Strategies for More
Effective Flood
Outreach




What kind of flood
outreach projects do
you do? Why?

WHY OUTREACH?



Why?

Reduce Risk. Repeatedly engaging residents around risk helps
them make more informed decisions about safety + property.

Engagement. Continuous communication with residents
engenders trust and encourages dialogue.

CRS. Receiving credit for 300 Series Activities.

WHY OUTREACH?



CRS Outreach
Activities

300 Series Activites have
relatively high
participation overall, but
communities aren’t
receiving maximum
points.

CRS 300 SERIES

300 Public Information
Activities

310 Elevation Certificates

320 Map Information
Services

330 Outreach Projects

340 Hazard Disclosure

350 Flood Protection
Information

360 Flood Protection
Assistance

370 Flood Insurance
Promotion

Maximum Points
Possible

116

90

350

80

125

110

110

Average Points
Earned

38

/3

87

14

38

95

39

% of Communities
Credited

96%

85%

93%

84%

87%

41%

4%

CRS COORDINATOR’S MANUAL (2017)



Sometimes you want
to start from scratch.

OVERVIEW

Community-specific objectives. Template outreach
materials make assumptions about audience and
message that might not be quite aligned.

Brand recognition. Local governments have a leg up
In building trust. Using clear graphic language across
materials can help you tap into your social capital.
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Questions to ask

When ygu’re Audience. Who am | trying to reach?

. Messaging. What am | trying to say?
developlng a Graphics. Beyond words, how else am | communicating?
govern ment Channels. Where am | reaching my residents?

Evaluation. How do | know If it worked?

marketing campaign

OVERVIEW



Take a moment tO CRS Priority Audiences
define your audience.

Floodplain residents & businesses.

e \Who are they?
e \What do you want them to do?

* Where can you find them? Residents of areas protected by a levee or
* What language do they speak? subject to flooding in the case of dam failure.

e What are their needs + motivations?
e What drives them to act?

Repetitive Loss Area Residents.

Residents of areas subject to a special
flood-related hazard.

DEFINING YOUR AUDIENCE



“A primary goal of the site is to/m
connect eligible low- and
middle-income homeowners with
engineers in select coastal

communities to provide resilienm
audits so that they can make
informed decisions about reducing

their risk to future floods that will
also help to lower their flood

insurance rates.” m

CASE STUDY FLOODHELPNY.ORG



CASE STUDY IDEO FOR FLOODHELPNY.ORG (2016)



Craft effective MessSages Simplify to Amplify. Your audience will have an easier
with clear calls to action. time remembering shorter messages.

Activity 330 credits messages that
either clearly state what the audience
should do or that provide some

basic information with a note on where
to get more information.

Communicate in the right language. Consider both
cultural differences and terminology when crafting
your message.

Experiment. Your messaging doesn’t have to be fixed.
Try words on for size, and then adapt.

MESSAGING



CASE STUDY PLAINLANGUAGE . GOV



Clear graphic design
can increase
engagement.

Fewer graphics for greater impact.
You don’t need a lot of imagery to
make a powerful point.

Contrast & hierarchy. Differentiating
sections of text can make your
message more accessible to readers.

Be deliberate about graphic
language. How do you want your
outreach project to be perceived? Is
it neighborly/conversational?
Official? Urgent?

GRAPHIC DESIGN



Clear graphic design
can increase
engagement. highlight

Fewer graphics for greater impact.
You don’t need a lot of imagery to minimal img.
make a powerful point.

Contrast & hierarchy. Differentiating
sections of text can make your
message more accessible to readers.

Be deliberate about graphic
language. How do you want your

outreach project to be perceived? Is :
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GRAPHIC DESIGN



CASE STUDIES AGENTS.FEMA.GOV
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CASE STUDIES AGENTS.FEMA.GOV
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Why choose one

channel over another?

CHANNEL CHOICES

Direct Mail

Phone

Signage

Events

Digital

Can be v. targeted
Strong impact

Direct contact

Low cost
Long lasting

Direct contact
Community building

Agile
Low cost

X

Infrequent

Time consuming/creepy
Low answer rates

Passive
Not measurable

Possibly costly
Not targeted

Difficult to maintain
Populations excluded



If you’re not already, dip your
toes into digital outreach.

Rapid updates. You can change your messaging quickly and
without high costs on websites or on social media.

Large audience. A 2018 Deloitte study found that smartphone
users check their phones > 52x / day.

Segmentation. Paid ads can allow you to segment your
outreach to specific neighborhoods or demographics.

Equity. Mobile-friendly marketing could help you reach
individuals without fixed addresses.

Metrics. Digital tools exist for tracking how your residents
receive your outreach.

THE CASE FOR DIGITAL



CASE STUDY



clear + friendly structured contact

CASE STUDY

gl mobile
" accessible




EVALUATION



Lastly, some quick
tips to take with you.

Link to your website with mail etc... Cross marketing can give
you greater information exposure.

Set up analysis/evaluation. Web analytics, in-person surveys
etc...can help you calibrate. Ask inquirers how they got to you.

Engage repeatedly. Don’t be afraid to reiterate the same
message multiple times. People forget.

Send things your residents might keep. If you’re directly

mailing or handing out materials to your residents, try to give
them something that they’ll hold onto.

BYE FOR NOW!



Thanks! Susanna Pho

susanna@withforerunner.com

www.withforerunner.com

THANK YOU
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