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Session 36: Disaster Preparedness Campaigns


Time:  1 hour

Objectives:
At the conclusion of this session, students will be able to:

36.1
List several factors which support public disaster information

campaigns.

36.2
Describe the value of conducting a pilot program prior to 

launching a major campaign.

36.3
Explain the rationale for using multiple information channels for 

delivering disaster preparedness information.

36.4   Describe three stages of public preparedness campaigns and how 

each provides a different component to the campaign’s 

effectiveness.

36.5
Describe how timing a disaster preparedness campaign can 

impact public receptivity to the messages of the campaign.
Scope:
We have already discussed the concepts of changing behavior and building public/private coalitions as they impact community disaster preparedness education.  But there are several parameters that should be explored which can help a public disaster preparedness information campaign be more successful.  An assessment of the target community can help disaster educators identify the optimal approaches for delivering preparedness information.  A disaster preparedness campaign can be most effective by first raising the overall awareness of the community first, following up with specific preparedness presentations, and strategic timing.  This class will address these elements.
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Suggested Student Activity
· Pose the following problem to the class:

There are many media for delivering messages to the community about disaster preparedness activities (e.g., brochures, broadcast media announcements, billboards, and direct mailers to households and businesses).  Also, many programs exist that attempt to involve schools, businesses and community organizations.

Notes

With all of these approaches and with so much information available, how do emergency preparedness educators know that their messages are not only reaching the target population, but that once received, people are likely to take the preparedness steps outlined in these various preparedness messages?    

· Ask the students to suggest how they would construct a disaster preparedness public information campaign.  

· Allow about 10 minutes for students to explain how they would propose to raise the consciousness of the community about  relevant hazards and, if successful, how they would deliver the preparedness information to those at risk?

36.1
List several factors which support public disaster information campaigns
One of the ways government or community leaders can focus the public’s attention on disaster preparedness is through a coordinated information campaign.  

A primary goal of such a campaign is to persuade the public that preparedness actions are necessary and supported by community leadership, and that these actions do not require extraordinary individual effort or expense to be effective.  

Several points which justify the effort involved in developing and executing such a campaign are:
1.  
Turner et al. concluded from their earthquake risk perception study (see class sessions 10 and 11) that the public wants more information about likely hazards.

Notes


2.  
Hazard forecasting and tracking continue to improve, and the public needs to be kept informed of evolving plans and recommended actions which can lessen a hazard’s impact.

3.  
Information campaigns can be helpful not only in raising public awareness of the existence of pertinent hazards, but also in providing accurate information about the potential damage these hazards might cause.

4.  
Since community disaster preparedness involves the delivery of information to a significant portion of a population, “a well constructed information campaign is the most efficient way of achieving this goal.  Although information campaigns do cost money, [they can] be conducted fairly effectively on low budgets.  An informed public is better prepared to adapt to and respond to warnings” (Sood, R.  1982:106-7).

5.  
Prior public information campaigns have produced the desired outcomes, especially those that realistically point out the risks of natural hazards.


Thus, the rationale for conducting public disaster preparedness

campaigns is multifaceted. 

Notes

36.2
Describe the value of conducting a pilot program prior to launching a major campaign
In conducting a public disaster preparedness campaign, it must be kept in mind that efforts need to be aimed at what planners agree to be the major problems likely to affect the population at risk.  In addition, planners need to consider that what they are attempting to accomplish with such a campaign is to get people to take actions that they would otherwise not be likely to do.

Sood advises planners to “segment the audience” before launching a major campaign, identifying specific needs and problems of the listeners.  These might be reflected in language or economic parameters, how much the target audience already knows about the potential hazard, or what information and media they tend to heed most.  He also suggests that several strategies and alternative messages be produced and tested on the target audience, to assess best reception by the audience prior to determining which should be implemented in the full campaign.

36.3
Explain the rationale for using multiple information channels for delivering disaster preparedness information
Since the thrust of a public disaster information campaign is to deliver information to an audience so that specific actions can be taken to lessen the impact of a hazard, disaster preparedness educators need to decide which media they will use to convey that information.
“For hazards purposes, channels include the conventional mass media such a newspapers, radio and television; the secondary mass media such a billboards, brochures, direct mailings, displays and slide presentations with taped narration; and interpersonal channels, such as face-to-face communication between friends, opinion leaders and members of the community.” 

Sood, R.  1982:111.
Sood suggests that the campaign use “multiple channels” to communicate disaster preparedness information, reasoning that print and broadcast media reinforce each other.  When combined with interpersonal and face-to-face techniques, there is a “synergistic effect”

Notes

which results in a greater audience response than would be achieved by using any of the techniques alone.  The validity of this combination approach was considered in detail in Session 29, with a review of Mileti’s work on the effectiveness of various forms of publicity concerning the Parkfield earthquake predictions of 1985.

36.4
Describe three stages of public preparedness 

campaigns and how each provides a different 

component to the campaign’s effectiveness
Sood suggests that public preparedness campaigns can be effective in stages.  

1.  Salience-building.

The first stage is to get the public to focus on the hazard’s existence and its potential for causing damage. This “salience-building” portion of the campaign can be accomplished by mass media communications.  


