Session No. 5

Course Title: Crisis and Risk Communications
Session 5: Overview of Public Disaster Preparedness Campaigns
Time: 2 Hours

Objective(s):

5.1 Provide an Overview of the Systems Approach to Planning and Conducting Public Disaster Preparedness Campaigns 


5.2 Explain Why Risk Communication Is Most Effective When Part of a More Comprehensive Solution


5.3 Describe the Basic Requirements of a Risk Communication Campaign


Scope:

During this session the Instructor will provide an overview of the process by which risk communication campaigns are conceived, planned, developed, conducted, and assessed.  The professor is encouraged to allow five to ten minutes at the end of the session to complete the modified experiential learning cycle through class discussion for the material covered in this session.


Readings: 

Student Reading:

City of Scottsdale (AZ). 2011. Comprehensive Communications Plan. Advanced Planning Services. August.
 http://www.scottsdaleaz.gov/Assets/Public+Website/generalplan/2011+General+Plan+Update+Communication+Plan.pdf. 

Coppola, Damon, and E. K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 13-16; 28-38.
Government of Queensland, Australia. 2003. Pedestrian Safety Public Education Campaign. http://www.tmr.qld.gov.au/~/media/f5a14e3e-fd25-441a-a55e-3f31c482f5f4/pedestriansafetypubedpdf_v2.pdf 

United States Food and Drug Administration (FDA). 2009. Strategic Plan for Risk Communication. Department of Health and Human Services (HHS).
 http://www.fda.gov/downloads/AboutFDA/ReportsManualsForms/Reports/UCM183683.pdf
Instructor Reading:

City of Scottsdale (AZ). 2011. Comprehensive Communications Plan. Advanced Planning Services. August.
 http://www.scottsdaleaz.gov/Assets/Public+Website/generalplan/2011+General+Plan+Update+Communication+Plan.pdf. 

Coppola, Damon, and E. K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 13-16, 28-38.
Government of Queensland, Australia. 2003. Pedestrian Safety Public Education Campaign. http://www.tmr.qld.gov.au/~/media/f5a14e3e-fd25-441a-a55e-3f31c482f5f4/pedestriansafetypubedpdf_v2.pdf 

United States Food and Drug Administration (FDA). 2009. Strategic Plan for Risk Communication. Department of Health and Human Services (HHS).
 http://www.fda.gov/downloads/AboutFDA/ReportsManualsForms/Reports/UCM183683.pdf

General Requirements:

Provide lectures on the module content, and facilitate class discussions that expand upon the course content using the personal knowledge and experience of the Instructor and Students.

Objective 5.1
Provide an Overview of the Systems Approach to Planning and Conducting Public Disaster Preparedness Campaigns
Requirements:

Lead a lecture that provides students with a general overview of the campaign planning process, including the different phases of planning and the steps associated with each.  This instruction will set the scene for the sessions that follow, each of which provides greater detail into the actions and activities that may be conducted in seeking positive behavior change from the public.  Facilitate a brief discussion about Student’s impressions on the campaign planning process.  
Remarks:

I. Risk communications campaigns that seek to inform the public about hazards, influence their perceptions about risk and the world around them, and ultimately change their behaviors in a manner that reduces their hazard risk, are by no means simple endeavors (see Slide 5-3).


A. Anyone who has attempted to convince a friend or relative to avoid a risky behavior, or to take action to improve their health, will understand the difficulties associated with risk communication.


B. While it is easy to speak about almost any topic off the cuff, especially to a friend, relative, or similar acquaintance, it is often more of a challenge to actually change a person’s mind taking such an approach.


C. Rarely does a situation arise where the target of such communication have no absolutely no previous background with the topic.  And in the same vein, there rarely is a situation where a person has formed no pre-existing impressions or opinions on that topic as a result – often which are different or even contradictory to what the communicator is saying.


D. Because of this, risk communication (like all other communication forms) must be conceived, planned, designed, developed, and conducted in an organized manner to ensure any likelihood of success.


