. This was the RAF’s first operational exposure in regional media, giving us a
chance to raise the ACC’s profile as the ‘face’ of the RAF in the Middle East and to support
the Embassy’s own defence engagement goals.

We took this further in December when yet more Typhoons and aerospace battle managers
joined the Advanced Tactical Leadership Course, coordinated by the UAE Air Force’s Air
Warfare Centre. This time our story for regional media was cleared by GHQ four times
quicker than the VIP day story. The Air Attaché saw this as a ‘breakthrough’ in our
relationship with the Emiratis. And this time our coverage was broader too: The National
carried the story again; along with the Khaleej Times, a major pan-Arab newspaper, and the
UAE’s Arabic-language state news service. This represents another tangible improvement in
83 EAG'’s strategic engagement.

News coverage alone isn’t going to satisfy complex strategic influence goals in the way 83
EAG seeks. Since arriving here I've worked hard to make comms a regular part of the way we
do business. Flt Lt Cameron Rennie, my 7644 Sqgn colleague, is now in post as SO3 Media
Ops, working mainly in Afghanistan, where the RAF’s important role in the process of
transition and redeployment will benefit from his strategic outlook. And in the Middle East |
hope I've created the relationships with media, embassies and my colleagues necessary to
turn 83 EAG’s media team into a positive force for UK strategic influence in the region.

Not bad for five months in the Middle East. Hopefully the 7644 Squadron and 83 EAG
trust in me and Cameron has been vindicated — and, in turn, | hope my regular
colleagues understand better than ever the value of placing specialist reservists in
specialist roles.

Luck be a Lady

‘Luck be a Lady’ written by Pen and Sword Club member
Mike Buckingham, is ostensibly about the bitter rivalry
between an American Flying Fortress pilot and a British
fighter ace in the middle of World War Il. And that’s when
the simplicity of explaining this book ends, writes Major
Doug McArthur

The book explores the underworld of black market, profiteering
and the degeneracy of Soho in the dark days of the war. We
are used to reading about wisecracking, get rich quick Gls, so
keen to turn a dishonest buck, but a dashing Spitfire pilot
awarded a Distinguished Flying Cross for bravery?
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The RAF ‘ace’ is also up to his ears in profiteering, not so much for the money but the sheer
thrill of the game. When it crashes down round his ears he has no choice but to do the
bidding of his unscrupulous masters with consequences that reverberate down the years to
the present day.

The story takes in a small Welsh village which becomes inextricably enmeshed in the
fortunes of the two advocates as they desperately fight for the love of a bohemian artist only
to find that for the victor, there is such a thing as a fate far worse than death itself. Luck be a
Lady is a battle scarred B-17 Flying Fortress bomber of the USAAF with one last mission
before an ignominious end. But is it the end?

the Pen and Sword Club has two great passions, flying and the

Mike Buckingham, secretary of the Wales and the Marches wing of |
mountains of South Wales. ’

- Luck

be a
He managed to ‘combine’ these two passions when he flew his Lad
light aircraft into Pen Y Fan, the highest mountain in the Brecon y
Beacons National Park.

Apart from a few bruises it was just Mike’s pride that was hurt,
which was more than could be said for his aircraft. Senior feature
writer on the South Wales Argus, Mike was (is) known for his
waspish wit and was never afraid to take on the establishment in
his column.

In Luck be a Lady he has successfully combined all those
attributes into a fine story which will keep the reader guessing right
up to the end page.

Available from Amazon or direct from Glimpses of Gwent Books, £8.95,
www.glimpsesofgwentbooks.com

Royal Navy cheered on the streets of the

Philippines ...says Jennifer, reporting from the aftermath
of Typhoon Haiyan

On the coldest day of the year last November, Lieutenant Jennifer Kedge RN, right, and
Petty Officer Wheelie A’'Barrow of the Royal Navy Mobile News Team left Heathrow onboard
a flight destined for the typhoon-ravaged Philippines.

Jennifer writes: It was with a strange
and surreal feeling the team boarded
the flight. Nervously, following the
advice of the trauma resilience training
we had received a few hour
previously, we discussed what we
might be faced with when we arrived in
location and how we, as a team would
deal with it.

Jennifer Kedge, far right, with PO
Wheelie A’Barrow

We had boarded the plane with 24
hours notice to deploy and were
unsure when we would be meeting
HMS Daring and, more long term,
when we would be coming home.
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Consequently we were kitted out with 48 hours worth of rations and water, a sleeping bag, a
bivi, and our trusted cameras.

After travelling for 36 hours we arrived on Cebu Island in the central Philippines alongside a
uniqgue mix of Aid Workers and medics. With great anticipation we left the airport to make
contact with HMS Daring only to find that she was still 24 hours away. With 24 hours to get
through we set out to find Cebu Island Military Airbase and the UK Force Commander for the
region awaiting the arrival of the first RAF C17 to land in the region to deliver aid.

Setting up camp for the day our media campaign was off to a good start to show the British
public the arrival of UK aid. By the end of the day, the footage was back in the UK and being
shown on a number of national outlets, and so for the Royal Navy’'s Mobile News Team
Operation Patwin began. The next day was spent filming and assisting with the loading of the
aid from the RAF C17 onto a barge at the Port of Cebu.