Television, while not requiring any involvement from the viewer in disseminating information, is powerful in that it has become the most credible source of news in the U.S.  “Over 50% of all Americans say that in the case of conflicting reports from the various mass media, they would be most inclined to believe the television report” (Sood.  1982:114).
2.  Distribution of printed information.

Once the audience’s interest has been stimulated, distribution of printed material is an effective second stage in the campaign.  

Sood argues that brochures with specific actions to take both prior to and during the impact of a hazard may influence readers to take appropriate protective measures and be more receptive to other, related disaster preparedness information.  The author’s conclusions here reinforce the work of Mileti, Fitzpatrick and Farhar (1992), who found that the combination of televised and other media information seemed to make the public more receptive to brochures mailed subsequently to their households.  They concluded that if people learned of a disaster hazard through 
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many different channels, they were not only more attentive to the information presented, but also more likely to retain it. (Mileti, D. et al.  Fostering Public Preparations for Natural Hazards.  Environment.  1992. 34:20).
3.  Combating apathy.

The third stage deals specifically with getting the public to actively address the solutions to the problems posed by the hazard threat. 

Although an action may be described in printed brochures, a person “may not comply with it…The use of explicit recommendations, credible sources, repeated exposure and interpersonal persuasion is likely to be successful in motivating the public to take appropriate actions identified and presented in the preparedness campaign” (p. 117). However, while complete reliance on mass media and printed informational material may be easier for preparedness campaign planners, the beneficial effects of these modalities are greatly increased when combined with personal or group experiences.  Personal influence is more persuasive than the media, Sood concludes, and  “In the context of natural hazards, the campaign’s effectiveness may depend on the creation of opportunities for interpersonal communication, participation and social reinforcement” (p. 123).  

He thus makes the case for the importance of group presentations and face-to-face “live” community disaster preparedness programs to cement the informational foundation initially structured by the media and printed materials.
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36.5
Describe how timing a disaster preparedness campaign can impact public receptivity to the messages of the campaign
Are there better times to “advertise” community disaster preparedness programs or initiate preparedness campaigns?
Why do sponsors of televised baseball games tend to advertise swimming pools and air conditioning units, and those sponsoring the Super Bowl football game advertise automobile antifreeze?  Perhaps because the timing is right, and audiences are more receptive to warm weather products in the summer, and cold weather products in the winter.
Mulilis (1996) reviewed the literature on the ability of message to persuade a community to take preparedness actions when faced 

with the prospect of a damaging earthquake.  He reported that “preparedness levels show a substantial increase” immediately after an earthquake, and stay at those higher levels for up to three weeks before returning to baseline levels by six weeks (p. 27).
During this “window of opportunity,” the public engages in individual preparedness activities until the perception that the immediacy of the threat diminishes.  

But what motivates people to take these actions after a disaster has already occurred?  Mulilis offers several explanations.

1.  A powerful threat to one’s safety triggers a response of action.

The very occurrence of the hazard is a powerful threat to individual safety and that this threat initiates action.  In earlier sessions we discussed the concept of “locus of control.”  Those who feel threatened by a hazard, and feel able to take some proactive measures to mitigate its effects, can exercise control over 
a situation that they did not cause, but which will affect them nonetheless.
2.  Continued impact of the disaster on the mind of an individual.
As long as the threat of this or another hazard remains salient, preparedness activities are likely to continue.  As the ever-presence of the hazard begins to diminish (fewer aftershocks, less media coverage, resumption of normal daily activities and responsibilities), preparedness activities drop off, as do inventories of preparedness supplies.
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3.  
When disaster preparedness awareness is raised due to external events.

When related but remote events raise the level of consciousness of individuals to the possibility of a similar disaster in their community, they provide an ideal time to reinstate preparedness informational campaigns.
The anniversary date of a past disaster (1994 Northridge Earthquake or 1992 Hurricane Andrew) can provide a focus for raising the level of awareness of these hazards in those communities damaged by them.

If the reality of a threat (event) becomes more accepted and is seen as something against which the individual (person) can take constructive actions, preparedness activities can help to instill a sense that these efforts raise the capacity of the individual to confront the hazard, enhancing his/her locus of control.
Example:
Example:

The occurrence of severe, damaging tornadoes in Kansas might be an excellent catalyst for undertaking a preparedness campaign in Oklahoma.

The threat is real, and media coverage renders it salient in the minds of those who might be affected by a similar hazard in their own area.
Notes

Summary
In this class session, we reviewed the concept of public disaster preparedness campaigns.  In discussing the process, we explored the elements of conducting a pilot program to evaluate the best methods for an overall campaign, as well as various information channels which could prove useful at different stages of the campaign.  Finally, we touched on how timing might be a factor in when such campaigns might be more effective.  

Personal interaction is a key ingredient in motivating people to take preparedness actions.  In the next sessions, we will   explore how people learn and how the characteristics of a good   instructor can enhance the effectiveness of disaster education programs.

“These findings are overwhelmingly one-sided, and the message is surprisingly unambiguous.  From 65-83 percent of the respondents want more coverage of the ‘Palmdale bulge and scientific earthquake prediction,’ ‘what to do when an earthquake strikes,’ ‘and how to prepare for an earthquake…”
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