Session No. 26


Course Title: Hazards Risk Management

Session 26:  Marketing Risk Mitigation Management and Actions











Time: 1 hour


Objectives:

Objective 26.1: Discuss How and Why Marketing Strategies are Developed

Objective 26.2: Describe the Research Needed in the Areas of Public Awareness and Knowledge

Objective 26.3: Discuss the Best Media Components for a Social Marketing Campaign

Objective 26.4: Discuss the Production and Dissemination of Marketing Materials


Scope: 

Sessions 22 - 27 describe the communication and consultation involved in the Hazards Risk Management process.  The theory behind risk communication was described in Session 22, while the reasoning and methodology of public participation were described in Session 23.  In Session 24 the methodology of the risk communication process was explained and in Session 25 the building of public private partnerships was discussed.  

In this session, we will examine the elements involved in marketing risk mitigation management and actions.  The elements to be examined and discussed include research into public awareness and knowledge, media components, production and dissemination of marketing materials.


Readings: 

Student Reading:

“A 7 Step Social Marketing Approach”. Presentation to Waste Educate 98 Conference by Les Robinson. Social Change Media. http://www.media.socialchange.net.au/strategy/
“Planning a ‘social’ marketing campaign involves six steps.” Winter 1992. Prevention Newsline. Indiana Prevenetion Resource Center. www.drugs.indiana.edu/publications/iprc/newsline/winter92.html
“The Social Marketing Concept.” January 1992. Novartis Foundation for Sustainable Development. 

http://www.foundation.novartis.com/leprosy/social_marketing.htm
“Success Stories: Click It or Ticket.” Social Marketing Institute.  

http://www.social-marketing.org/success/cs-clickit.html
Instructor Reading:

“A 7 Step Social Marketing Approach”. Presentation to Waste Educate 98 Conference by Les Robinson. Social Change Media. http://www.media.socialchange.net.au/strategy/
“Planning a ‘social’ marketing campaign involves six steps.” Winter 1992. Prevention Newsline. Indiana Prevention Resource Center. www.drugs.indiana.edu/publications/iprc/newsline/winter92.html
“The Social Marketing Concept.” January 1992. Novartis Foundation for Sustainable Development. 

http://www.foundation.novartis.com/leprosy/social_marketing.htm
“Success Stories: Click It or Ticket.” Social Marketing Institute.

http://www.social-marketing.org/success/cs-clickit.html

General Requirements:

Marketing risk management strategies and actions is in effect social marketing. The instructor will first define the concept of social marketing and define a seven step social marketing approach followed by a discussion of the research and knowledge requirements for developing an effective social marketing strategy.  The instructor will lead discussions of the best media components and the production and dissemination of marketing materials.
Power point slides are provided for the instructor’s use, if so desired.

Handout 26 – 1 Success Stories – Click it or Ticket

It is recommended that the modified experiential learning cycle be completed for objectives 26.1 – 26.4 at the end of the session.

Objective 26.1: Discuss How and Why Marketing Strategies are Developed

Requirements:

Define the concept of social marketing and discuss seven step social marketing approach.

Remarks: 

I. A Novartis Foundation paper entitled, “The Social Marketing Concept,” states, “Its originators define social marketing as ‘the design, implementation and control of programs aimed at increasing the acceptability of a social idea or practice in one or more groups of target adopters’. Introduced by Philip Kotler and Gerald Zaltman in 1971, this concept combines traditional approaches to social change with commercial marketing and advertising techniques.” (Power Pont Slide 26-1)
II. The article continues, “To this end, social marketing makes use of methods from the commercial sector: setting measurable objectives, doing market research, developing products and services that correspond to genuine needs, creating demand for them through advertising, and finally marketing through a network of outlets at prices that make it possible to achieve the sales objectives. 

