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Earthquake Preparedness Research Experts 



• Produced 2008 baseline data describing how 
prepared California residents are for 
earthquakes, where they get their information 
about preparedness and mitigation, and what 
predicted being prepared. 

 
 Primary Funders –  

 
            Seismic Safety Commission 
 

         
 

               California Emergency Management Agency   

   

 

    

California Earthquake Preparedness Survey 
(Research	
  by	
  Bourque	
  et	
  al.) 



•  Coordinate the content and dissemination 
efforts of information providers so that they 
constitute an ongoing stream of earthquake 
preparedness and mitigation information across 
time and targets. 

•  Increase visibility of preparedness and 
mitigation activities.  

 

•  A common, consistent message would 
facilitate repetitive public messaging. 

•  Use evidence-based guidance to develop and 
disseminate information. 

CEPS Survey Recommendations 



Mega-study on public readiness for terrorism and 
other hazards:  

• Most people don’t perceive risk to high-
consequence, low-probability events.  

• And they’re right…most of the time. 
 
Primary Funder–  
 
 
                  

       U.S. Department of Homeland Security  
       
     

 
    

 

Communicating Actionable Risk  
(Research	
  by	
  Woods,	
  Mile9	
  et	
  al.)	
  

 



What Leads to Preparedness  
Behavior Change? 

•  They	
  see	
  and	
  hear	
  consistent,	
  frequent,	
  mul5-­‐media,	
  
and	
  mul5-­‐source	
  informa5on	
  about actions to take	
  
–  Brand	
  the	
  message	
  not	
  messenger.	
  	
  Unified	
  	
  (not	
  uniform)	
  
message	
  

•  They	
  see	
  others	
  like	
  themselves	
  taking	
  ac5ons	
  
–  “Monkey	
  See,	
  Monkey	
  Do”	
  

•  They	
  talk	
  about	
  preparedness	
  with	
  people	
  they	
  know	
  
–  And	
  then	
  think	
  it’s	
  their	
  idea	
  

•  Focus	
  on	
  consequences	
  and	
  how	
  to	
  avoid	
  them	
  
–  Don’t	
  just	
  scare	
  people!	
  	
  Present	
  “ac#onable	
  risk”	
  

	
   	
   	
  	
  



The	
  Great	
  California	
  ShakeOut! 

•  An annual, statewide   
earthquake drill for all 
residents, businesses,  
schools, organizations... 
everyone! 

•  Third Thursday of October 
 

•  9.4m participants in 2012 

•  ShakeOut.org 
 



Earthquake	
  Country	
  Alliance 
•  Statewide	
  effort	
  to:	
  
- Bring	
  together	
  earthquake	
  educa5on	
  
and	
  preparedness	
  experts	
  and	
  
advocates.	
  
- Develop	
  materials	
  and	
  ac5vi5es	
  with	
  
consistent	
  messaging.	
  
- Coordinate	
  the	
  ShakeOut.	
  
	
  

•  Mission	
  to	
  coordinate	
  efforts	
  that	
  
foster	
  a	
  culture	
  of	
  earthquake	
  and	
  
tsunami	
  readiness	
  in	
  California.	
  
	
  

•  www.earthquakecountry.org	
  



ECA seeking to do “what the 
doctors ordered”: 

• Standardizing (branding) 
the message. 

• Deriving synergies from 
coordinating distribution of 
content. 

• Distributing content from 
many sources and through 
many channels. 

• Sustaining communications         
over time. 

ECA Plan-for-Programs 



What	
  to	
  do?	
   Why	
  you	
  do	
  it?	
  



	
  Selling	
  Like	
  Coca	
  Cola:	
  	
  
	
  Moving	
  From	
  What	
  To	
  Why	
  

VS.	
  

VS.	
  

VS.	
  

VS.	
  