E. The Instructor can ask the Students to try to think of a time when, in their work or in their personal life, they were required or compelled to inform someone or some audience about a hazard risk.


1. Students can share with the class what that situation may have been.


2. The Instructor can ask Students who share their experiences to discuss the steps they had to take, if any, prior to making the communication effort.


3. Students should think about such things as:


a) Learning concrete facts about the nature of the dangerous activity or situation (including specific information related to statistical risk, for example)


b) Learning how the hazard directly (personally) affected the person or audience the Student would be communicating with


c) Learning about the actions that the person or audience could take to minimize or eliminate the danger they faced, and the actual impact these actions would have


d) Determining what might be the best approach to take to communicate with the person or audience (such as deciding whether to speak in person  or over the telephone, or through the use of a presentation or handouts)


e) Deciding what the language of the message should be in order to be most convincing.


4. Student responses may range from telling a relative, friend, or child about some risky behavior they are taking, to speaking to a large audience about a community-risk that exists (whether affecting them as individuals, like seatbelt safety or as a group, like hurricane preparedness).  


5. Finally, the Instructor can ask the Students to describe whether or not they felt that their planning efforts played a part in the success (or lack of success) they experienced.  


II. Risk communication should never be conducted in an ad-hoc manner if the opportunity for planning exists.


A. Despite this fact, risk communication is more often than not conducted in this ad-hoc manner.


B. There are a number of reasons why ad-hoc risk communication occurs, even though it is rarely successful.  Some of the more common reasons include (see Slide 5-4):


1. The communicator does not have the technical background to perform systematic planning, nor do they know that such planning methods exist or how to find information on them.


2. The communicator feels that they are so comfortable with the risk topic to be communicated that they feel they can just speak ‘off the cuff’ in a way that would convince any listener to change their behavior


3. The communicator has made assumptions about the nature of their target audience or about the hazard they are addressing based on anecdotes or on their own knowledge that they feel to be sufficiently informative to drive the communication process.


4. The communicator assumes that the listener(s) will view or perceive the communication messages through the same cultural, social, or experience-based filter (“lens”) that the communicator uses.  In other words, the communicator assumes that their messages will make sense to the recipient as they do to the communicator themself. 


5. The communicator does not feel they have the time or the resources to conduct a full campaign planning effort.


6. The communicator does not realize that they are communicating risk messages.


7. The Instructor can ask the Students, “Think about the role of the emergency manager.  What are some of the reasons why a local emergency manager may try to communicate risk throughout their community without taking a more systematic planning approach?” 


C. There is no single correct way to plan and conduct a risk communication campaign.


1. In fact, there are a number of well-known, tried-and-tested, risk communication approaches.  


2. However, because the basic requirements of all communication campaigns are essentially the same, each of these approaches is merely a variant of the same basic steps that are outlined in this module and detailed in the sessions to come.  


D. The risk communication method that is presented in this course applies a systems approach to the process, with each step occurring in linear or concurrent fashion (see Slide 5-5).  


1. This and similar methods have been used with wide success for decades in the public health profession, and the lessons have been found to transfer seamlessly to the field of emergency management where practitioners are often less accustomed to the models and theory. 


2. The benefit of the systems approach is that it helps planners to ensure that they consider every important factor, identify every likely obstacle, and capitalize on all available resources, stakeholders, and partners who might support the ongoing risk communication effort. 


3. The methods presented are scalable to accommodate the scope of any project size, and may be used in whole or in part as the needs of the project dictate.


4. Public disaster preparedness education campaigns are complex endeavors, regardless of their size or scope, so systematic planning is always beneficial to the process. 


a) While it may be possible to hastily design, produce, and release individual risk information products and messages, those produced without the advantage of a detailed situational understanding rarely achieve measurable changes in public behavior. 


b) All forms of risk communication depend upon an intimate understanding of (see Slide 5-6):


(1) The problems being addressed


(2) The individuals and groups being communicated with


(3) The methods, partners, and resources available. 


5. The single most effective way to ensure that these factors are not only fully understood, but also appropriately utilized, is to follow a step-by-step systems approach.


