Session No. 19


Course Title: Comparative Emergency Management

Session 19: Public Preparedness Education

Time: 1 hr


Objectives:

19.1 Provide an overview of Public Preparedness Education


19.2 Present and Explain the Goals of Public Preparedness Education


19.3 Describe the Steps Involved in a Public Education Campaign

19.4 Present Case Studies of Public Preparedness Educational Efforts from the United States and Abroad
Scope:

In this session, the Instructor will discuss with Students the process by which the general public is informed about the existence of hazards, and educated about what they can do to reduce their vulnerability.  This session’s lecture will detail the components of a public education campaign, and present public education lessons learned and successes.  Examples from the international experience will be provided as an illustration of these concepts.


Readings: 

Student Reading:

Coppola, Damon P. 2006. Introduction to International Disaster Management. Butterworth Heinemann. Burlington. Pp. 222 – 240  (‘Public Education’).

Instructor Reading:

Coppola, Damon P. 2006. Introduction to International Disaster Management. Butterworth Heinemann. Burlington. Pp. 222 – 240  (‘Public Education’).


Coppola, Damon P, and Erin K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resilient Public. Taylor and Francis. Boca Raton. (Recommended reading)


General Requirements:

Power point slides are provided for the instructor’s use, if so desired.

It is recommended that the modified experiential learning cycle be completed for objectives 19.1 – 19.3 at the end of the session.


General Supplemental Considerations:

Session 18 briefly touched upon public education in the section on public preparedness (Objective 18.3).  Session 19 provides much more detailed instruction about how the public learns the knowledge and skills required to carry out these actions.  Much of the material in this session is based upon the professional text Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public by Damon P. Coppola (2009).  While students will not need to read this book to participate in the lecture, this text provides significant expansion upon the more general topics discussed in this session.


Objective 19.1: Provide an overview of Public Preparedness Education

Requirements:

Provide students with a lecture on public disaster preparedness education, explaining why public education is important and what premise this activity is based.  Explain the basic theory behind communication science.  Facilitate classroom discussions to explore student experience and knowledge and to expand upon this lesson material.  

Remarks:

I. As is true with the emergency manager and first responders in a community, members of the general public need information and training if they are to know what is best to do before, during, and after emergencies occur (see slide 19-3). 


A. The information provided must reflect their true risk, and must be tailored to their needs, preferences, and abilities, transmitted in a way they can receive and understand, and tested for effectiveness. 


B. Unfortunately, informing the public about disaster preparedness is not as easy as simply telling them what they should do. 


C. The practice of disaster preparedness public education, which includes public awareness, education, and outreach, is an involved one relying on many years of practice and many different disciplines (including psychology, sociology, graphic design, marketing, communication, emergency management, and many others). 


II. We receive risk-related public education on a daily basis.


A. Ask the Students, “What are some examples of public preparedness information we read, watch, or hear on a regular basis?”


1. There are countless examples, for instance, most automobiles will play a chime if seatbelts are not buckled.


2. Cigarette packages have risk warnings printed on them.


3. Even coffee cup lids provide risk information by warning us that their contents are hot. 


B. Ask the Students, “Do we pay attention to these messages, or are they something we are just used to hearing and therefore we tune them out?”


III. The emergency management community is not entirely new to the public education arena.  


A. Emergency managers have long recognized the benefits of public education in terms of its ability to reduce population-wide risk from major hazards.  


B. Ask the Students, “Can you think of any emergency preparedness campaigns or campaign slogans?”


1. Almost every American over the age of 40, for instance, possesses an instinctive understanding of the phrase “Duck and Cover!”  


2. An even greater range of people understands what is meant by the command “Stop, Drop, and Roll”.  


C. However, studies have shown that the vast majority of people do little or nothing to prepare for disasters and hazards, despite an increasing onslaught of information from local, state, and Federal government agencies, the nonprofit sector, and elsewhere (see slide 19-4).  


1. The poor success rates of the wider emergency management community are frustrating, but they do not in any way suggest that the goal of a ‘culture of disaster preparedness’ is unattainable.  


2. Organizations like the American Red Cross, in fact, have illustrated through their CPR and first aid training programs that ordinary citizens can and are willing to learn how to help themselves and others in emergency situations – but such successes are not widely enjoyed in the greater emergency management community.  