When	
  You	
  Make	
  That	
  ShiM,	
  	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  You	
  Define	
  Who	
  You	
  Are	
  

Do	
   Are	
  

SoT	
  drinks	
  	
  
	
  

Promoters	
  of	
  posi9ve	
  
aRtudes	
  	
  and	
  happiness	
  	
  

Soap	
  
	
  

Celebrators	
  of	
  natural	
  
beauty	
  

Business	
  Services	
  
	
  

Champions	
  of	
  solving	
  
the	
  world’s	
  greatest	
  

problems	
  

Theme	
  park	
  and	
  
movies	
  	
  +	
  more	
  

People	
  who	
  believe	
  in	
  magic	
  	
  
and	
  that	
  anything	
  is	
  possible	
  



• Identify and understand the 
underlying earthquake- 
preparedness needs and 
motivations for California 
residents. 

• Develop a communications 
map depicting the decision-
making thought process that 
provide a blueprint for action. 

 

 

Value-based  Message Research Study 

  

  

         

                     



Personal	
  Values	
  
Stable,	
  enduring	
  personal	
  goals	
  

 
 
 

Emo9onal	
  Benefits/
Consequences	
  

Emo5onal	
  or	
  social	
  consequences	
  derived	
  
from	
  the	
  issue	
  or	
  func5onal	
  consequences	
  

	
  

Func9onal	
  Benefits/Consequences	
  
Func5onal	
  consequences	
  derived	
  from	
  	
  
the	
  traits	
  or	
  beliefs	
  about	
  the	
  issue	
  

AVributes	
  
Perceived	
  beliefs	
  about	
  a	
  issue	
  

	
  
	
  

Emo9onal	
  Level	
  
How	
  the	
  communicator	
  
iden5fies	
  with	
  the	
  audience’s	
  
feelings	
  and	
  personal	
  
experience	
  to	
  elicit	
  emo5onal	
  
responses	
  aligned	
  with	
  the	
  
audience’s	
  core	
  values.	
  
	
  

Ra9onal	
  Level	
  
How	
  the	
  communicator	
  
conveys	
  facts	
  and	
  relates	
  
them	
  to	
  prac5cal	
  effects	
  on	
  
the	
  audience.	
  

“Means-End” Theory 

© Harris Interactive 



Why	
  people	
  prepare	
  for	
  Earthquakes	
  

Protect	
  Building	
  
Structure	
  	
  

Denial	
   Don’t	
  Think	
  About	
  /	
  
Don’t	
  Care	
  

Other	
  Things	
  Are	
  
More	
  Important	
  	
  

Financial	
  
Requirements	
  Secure	
  Building	
  

Contents	
  	
  

Learn	
  How	
  To	
  
Be	
  Ready	
  

Safeguard	
  
Finances	
  &	
  
Records	
  

Have	
  a	
  Plan	
  

Emergency	
  
Preparedness	
  

Training	
  	
  

Emergency	
  Supplies	
  
• 	
  Food	
  
• 	
  Water	
  

• 	
  Ba^eries	
  /	
  Flashlights	
  
• 	
  First	
  Aid/Medica5ons	
  

• 	
  Cell	
  Phone	
  /	
  Radio	
  
• 	
  Cash	
  

Organize	
  Supplies	
  	
  &	
  
Equipment	
  	
  

Building	
  is	
  Safe/	
  
Won’t	
  Fall	
  Down	
  

Doing	
  Things	
  To	
  Be	
  Prepared	
  

Will	
  Be	
  Ready	
  

Things	
  Won’t	
  Fall	
  

Minimize	
  Property	
  Loss/
Damage	
  

Done	
  All	
  That	
  I	
  Can	
  

I	
  /	
  Family	
  Will	
  Be	
  Safe	
  	
  