As the barge sailed from the port to join HMS Daring so did we, alongside a number of British
journalists, 14 Save the Children representatives and a handful of UK Aid reps (plus the aid
itself). Once onboard we were reunited with Samantha Chapman. Sam had, by chance,
already been onboard HMS Daring to cover a large Asian joint military exercise that the ship
had been due to participate in. As one of the Royal Navy’s professional writers, it was Sam’s
job to ensure that we were delivering what the media needed.

After settling into our new home for the foreseeable future (I was berthed in the sickbay ward
alongside an FCO adviser, due to lack of space) the ship set sailed to assess the damage in
some of the more remote islands north of the Island of Cebu.

By our second day onboard, HMS Daring was in a position to begin delivering aid to areas
that required it the most. It had been a difficult task, but as Daring and the aid workers were
only in a position to deliver ‘first aid’ survival aid (water, shelter and medical care only) the
decision of where this should go too first was not taken lightly. Using the ship’s sea boats
and helicopter the crew of HMS Daring began delivering aid at first light.

Over the next ten days, HMS Daring visited seven island communities and delivered 3500
litres of water, shelter packs for over 1000 families and 23,100 world food programme high-
energy biscuits for food. From seeing the destruction first hand, we were in no doubt, that
whilst the rural communities had avoided the highest casualty rate, the communities and their
livelihoods had been decimated, and aid was desperately needed.

As the media team responsible s
for capturing the work led by &
the Royal Navy, we felt it was
our duty to show the UK public
where their generously
donated aid was going to and
how gratefully it was being
received. The crew of HMS
Daring were cheered in the
streets and upon arrival in
many locations, the delivery of
aid was delayed a number of
times as residents rushed to
thank and shake the hands of
the sailors as they arrived.

The RN MNT, along with HMS
Daring’s photographer Leading
Aircrewman (Photographer)
Keith Morgan and ship’s media
team worked tirelessly
alongside the ship’s company,
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leaving the ship at first light and returning on the last transfer back from land, to ensure every
aspect of the operation was captured for the UK media and public. Once back onboard, as |
am sure is the nature of journalism, there was no rest for the team, as we race against the
clock to ensure the footage and the stories we had collected made it back to the UK for the
lunchtime news slots.

After ten days, HMS lllustrious arrived in the region, after a massive shopping spree in
Singapore for aid equipment, to relieve the destroyer of her duties and send her on her way.
The Mobile News Team transferred over to the carrier to assist and pass on our ‘on-the
‘ground’ knowledge to the large onboard Media Team before returning home two days later.

Overall, the experience was simply life changing. As a Training Management Officer by
trade, media operations and the role of public relations officer was a temporary one for me.
But it is a role that has offered me some of my best experiences within the Royal Navy. |
have a new-found respect for the journalists, of which | met many during my time in the
Philippines, who are not only dedicated to getting their story out but work in any condition
anywhere in the world. Something that | naively had not completed appreciated until now.

This experience also showed me the true importance of the media during these
operations. Without the media the aid simply would not have existed, as the public
would not have been aware of the devastation and not be encouraged to show their
support in the manner in which they did. | just hope that the small amount of footage
we were able to generate as a team had an impact on that and that the public felt their
money was put to good use and saw how gratefully it was received.

Capturing Afghan Tales - Claire’s Combat
Camera Team in Helmand

TV production manager Lieutenant Claire Jackson will have finished her tour as a
Combat Camera Team leader on Op Herrick 19 as Scratchings goes to press. After
helping X2 Productions to make the documentary, Battle Machines for the Discovery
Channel and working alongside Wheeler Dealers’ star Mike Brewer, Claire completed
Sandhurst as a Royal Logistics Corps Officer and transferred to Media Operations
Group. Sheis goddaughter of former BBC News TV presenter Angela Rippon.
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Claire returned to the UK in early March from Op Herrick 19 which has been led by the 7"
Armoured Brigade, more commonly known as the Desert Rats, writes Claire, pictured above
right with Sgt Paul Shaw, the team video camera operator / electronic news gatherer The
three strong team also includes Sergeant Dan Bardsley, as the photographer. Dan and Paul
are both Regulars and have completed several tours between them.

My journey started in May 2013 when | worked my last day in the office of my civilian job and
the following day rocked up to the Reinforcements Training Mobilisation Centre (RTMC),
Chilwell, to sign on the dotted line. What was | doing? Second thoughts rushing through my
mind; was | mad? Did | realise what | was giving up — the warmth and cleanliness of an office
in Warwickshire in exchange for a porta-cabin and tent in the middle of the desert?

| had been working as a TV Production Manager for a small independent company in Barford,
Warwickshire, called X2 Productions Ltd for the last four years, having finished a short-term
contract at the BBC in Birmingham. It's down to X2 that | joined the Territorial Army (the
Army Reserves as they are now called) because of the first TV series that | worked on where
we sent a crew to Afghanistan and embedded them for six weeks with the Army. There
wasn’t a budget to send me along so | manned the phones from the UK and organised the
trip for them, wishing | was out there with them

| joined the TA in 2009 as a private soldier then followed the Officer path and commissioned
in October 2011 into the RLC. | subsequently transferred into the Media Operations
Group. Having passed the selection day with the group, | soon discovered the role of the
CCT having listened to a presentation from a team who had just returned from a six-month
tour. It had me hooked and | immediately decided that was going to be my goal. And here |
am two years later, sitting in Helmand Province leading a combat camera team.

