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Executive Summary

Province of Zeeland (NL), Somerset County Council (UK) and Coastal Division (BE) work together in de
the Interreg IVA 2Seas project Flood Aware. This project aims at raising flood awareness among rural
communities, children and SMEs. All partners set up their own awareness campaigns based on
theories of social marketing and behavioural change. Social marketing aims at change of attitudes
and behaviour and is mainly used to reach societal goals. For social marketing campaigns specific
target audiences are acknowledged and are the centre of attention. Their needs, wants and
perceptions are essential. A mix of the right product, price, place and promotion adjusted to social
marketing principles must evoke a change in behaviour. A social marketing programme, comprising
multiple campaigns, must run for years so the target audience can really incorporate the new

behaviour in their daily routines.

The three partner countries all have their own policies for water management. In the Netherlands
water management is seen as a shared responsibility. Multilayer safety is the leading principle:
prevention, pro-action and crisis management are three links of the same chain. In the UK water
management is set up around catchment areas. Multi-agency approaches to catchment management
can produce a multitude of public and private benefits, including flood risk reduction and improved
biodiversity. Working with the public is essential. In Belgium flood management aimed at prevention
for a long time. Since 2005, municipalities must have flood contingency plans and recently the
provincial government has started to communicate about flood risk. The provincial government

manages the processes.

When developing an awareness campaign, many things have to be taken into consideration. The
attitude towards private flood preparedness depends on perceived risk and self efficacy. As different
people have different interests, attitudes, behaviour, and different perceptions, it is important that
there is a clear understanding of the target audience’s needs, wants, perceptions, and present
patterns. Past campaigns in the Netherlands were not very successful as they were aimed at very
general target audiences using mixed messages. In the UK many flood risk campaigns ran with
changing results. The overall conclusions are: When raising a flood awareness message it is vital to
notify the individuals of the risks whilst also supplying solutions on how best to prepare their homes
and businesses against the risk of flood damage. Using various awareness strategies increases the
impact of a campaign. The use of multiple activities will reach further to the target audience.
Different awareness techniques will be suitable for different demographics and multiple messages

will create more impact as they are reinforced by one another. In Belgium regular communication
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campaigns were set up, however most of these were small-scale initiatives. The campaigns are aimed
at raising public support for the works that will be executed within the scope of the Master Plan
Coastal Safety, and thus are not in the first place aimed at raising awareness. A good communication

strategy has been developed, but it is still insufficiently applied.

Time for a different approach. Based on experiences from the past and on new theoretical
knowledge the three partners developed flood awareness campaigns for special target audiences.
Zeeland aimed at SME’s, Somerset at Rural Communities and the Coastal division at children (12-14

years old).

If we want people to become more self-reliant in case of flooding we need to understand the need of
people to receive information. What we want to accomplish with awareness campaigns is to have
people who are living in flood risk areas on the ‘maintenance’ level. They know it can happen, they
know what this means and they have a plan to deal with it. Based on the pilots and evaluation of
former campaigns in the three areas we can conclude that the most successful campaign is one

based on direct communication and the exchange of information between sender and receiver.

Also we discovered, that there are (too) many variables involved to make one model campaign. So
we can give a framework on which the development of a social marketing programme, comprising
several campaigns to raise awareness and self-efficacy, can be based. This framework comprises of

five steps who need to be taken in account:

= Step 1: identifying the level of awareness;

= Step 2: Finding out the needs of the target group(s);

= Step 3: Finding out the best way of distributing information;
=  Step 4: Starting the campaign