III. “The difference between commercial and social marketing thus lies not in the methods they use but in their content and objectives:

A.
“Social marketing is a somewhat more complex concept, however, and sometimes also less effective than its commercial counterpart, since it aims to influence people's ideas and behavior (for example, to make them give up smoking). Moreover, marketing social products with a tangible base is even more complex, as demand has to be created for the idea or product concept, such as family planning, as well as for the tools or product itself, such as condoms. 

B.
“Commercial marketing, in contrast, simply tries to steer existing patterns of thought and behavior in a certain direction-convincing consumers that a certain brand of toothpaste is superior, for instance, rather than that it is important to brush the teeth regularly.” (Novartis 1992)

IV. Les Robinson’s paper entitled, “A 7 Step Social Marketing Approach” identifies the following seven elements of a social marketing campaign: (Power Point Slide 26-2)
A. Knowledge 

1. “Knowledge/awareness: An obvious first step is that people must know there is a problem; know there is a practical, viable solution or alternative. 

2. “This is important. People are practical - they will always demand clear, simple, feasible road maps before they start a journey to a strange place. And identify the personal costs of inaction and the benefits of action in concrete terms people can relate to (i.e. they 'own' the problem). An awareness campaign aims to harness people's judgment. 

B. Desire
1.
“Desire: imagining yourself in a different future: Change involves imagination. People need to be able to visualize a different, desirable, future for themselves. 

2.
“This is different to being able to recognize rational benefits. Desire is an emotion, not a kind of knowledge. Advertising agencies understand this well - they stimulate raw emotions like lust, fear, envy and greed in order to create desire. However, desire can also be created by evoking a future life which is more satisfying, healthy, attractive and safe. 
C. Skills 
1.
“Skills: knowing what to do: Being able to easily visualize the steps required to reach the goal. 

2.
“This is not about emotion - it is purely rational (it is what we have rationality for). People learn skills best by seeing someone else do them. The best way to do this is to break the actions down into simple steps and use illustrations to make visualization easy. It's amazing how many social marketing campaigns forget this element. 

D. Optimism 
1.
“Optimism (or confidence): The belief that success is probable or inevitable. Strong political or community leadership is probably an important ingredient of optimism. 

2.
“I can't over-emphasize optimism. EPA research showed about 14% of the population are disabled from environmental action by their sense of isolation and powerlessness. If government and business are not leading by example, who can blame people for sensing their individual efforts may be futile? 

E. Facilitation 
1.
“Facilitation: having outside support: People are busy with limited resources and few choices. They may need accessible services, infrastructure and support networks that overcome practical obstacles to carrying out the action. 

2.
If personal behavior change is blocked by real-world obstacles (and it usually is) then all the communications on earth will be ineffective. The role of an 'education' strategy might therefore need to be expanded to involve the establishment of new services and infrastructure. This is why recycling has been successful - we now have simple, quick, low-cost collection services which make recycling easy.

F. Stimulation 
1.
“Stimulation:  having a kick-start: We are creatures of routine. Even with all the knowledge, desire, good will and services in the world, there is still the inertia of habit to overcome. Consciousness is the tool human beings use to overcome habit, but we are unconscious most of the time. How can social marketers create moments which reach into our lives and compel us into wakefulness?  

2.
“When I think of the moments which have compelled me to act, they are of two kinds - either threatening (direct and personal, like an airport being proposed in the next suburb; or a threat to my world-view like a terrible famine in Sudan); or inspirational. 

3.
“The inspirational has always happened in a collective context - a kind of inspirational mass conversion which is based on our human social instincts (like the mass meeting where we make a personal commitment or give an extra large donation). So the stimulation could be an imminent threat (like a cost increase), a special offer or competition (based on self-interest), or, better still, some communally shared event that galvanizes action (e.g. a telethon, a public meeting, a festival). 
G. Feedback and Reinforcement 
1.
“Feedback and reinforcement: A host of voices, situations and institutions daily compel us to act in undesirable, unhealthy and anti-social ways. 

2.
“These forces don't disappear just because we've run a campaign. Effective social marketing is about continuous recruitment and reinforcement of messages - with regular communications that report back to people on the success of their efforts and the next steps that are expected of them. 