The team consists of Sgt Paul Shaw and Sgt Dan Bardsley. Both originally trained as
photographers with Paul branching off into the role of Electronic News Gatherer (ENG) / video
operator for this tour, whilst Dan is responsible for taking the photos. My job is to pull the
team together, organise and set ;

up the jobs, direct and produce,
and write up the stories. |
ensure that all jobs are
completed and pushed out to
various media outlets where
possible.

Our first tasking was at Patrol
Base (PB) Ouellette to cover the
base handover to the Afghan
National Civil Order Police
(ANCOP). So having been in
Theatre for only six days,
suddenly we find ourselves
outside the wire and at the flight
line about to catch a Chinook
out to Ouellette.

Waiting for dinner to cook -
life in PB Ouellette.

Photo: Sgt Dan Bardsley,
RLC.

| don’t have the best of ‘sea/air
legs SO was slightly
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apprehensive as we boarded the aircraft and didn’t really know what to expect. | just prayed |
didn’t feel too sick as | didn’t want to look like a feeble woman out here on her first tasking
with the team. But | had nothing to fear, the flight was awesome with some amazing views
looking out of the back ramp, and | felt great! The ramp stays slightly open for the gunner to
provide protection if necessary. We have been using the Chinooks regularly to fly in and out
of bases, so much so that to me it's almost like hailing a cab now. | feel right at home.

PB Ouellette was a fascinating experience seeing how the soldiers outside the wire live, and
inside this particular patrol base, how they provide security over Route 611 — a route |
became fairly familiar with that first night when asked if we would help out on stag duty by
keeping watch on a sentry post (sangar) for any activity beyond the base.

The last time | did something similar was at Sandhurst during my Officer training when the
only real threat was being attacked by the instructors. And now it was for real!

Twelve weeks in and we had reached the halfway point of our H19 tour. It only seemed like
yesterday when we arrived a bit dazed and tired in the middle of the night into Camp Bastion.
I've had to keep reminding myself on a number of occasions of how lucky we are to be doing
this job, with such a diverse range of taskings. And for me being a Reservist, and with this
being my first tour, it's been a real privilege.

A very photogenic
Katherine Jenkins spends
time with the troops Photo
— Sgt Dan Bardsley, RLC

One fond memory | have is
being sat in the sun in front
of a Tornado GR4 jet
watching the pilots and
crewmen doing their various
pre-flight checks, with the
huge ‘Three Mile Mountain’
in the background towering
over Kandahar airfield
(KAF). A bit different to the
view outside the office
window in the UK that I'm used to, and more like a scene from Top Gun. We were there in
KAF capturing footage of 617 Sqgn, part of 904 Expeditionary Air Wing (EAW), known as the
‘Dambusters’.

This was our second trip to Kandahar having been there a few weeks earlier to capture the
Duke of York at a Remembrance Service. | got very excited as | was told that there might be
an opportunity for us to interview him. So with questions already prepped and signed off, we
waited patiently at the flight line for him to arrive only to be told that he wasn’t doing any more
interviews as he’d already done a fair few in Bastion earlier that day. Oh well, next time |
might be more lucky to get a VIP interview.

The Duke of York isn’t the first VIP visit that we’ve covered on this tour though. We were very
lucky to be involved in an ITV production, which was hosted by Take That's Gary Barlow. For
two weeks we had a large TV crew living with us. A great bunch of people from the world of
TV production and one that I'm very familiar with, so great for a bit of networking and am
hoping it may come in handy when | need to start looking for a job once this tour is over!
we've also had visits from the opera singer Katherine Jenkins, and the Prime Minister, David
Cameron so a busy one on the VIP front
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One place that will definitely stick in my mind from this tour is Kajaki, an area in Southern
Afghanistan renowned for its hydroelectric powered dam.

We had an amazing flight there in a V-22 Osprey. For those of you who haven’t heard of this
aircraft, it's a tilt-rotor aircraft that takes off and lands like a helicopter but once airborne its
engines rotate to convert the aircraft into a turboprop plane capable of high-speed, high
altitude flight. It looks just like an aircraft from the set of Avatar!

The PRT has been responsible for a number of development projects in Helmand Province.
Afghan contractors have carried out construction work on Route 611 which has been routinely
monitored by a team
of Royal Engineers
from the PRT. We
were out filming with
the Engineers on the

ground, which
prompted interest 2
from the local

Helmandi population.
We were greeted by "{
loads of happy and —
curious children and
adults eager to see M.
what we were doing i ‘

An amazing few days | S S e ot
in Kajaki. Just seeing ' -.. g - i -
how the work on this

route has improved the lives of the locals is such a great feeling. The smiles on the kids’
faces say it all. This is one trip that will stay with me for a very long time. The main difference
between this tour and previous tours is that the ISAF forces have moved into a mentoring and
liaison role as the Afghan National Security Forces (ANSF) take the lead in operations.

As part of this transition phase British troops have been responsible for setting up a hnumber
of training schools for the ANSF including the Regional Corps Battle School (RCBS) in
Shorabak which is modelled on the British Army Infantry School in Brecon, Mid-Wales.