E. The systems approach to risk communication divides the activities associated with public disaster preparedness education into the following phases (see Slide 5-7):


1. Early planning


2. Developing a campaign strategy


3. Implementing and evaluating the campaign

F. The following is a brief summary of each.

III. Phase 1: Early Planning (see Slide 5-8)

A. All projects must be built upon a solid, stable foundation of comprehensive planning, which is established through conduct of the following steps: 


B. Step 1: Define the Problem


1. In the early planning phase, communicators explicitly define the problem they are hoping to address, and perform an assessment to ensure that their estimations and impressions are as accurate as possible. 


2. Hazard risk is the most explicit component of the problem, but there are more specific factors that serve to create vulnerability to the hazard, increase exposure to the hazard, increase the likelihood that an event results from the hazard, or increase the scope of consequences if an event does occur.


3. To understand the comprehensive nature of the problem that requires action (as prescribed through risk communication), the communicator needs to have an intimate understanding of the target population.  This is because it is the actions (and inactions) of the members of this group that tends to cause the vulnerabilities and risks that exist.


a) There are many different population groups that make up a community or region, and each differs with regards to their actions, their capabilities, their available resources, preferences, social structures, and more.


b) Communicators need to define what segments of the population their communication will target, given that the messages developed later will have to speak to listeners directly, and the more defined the target population is the more they will feel the communication is relevant.


4. Finally, the communicator will have to identify the solutions they will recommend through communication.


a) Solutions are what will help the target population(s) to reduce their exposure, their vulnerability, or their hazard risk.


b) It is easy to come up with general solutions for risk mitigation, preparedness, or other means of risk reduction.  However, it is extremely important that the options chosen by communicators make sense (i.e., are appropriate) to the target audience.


5. The Instructor can discuss with Students examples of disaster preparedness ‘problems’ that exist in the community that can be addressed through risk communication.


C. Step 2: Perform Market Research


1. Risk communication is a form of marketing, and it is through market research that the communicators test their assumptions and determine the best course of action.

2. By working directly with members of the target audience, communicators can learn what specifically motivates them, what concerns them, how they feel about the communicators, how they feel about changing their behaviors, and many other factors that will help to shape the messages that are created and determine the methods that are used to transmit them.


3. Communicators can also perform research on existing communication efforts that target the same or similar risks, and determine whether or not a whole new campaign is needed or whether there are simply gaps in communication that must be addressed (or errors and inconsistencies that need to be corrected.)


4. Without market research, communicators are, in essence, taking a blind approach to planning as they are working solely upon their assumptions and outside impressions.


D. Step 3: Determine Project Feasibility


1. After performing the previous two steps, the communicators will have a good idea of whether or not they have the capacity to perform the communication effort that is needed.


2. Communicators will also know whether or not there are other issues that need to be addressed prior to designing and developing the actual messages and materials.


E. Step 4: Establish Goals and Objectives


1. Campaign goals and objectives spell out for communicators what they hope to accomplish through the campaign.


2. Without a clear understanding of what is sought, the scope of the campaign can easily creep, and planners can easily lose sight of the more specific targets (including the targeted problem, the targeted population(s), and the targeted behavior changes).


F. Step 5: Form the Planning Team and Coalition


1. Based upon the outcome of project research and the setting of goals and objectives, planners can begin to form the larger planning team and communication coalition that will carry out the planning, management, and operations of the full campaign and that can identify, contact, and begin securing partners and stakeholders who will make the campaign possible through their assistance and resources. 


2. Campaign planning and conduct calls upon a wide range of expertise that is rarely held in one person or even one organization.  It also requires the knowledge, connections, authorities, and other attributes that are spread throughout the community’s stakeholders.


3. Partners, as will be shown in subsequent sessions, can also provide an immense range of resources, from staff time, to technical expertise, to in kind materials and supplies, in addition to many other benefits.

IV. Phase 2: Developing a Campaign Strategy (see Slide 5-9)

A. The second phase in the process entails the development of a campaign strategy that guides actual operations after kickoff takes place, and the development of the materials and methods that are used to communicate with the target population. 