3.
“Many NGOs (CAA, Amnesty, Greenpeace etc) have [learned] this lesson and devote considerable resources to continuously feeding success stories and updates to their contributors, as well as new calls for support and action. We need to learn the same lesson and devote resources to celebrating people's.” 


Supplemental Considerations:
The Winter 1992 edition of the “Prevention Newsline” produced by the Indiana Prevention 

Resource Center included an article entitled, “Planning a “social” marketing campaign 

includes six steps.”  The six steps for planning alcohol and other drug communications 

programs noted in the article are presented below:

STAGE 1: PLANNING AND SELECTING STRATEGY 
This stage provides the foundation for the entire social marketing process. An assessment of the problem, the target audience and the available resources is conducted before moving ahead. During this planning process, the target audience should become increasingly segmented. This segmentation will aid in the development of appropriate messages. Goals and objectives for the program will be developed at this time. These will shape the program as planners progress through the stages. 

STAGE 2: SELECTING CHANNELS AND MATERIALS 

Channels are how the message will be delivered, whether it be face-to-face, group, mass media, community activities or a combination of channels. The more channels selected, the more the target audience will be exposed to the message. Determining the channel prior to producing materials is important because different materials work in different channels. 

Material selection involves using what you have learned about your target audience to your advantage. Time and money can be saved by selecting materials that are specific to the audience you are trying to reach. You would no more use coloring sheets for adults than you would use a 10-page booklet filled with technical terms for second graders. 

When selecting materials, choose things that can be reproduced within your budget in the needed quantity. A booklet with four-color photographs might be terrific, but can you get out the same message using two-color drawings? 

Not all materials have to be developed from scratch; many free materials are available to communities from a variety of organizations. 

STAGE 3: DEVELOPING MATERIALS AND PRETESTING 

Begin by developing a draft of materials, then pretest them with your target audience. Determine if materials get the intended results, or revise them accordingly. This process should be repeated until all involved are satisfied with the end product. 

It is important to determine the number of times materials will be pre tested before being produced as final products, because pre testing does add time to the project and does require some expenses. It can, however, save money in the long run, helping avoid the pitfalls of programs that spend their entire materials budget on one great idea and produce materials, only to find that the target audience does not understand the point of the materials. 

STAGE 4: IMPLEMENTING THE PROGRAM 

All materials for the communication program should be ready and available in sufficient quantities before the start of the program. A method for tracking and evaluating the program should be in place before the kick-off. 

The tracking method will allow you not only to see where your program is succeeding, but allow you to identify areas where changes are needed. The most successful programs are always being updated with current information about the program and about the target audience. 

The appropriate evaluation type to use is process evaluation, which requires looking at the steps involved with the program, such as the number of times a public-service announcement is aired, the use of clipping services or an inventory of the materials on hand. 

It is during the implementation stage that the use of intermediaries is effective. Intermediaries are those people who have contact with and influence on your target audience, and can serve as spokespersons for your program. The best intermediary will change with each program and target audience, but intermediaries are generally from outside your agency. If intermediaries' views are so different from that of the program developer that despite their standing with the target group, they will be detrimental to the goals of the program, they probably should not be used. 

STAGE 5: ASSESSING EFFECTIVENESS 

Assessment of the effectiveness of the program in this stage goes beyond the process evaluation of the previous stage. Here, how the program is affecting beliefs, attitudes and/or behaviors of the target audience is measured. It is important to note that evaluation of the program should be conceived during the initial stage, although not conducted until this stage. The type of evaluation conducted at this stage will depend upon several factors, including: money, time, policies regarding the ability to gather information, the level of support for evaluation and the overall design of the program. 

Four types of evaluation generally are used in health communications: formative, process, outcome and impact. 

FORMATIVE EVALUATION includes pre testing of materials and is designed to test the strengths and weaknesses of a program before it is ready for implementation. It is used in stages one through three. 

PROCESS EVALUATION basically reviews the tasks of implementing the program. 