IV. Public preparedness education is based upon communication science (see slide 19-5).


A. Communication science is a field predicated on the fact that the mechanism by which information is conveyed to an individual or group plays an imminent role in the impact the message has on the intended message recipient.  


B. Many decades of research by this sector’s experts has led to the discovery of six stages through which individuals process information, namely (McGuire, 1968): 


1. Exposure to the message


2. Attention to the message


3. Comprehension of the arguments and conclusions presented in the message


4. Yielding to the message


5. Accepting the message, and finally


6. Information integration (which allows for message retention)  

C. One of the most successful forms of communication used to foster a more prepared public is Social Marketing.


1. Public education practitioners have begun to use business-sector marketing tools and techniques to circulate social change strategies more effectively. 


2. These strategies have guided the design and implementation of campaigns and interventions of successful governmental agencies and organizations.


3. Social marketing campaigns employ the elements of the “marketing mix” used by traditional marketing firms.  The traditional “four p’s of marketing” include (see slide 19-6): 


i. Product: 


a) In social marketing, the “product” is directly related to the end goal of the marketing campaign.  


b) The product may be a tangible good (e.g. hurricane straps), a behavior (e.g. clearing wildfire fuel, stockpiling food and water), a service (e.g. a home safety inspection), or an idea (e.g. family preparedness).  


ii. Price: 


a) The “price” refers to any “cost” (money, time, energy, embarrassment, etc.) associated with the product being promoted.  


b) It is essential to a marketing campaign to establish the perception among members of the target audience that the benefits of the product outweigh the costs associated with it.


iii. Place: 


a) There are a number of different “places” that need be considered in the design of a social marketing campaign.  


b) First, it must be determined where people may go to consume the product being promoted (e.g. where smoke detectors will be distributed, where response training may be offered, etc.)  


c) Practitioners also must decide upon placement of promotions in order to maximize exposure among the target population.  


d) This requires that promoters become familiar with the demographic being targeted, common media used among the group, and the ways in which members of this population obtain trusted information.


iv. Promotion:  


a) Perhaps even more dependent upon practitioners’ understanding of the target audience’s beliefs, attitudes, and behaviors is the promotion itself.  


b) The promotion stage is the effort to communicate the message to the target audience.  


c) This stage takes the three previous “p’s” into account in order to reach the target audience effectively with a message that promotes a clear product, emphasizing the benefits over the barriers of adhering to suggestions made by the message source.

Supplemental Considerations

Coppola’s book Communicating Emergency Preparedness provides much greater detail on communication science, and the ways in which the risk communication lessons of the public health sector have begun to transfer to the emergency management sector.  It is recommended that the instructor browse this text if they need a greater understanding of communication practice as it pertains to the emergency management field.

Objective 19.2: Present and Explain the Goals of Public Preparedness Education

Requirements:

Provide students with a lecture on public disaster preparedness education, including the goals of the campaigns that are conducted to foster such knowledge.  Facilitate classroom discussions to explore student experience and knowledge and to expand upon this lesson material.  

Remarks:

I. All disaster preparedness public education efforts share a common purpose, namely to (see slide 19-7): 


A. Reduce individual vulnerability to one or more identified hazard risks as much as possible among as many members of a defined target population as possible.


II. There are three primary goals of all public disaster preparedness education campaigns (see slide 19-8). 


A. While the most comprehensive campaigns might actually manage to accomplish all three of these goals, the majority often addresses only the first two.  


B. These overarching public disaster preparedness education goals include: 


1. Raising public awareness of the hazard risk(s) 


2. Guiding public behavior, including:


i. Pre-disaster risk reduction behavior


ii. Pre-disaster preparedness behavior


iii. Post-disaster response behavior


iv. Post-disaster recovery behavior


3. Warning the public 


III. Goal #1: Raising Public Awareness of the Hazard Risk

A. The first goal of any public disaster preparedness education campaign is to notify the public about their exposure to a hazard risk and to give them an accurate impression of how that risk affects them personally.  


B. Because most people already have a general awareness that a hazard risk exists, this goal is most typically a simple matter of correcting inaccuracies and feelings of apathy toward preparedness for the particular hazard or hazards of concern. 