The Brigade Advisory Team (BAT) made up predominantly from 3 Mercian and 3 RHA have
been running a number of weapon courses at Shorabak to improve the Afghans skills in the
field. We spent some time over there capturing the trainers at work. When | was told that |
would be spending Christmas in Afghanistan | had no idea what to expect. A once in a
lifetime experience I'm sure, and a busy one at that. The day started off with me running a
half marathon around Camp Bastion which | had foolishly signed up for the previous week.
There was a great atmosphere with Santa Claus himself flying in on a Chinook to start the
race by firing a 105mm gun, and lots of imaginative fancy dress outfits to amuse us whilst
running around the route.

Two hours later having completed 13 miles, and 2 laps of Bastion and Leatherneck | headed
back to the office to help with the uploading of media packages back to the UK to hit the news
deadlines with the various broadcasters and papers.

Having filmed the troops enjoying their Christmas lunch it was finally our time to sit down and
enjoy my first and probably only Christmas Turkey dinner in Afghanistan. And a memorable
one at that! 2014, the start of a new year and we’re back from a very enjoyable and much
needed R&R to be greeted by several inches of snow, something that hasn’t happened in
Bastion for several years we’ve been told. Well certainly not in the time that the British Army
have been here. And something that | never thought | would see in the desert.
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Claire & Squadron Leader
Smithson never dreamt they
would be building a
snowman on this tour!
Photo — Sgt Dan Bardsley,
RLC

With only a few weeks left to
go, and plenty of taskings
under our belt, I'm feeling
much more confident of
myself and have a much
better understanding of the
military way of life. Coming
out here | didn’t know what to
expect, but it's been a great
place to learn how to work
under a different kind of pressure.

Leading a small team means | have to be organised and we have to be alert at all times.
I don’t know where my career will take me, but I’'ve definitely benefited from being here,
and I'll be taking back plenty of new skills and experience that will hopefully stand me
in good stead for whatever lies ahead. From one challenge to another.....

A Falklands’ survival guide

A tour of the Falkland Islands is like marmite — you either love
your time there or you hate it, writes Flying Officer Tony
Durrant, right, who deployed to the South Atlantic last year with
7644 Squadron Royal Auxiliary Air Force. And by the end of it you
can be trudging up the steps of the Voyager, hoping to never see
the place again, or bid a sad farewell and take away happy
memories.

Many airmen and women who spend their months with British
Forces South Atlantic Islands (BFSAI) are told there are two
choices — the gym or the bar. But there are other options to the
‘booze up or bulk up’ mentality.

And they don’t all rely on getting off the Death Star, as the rabbit warren of accommodation
and linking corridors of the Mount Pleasant Complex (MPC) has been nicknamed. Even the
most anti-social of inmates should be tempted by the offerings of clubs and societies that
pepper MPC’s noticeboards.

The photographic society, indoor climbing club and outdoor jogging routes all caught my eye.
That’s because | didn’t fancy learning the banjo or joining a church group (no offence, padre).

You can get out to the radar stations, and other locations, around the islands by booking a
ride on one of the many regular helicopter flights. The contractor is British International
Helicopters (Brintel).

As for the Penguins, make a small effort and you'll see lots of them. The nearest to MPC are
at Bertha’s Beach, a 15-minute drive so you have to get your hands on transport, which
means calling, arranging and filling in the paperwork. Get directions to Bertha’s and a gate
key. There is a Gentoo colony two miles (walk for 40 minutes) along the beach from the car
park.
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Most Land Rovers on MPC can be taken on a recreational trip, known as a ‘bimble’ as long
as the appropriate paperwork (the bimble chit) has been completed. There are some with
wide tyres (bimble tyres) that can be booked especially out for off-road trips.

And if you want to get out and about and see the sites of 1982 the best place to start is the
islands’ capital, Stanley. From Stanley you can see Mount Tumbledown, Two Sisters,
and Wireless Ridge. All of these battlefields, as well as Mounts Harriet and Longdon,
are a short drive from Stanley.

You can arrange a battlefield tour from MPC, Hillside Camp (the BFSAI adventure
training facility), pay an island tour guide or try it yourself with a map and military
history book. There are memorial monuments and bits of old kit lying around the
battlefields. Their recent past makes them quite moving.

If your tour coincides with a Falklands summer (our winter), lucky you. If not, prepare for the
wind. It is almost always windy in the Falkland Islands. It is the unseen constant that the
photographs of the 1982 conflict fail to expose: the smouldering ships, the hasty graves, the
burned infantrymen, the limping Argentinian prisoners... those tragic images of a military
junta’s failed imperialism do not capture the searing winter wind. Its signature is stunted trees
bent into painful shapes, or streamers of sand swirling and trailing across empty beaches.
Your walks across the beaches will reveal roosting seagulls with eyes closed and
aerodynamic bodies turned into the wind while geese hunch and huddle in what shelter they
can find.

The RAF also find it irksome. Cross winds on the runway at MPC are a major consideration
for flight operations and the Met report is a regular verse at the CO’s ‘morning prayers’.

On the bright side, as a visitor
to this ‘archipelago at the end
of the world’ you will find a
deep warmth wherever you
pitch up — from the islanders
themselves. They buy you
drinks, ask where you are
from, invite you to play darts (a
leading Falkland sport) and
refuse to take no for an
answer when you decline their
invitation to carry on the party
in their home.

Nowhere in the world has a
landlady offered me a free
bottle of whiskey in reply for my shady post-last orders request for a ‘carry out’ to the home of
one of her regulars. My insistence on her taking a tenner for it resulted in the note being
stuffed into the bar’s charity box.