OUTCOME EVALUATION is used to gather descriptive information. It gathers information about knowledge and attitude changes, expressed intentions of the target audience and the initiation of policy changes. 

IMPACT EVALUATION, which is the most comprehensive of the four types of evaluation, focuses on the long-term outcomes of the program. It measures such things as changes in morbidity and mortality, long-term maintenance of behavior change and changes in absenteeism from work or school. Impact evaluations are seldom done for communication programs because of such factors as their cost and/or the time it takes to conduct them. Impact evaluation most often is used in a multi-faceted health-education program that includes awareness, education, training and communication programs. 

STAGE 6: REFINING THROUGH FEEDBACK 

If the program is to be continued, revisions of the program should be undertaken. If this is the end of the program, documentation of what was learned should be made so as to assist others who may undertake a similar project in the future. Whether the program continues or ends, an evaluation report should be prepared. The report may be formal and contain charts, graphs and materials samples, or it may be as simple as a letter to the board or peers in similar situations. The report can be used to secure funding to continue the program, assist others conducting similar activities, or help document that you have the ability to conduct programs. 

Source: “Planning a ‘social’ marketing campaign involves six steps.” Winter 1992. Prevention 

Newsline. Indiana Prevention Resource Center. 

www.drugs.indiana.edu/publications/iprc/newsline/winter92.html

Objective 26.2: Describe the Research Needed in the Areas of Public Awareness and Knowledge

Requirements:

Provide an overview of the research needed into public awareness and knowledge for crafting a social marketing campaign.  Facilitate discussions with students about these mechanisms.

Remarks:

I. From “The Social Marketing Concept” prepared by the Novartis Foundation for Sustainable Development: “Social marketing aims to ‘reach’ one or a number of target groups in order to initiate and effect changes in their ideas and behavior. (Power Point Slide 26-3) 

II. “The starting point of social marketing, therefore, is getting to know the target audience thoroughly through market research: its social and demographic makeup (economic status, education, age structure, and so on), its psychological features (attitudes, motivations, values, behavioral patterns) and its needs.

III. “Market research is crucial not only in the planning phase of the program but also during its implementation, as social marketers have to be aware of and responsive to the target groups’ changing needs.”

IV. The Winter 1992 edition of the “Prevention Newsline” produced by the Indiana Prevention Resource Center (PRC) included an article entitled, “Planning a Social Marketing Campaign” that identifies “what information is needed to achieve your objectives and determine how it can be collected: (Power Point Slide 26-4).
A.
Determine the specific information you need.  For instance, if your goal is to find out if your after-school program is best serving elementary-school students in your community who are at risk for alcohol and drug use, you may need several kinds of information, such as: Where are the students who aren't in your program currently going after school? Are their parents interested in after-school programming for their children? How could you reach those parents? What kinds of messages should you be sending teachers and school administrators? The answers you give to these questions will dictate the kind of information you need to seek. 

B.
Look for previously collected, or secondary, information that will meet your needs. Secondary information -- whether you find your organization already has it or you have to search for it externally -- could include government publications such as census and statistical reports, or periodicals and books relevant to your topic. The advantage of secondary information is its ability to provide information you could not collect on your own because time, technique or expense would make collecting the information a prohibitive task for you. 

C.
Plan to collect any additional, or primary, information you need, using a single technique or a combination of techniques, including: 

1.
Observation. To use this research technique, identify the people, actions and situations that are germane to your task and observe them. That may mean observing the flow of traffic through the neighborhoods where you plan to post billboards, counting the number of fliers picked up by students who visit your booth at a school health fair, or listening to the laughter or groans of an audience gathered to watch a videotape. Keep in mind that while observation can be relatively quick and easy, it does not lend itself to all situations. Some things, like attitudes or long-term response, can't be observed. Realize, too, that the presence of an observer can affect the behavior of people being observed. 