C. Adjusting public sentiment of this kind, which is most often the product of misguided assumptions regarding one’s need or ability to affect their fate, is likewise accomplished by raising awareness about the particulars of the hazards and risks of concern.  


D. The task of raising awareness involves much more than simply telling citizens what causes a particular risk. 


1. People must also be informed of how the risk affects them as individuals, what they are doing that places them at risk, and where and when the hazard will likely strike. 


2. They must fully understand the risk as it applies to them personally and also to the population as a whole in order to effectively absorb, process, and act upon all subsequent information they receive.  

IV. Goal #2: Guiding Public Behavior

A. Once an audience is sufficiently and appropriately informed about a hazard, they are primed to receive and process information that will help them take appropriate action to reduce their vulnerability to one or more hazard risks.  


B. This information will guide them in taking one or more of the following categories of risk reduction action (each distinguished by when the action is taken, and for what greater purpose):


C. Pre-disaster risk reduction behavior

1. Seeks to instruct a population, which is already aware of the existence of a hazard risk, about the range of available options that can help reduce their individual and collective vulnerabilities to that risk. 


2. Ask the Students, “What are some examples of pre-disaster risk reduction behavior?”


i. For instance, people living in areas where earthquakes are a problem might be shown how to secure their furniture to walls or floors to avoid the injuries that result when such items are toppled.  


D. Pre-disaster preparedness behavior

1. Attempts to inform the public about the kinds of things they can do before a disaster happens that, while not necessarily reducing the likelihood of an event occurring, minimize the consequences of disasters that do occur. 


2. Ask the Students, “What are some examples of pre-disaster preparedness behavior?”


i. Actions could include the stockpiling of certain materials, the establishment of individual, family, and community action plans, and the designation of appropriate and safe post-disaster meeting places.


E. Post-disaster response behavior 

1. Seeks to teach an informed public how to react in the midst of and aftermath of a hazard event. 


2. Ask the Students, “What are some examples of post-disaster response behavior that the public can perform?”


i. Individuals must be instructed in how to recognize disaster indicators and know what they should do in response to them, including the proper way to participate in an evacuation. 


F. Post-disaster recovery behavior

1. Seeks to teach a disaster-affected public how to best rebuild their lives. 


2. This can include helping people to locate government, nonprofit, or international resources dedicated to relief and recovery, and how to provide those services for themselves. 


V. Goal #3: Warning the Public

A. Warnings are issued to alert an audience about a change in risk with regards to an increased or certain likelihood of occurrence, and to provide them with authoritative instruction on appropriate actions they may take in response.  


B. Warning messages differ from awareness messages in that they instruct recipients to take immediate action. 


C. Warnings must inform people of an impending hazard or disaster and must instruct them on what to do before, during, and after the hazard. 


D. Public warnings are more than just a message. Warnings are built upon complex systems designed for the specifics of each hazard, population, and environment. 


E. Comprehensive warning systems seek to do most or all of the following, in order: 


1. Detect the presence of a hazard


2. Assess the threat posed by that hazard


3. Determine the population facing risk from that hazard


4. Inform the population


5. Determine appropriate protective actions that may be taken


6. Direct the public to take those actions


7. Support the actions being taken by the public


8. Ask the Students, “Imagine a hazard for which a warning system is possible.  Using this example, describe how each of these steps might occur.”
Special Considerations

N/a 


Objective 19.3: Describe the Steps Involved in a Public Education Campaign

Requirements:

Provide a lecture that describes to students the three primary phases involved in planning and conducting a public disaster preparedness education campaign, and briefly explains the individual steps involved in each.  Facilitate classroom discussions to explore student experience and knowledge and to expand upon this lesson material.  

Remarks:

I. Public disaster preparedness education campaigns can be complex, regardless of their size or scope.  


A. Communicators must ensure that their efforts are not performed in an ad-hoc, disorganized manner, or that they are hastily planned without regard for each of the critical issues involved.  


B. All forms of risk communication depend upon an intimate understanding of the problems being addressed, the individuals and groups being communicated with, and the methods, partners, and resources available (see slide 19-9).  