= Step 5 Evaluate and moving on

Page 3



Raising Flood Awareness and Self-Efficacy Table of Content

TABLE OF CONTENT
EXECUTIVE SUMIM@TIY .ttt e e e e e eeeeee et eeeeteeeeeaeaeseaeteseseseaesesaseeeeeeeeaeeeeeaeaeneaeeeean 2
TABLE OF CONTENT ....etittetteteet ettt ettt e st ettt esaeesae e st e st st e eat e et e et e e bt e bt e bt e b e e beenbeesbeesbnesanesanennn e 4
T a oY [V 4T ] o HA TP P VPO PPTRPP 5
[.  Theoretical BaCkgrOUNd........coo i eiiiiiiie e erre e e e e s e e eabte e e e e e e sanbntaeneeeeenas 7
1. Yo Tol =1 W g F= 1 =] 11 = USRSt 7
2. Changing BERAVIOUT......cciciiie ettt et e e et ee e e s ate e e e sabeee e esnbaeeesnseeas 11
3. Flood Risk Management in the Netherlands: A Shared Responsibility.........ccccceecieeiiiiieeenne. 13
4, Flood Risk Management in the United Kingdom .........ccceieviiiiiiiiiiee e 16
5. Flood Risk Management in FIANAErS .......uuveiii ittt e e e ee e e e s 20
6. Ways to Accomplish Self-Protective BENAVIOUT .........ooceviiiiiiii it e e 23
6.1. Increasing risk perception and self-efficacy ......cccccceiieecciiiieei i, 24
6.2. Segmentation and assOCiated MESSAZES ....cccuiiiiiciiereiiiiieeccieeeeeree e erree e ssree e e e sbre e e ssareeeesanes 29
6.3.  INTOrMation SEEKING ..couvieee e e e e e e bte e e e bae e e enaeas 30
II.  Analysis of Existing AWareness CampPaiSNS ......ccoccveeeriiieeeeeiieeeeeieeeeeiteeeessteeessreeeesssseeesssssesesnnens 32
1. NEENEIIANAS .. e s e s s ne e s esareas 32
2. (L TR =T I €T 7= Fo o o ISR 40
3. o oYY =T PP PPR 50
4. Time for a different apProach ... 53
1 PO Y=Y 4T o b= | a1 o £ PP PR 56
1. ZEEIANM ... et st s e s re e s ne e e sareesree reen 56
2. Y] 4 1T =] T TSP PP PP TP 60
3. (o ETaTe 1T TSRO PP UPRURPROPRPPRO 73
IV. Conclusions and FrameEWOrK........coiuiiiiiiiiiiiieeriee sttt sttt et e st e sttt esabeesabeeeaee s 75
1. 60T ol [0 1Y o] o - PR SSS 75
2. Framework for social marketing programme ..........ccocuieiiiiiie e 78
RETEIEINCES ... ettt et e b e bt e bt e b e e s bt e she e sheesae e s atesateeate e bt e beebe eeenteenteen 85

Page 4



Raising Flood Awareness and Self-Efficacy Introduction

Introduction

Zeeland (NL), West-Flanders (BE) and Somerset County (UK) are regions all confronted with the risk
of flooding (either coastal flooding, river flooding or from extensive rainfall). Therefore they bundled
their forces in an Interreg IVA 2Seas project that aims at raising flood awareness with the public in
general and with SME’s, children and rural communities in specific: Flood Aware. The partners
Province of Zeeland, Somerset County Council and the Flemish Agency for Maritime and Coastal
Services - Coastal Division decided to develop effective flood awareness campaigns. At first glance
this does not seem like a new or refreshing idea. Many flood risk campaigns have been developed in
the past, with changing results. But the partners decided not to aim at producing communication
tools such as brochures and websites, as past experience shows that these are always made
specifically for one target audience in one specific country or region. Copying these tools simply is
not effective as the risk of flooding, flood perception and culture differ from country to country, from
region to region and even from city to city.

The partners of the Flood Aware project developed a frame work, a methodology that bridges these
differences, making use of lessons learned and recent scientific research. A frame work that helps
communication professionals in flood prone areas to set up their own campaign and successfully
raise flood awareness, minimising personal and material damage in case of a flood with their own

specific target group.

