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« READYColorado is a public awareness campaign to

— Raise awareness about the importance of disaster
preparedness and

— Increase action toward disaster preparedness among all
Coloradans.

e READYColorado reaches out to individuals, families,

neighborhoods and businesses to provide them with
the tools and information they need to respond to
and recover from any disaster.
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READYcolorado  Research Project

Phase 1 (2009)

» Collect baseline readiness data among 651 Colorado
households via a RDD phone survey

» ldentify target audiences

Phase 2 (2010)

» Explore ways to mitigate barriers and increase awareness,
planning and participation among target audiences
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READYcolorado  Phase 1: Baseline Data

 The Readiness Quotient (RQ) Index was used to assess
Colorado’s emergency preparedness knowledge
& behavior.

e The RQ Index uses a scale from 0 to 10 to create an RQ
Score based on responses to ten questions

 The RQ Index was developed by the Council for
Excellence in Government.
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Translating research into action

Colorado’s RQ =3.73

7% of Coloradans had taken no steps toward preparedness & had no
knowledge of preparedness messaging or resources.

15% of Coloradans had only taken one step or were aware of only one
resource/message.

On average, Coloradans have taken two of seven action steps toward
preparedness.

Preparedness varied by age, education, income, employment & having
school-aged children.
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READYColorado  Data Driven Strategic Planning

» READYColorado identified the following target
populations for the 2010 research & campaign
planning:

— Youth

— Seniors

— Faith-based organizations

— People with special needs/disabilities
— Government leaders
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Responded Positively to Each RQ Item

Community has disaster plan
Know Emergency Channel |
Heard Emer. Prep. Messages
Has supply kit |
Has small (portable) kit |
Made communication plans _
Set a meeting place _

Practiced or drilled

Volunteered to help

Taken First Aid [ 44,

0%

For more information visit readycolorado.com ¢ crslic.org
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e ADYC; Phase 2: Exploring Facilitators &

Barriers to Preparedness

Seven Focus Groups with Youth and Seniors

— Three groups were comprised of participants w/ preparedness
training

Charette with Special Needs Advocacy Groups
Charette with Faith-based Organizations

Online Survey of Government Leaders
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READYColorado  Youth Focus Group Findings

* Youth did not have a high level of concern that disasters may affect them
personally. Survivor testimonies may motivate them to prepare.

* They desired more information about how to prepare.

Messages should be as specific and meaningful as possible, and
emphasize the benefits of preparedness, including:
— confidence, peace of mind, control and the opportunity to be a hero.

Messaging should be memorable, humorous & contain an emotional
connection with youth.
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READYColorado  Senior Focus Group Findings

Many seniors have been personally by affected disasters; they are most
concerned about natural disasters and pandemics.

Seniors are motivated to prepare for disasters to feel secure, self-
sufficient and not burdensome to others.

Promote preparedness as a way to contribute to one’s community.
Make disaster messaging as specific and meaningful as possible.

Educate seniors on the probability of a disaster occurring using statistics,
humor and frequently repeated messaging in senior-friendly formats.
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READY Colorado Charette with Special Needs

Advocacy Groups

* Preparedness planning can be very overwhelming for these individuals
and their loved ones. Each day can be a challenge.

* Many people have limited financial resources, making it difficult for them
to have extra food, water and supplies available.

* People with disabilities should connect with their neighbors as caregivers
and family members may not be able to reach them during a disaster.

* First responders should be trained on how to assist people with
disabilities, including their adaptive technologies and service animals.
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READYColorado  Online Survey of Government Leaders

* A statewide survey with 158 government leaders included elected
officials, county administrators, city /emergency managers, law
enforcement and public safety.

e Leaders were most concerned about natural disasters.

* While citizen preparedness outreach is a priority, it may not be their
highest priority.

* 72% of leaders were aware of disaster preparedness and participation
activities in their community.

* Nearly 64% of leaders promote information about training opportunities
and disaster preparedness messaging.

Make a Plan. Make a Difference.

JYColorado

| S A .
READYColorado  Charette with Inter-Faith Leaders

Clergy are willing to share preparedness resources and offer trainings with
their congregants and community members.

* They are willing to open their place of worship to provide physical shelter
& spiritual support to the community during disasters.

Clergy are interested in collaborating with civil leaders to develop
pathways linking neighborhoods to places of worship during disasters.

Preparedness messaging should emphasize service to others and be
mission oriented.
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READYCo Conclusions

» It is important to identify the populations where more preparedness
education and resources should be targeted.

» Conducting research helped to raise awareness about READYColorado and
the importance of disaster preparedness.

» The research offered us insight in identifying the types of messages that
resonated with target audiences and the tools and resources they need to
better prepare for disasters.
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