Where else, on calling into the police station to ask directions to one of Stanley’s pubs, would
the constable reply with all honesty: “I haven’t a clue. | was there once but | could never tell
you how to get there.”

Where else do vultures share the sky with seagulls and people leave ignition keys in their
cars with the engines running while they pop into a shop? It’s not very environmentally
friendly but it is community friendly.

If you manage to get into the ‘camp’ — the word the islanders use for the countryside —
don’t be coy about knocking on an islander’s door (after phoning ahead and asking
permission first to be on their land in the first place, of course). They’ll greet you like
old friends (yes, they may not show it at times but they are grateful for 1982) and insist
on putting the kettle on or uncorking a whisky bottle.
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Tony Newton goes 52 degrees south

Flying Officer Tony Newton, 7644 Squadron R Aux AF, helped out with Exercise Joint
Guardian in The Falklands.

I'd been tasked to spend two weeks providing an extra pair of media hands for the twice
yearly Exercise Joint Guardian in the Falkland Islands. Working to the J9 media officer,
BFSAI (British Forces South Atlantic Islands) based at the Mount Pleasant Complex.

It was clear from the outset that 7644's involvement would allow a level of media play that a
'singleton’ unsupported media officer could never have achieved alone: while that was
welcomed in some quarters (the most senior ones who 'get' media), in others there remained
the never-voiced hope that if media was ignored in exercise play, it would go away. But of
course, if the response is never tested, lessons are never identified, let alone learned

From the outset, | was made welcome and within five minutes of collecting my baggage,
7644's involvement in teaching on the Defence Communicators Course (DCC) was paying
off: it turned out that the army Major | was to be working to had been one of the DCC students
during my time there as Directing Staff. But now the tables were turned, and it was my turn to
have my homework marked.

4

Tony Newton goes 'head to head' in simpress guise with the Navy Police.
Photo: Sgt Andy Ferguson

Within hours of arrival, I'd been tasked to create a 20-minute interactive media brief to be
delivered in 'round robin' fashion to four sets of 30 Ground Defence Force troops in an
austere hangar environment- no Powerpoint for this one!

Having delivered the training, it was time to don false beard, tricorne hat, peg leg, eye patch
and parrot to play the simpress role in a couple of the early exercise serials.

Realising that the impact of media play would be severely limited without the existence of real’
product, we borrowed a video camera from the education centre and used the good offices of
the British Forces Broadcasting Services (BFBS) staff to download some video editing
software from their decent internet connection. With that in place and my own audio recording
kit, we created dummy TV and radio news reports and social media content for playback in
the daily exercise morning brief to Commander British Forces.

As the exercise unfolded, Maj. Boardman and | worked to create new but scenario-consistent
media injects in response to real time changes to exercise play. In one serial, | was on board
a Hercules full of protesters that had made an emergency landing at Mount Pleasant Airport.



39

The dogs that met us at each aircraft exit were real enough, and I'm not sure that screaming
‘exercise, exercise, exercise!' to them would have made much difference had they been
allowed off the leash. The absence of bright yellow Blank Firing Attachments (BFAs) was
another reminder that this was an operational environment.

When not in simpress mode, we worked on creating press releases and the ‘Lines to Take' for
others to use in response to media enquiries, bringing it all together as Exercise Joint
Guardian ramped up into its final phase as a test of BFSAI's Major Incident Plan - which of
course | can't detail here. What | can report is that an integral component of that plan was the
'standing up' of Press Information Centre (PIC) and delivery of a press conference.

Looking back on the experience, the only aspect of a 7644media officer's skillset that was not
put to use was the media-escorting role. As to the value of 7644's involvement, Ma,.
Boardman is unequivocal: "There is a clear fit between 7644's capabilities and the demands
of the media play in BFSAI's twice yearly Joint Guardian. I've recommended to exercise
designers that 7644 be invited to bring realism and credibility to future serials."

3

UK Industry’s vital defence role

Georgia Langdon, pictured right, Communications Director
at CMS Strategic, the London based agency that provides
media relations and services at the Defence & Security
International exhibition, held at the Excel centre every two
years, writes on securing the nation against a growing
range of new challenges

Built upon a strong tradition of manufacturing innovation, the
skills and expertise found in UK industry have a vital role in
maintaining the nation’s defence and security

Without this contribution, the Armed Forces would not be able to
rely on the equipment and services required to fulfill their
operational responsibilities at home and overseas. Accounting
for 20% of the global market, UK defence and security
companies also play an important part in rebalancing the
nation’s economy, and represent major exporting opportunities.

However, as the shape of UK defence and security changes
and becomes increasingly intertwined, the demand on industry
has shifted to meet complex new range of security challenges.

As defence industry analyst and commentator, Howard Wheeldon, suggests “wars are won
and lost today not by the availability of equipment and troops but by technology”. This
relatively recent revolution in military affairs is based predominantly on the development of
highly sophisticated telecommunications, electronics and information technology. Indeed, a
significant proportion of new military ‘network enabled capability’ has been developed by
‘civilian’ companies focused on the commercial market.

The crossover between common technologies is reflected by a crossover in demand, as
military and civilian security professionals cooperate on an increasing number of operations.
The Armed Forces and the security services will of course continue to have separate
requirements and specific equipment is designed for these purposes. As Howard Wheeldon
puts in, “the need for the UK to have a primary defence capability that is seen as an active
deterrent will remain unchanged”.
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However, in cases of environmental or security issues, the overlap of functions between the
military, para military and non-military powers proves a clear case for prioritising the dual use
of defence and security technology wherever possible.