This frame work is divided into four parts. The first part is a general theoretical look into social
marketing and behavioural change. Helping communication professionals to understand what
motivates people to take in information about flood risk and how they can be moved to take the
proper preparative measures. In addition, part 1 provides an overview of Flood risk management in
the Netherlands, the United Kingdom and Flanders. The second part describes current or recent
flood awareness campaign in the three respective countries. These campaigns are analysed in order
to draw conclusions to be used in the Flood Aware pilots as well as other future flood awareness
campaigns using the theoretic models introduced in Part 1. Part 3 describes the pilot campaigns
executed in the partner regions. Following from the real life experience and the theoretical
background of part one, pilot campaigns were developed to reach SME’s in Zeeland, rural
communities in Somerset and children (10-12 year olds) in Flanders. The fourth and final part

describes the conclusions and the framework.
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2. Changing Behaviour

In Transtheoretical Model of Behaviour Change, behavioural change is considered a process an
individual has to go through that unfolds over time and involves progress through a series of stages,
see figure 1 underneath. Although the period of time an individual stays in a stage may vary, the
conditions to be met prior to move to a next stage are considered similar. To address the target
audience of a campaign, for people in each of the stages of the model, a different communication

strategy should be used.

Precontemplation is the first stage of the model. In this stage, people are not really thinking about
changing behaviour in the foreseeable future, usually measured as the next six months. Individuals in
this stage may be unaware or uninformed of the consequences of their behaviour or may have had a
number of failed attempts at change and are discouraged to try again. Prochaska indicates that the
main trait of someone in the pre-contemplation stage is they show resistance to recognising or
modifying a problem behaviour. For an individual to move out of this stage, one must experience
cognitive dissonance, a negative affective state, in order to acknowledge the problem. Besides this,
communication targeting people in this stage should refer to an alternative to the current behaviour

that might be worthwhile to take into consideration.

FIGURE 3
Stages of Change Model
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In the next stage, contemplation, individuals are aware of the problem and are intending to change
their behaviour within the next six months, but has not committed to such a change yet. In this stage
people weigh the pros and cons of the change, which frequently makes them to remain within this
stage for a long period of time. Communication addressing people in this stage should not only refer
to the alternative for the current behaviour, but also point at the disadvantages of the latter, thus
influencing the balancing of the benefits and the disadvantages of behavioural change. An individual

will move on to the next stage once the perceived benefits of a change outweigh the sacrifices.
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The third stage, preparation, applies to a person that is planning a behavioural change within the
next month. Often a person in this stage has unsuccessfully taken some sort of action to change the
behaviour within the last year. Despite some initial (minor) preparatory changes in their behaviour,
individuals in the preparation stage are not yet ready for effective action. However, they are
intending to take such action in the very near future. Individuals will move to the next stage once
their perceived self-efficacy’ has increased. Information to be provided to make this move should
outline the implementation of the action perspectives. It is the individuals in this stage that should be

recruited for action-oriented programs.

The action stage is defined as the stage in which an individual has made specific, clear modifications
in his or her behaviour within the preceding six months. The behavioural change requires a
significant commitment of time and energy , but its visible efforts receive recognition. Recognition
and confirmation of the benefits of the new behaviour is also what should be communicated in a
campaign addressing people in this stage as well as in the fifth stage of the model, i.e. the
maintenance stage. In the final stage people work to prevent relapse and secure the benefits
resulting from the action. Individuals in the maintenance stage are increasingly confident that they
can sustain the changes made, and gradually will become committed to their changed behaviour

without the intention to return to their earlier behaviour.

In the next chapter we will first look at the recent historic setting of flood risk management and the
related risk communication in the Netherlands, as it explains the need to involve the population in
flood risk management and it partially explains the difficulties the government is facing when trying

to involve the population in flood prevention and risk mitigation.