B. Step 1: Hold a “Project Kickoff” meeting to both ceremonially and formally begin work on the project in earnest.


C. Step 2: Develop a Campaign Strategy 


1. The campaign strategy profiles the processes and procedures by which a communication program intends to achieve its risk reduction goals.


2. Having a campaign strategy is key to keeping the whole campaign on track towards meeting its goals and objectives.


3. The Instructor can direct Students to the following document which details the US Food and Drug Administration’s strategic plan for risk communication (2009) for an example of a communication strategy (keeping in mind this is more comprehensive than emergency management topics alone): http://www.fda.gov/downloads/AboutFDA/ReportsManualsForms/Reports/UCM183683.pdf

D. Step 3: Select Appropriate Settings, Channels, and Methods

1. Communication settings, channels, and methods are the three main variables through which a communicator tailors their approach to transmit a message to their target audience(s).


2. Communication settings are the situations in which communication occurs. 


3. Communication channels are the routes, or the mechanisms, by which the message or messages are delivered to the target audience.


4. Communication methods are the actual items, actions, interfaces, or events that the communicator chooses to utilize in order to transmit the intended message.  


E. Step 4: Select Communicators


1. The actual communicators themselves are a factor that heavily influences the success of transmitted messages.


2. Campaign planners must consider carefully who (or what) will be speaking directly to the target audience, given the strong impressions of and assumptions about the communicator these individuals will have.


3. There are a number of factors that help to determine which communicator or communicators are best for the campaign message and the audience being targeted.


F. Step 5: Design and Develop Message Content


1. There are many different ways one can say the same thing, but some methods are more convincing than others or are better able to bring about behavioral change.


2. Audience and market research will have informed the communication planning team about the way messages may be best presented in order to speak most directly, sincerely, and effectively to the target audience(s).


G. Step 6: Create Targeted Materials


H. Step 7: Plan Activities and Events


I. Step 8: Pre-test and Adjust


1. Even with effective planning, communicators may not get the materials, the messages, or other factors just right.


2. Pre-testing allows the campaign planners to try out their materials and messages on a sample of the larger target population prior to going into full campaign mode (thereby avoiding the possibility of needlessly expending funds on methods and materials that would not have worked, and, more importantly, working towards a foreseeable campaign failure.)


J. Step 9: Create the Comprehensive Communication Plan


1. Communication plans outline for all participants the steps that will be taken to achieve the desired behavior modifications and knowledge transfer.


2. The Instructor can direct Students to the two examples of communication plans included as required readings for this module, which will show the types of information that is contained in them.  


a) The first is a classic comprehensive communication plan, developed by the city of Scottsdale, Arizona, to address a number of issues (not necessarily risk-based issues): http://www.scottsdaleaz.gov/Assets/Public+Website/generalplan/2011+General+Plan+Update+Communication+Plan.pdf. 


b) The second example was developed by the Government of Queensland, Australia, to describe a completed project (and which therefore includes the outcomes of project evaluation): http://www.tmr.qld.gov.au/~/media/f5a14e3e-fd25-441a-a55e-3f31c482f5f4/pedestriansafetypubedpdf_v2.pdf).

V. Phase 3: Campaign Implementation and Evaluation (see Slide 5-10)


A. After all of the research, planning, design, hiring, project management, and many other factors are complete, the campaign planning team can finally launch the campaign and begin communicating in force to the target audience(s).


B. It is in the third and final phase when communicators begin carrying out the various operational elements of their campaign strategy with the target population. 


C. Project implementation, as will be described in Session 8, is dominated by ongoing evaluation.  


1. Process evaluation, as it is called while the campaign is still underway, helps communicators to keep the message and the efforts of the team focused on the intended project goals and objectives.


a) Through process evaluation, communicators regularly measure their levels of exposure and assess the success of their efforts. 

b) Using their findings, they evaluate and adjust their methods and materials to keep improving their ability to influence individual behavior. 