As western governments actively seek cost and time efficiencies across defence
programmes, security and defence applications are progressively being drawn from a shared
technical base. The technology used to detect Improvised Explosive Devices (IEDs), for
example, also has an important role in civilian life, screening people for weapons and
hazardous materials.

Surveillance is another area where similar requirements, whether it is for protection of
national borders or to monitor emergency humanitarian operations, call upon common
resources. Unmanned Aerial Vehicles (UAVs), for example, clearly demonstrate how
equipment can be adapted to the particular needs of the customer and are today used by the
military, crisis mangers and coast guards alike. Similarly, space technologies exemplify how
satellites and earth observation systems are applicable to both defence and security
concerns.

The World Leading
Defence & Security Event

10-13 September 2013 ExCel London

As the market becomes increasingly competitive, major defence companies are starting to
identify synergies in new markets and demonstrate their cross-sector capabilities. Dr Alex
Ashbourne-Walmsley, Associate Fellow of the Royal United Services Institute, agrees: “With
a few exceptions, such as complex weapons or the nuclear deterrent, the once-clear
boundaries between defence and security are becoming increasingly blurred. Large
traditional defence and aerospace companies such as Northrop Grumman or BAE Systems
are growing and prioritising their security businesses. Even in a time of tightened
budgets, governments are willing to spend more on security, especially cyber security".

Security on the frontline

Global acts of terrorism and volatile geo-political situations have shocked and fundamentally
altered traditional thinking about security. Where once defence and security issues were
addressed separately “security is now an increasingly important element of how the public
feel that the Government is protecting national interests within the defence concept” explains
Howard Wheeldon. Moreover, “the need to ensure greater internal protection from potential
enemies and the threat of terrorism has required new and radical thinking toward provision of
greater internal security”. Supported by record financial investments, security is now broadly
defined by four main pillars: border control; civil & citizen’s protection; cyber security and
critical infrastructure protection. In America’s case, this has led to the establishment of a
Department of Homeland Security.
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The UK’s approach to homeland security has also evolved in response not only to overt
terrorism but to dramatic weather and civil unrest. This change in emphasis is highlighted by
the recent deployment of the Army and Royal Marines to areas cut off by extreme flooding
and the Mayor of London’s current (albeit controversial) conviction that the introduction of
water cannon — equipment traditionally confined to the arsenal of paramilitary- is the “most
economical interim solution...to prevent disorder on the streets”. Most importantly, the UK
government has also pledged £860 million to support the National Cyber Security Strategy
until 2016.

This is just as well. Contemporary society’s increasing dependence on interconnected
infrastructure — think transport, information and energy — exposes significant vulnerabilities in
the system. Additionally, the advancement in technology and now widespread access to
information makes it that much easier for hostile or malevolent activity.

The complex, intangible and often unpredictable battle being fought in cyberspace presents a
major and well-documented threat to national security — and responding to this challenge
fundamentally requires a united front. "Tackling the increasing threat of cyber-attacks will
inevitably influence the shape of the UK’s Strategic Defence and Security Review in 2015,"
said Dr Ashbourne-Walmsley. "But with the strain on the defence budget showing no signs of
easing, the Ministry of Defence will be looking for other government departments, such as the
Home Office, to share the burden of the cost of protecting the UK from this non-traditional
threat," she added.

Cross-over and cooperation

The future of the defence and security industry without the backing of technology is clearly
out of the question, however technology in itself cannot guarantee security. In order to
maximise the benefits of the multi-functional capabilities being developed by industry, it is
essential for civil and military leaders to foster cross-sector integration more broadly between
the defence and security communities. Interoperability not just of technology, but between
people is crucial, since many humanitarian operations for example, rely on civil, security and
military forces working closely together. The only way new threats, conflicts or crises can be
comprehensively tackled, it is claimed, will be by combined training to coordinate these
efforts.

Doubtless, the years of experience and expertise puts the defence, aerospace and security
sectors in a strong position to respond to emerging global challenges. Together, defence and
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security exports bring significant benefit to the UK, enabling cooperation with its allies on
mutual concerns and support interoperability within its own forces.

The value of this overseas business must not be underestimated —figures show that defence
and security exports brought £8.8bn and £2.7bn to the UK respectively in 2012, while the
Government predicts that global security spending will rise to £150bn by 2015.

For the UK to remain ahead amidst a fierce global race, parallel expertise must
continue to be shared between defence companies and the civil sector, developing
robust and innovative capabilities while securing the nation against a growing range of
new challenges.

Aturbulent year for the Royal Netherlands Navy

The Royal Netherlands Navy consists, among others, of a fleet
of six frigates, four submarines, two landing platform docks
(LPD’s), an auxiliary freighter, six mine hunters, two
hydrographical ships and two battalions of marines. | lead a team
of 16 communication professionals, based in several parts of the
Netherlands, the Caribbean parts of the Netherlands or away on
mission worldwide, writes Commander Robin Middel.

As Head of Corporate Communications the year 2013 proved to
be quite a challenging for me. Not only did the operational
program and the missions in Somalia keep me occupied, but the
Afghanistan mission and an ‘up stream prevention’ deployment
along the coasts of West Africa kept us busy.