Personal	
  Security	
  

Peace	
  of	
  Mind	
  

Will	
  Avoid	
  Injury	
  

Informed	
  /	
  Knowledgeable	
  

Know	
  What	
  To	
  Do	
  

Can	
  React	
  Appropriately	
  

Will	
  Survive	
  

Less	
  Worried	
  

Self	
  
Confidence	
  

Have	
  Personal	
  Documents	
  
When	
  Needed	
  

Have	
  What	
  Is	
  Needed	
  

Have	
  Already	
  Been	
  
Through	
  An	
  
Earthquake	
  

Procras5nate	
  

Don’t	
  Feel	
  
Guilty	
  

Self	
  Esteem	
  

Less	
  Stress	
  

Personal	
  
Sa5sfac5on	
  

Feel	
  In	
  Control	
  

Won’t	
  Panic	
  
Doing	
  My	
  Job	
  

Can	
  Take	
  Care	
  
Of	
  Family	
  	
  

Accomplishment	
  
Personal	
  
Sa5sfac5on	
  

Freedom	
  

Affects	
  My	
  Mood	
  

Personal	
  Happiness	
  

Live	
  in	
  Earthquake	
  Area	
  

Time	
  
Requirements	
  

Get	
  Back	
  To	
  Normal	
  

Can	
  Move	
  Forward	
  	
  

Responsible	
  

Less	
  Worried	
  

Personal	
  
Security	
  

Peace	
  of	
  Mind	
  

Can	
  Help	
  Others	
  

Self	
  
Confidence	
  

Not	
  Dependent	
  
On	
  Others	
  

Earthquake	
  
Insurance	
  

Accomplishment	
  

Emo5onal/	
  
Psychosocial	
  

Values	
  

A^ributes	
  

Func5onal	
  
Consequences	
  

© Harris Interactive 



Two	
  Streamlined	
  “Ladders”	
  from	
  Findings	
  

Ready	
  to	
  react	
  appropriately	
  during	
  and	
  aTer	
  
Supplies	
  in	
  event	
  of	
  a	
  3-­‐day	
  outage	
  

Family	
  protec9on	
  Survival	
  

In	
  control	
  

Peace	
  of	
  mind/safety	
  
Confidence	
  

Ready	
  and	
  able	
  

Emergency	
  	
  supplies	
  on	
  hand	
  
Have	
  family	
  disaster	
  plan	
  

Update	
  contact	
  informa5on	
  
Organize	
  emergency	
  supplies	
  

AVributes	
  

Emo9onal/	
  
Psychosocial	
  

Values	
  

EQ	
  Insurance	
  
Secure	
  personal	
  belongings	
  

Secure	
  structure	
  
Taking	
  steps	
  to	
  learn	
  how	
  to	
  be	
  ready	
  

Structure	
   Kits	
  and	
  Checklists	
  

Family	
  and	
  I	
  will	
  be	
  safer	
  
I	
  am	
  taking	
  care	
  of	
  my	
  family	
  Be^er	
  able	
  to	
  move	
  on/move	
  forward	
  

Not	
  be	
  panicked	
  
Family	
  and	
  I	
  less	
  likely	
  to	
  be	
  injured	
  

	
  

More	
  in	
  control	
  
Doing	
  everything	
  possible	
  to	
  be	
  prepared	
  

	
  

Personal	
  responsibility	
  
At	
  peace	
  

Accomplish	
  something	
  important	
  to	
  me	
  
	
  

Personal	
  security	
  
Peace	
  of	
  	
  mind	
  

Safety	
  
	
  

Protect	
  Property	
  
Minimize	
  property	
  damage	
  
Won’t	
  suffer	
  financial	
  ruin	
  

Protect	
  personal	
  items	
  from	
  falling	
  and	
  breaking	
  

© Harris Interactive 

Func9onal	
  
Consequences	
  



Taking it to the streets… 

How can you use this information? 



Sacramento	
  

San	
  Francisco	
  

Los	
  Angeles	
  

San	
  Diego	
  

…Preparing today 
will help us get back 
to normal sooner 
after the next big 
earthquakes strikes.  
Let’s work together 
to be one of 
(region’s) next 
earthquake survival 
stories   



CEA	
  TV	
  Ad	
  Based	
  on	
  Research	
  

Our	
  policy	
  with	
  the	
  CEA	
  gave	
  
us	
  the	
  financial	
  strength	
  to	
  
rebuild!	
  And	
  working	
  with	
  our	
  
homeowners	
  insurance	
  agent	
  
we	
  got	
  back	
  to	
  normal.	
  