2. Post-test evaluation is conducted after the campaign has concluded. 

a) Communicators also measure how close they came to meeting or exceeding their goals.


b) Using this information, they will be able to evaluate what actions and methods they chose that worked, and what they did or encountered along the way that hindered their progress. 


Supplemental Considerations

n/a

Objective 5.2
Explain Why Risk Communication Is Most Effective When Part of a More Comprehensive Solution
Requirements:

Provide a lecture that explains why risk communication campaigns achieve a much greater level of success in reducing risk through behavior changes when included as one component in a more comprehensive risk reduction effort.  Provide an example of a comprehensive risk reduction effort and facilitate a class discussion about other examples with which Students are familiar.
Remarks:

I. There is rarely just one solution to any social problem.


A. When it comes to hazard risk reduction, in fact, there can be dozens of different ways to reduce risk, either through preparedness, mitigation, or other means.


B. When used in conjunction, different risk reduction methods can even have synergistic effects, achieving a greater outcome than the sum of what each solution might have achieved on its own.


II. Risk communication, as a solution, can reach a great many members of the target audience, but there are often many different obstacles that exist which prevent or otherwise stand in the way of these recipients from changing their behavior.  


A. Hazard vulnerabilities can be difficult to address through communication alone because they tend to have much deeper social roots, and are often the result of a more complex cause than simple lacking or incorrect knowledge.


B. The roots of vulnerability among the target population are assessed through the research component in Phase I, as described above.  


C. These social causes may be financial, cultural, religious, or of other origin. 


D. Hazard vulnerability (and likewise, risk) is a social problem, and communities have traditionally addressed their social problems through a range of methods that complement each other.


E. For instance, to deal with poverty, stakeholders in the community may perform several of the following complementary services:


1. Offer jobs training


2. Provide business suits and other clothing necessary to obtain employment


3. Provide emergency shelter for those who are homeless, or provide low income housing options


4. Open food banks for those who cannot afford food


5. Provide emergency financial assistance


6. Provide free preventive healthcare


F. To deal with rising crime in the community, the following different programs and services might exist:


1. Improve street lighting


2. Remove graffiti, trash, and abandoned vehicles to improve the appearance of the community


3. Provide community police officers who work directly with community members to combat crime


4. Provide guidance, counseling, and other services to youth to prevent them from turning to crime


5. Install security cameras and other surveillance systems to monitor crime


6. Work with area businesses to help them take action to reduce crime victimization


G. Like these other social problems, communication geared towards disaster preparedness and risk reduction should be integrated as much as possible into other existing risk reduction efforts that are currently addressing or that plan to address the same problem from a similar or different perspective.

H. As is possible, communicators should explore complementary solutions that help to overcome some of the obstacles that prevent behavioral change among the target population, either as a factor of recipients’ abilities or otherwise. 


III. A comprehensive risk reduction effort can include a number of components that together work to overcome obstacles, reach greater numbers of people, and improve the sustainability of the behavior changes that do occur.


A. These different components can be categorized as follows (see Slide 5-11):


1. Communication

a) Communication, which is the focus of this first half of the course and which will be illustrated in subsequent sessions, comes in many forms and is transmitted through many different methods.


b) The target of messages communicated include not only the vulnerable population, but also the general public, educators, the media, emergency services, non-governmental organizations (NGOs), policymakers, or anyone else who either needs to make a behavioral change or can facilitate one.


2. Facilitation

a) Facilitation involves helping members of the target population take necessary action to reduce their vulnerability. 


b) Oftentimes facilitation is necessary because certain individuals are able to receive and understand the messages communicators are sending them, but are unable to act upon them without outside assistance. 


c) Facilitation can also be a way to prompt reluctant individuals who are otherwise able to take action to do so. 


d) Facilitation differs from communication in that the facilitators are actually performing or assisting others in performing the tasks required to change vulnerable behavior.


3. Funding and financial incentives 

a) By providing a grant or other financial incentive program (like tax breaks or insurance discounts) to the target population, it is often possible to prompt those for whom only money is a restrictive factor into action. 


b) In many cases, even for those individuals who can afford the risk reduction measures but choose not to out of ambivalence or some other self-limiting factor, the chance to gain something for free or at a significantly reduced cost is enough to initiate action.