' The concept of self-efficacy in literature is being used in several ways, in this project it refers to the concept as
described by Albert Bandura, i.e. ‘People avoid activities that they believe exceed their coping capabilities, but
they undertake and perform assuredly those they judge themselves capable of managing’(1982: 123).
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3. Flood Risk Management in the Netherlands: A Shared
Responsibility

‘This never again’ was the overall response in the Netherlands after the 1953 storm surge flood that
caused a total of 1,835 casualties. The majority in the province of Zeeland, but many as well in the
provinces of South-Holland and North-Brabant; thousands more were injured. More than 150,000
hectares of land were flooded, and more than 72,000 people were evacuated. In addition, over
33,000 livestock drowned and more than 47,000 buildings were damaged or destroyed, resulting in
an enormous economic damage on top of the human casualties. The economic damage caused by
the flood is estimated at approximately € 700 million. Although the authorities, as well as the
population, referred to supremacy of divine and natural powers concerning the 1953 (and earlier)
flood disaster, guided by the deeply held conviction that this type of disaster should never happen
again, the central government took command in the fight against water. As such, the disaster served

as the turning point in Dutch flood risk management.

The construction of the Delta Works were started as part of the Delta Project that was aiming at
guaranteed safety as it had to ensure that the risk for a flood became negligible. The project resulted
in a nationwide strengthening of the coastal flood defences to comply with flood protection levels for
the hinterland that are now regulated in national legislation and that vary between 1:4,000 year
floods for the northern coastal provinces and the coastal zone of the South-West Delta, to 1:10,000
year floods for the coastal zones of the provinces of North-Holland and South Holland. This indicates
a likelihood (or chance) of flooding occurring in any one year can be expressed as a probability or an
annual chance. For the South-West Delta, this means a 0.025% annual probability of flooding, or a 1

in 4,000 chance of flooding at a location in any year.
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FIGURE 2
Dike ring areas in the Netherlands and safety standards
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From the late 1960’s onwards, Dutch citizens were convinced that the solution chosen by their
government was accurate. Massive waterworks based on very stringent safety norms would control
any future flooding risk. Uncertainties, if any, were overcome by an infinitive trust in technology and
engineering. The risks remained however, although confidence in the flood defence systems and

technology had decreased the awareness.

Climate change, combined with the growing population density and growing value of the national
economy, puts water safety risks back on the agenda of water experts during the 1990’s, as the risk’
of potential flooding events increases. The flooding of the river Meuse in 1993 and 1995 in the
province of Limburg made clear that flooding, despite all technological and infrastructural preventive
measures still was a realistic threat. This, and the floods caused by hurricane Katrina in Louisiana (US)
in 2005 resulted in a changing approach of the Dutch government in its water safety policy at the

start of the 21* century.

? Flood risk is the product of the likelihood or chance of flooding, multiplied by the consequences or impacts of
flooding, i.e. flood risk will increase by a raise of the probability and/or an increase of the consequences.
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The new approach was termed "multi-layer safety". The safety policy adopted by the Ministry of
Justice and Security ties in with this. The State hereby stipulates that the government are not
exclusively responsible for preparations for emergency situations. Safety is a shared responsibility. In
the event of an emergency, residents must in any event be able to survive independently for 72
hours, without outside assistance. This will demand preparations and initiative among the residents.

Government agencies actively provide information to support the residents in this.

The new policy included that flood risks and preventive measures had to be communicated clearly to
the public, and that participation of the public in an early stage would be most effective. Aim of this
policy revision is to increase water awareness and let water safety to become a shared responsibility
of the government and the society. With government risk communications having emphasised the
strength of the Dutch flood defences during the previous decades, the Dutch population, from the
late 1990’s onwards, has to be become involved in flood risk management. Although the control of
flood risks remained the starting point of the new approach, the focus shifted from controllability in
the prevention phase to controllability of the disaster phase: a flood and its consequences. Flood risk
management has to become a shared responsibility of the government and the population. This once
again was underlined by Queen’s Commissioner for Zeeland, Mrs. K. Peijs in her speech for the 60"
commemoration of the 1953 flood:

‘We have become aware that the effects of climate change, such as increasing rainfall and the rise of
the sea level, demand new defence strategies. We are heightening and strengthening our dikes, but
we also need to prepare authorities, emergency services and our communities for the possibility that

a flood may occur again in the future’.
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4. Flood Risk Management in the United Kingdom

In the United Kingdom flooding is one of the greatest natural hazards faced by communities. The
number of properties and individuals at risk of flooding is increasing due to new development in
flood risk areas and increased run-off from urban sites, a trend that is likely to be exacerbated by
climate change predictions. Central to mitigating flood risk and helping to build resilience to these

events is an understanding of where flooding is most likely to occur.