In addition we celebrated the crowning of our new King and the
525" year of our naval existence. Unfortunately we were also confronted with the largest re-
organisation in our history and, on top of that, faced additional budget cuts.

So on the one hand we had a jubilee year full of a festive activities, on the other hand there
were radical changes in our strategic communications process. A process of continuous
adjustment based on internal and external feedback, political developments, operational
events and news in the (social) media. We had set the goal that the internal and external
connection with the public was to be our top priority in all our communications concerning
these topics.

For external connection, we visited all cities that used to host the former admiralty five
centuries ago. Our goal was to refresh the maritime and historical awareness within these
cities. We made ten short documentaries about the bond between the Navy and their cities.
These documentaries were broadcasted via national- and regional media outlets. We caught
up with public events in these cities, giving us the opportunity to tell the maritime stories. This
provided a good mix of public co-creation, enforced with ample attention in the regional,
social and national media.

For the internal connection with active and post-active navy personnel, they were actively
involved in the story. An intensive media campaign led to a huge reunion with 30,000 active
and former navy personnel, including our King William Alexander. A day full of old stories,
reuniting old comrades, but also the awareness that they are still a part of our Navy-family.
This yielded as many new ambassadors and a lot of attention in social, regional and national
media.

While still working on the implementation of the reorganisation due to the 2012 budget cuts,
our government introduced a new series of cuts. This caused a considerable communication
dilemma, where we often had to shift between the jubilee celebrations, completion of the
previous reorganisation and preparing for another heavy internal message for our personnel.
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A message
announcing that the
introduction of the
newly built  Joint
Support Ship ‘Karel
Doorman’ was
repelled, even before
its  first  delivery.
Additional  barracks
were being closed
and staff numbers
reduced even more
than communicated
before.

In the third week of September, the government announced these additional budget cuts
publicly. This led to a great shock amongst the personnel. Fortunately we noticed that
members of the Parliament also realised we had exceeded the limit with these latter budget
cuts. We therefore allowed quiet diplomacy to do its job and continued to emphasize our
relationship with society, combined with a strong media focus on our operating results. To our
great relief, this combination resulted to the revision of a large part of the additional cuts.

What the precise role of our communication efforts has been during that year is
difficult to tell. | however, am convinced that the efforts of my team and myself have
contributed greatly to this happier end...

Jubilee Navy 525:

http://www.youtube.com/watch?v=HQZOtVPahx0

Documentary Admiralty City of Rotterdam:
http://www.youtube.com/watch?v=ySHPLSwX3pU&Iist=PLKNsIQ34wntSb a OE cl41VZmDr
gnk-u

Saamhorigheidsdag :

http://www.youtube.com/watch?v=y4 wSjVZnEg

CHURCHILL IN CHINA! SHANGHAI STUDIOS
PICK GERRY FOR MAO TSE TUNG FILM

Long time Pen & Sword Club member and actor Gerry George
fils a fascinating and well earned role as Winston Churchill,
Leader-of-the-Opposition, addressing Members of Parliament in the
House of Commons, during the 1949 Yangtse Incident in a Chinese
100 episode biopic celebrating the life and work of Mao Tse Tung.

Gerry who served as a Major in the TA Pool of Information Officers
for many years where he was a most prolific producer of home
town stories specialises in portraying the former Prime Minister and
has appeared in a number of films in similar roles, including
Churchill: The Hollywood Years, The Chase and Callas e Onassis.

The story of HMS Amethyst, a class Il frigate of the Royal Navy
which was fired-upon by Chinese artillery and troops loyal to the
then revolutionary leader Mao Tse Tung was made into the film Yangste Incident which has
become one the best known of the black & white movies of the post war era.



http://www.youtube.com/watch?v=HQZOtVPahx0
http://www.youtube.com/watch?v=ySHPLSwX3pU&list=PLkNsIQ34wntSb_a_OE_cl41VZmDrqnK-u
http://www.youtube.com/watch?v=ySHPLSwX3pU&list=PLkNsIQ34wntSb_a_OE_cl41VZmDrqnK-u
http://www.youtube.com/watch?v=y4_wSjVZnEg

44

HMS Amethyst was held hostage under the guns of the Chinese Army and the
beleaguered ship's bridge, steering-gear and engine rooms were badly damaged The ship’s
captain was seriously wounded as were the coxswain and other members of the crew.

Flying-out to Shanghai to take part in the production, during January and February, last year,
Gerry was told by China's most-celebrated director, John Woo, that after this 100-episode
biopic was released he would become the most famous face in China, after the late
Chairman Mao, whose life and work this major biopic focuses upon.

Click on the image above to see Gerry’s performance.

The first episode went out to every home in China recently, and the feedback Gerry has since
received has been phenomenal, with calls for his further services in the role of Churchill,
coming in from all quarters, and not least in Asia and Europe.

“This was a tremendously satisfying experience for me”, said Gerry, “ having been given a
conducted-tour of the vast Shanghai Studios, which are in themselves like a scale-model of
pre-war London, with trams, cinemas and coffee houses - all of them fully-functional, since
this venue has a dual role as a Film Studio Theme.