4. Policy change 

a) Public policy, which includes laws, standards, regulations, or operating procedures, for example, has long been an effective way to create behavioral change. 


5. Technology 

a) Technology alone is rarely an answer in the emergency management world, but by harnessing technological advances and devices, emergency managers have been able to significantly increase their ability to reduce death and destruction among the affected population. 


b) For instance, various monitoring and detection systems have allowed more accurate mapping of hazard risk, which in turn has allowed people living or working within those risk zones to better understand their exposure. 

B. Unfortunately, a great many public disaster preparedness education campaigns are conducted wholly independent of any other supportive approach that would likely have increased the desired change significantly.


1. Without such support, campaign planners set unrealistic expectations for themselves concerning that which they can ultimately accomplish. In most cases, the non-communication components of a preparedness campaign are already being conducted or are available to recipients; however, the communication campaign planners are simply not aware of them and are therefore unable to link their efforts. 


2. Thorough planning in the design phase can help to locate as many of these other options as possible, thereby incorporating them into the messages and actions that are developed and delivered.


3. The required reading from Coppola (2009) includes an example of a campaign to increase the use of household smoke detectors to illustrate how risk communication can be complemented by facilitation, funding, policy change, and technology.  Using this example, the instructor can illustrate for students how each of these categories listed above are applied in a practical setting.


4. The Instructor can ask the Students to name other risks that are often addressed through risk communication in order to expand their understanding of this topic.  Examples the instructor can use if Students are unable to think of good examples include:


a) Elevating houses to prevent repetitive flood damages


b) Installing roof straps to prevent hurricane wind damage


c) Incorporating safe room construction into new houses in order to provide a safe haven from tornadoes


d) Clearing brush and other wildfire ‘fuels’ from around houses in the urban-wildland interface to prevent fire damage


e) Building social networks among senior citizens to prevent heat-related deaths during heat waves


f) Stockpiling food, water, and other important supplies in advance of disasters that typically cut off regular delivery of commodities to the community


5. For each of the risks that Students name, the Instructor should encourage the class to consider the following through group or class discussion:

a) What actions are recipients typically asked to take to address the hazard?


b) What kinds of things prevent some people from taking such actions?


c) In each of the “Comprehensive Risk Reduction Effort” categories listed above (facilitation, funding and financial incentives, policy change, and technology), what can be done to improve the success rates of the communication campaign, and, in turn, the rates with which the community members change their behaviors and reduce hazard risk?

C. The key to ensuring a comprehensive campaign is not necessarily carrying out all of these components, but rather recognizing which of these other non-communication needs are required and identifying existing or likely sources to accommodate them.


D. The more that these other components are incorporated into the communication approach, the planning team’s strategy, and the comprehensive communication plan, the greater the likelihood will be that people will be willing to and able to take the prescribed actions.
Supplemental Considerations

n/a


Objective 5.3
Describe the Basic Requirements of a Risk Communication Campaign
Requirements:

Give Students an overview of different overarching factors that will together influence the levels of behavior change achieved through communication.  Lead a class discussion that allows Students to offer their own experiences with each of these topics.
Remarks:

I. There is no single recipe according to which all risk communication campaigns are developed.


A. However, there are several essential “ingredients” through the application of which success can be greatly improved (see Slide 5-12).


B. By understanding each of these different requirements, risk communicators can incorporate them into each step of the planning process.


II. Perhaps the most obvious requirement, and something that should come as no surprise to Students, is that of trust in the communicator. 


A. Recipients of any instruction – risk-related or otherwise - are unlikely to heed the instructions they hear or read if they do not believe the communicator to be credible (or do not feel that the source of information referenced by the communicator to be credible).  