Flooding is a natural process that provides many benefits in maintaining certain habitats, but severe
floods also may have detrimental impacts on aquatic and riparian habitat. Flooding poses a risk when
people and property occupy areas that are subject to inundation, bank erosion or channel migration.
Risk can most effectively be reduced through comprehensive flood risk management actions that
employ both structural and non-structural approaches to create a safe, effective and sustainable
means for conveying floodwaters and that are consistent with other uses that rely on natural river

processes.

Flooding and channel migration are natural processes. Undeveloped floodplains provide storage for
floodwaters, open space, recreational opportunities and habitat for fish and wildlife. When
development takes place in the floodplain, flooding and channel migration processes present risks to
the development and are in turn affected by the development.

There is clear scientific evidence that global climate change is happening now and therefore cannot

be ignored.

Over the past century, we have experienced sea level rise and increasing winter rain falling in intense
wet spells across the UK. Seasonal rainfall is now highly variable, it seems to have decreased in
summer and increased in winter. Although winter amounts changed little in the last 50 years, some
of the changes might reflect natural variation. However, the broad trends are in line with projections

from climate models.

Greenhouse gas (GHG) levels in the atmosphere are likely to cause higher winter rainfall in future.
Past GHG emissions mean some climate change is very likely in the next 20-30 years. Lower
emissions could reduce the amount of climate change further into the future, but changes are still

projected at least as far ahead as the 2080's.
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We have enough confidence in large scale climate models to say that we must plan for change. There
is more uncertainty at a local scale but modelling results can still help us plan to adapt. For example
we understand rain storms may become more intense, even if we cannot be sure about exactly
where or when. By the 2080’s, the latest UK climate projections (UKCPQ9) are that there could be
around three times as many days in winter with heavy rainfall (defined as more than 25mm in a day).
It is plausible that the amount of rain in extreme storms (with a 1 in 5 annual chance or rarer) could

increase locally by 40%.

In England, it is estimated that one in six properties could suffer flood damage. The impacts or
consequences of flooding depend on both the nature of the flood and on the area affected. In the
worst cases, flooding has the potential to cause loss of life and personal injury. Whatever the severity
of a flood, the results for the people affected can often be complex and far-reaching. Flooding can
also have significant financial implications for individuals, businesses, local communities, regional and

national governments.

The floods in summer 2007 proved that there were significant gaps in the powers held by various
bodies in trying to reduce the risk of flooding. The Flood and Water Management Act 2010 puts in
place those changes recommended by Sir Michael Pitt in the aftermath of those floods allowing for

wider changes to roles and responsibilities of the relevant bodies.

Sir Michael Pitt recommended that Lead Local Flood Authorities (LLFAs) should bring together all
relevant bodies to help manage local flood risks. The important roles played by district councils,
internal drainage boards, highways authorities and water companies are also recognised in the Act
and these bodies, together with the Environment Agency, are identified as risk management

authorities.

Responsibilities

The Department for Environment, Food and Rural Affairs (Defra) has overall national responsibility
for policy on flood and coastal erosion risk management, and provides funding for flood risk
management authorities through grants to the Environment Agency and local authorities. Under the
Flood and Water Management Act 2010 all risk management authorities have a duty to co-operate
with each other and to share data. A key theme of the Pitt Review was for flood risk management
authorities to work in partnership to deliver flood risk management better to the benefit of their

communities.
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The Preliminary Flood Risk Assessment 2010 (PFRA) carried out by Somerset County Council
estimated that approximately 19,000 residential properties are at risk of surface water flooding

during a rainfall event with a 0.5% chance of occurring in any year.

Many of the residents living in those high risk areas are unaware that they are at risk of flooding and

what action to take to reduce the risk of flooding and damages to their properties.