2.
Mail, telephone or in-person surveys. These can be structured mail surveys that pose formal lists of questions or unstructured personal surveys that probe for issues related to the research topic. Whatever form they take, surveys are familiar to us all; they're the most frequently employed means of gathering research information. Check the PRC library or your local public or college library for the many books that can help you assess such issues as the cost of different types of surveys or the merits of using one type of question over another. 

3.
Focus groups. These are small gatherings of people who meet with a trained moderator to share what they think about program themes, messages and products. 

D. Present your plan to others for evaluation. Discussing your proposed plan with others certainly will increase the chance that you won't waste time and/or money on collecting information that turns out to be inappropriate. 

V.
The Handout 26 – 1 for this session, prepared by the Social Marketing Institute, is a Case Study of the “Click It or Ticket” campaign in North Carolina.  

A.
This success story clearly illustrates the research requirements and tasks involved in designing, implementing and tracking a social marketing campaign.

B.
Discuss the case study with the students.  Possible discussion points include: 

1.
“How does the ‘Click It or Ticket’ campaign match Les Robinson’s ‘Seven Step Social Marketing Approach’ from objective 26.1?”

2.
“Were the steps laid out in the ‘Planning a Social Marketing Campaign’ followed in the ‘Click It or Ticket’ campaign?”

3.
“What research related activities were employed in the ‘Click It or Ticket’ campaign?”


Supplemental Considerations:
N/A


Objective 26.3: Discuss the Best Media Components for a Social Marketing Campaign

Requirements:

Conduct a student interaction to identify potential media components for a social marketing campaign.  The instructor will then lead a discussion of how to identify appropriate media components for marketing risk management strategies and actions.

Remarks:

I. Ask students to identify potential media components for a social marketing campaign such as: (Power Point Slide 26-5)

A.
Television

B.
Radio

C.
Newspapers (Daily and weekly)

D.
News Magazines

E.
Popular magazines

F.
Internet

G.
Direct marketing (mail and phone)

H.
Public appearances

I.
Public rallies

J.
Films

II. From “The Social Marketing Concept” prepared by the Novartis Foundation for Sustainable Development: “Mass media are undoubtedly the most important "vehicles" for creating awareness of social products as well as for distributing non-tangible products. But their effectiveness varies greatly. 

III. “In urban areas, depending on the target group, television, cinema, and radio (with due attention to the right broadcasting time) as well as magazines, newspapers, posters, and other print media can be effective. In rural areas, often only radio plus traditional "media" such as folk theater, puppet shows, and song and dance performances are appropriate. (Note that, while this may have been true in 1992, more prevalent use of transmission methods like satellite television have made mass media more ‘available’ to all areas.)  Ask the Students, “What do you feel would be the most effective methods of broadcasting a social marketing message to the university community?  What would be the best method in the community where you grew up?” 

IV. “As a rule, the communication channels selected should be ones the target audience comes into contact with on a regular basis as well as perceived as being credible, since familiarity with a medium and with the performers makes it easier to get the message accepted. 

V. “Projects that use media with entertainment value (movies, soap operas, radio plays, music, theatre, comics, and so on) are particularly successful. Members of the target group can identify with the heroine or hero or a well-known idol, and this has a motivating effect in the desired direction of change.  Ask the Students, “Can you think of any recent social marketing campaigns that have used well know celebrities or ‘respected’ officials?  Do you feel that each of these campaigns was made more credible or more effective because of this spokesperson?”

VI. “Since the impact of mass media is only fleeting, however, the message has to be periodically repeated to make it stick. After a while, though, posters or spots become monotonous, and the target groups may no longer even notice the message. It is therefore essential to change the "advertising" campaign from time to time. 

VII. “Notwithstanding the great importance and obvious success of mass media in social marketing, interpersonal contacts and the services associated with them remain indispensable. Mass media can arouse interest, but personal consultation, motivation by promoters, or a doctor's concern make all the difference between merely knowing about something, having a positive attitude toward it, and actually adopting the new behavior. Personal communication reinforces every other channel, and it takes on primary importance wherever modern mass media fail to penetrate or are underused.