B. The Instructor can illustrate the importance of trust in risk communication by asking the Students to consider different risk messages, and rate the likelihood of whether or not they would change their behavior based upon each of the following people as the communicator of that message:


1. Parent


2. Friend


3. Colleague at work


4. Their boss


5. A door to door salesperson


6. The President


7. A representative from the local chapter of the American Red Cross


8. A religious leader


9. A firefighter


10. Famous actor


11. Local elected official


12. The Secretary of Homeland Security


13. Local news anchor


14. National news anchor (e.g., CNN)


C. Examples of risk messages the Instructor can use for this exercise include:


1. Whether to attend a CPR course


2. The decision to relocate to a less risky property


3. The specific contents of a 3-day emergency kit


4. Whether to buy a special transmitter that turns on when warnings are issued


5. Whether to purchase a specific type of hazard insurance


D. Risk communication efforts are asking a lot of people when they ask people to change their behaviors or to spend their hard-earned money. 


1. This type of request is very personal, and people will apply much higher standards when assessing whether or not to lend credibility to the communicator and their message.


2. If communicators cannot be believed, few people will follow their instructions. 


3. One of the most effective means of establishing trust is to show a connection with an organization or institution that is highly regarded within the community or by members of the population, or by having popular community representatives (especially from within the target population) perceived as being involved in the communication effort.

III. Trust, however, is only one of many factors that will help to define the success that is ultimately achieved by the campaign planners.  While there are a great many other factors that are ultimately important in achieving campaign success, the following tend to be the most influential:


A. Image of Authority

1. Even if trust has been established among target audience members, individuals  must believe that a communicator is an authoritative source of information, or else they are likely to hold the views of another source (which may be opposing or conflicting) more favorably. 


2. Recipients of the message must have confidence that the communicator is qualified and sufficiently informed to tell them what to do.


B. Free of personal gain

1. There is an inherent skepticism among the public that nearly everyone is out for personal gain. 


2. Communicators must be able to convince the public that their message is conveyed only to serve the public good, not to gain anything in return.  


C. Accurate 

1. Communicators must always assume that the recipient public is going to verify any information that is communicated to them prior to acting on that information. 


2. For this very reason, it is vital that any statistical or factual information be highly accurate and as current as possible. 


D. Consistent 

1. Public education campaigns are rarely just a onetime broadcast of a message. 


2. Rather, the campaign will seek to repeat the message to ensure that it is received over a wide enough segment of the target population and that it becomes memorable to those who hear it. 


3. If the message that is transmitted is not the same over time, the benefit of repetitiveness will be lost – especially if a catch phrase is used, if multiple channels are utilized, or multiple communicators are speaking about the same issue or topic. 


E. Repetitive 

1. As the previous requirement suggests, recipients must face repetitive exposure to a message before they are able to learn from it. 


2. The more exposure to a message that a person has, the more memorable that message becomes.


F. Easily understood 

1. Naturally, message recipients must be able to understand a message if they are to receive it. 


2. There are many components to this requirement. 


a) First, it must be in a language they speak fluently or well enough to understand correctly what is being said. 


b) Second, it must match their level of education if it is to be fully understood (which includes writing using more technical language for more educated populations as well). 


c) It should be relevant to situations and scenarios that are understandable to the audience as a gender, culture, age, geographic grouping, and other demographic measures.


G. Rational 

1. In addition to a message being understood, it must make sense in a rational and logical sense. 


2. Arguments have to be as simple as possible for the audience targeted, and defensible justifications must be presented to support the measures advocated.


3. They should also contain concrete information on the addressed hazards, including mortality rates, affected area, hazard time frame, population affected, and others.


H. Accessible 

1. All people receive their information in a unique manner, based upon their preferences, access, social networks, and other factors. 


2. Communicators must ensure that, within this realm of information reception, the message is easily accessible to the audience being targeted. 


I. Solution-oriented 

1. To be truly effective, a communication message must not only inform members of the target population about their hazard risk, but also must inform them of realistic and affordable solutions by which they may reduce their personal vulnerability. 


2. Devoid of any real behavioral modifications or solutions to individual vulnerability, warnings will do little to adjust preparedness behavior among the targeted general audience.

Supplemental Considerations
N/A
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