C. 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.  


II. Coppola and Maloney propose a three-step process for conducting public disaster preparedness campaigns in their text Communicating Emergency Preparedness: Strategies for Creating a Disaster Resilient Public.  These steps are categorized according to three phases, which include (see slide 19-10):


A. Early Planning


B. Developing a Campaign Strategy


C. Implementing and Evaluating the Campaign


III. Phase 1: Early Planning


A. In this initial 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.  


B. At the same time, they define and analyze the target population, learning as much they can about their risk perceptions, abilities, wants, cultures, and other characteristics.  


1. Using these two key pieces of information, they are able to conduct a thorough assessment of risk specific to the targeted population.  


2. This assessment allows communicators to establish the goals and objectives of their campaign.  


C. Communicators can also 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.  


D. Finally, they begin to identify the various obstacles they may encounter in the course of their work, and pre-determine ways in which to overcome them should they arise.

E. The following gives a summary of how problems are defined, target audiences are profiled, and solutions are generated (see slide 19-11):

I. Identify and Analyze the Hazard Risk


A. The first step in defining the problem to be addressed in the public education campaign is to identify and analyze the hazard or hazards that will be managed.


1. The hazard is generally the source of the problem, but the problem itself stems from vulnerability, or the propensity to incur consequences from that hazard. 


2. It generally not the intention of a public education campaign to eliminate the hazard’s existence, but rather to empower the public to either limit the likelihood that a disaster caused by the hazard affects them personally, or to limit the negative consequences if it does affect them.


3. Generally, if it is the communicators’ intention to address the vulnerability to a single hazard – such as earthquakes, for instance – then there is no need to conduct a full hazard identification for the community.  


4. However, if the goal of the campaign is overall emergency preparedness (for all possible hazards), communicators will need to determine all major hazards that threaten the community.  


B. Once the hazard is profiled and analyzed to determine the likelihood and consequence components of its associated risk, communicators will have a better understand of how the risk affects the community.  


C. The risk assessment tells communicators how often the hazard will likely occur, and what will happen if it does.  


II. Define and Profile the Target Population


A. Each group and every individual differs with regard to their risk and vulnerability, their abilities and capacities to mitigate, prepare, respond or recover, and their methods for receiving and processing information.  


1. In other words, there can be no single solution that meets everyone’s needs.


2. Therefore, communicators can enjoy much greater success in bringing about resilience if they tailor their message to a single target audience (or define each audience individually in order to tailor solutions, messages, and communication methods to each.)  


B. The particulars of the selected target population determine all other factors, including (for example):


1. What messages must be developed


2. How those messages are communicated


3. What risk reduction options are possible


4. What results are likely to be achieved


C. By learning as much as possible about the target audience, communicators will increase their chances of success immeasurably.

D. Audiences are categorized primarily by demographics and defining characteristics.  

1. The most basic determination is that of geography – residents of a community, city, county, floodplain, or state, for example.  

2. Ask the Students, “What are some other defining characteristics of populations that differentiate their members from the general public?”

3. Suggestions for the Instructor to spur discussion include: 


i. Physical or Mental Ability

ii. Urban or Rural Livelihoods

iii. Income

iv. Transience

v. Religion

vi. Age


vii. Gender


viii. Literacy


ix. Ethnicity


x. Employment Status


xi. Health


xii. Language


E. While it is important to define the target audience as fully as possible, it is also important as to not define it so narrowly that there are few individuals that fit the defined profile.


F. Once the primary audience has been identified, communicators begin to profile the members of this group in order to learn as much as they can about their particular needs, preferences and characteristics. 

III. Identify Appropriate Solutions 

A. Once the hazard or hazards have been identified, and the target population has been defined, communicators need to begin formulating the solution towards which their public education efforts will aspire.  


B. This solution will be a preparedness measure, a mitigation measure, or a combination of both. 


C. While there are several possible solutions to each hazard vulnerability, the chosen solution will be the one that, given the particular characteristics of the target audience, are most likely to succeed.


D. Communicators begin to identify the most appropriate solution by identifying all possible solutions.  


E. From this list, they will weigh the benefits, costs, and likelihood of audience members taking the proposed actions, in order to select the best alternative.


IV. Phase 2: Developing a Campaign Strategy


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 (see slide 19-12).  


B. Communicators perform market and data research to determine what information already exists that either helps or hinders efforts, and determines how messages can best be transmitted.  