Move over Holly and Phillip

Members of the MOS are normally found firmly behind the camera, supporting senior officers,
sailors and marines being interviewed by the media. But for one morning only they found
themselves in the reverse situation as they assumed the roles of camera operators, floor
managers and editors to produce a ten-minute programme

The roles of the interviewer were taken by university lecturer Lt Phillip Morgan and Navy
News journalist Lt Cdr Heather Lane, who were joined on the famous sofa by interviewee Lt
Cdr lan Pratt, who ably deflected a barrage of equality and diversity within the armed forces.
Whenever the Royal Navy is being filmed, there is usually a member of the RNR Media
Operations Specialisation involved somewhere in the process.

Although the footage filmed on this occasion was for exercise only and not for broadcast, the
visit to ITV was a unique opportunity for the MOS to learn some of the basic techniques that
TV broadcasters use.


http://penandswordclub.co.uk/videos/Gerry-Churchill-China-2.mp4
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The opportunity was organised by S/Lt Ritchie Wilkinson, a member of the MOS who works at
the London Studios, ITV's studios on London's Southbank. S/Lt Wilkinson said: "Broadcast
TV is a really important way for the public to see what the Royal Navy does - just think of the
recent pictures of HMS Daring and HMS lllustrious delivering aid to the Philippines, or HMS
Ocean sailing up the Thames for the London Olympics.

"I've had some fantastic experiences in the RNR, so | was really pleased to be able to show
my colleagues from the Media Ops Specialisation around the TV studios where | work in my
civilian job. | hope the practical demonstration will make it easier when one of us next has to
oversee TV filming in an operational environment."

Lt Philip Morgan added: "To sit on the sofa and carry out the same role at Phillip Schofield,
surrounded by cameras, was a great privilege. It has changed my perspective on TV
interviews, and has given me a much better picture as to what a senior naval spokesperson
might face. This opportunity will greatly assist me in my role as a media minder, and will allow
me to better advise command."

Royal Naval Reserve's Media Specialists visit
Whitehall

Twenty media operations specialists from the Royal Naval Reserve (RNR) have
sharpened their skills by meeting with some of the Civil Service's most senior
communications professionals.

The day-long visit to Whitehall was organised by two members of the RNR's Media
Operations Specialisation (MOS) who work for the Civil Service in their civilian life. They also
invited some of their colleagues from their Army Reserve counterpart, the Media Operations
Group.

First up was the Cabinet Office, for a briefing on the future of government communications,
an overview of life in a departmental press office and a digital media workshop. Later the
venue switched to the Department for International Development (DFID). This was an
opportunity to learn about communicating the UK's response to the recent natural disaster in
Philippines. Two Royal Navy warships - destroyer HMS Daring and helicopter carrier HMS
lllustrious - worked closely with DFID to deliver aid ashore.

The day also included a visit to the historic Admiralty Boardroom, below, from where the
Lords Commissioners of the Admiralty ran the Royal Navy for over 200 years, together with
the customary photo call outside No. 10 Downing Street.

Those attending reflected a range of civilian jobs to be found in the Royal Naval Reserve -
including a marketing manager for a major electronics company, a theatrical lighting director,
a university lecturer and the managing director of a family-owned manufacturing company.
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Lt Cdr Mark Hankey has recently become head of the Media Operations Specialisation
having just returned from an operational deployment to Afghanistan. He said: "The media is
an inescapable feature of modem military operations and reservists from the Media Operation
Specialisation are the Royal Navy's enduring source of expertise and experience.
"Communications is not an add-on or an optional extra - but a skill which requires continual
training to remain effective. The opportunity to learn from Whitehall's professionals has been
a hugely valuable opportunity.”

Alex  Aiken, Executive Director for Government
Communications, pictured right, said: "The Civil Service is
exceptionally proud of our reservists - and determined to be
a supportive employer. "I hope today can be the start of a
strong, productive relationship between the Government
Communication Service and the Royal Naval Reserve's
media specialists and | recommend other communicators
consider the benefits that joining the reserves can bring."

Lt Tamar Howard-Pearce works for the Department of
Transport in civilian life and was one of the organisers of the
event. "One of the reasons | joined the Royal Naval Reserve
is because it allows me to learn new skills which are useful
in my civilian career - so it

areas where we can share knowledge and skills."

The Government's Future Reserves 2020 study has set out plans to expand the use of
Britain's reserve forces - including those whose job is to communicate the work of the armed
forces and escort journalists in operational theatres. In the past few years, Royal Naval
Reserve media specialists have filled headquarters roles in Afghanistan, Iraq, Bahrain,
Naples and the UK.

They have also served at sea off the coasts of Libya and Somalia, in the Gulf and the
Caribbean as well as at the London Olympics. The fact they have been so busy is testament
not only to the high tempo of operations, but also the importance of communications to
defence.

The day-to-day work of media operations includes escorting journalists to ships and
operational theatres, briefing senior officers before interviews, generating stories and
photographs, monitoring foreign media, training personnel prior to deployment, and shielding
service personnel and their loved ones in emotionally charged situation.

Thank you to all those who volunteered material for this edition of
Scratchings from the Pen. Sadly space is limited and we have not been
able to include every contribution. The next edition of Scratchings is
planned for early July and members are asked to forward copy and
photographs to the Editor Mike Peters as soon as practical. Every editor
likes early copy and the newsletter does absorb much voluntary time.
Please send copy in Word format using Arial 10pt - our chosen font -
because uploading from emails text takes much time.

michaelpcoms@btinternet.com
March 18, 2014
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