Partnering	
  among	
  ECA	
  Stakeholders,	
  ECA	
  and	
  ARC	
  

25 







Earthquake	
  Country	
  Alliance/ShakeOut	
  



California	
  Earthquake	
  Authority	
  



 
 

 
 
 

• Describe risk in an actionable way 

• Tell the story… Let your audience see 
and feel what matters to them. 
 

• Emotions and values can be 
communicated using both words and 
images. 
 

• Where we can unify around values, we 
can leverage our efforts.   
  

 

Diagnose Your Comms  
using the Value-Based Approach  



Communica9ons	
  Diagnosis	
  Message	
  Elements	
  

Personal Value 
 
 
 
 
Emotional 
Consequence 
 
 
 
 
Functional 
Consequence 
 
 
Attribute  

 

 

 

 

 

 

 
AVribute	
  Level	
  

•  Specific	
  features,	
  claims	
  or	
  aVributes	
  of	
  
the	
  product.	
  

•  Examples:	
  	
  code	
  changes;	
  voluntary	
  
retrofit;	
  level	
  of	
  retrofit;	
  secure	
  building	
  
contents;	
  business	
  resump#on	
  	
  
planning	
  and	
  insurance,	
  etc.	
  

© Harris Interactive 



Communica9ons	
  Diagnosis	
  Message	
  Elements	
  

 

 

 

 

 

 

 

 

Personal Value 
 
 
 
 
Emotional Benefit 
 
 
 
 
Functional 
Consequence 
 
 
 
Attribute 

Func9onal	
  Consequence	
  Level	
  

•  Specific,	
  tangible	
  ways	
  the	
  
issue,	
  product,	
  idea,	
  or	
  
aVribute	
  benefits	
  people.	
  	
  

•  Be	
  sure	
  to	
  explain	
  exactly	
  how	
  
and	
  why	
  it	
  results	
  in	
  these	
  
benefits	
  (i.e.,	
  is	
  supported	
  by	
  
the	
  aVributes).	
  

•  Examples:	
  	
  minimize	
  property	
  
damage;	
  reopen	
  supply	
  chain;	
  
resume	
  business	
  quickly;	
  etc.	
  

© Harris Interactive 



Communica9ons	
  Diagnosis	
  Message	
  Elements	
  

 

 

 

 

 

 

 

 

Personal Value 
 
 
 
 
Emotional 
Consequence 
 
 
 
 
Functional 
Consequence 
 
 
Attribute 

Emo9onal	
  Consequence	
  
•  Emo9ons	
  people	
  will	
  feel	
  
because	
  of	
  the	
  benefits	
  

•  Communicate	
  that	
  you	
  
empathize	
  emo9onally	
  
with	
  your	
  audiences	
  

•  Examples:	
  	
  feel	
  assets	
  are	
  
protected;	
  done	
  all	
  I	
  can,	
  
get	
  back	
  to	
  normal,	
  less	
  
stress/worry,	
  etc.	
  

© Harris Interactive 



Communica9ons	
  Diagnosis	
  
Message	
  Elements	
  

 

 

 

 

 

 

 

 

Personal Value 
 
 
 
 
Emotional 
Consequence 
 
 
 
Functional 
Consequence 
 
 
 
Attribute 

Values	
  Level	
  

•  Connect	
  the	
  feelings	
  to	
  the	
  
core	
  personal	
  values	
  which	
  
mo9vate	
  ac9ons	
  and	
  
beliefs.	
  	
  

•  This	
  communicates	
  how	
  you	
  
share	
  common,	
  important	
  
values	
  with	
  your	
  audience.	
  

•  Examples:	
  	
  peace	
  of	
  mind,	
  
personal	
  security,	
  sense	
  of	
  
accomplishment,	
  etc.	
  

© Harris Interactive 
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