C. Using this data together with the analysis of the target population and an assessment of available resources, the communicators select channels, settings and methods to execute their campaign.  


D. Message content and materials are designed and developed, followed by pre-testing to ensure the desired level of efficacy is attainable.  


E. Finally, activities and events are planned, and staff is trained, all in preparation for the campaign that is about to begin.     

F. The following gives a summary of how problems settings, channels, methods, and communicators are selected, message content is generated, and materials are created: 


1. Settings

i. Settings are the situations in which communication occurs.  


ii. Learning is not uniform in all situations, and that while certain settings can hinder the communication process, others can be highly effective at fostering the reception and application of a message.  


iii. It is not hard to imagine the difference in success of learning for students in the classroom as compared to in an arcade, for instance.  But in reality, the differences are often not so obvious at first.  


iv. Identifying what settings are most appropriate for an audience is therefore key to increasing the success of the campaign.


v. There three primary factors that distinguish a setting, including:


a) Time


b) Location 


c) Situation

vi. The key to setting selection is determining not only where and when the target audience can best be reached, but also where and when they are most likely to be attentive to, to receive, to understand, and to act upon your message.  


vii. Ask the Students, “Think about different target audiences that were identified in Objective 19.2.  What do you think are the best settings for each of these audiences?”


2. Channels


i. A channel is a route or mechanism by which a message is delivered.  


ii. Within each broad channel category, there are many different individual ‘sub-channels’ through which communicators can reach their target audience.  


iii. The five primary message channels include: 

a) Interpersonal Channels (Rely upon the direct personal interaction between a communicator and an audience member)


b) Group Channels (Create or exploit gatherings of target audience members, whether to discuss the intended message or for another reason entirely)

c) Organizational and Community Channels (Rely upon official, established entities operating within the community that are able to interact with members of the target audience)


d) Mass Media Channels (Broadcast a message out to large audiences, in most instances in a unidirectional manner) 

e) Interactive Digital Media Channels (Exploit the internet and other digital communication media to allow for direct interaction between communicator and recipient)

3. Methods

i. A communication method is an actual item, action, interface, or event that communicators use to draw the attention of the recipient, and to inform them of the behavior change that is necessary (or how to access that information).   


ii. As was true with the settings and the channels selecting, communication methods must fall within the access, interests, and learning styles of the recipient audience members.  

iii. For instance, the following methods could be used to communicate via interpersonal channels:


a) Discussions with a teacher or professor


b) Discussions with a friend


c) Discussions with family members


d) Discussions with an insurance agent or financial planner


e) Discussions with a building contractor


iv. Ask the Students, “For each of the channels listed above, provide one or more methods through which public preparedness education may be facilitated.”


4. Communicators

i. The task of selecting communicators is one that deserves careful consideration of the planning team, because the communicator becomes as important as the message itself.  


ii. It is the variance between and particulars of message settings, channels, and target audience members that determine which of these various communicators is likely to be the most effective at bringing about actual behavioral change.  


iii. These different communicator characteristics must be identified and exploited in order to increase the likelihood of message reception and acceptance among different target audiences.  


iv. The goal is to make target audience members feel personally addressed and likewise, taken seriously by the communicator.  When assessing and selecting communicators, the following measures may be used:


a) Speaking ability


b) Reputation 


c) Knowledge


d) Authority


e) Vested interest


f) Ability to connect, sympathize, or empathize 


v. Ask the Students, “Try to think of a person who might meet one or more of these characteristics for a particular audience (the Instructor should pick an audience or several audiences to lead the discussion.)”


G. Design and Develop Message Content


1. Upon completing the formative research behind the campaign, planners can begin to develop messages that are based on their findings.  


2. By ensuring that they consider the basic tenets of communication science, practitioners can maximize their likelihood of message effectiveness.  


3. Message appeal is one of the first and most critical decisions communicators make when designing their messages.  Three of the most common appeals used in persuasion attempts are: 


i. Humor


ii. Guilt


iii. Fear


H. Creating Targeted Materials


1. Communicators use the insight provided by their research to create targeted messages to be used within the campaign. 


2. Materials must be conducive to the channels selected, and to the learning styles of the audience.


3. For instance, for a campaign targeting children in grade school, the materials that transmit a safety message might be developed in the format of a coloring book or a poster with a mascot.