VIII. “It is essential that the target groups should feel they are being personally addressed and taken seriously, with due respect to their human dignity and their private sphere. Hence great importance is attached to the selection of promoters, multipliers, and advisors (with regard to personality, ability to empathize, social esteem, age and sex, and so on) as well as to their training. As in the commercial world, in social marketing too the "the customer is king.

IX. “The way information is imparted must correspond to a target group's special needs and preferences as well as to the "product." Informal and interpersonal counseling and the provision of information in clear, uncomplicated language may be indicated for selected target groups such as patients. Professional audiences, on the other hand, may require formal presentations, seminars, workshops, courses, technical literature, or regular consultation services through specialists.”


Supplemental Considerations:
N/A


Objective 26.4: Discuss the Production and Dissemination of Marketing Materials
Requirements:

The Instructor leads a discussion of the production and dissemination of marketing materials.

Remarks:

I. The research conducted into identifying the attitudes and knowledge of the target audience and what media components to use to deliver your message serve as the basis for the production and dissemination of marketing materials.

II. The research drives the development of the central message of the marketing campaign and the conception and design of the written and visual messages, logos and other communications materials.  The research will also be used to develop background materials for the marketing campaign.

III. The campaign message and logo should appear in all media components disseminated to the target audience including: (Power Point Slide 26-6)

A.
Television ads

B.
Radio ads

C.
Print ads

D.
Press releases and statements

E.
Website

F.
Direct marketing materials

IV. The research will also identify what media components are best suited to reach your target audience.  For example, if you want to reach young teens you may consider television advertising on MTV.  Television, radio and print advertising opportunities can be targeted very specifically by age, gender, education and other demographic criteria.

V. The example of FEMA’s “Cover America II” campaign presented in the following Supplemental Considerations section provides a good example of the elements of a social marketing and disaster management marketing campaign and the types of products and media components used to disseminate campaign materials.


Supplemental Considerations:

Presented below is information from the FEMA Website describing the “Cover America II” campaign sponsored by FEMA’s Federal Insurance Administration to market the National Flood Insurance Program (NFIP).  This material can be found by accessing the FEMA website at: http://www.fema.gov/nfip/coverii.shtm.

Please note that because this website was originally posted in 2001, it often refers to actions or events that will occur in the future, which in actuality has already passed.
Cover America II - The New Brand
To increase awareness, improve attitudes and increase flood insurance sales, we have established a brand for the NFIP. It builds on the yellow diamond street sign, which we see everyday, used to warn drivers of upcoming dangers and to change their behavior as a result of the potential danger. Our new brand couples this sign with the message: "Be Flood Alert." To the right of the sign are the words: "National Flood Insurance Program."

This brand serves as the foundation for all components of the campaign, including advertising, co-op advertising, and public relations, and gives us the opportunity to talk about all aspects of the NFIP, from mitigation to flood insurance.

We have made the new logo available to our NFIP partners to use on their own NFIP and flood insurance materials. If you are interested in using the new logo on your materials, make sure you follow these graphic standards and rules for use.

Cover America II Advertising
Advertising efforts included commercials on national television; print ads targeting consumers, insurance agents, and lenders; and trademark listings in Yellow Pages directories. 

Over the past year, since the Cover America II campaign was launched, the new television spots have been on programs such as "The Macy's Thanksgiving Day Parade," "Who Wants to be a Millionaire?," "American Music Awards," NFC pre-game show and game, the season finale of "Spin City," and the finale of "Survivor." Throughout Fiscal Year 2000, more than 2,800 30-second commercials aired on national cable stations and network news programs, and the 15-second commercial, used only for the special events, aired 13 times.

New consumer print ads joined the television advertising in January 2000 and new ads targeting insurance agents and lenders were added later in the year. During Fy00, new NFIP print ads appeared in 25 consumer magazines, 9 insurance agent magazines, and 7 lender magazines. Additionally, the NFIP logo and toll free number were listed in 417 Yellow Pages directories in 109 markets, reaching a population of nearly 127 million. The NFIP listing was also added to the BigYellow Internet directory. 