4. Ask the Students, “What are some examples of Preparedness Education materials you have seen in the past, and what did you think about them?  In other words, did these messages, in this format, appeal to you?” 

V. Phase 3: Implementing and Evaluating the Campaign


A. 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.  


B. During this phase, communicators regularly measure their levels of exposure, and assess the success of their efforts.  


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


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


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

Supplemental Considerations


N/a

Objective 19.4: Present Case Studies of Public Preparedness Educational Efforts from the United States and Abroad

Requirements

Present to Students three examples of emergency or disaster preparedness public education campaigns from around the world.  Engage students in a discussion that draws upon the content of this lesson.    
Remarks

I. The Instructor should begin by distributing the case studies to students, or by making the material accessible. 


II. The Instructor can conduct this discussion as an exercise, and break the students into groups (each group provided with one of the case studies included with the session materials.)


III. Each student, or each group, should be given ample time to read the short public education case study.


IV. Students can investigate each case study with the following questions in mind:


A. What is the hazard that this campaign is targeting?


B. What is the specific problem or problems being addressed by the campaign?


C. What are the characteristics of the target audience?


D. What setting or settings are utilized by communicators?


E. What channels and methods are used by communicators?


F. Does the case provide any information about the messages used to convey the risk or preparedness information?


G. What public education goal or goals is this campaign attempting to reach?


V. The following cases are provided as Handouts 19-1, 19-2, and 19-3:


A. Handout 19-1: Sri Lanka


B. Handout 19-2: Japan


C. Handout 19-3: Armenia


D. Handout 19-4: Singapore


E. Handout 19-5: Thailand


F. Handout 19-6: Vietnam


G. Handout 19-7: United States


H. Handout 19-8: Bangladesh


VI. The following is an example of a report format the Instructor can use to guide student presentations:


A. Who:  New Zealand Ministry of Civil Defense and Emergency Management


B. What:  Nationwide preparedness campaign: “Get Ready Get Thru”


C. Where: New Zealand


D. Campaign Mission: “To boost public awareness and understanding of the need to prepare to face disasters by having a plan, and taking steps to be better prepared.”


E. Campaign and Message Description (including settings, channels, methods, communicators, and materials): In June 2006, New Zealand Civil Defense Minister Rick Barker launched a nationwide campaign that urged New Zealanders to “Get Ready Get Thru.” The mass media campaign includes radio, television, and print ads to encourage New Zealanders to prepare for disasters.  The key messages to this campaign were listed on New Zealand’s Department of Internal Affairs’ webpage as:


1. In a disaster, essential services will be disrupted. Emergency services and civil defence staff will be doing their job BUT help cannot get to everyone as quickly as they may need it. 


2. Each and every one of us needs to take responsibility to PLAN to look after those dependent on us; and 


3. We need to take steps now to be prepared to look after ourselves for up to three days or more. (http://www.dia.govt.nz/diawebsite.nsf)


4. In addition to the mass media portion of the initiative, other public initiatives included:


5. A school program entitled “What’s the Plan Stan?” was sent out to over 3000 primary and intermediate schools.  15 professional development workshops were held around the country an they were attended by over 500 teachers and principals, and civil defense staff. 


6. A website, www.getthru.govt.nz , was created to provide user-friendly information and advice for the public on what they should do to be prepared.  The website also offers links to the nearest council so that people easily can access information specific to their region.


7. The agency also created a Public Education Toolbox, (PE)Toolbox to provide those tasked with developing public education programs for CDEM groups with resources, such as templates, written materials, articles and media releases, communications strategies, a photo database, and examples of programs undertaken by others. 


8. The program includes an intensive evaluation component of quantitative benchmark research to understand current national levels of awareness, understanding, and preparedness. 


9. The program also became very involved with the promotion of the annual Disaster Preparedness Week.  


F. For further information on the National Public Education Program, visit: www.getthru.govt.nz. 

Supplemental Considerations

There are a number of disaster preparedness public education case studies provided with this website, a number of which were generated by the Asian Disaster Reduction Center in Japan.  These are just a sample of the many examples of successful campaigns that have been launched throughout the world.  The Instructor can assign this project as an out-of-class exercise, and ask students to locate their own international case studies (given that so many additional resources exist).  
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