Another component of the advertising effort focuses on direct mail. Two direct mail efforts are being planned, one targeting consumers, the other targeting insurance agents. Additionally, a test of radio advertising is being planned to determine how effective radio advertising is in increasing awareness. 

Cover America II Co-op Advertising Program
We are happy to announce that the NFIP Co-op Advertising Program is now open. This program gives insurance agents and companies the opportunity to share advertising costs with the NFIP for approved flood insurance ads targeting consumers.

The re-opening of the program was delayed as we worked to restructure the program to better target and manage the limited funds available through November. The changes are designed to:

· Make better use of the funds 

· Make funds available to more insurance agents and Write Your Own (WYO) companies (allows participating property and casualty insurance companies to write and service the Standard Flood Insurance Policy in their own names.  See http://www.fema.gov/nfip/wyo.shtm for more info on WYO companies)

· Ensure that the money is used in states with lower penetration 

· Ensure that no one state gets the majority of the funds available

Cover America II Public Relations
Public Relations efforts, designed to provide more detailed information about flood insurance and the NFIP, are being developed. A television media tour is being planned for February to target areas at risk for Spring Floods. A second tour is being planned for May/June for hurricane-prone areas.

In addition to tours, such as that mentioned above, and articles for consumers, insurance agents, and lenders, we are currently working on two major public relations efforts, described below.

Flood awareness radio series, which is titled "The ‘Be Flood Alert’ News Minute." Through this project, we will produce about 70 radio Public Service Announcements (PSA). The 60-second PSAs will be narrated by the same person, and feature different experts. These PSAs were released for the first time in July 2000 to stations in hurricane-prone states, then again in November to states on the west and northeastern coasts.

Topics covered in this series include: 

· General information about the NFIP

· Information about what to do before, during and after a flood or hurricane

· Building and rebuilding to reduce future flood damage

· The causes of flooding and how changing weather patterns are increasing the number of floods

· Why people should buy flood insurance

· Why it is important to keep flood insurance

Some of the spots have been translated into Spanish. And soon, you will be able to hear samples of the radio series on the NFIP website.

Television Public Service Announcements featuring television weatherman Al Roker, were distributed to television stations across the country in June 2000. The PSA highlights information about ways to protect against, prevent and prepare for flood disasters.

Articles for Consumers, called mat stories, are written and distributed to newspapers across the country throughout the year. These articles provide tips about floods, flood insurance, and flood prevention. The following are stories available on the FEMA website:

· Melting Snow, Spring Showers Bring More Than Flowers, distributed February 2002 
· Double-Check Your Home's Protection, distributed November 2001 

· Severe Storms, Floods Common This Time of Year, distributed August 2001 

· Prepare Now for Flooding, distributed May 2001 

· Water, Water Everywhere: Test Your Flood IQ, distributed March 2000 

· Protecting Your Family And Property From Hurricanes, distributed July 1999 

· What Your Community Can Do To Minimize Flood Losses, distributed February 1999 

· Understanding Your Insurance: Are You Protected From Disaster?, distributed November 1998 

· Facts You Should Know About Hurricanes, distributed June 1998 

· Then and Now: Protecting People From Flood Damage, distributed February 1998 

· El Nino Effect Can Lead to Increased Flooding This Year, distributed November 1997 

· Hurricanes Cause Devastation Far From Coastal Area, distributed July 1997 

· Common Myths About Federal Disaster Assistance: Know The Facts, distributed April 1997
Satellite Media Tours, through which the Federal Insurance Administrator is able to give live or recorded interviews to television stations anywhere in the country, are conducted a couple times a year. At the end of May, Federal Insurance Administrator, Jo Ann Howard, was featured in a satellite and radio media tour to discuss the 2000 Hurricane Season. At the end of August, there were 340 confirmed television broadcasts of the interview-including broadcasts on The Weather Channel--and 824 confirmed radio broadcasts.
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