Multi-Agency Approach

Catchment areas do not follow administrative boundaries. Actions taken in one part of a catchment -
whether it be a land-use plan, permitted development, or capital improvement project - can increase
(or reduce) flood risk in other areas. Multi-agency approaches to catchment management can
produce a multitude of public and private benefits, including flood risk reduction and improved

biodiversity.

The Flood Risk Regulations 2009, Regulation 35 and The Flood and Water Management Act 2010
Section 12 both state that the relevant authorities should co-operate. Hence, the ‘Somerset Flood
Risk Management Partnership’ was formed in July 2010; the group which comprise of external
stakeholders representing the specific interests of County Council and meet quarterly. In addition to
the ‘Somerset Flood Risk Management’, Somerset’s Flood Risk Management Team also engages with
the South West Flood Risk Management Group on a quarterly basis to promote best practice. As the
LLFA for Somerset, the County Council has a duty to ‘develop, maintain, apply and monitor’ a Local
Flood Risk Management Strategy. As is not possible to prevent all flooding but Somerset County
Council will work, with its partners, to manage and limit the impacts of local flooding on communities

across the county.

Flooding from local sources cannot be tackled in isolation as multiple sources often combine to
produce a flood event. Over time this will provide a co-ordinated strategy for flooding from all
sources including coastal erosion. This vision is reflected within the Strategy’s guiding principle and

objectives.

Public Engagement
Local knowledge of surface water flood risk is far less advanced than national information on risk of
flooding from rivers and the sea. It is widely recognised that members of the public may have

valuable information to contribute to local flood risk management more generally across Somerset.
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Stakeholder engagement can contribute significant benefits to local flood risk management including
building trust, gaining access to additional local knowledge and increasing the chances of stakeholder

acceptance of options and decisions proposed in future flood risk management plans.
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5. Flood Risk Management in Flanders

Flanders has a coastline of 67 kilometres that stretches across 10 coastal municipalities. Besides
important seaside resorts, it also includes two commercial harbours, 4 marinas and a number of
valuable nature areas. The coastal area is a perfect example of an area where economic possibilities,

recreation and nature go hand in hand.

At the same time, however, the coastal region is also vulnerable because of the flood risk. As proven
by many catastrophic floods in South-East-Asia, Japan, New Orleans, etc. in the last few years, the
sea is the most violent and dangerous force of nature. The Flemish coast as well has been ravaged by

the sea in the past centuries.

One of the most severe and notorious storms at the Flemish coast was the storm that occurred in the
night of 22 January 1394, which is known as the Saint Vincentius night. The entire Flemish coast was
ravaged. Half of the former city of Ostend was lost, and a new part of the city had to be built further
inland. This part became the centre of the current city of Ostend, and the remainder of the old city

was later also lost to the sea.

In the following centuries, many more disastrous storm surges occurred. The heaviest 20th century
storm surge at the Flemish coast happened in the night of 1 February 1953. Around 1.30 am severe
storm waves flooded the Ostend sea dike. Via the shores and quays of the harbour channel and the
docks as well, enormous amounts of sea water streamed into the city. Seven people were taken by
surprise by the storm surge and drowned. In other places too, vast destructions were caused, in
particular at the East Coast. Furthermore, there were two more severe storms with a long return
period, in the second half of the 20th century. The 8 January 1976 storm damaged the entire
coastline and caused flooding in Ostend. The hurricane of 25 January 1990 with wind gusts up to 146

km/h, caused very severe damage to the coastal defence structures.

In the following years strong efforts were made to raise protection against floods. New dikes were
built, existing dikes were renovated and reinforced, storm walls were built and quay walls raised.

Groynes were built or lengthened to counteract the sea washing away the beaches.

From the sixties onward new insights on coastal protection grew. At that time, executing large beach

nourishments as new coastal protection technique became operational. Flanders was one of the
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pioneers in applying that ‘soft’ technique in coastal defence and in building with nature. To date the
technique is the most applied measure in coastal protection around the world. With this technique,
beaches were not only raised and widened along the Flemish coast, but new beaches were made as

well.

The old, ‘hard’ techniques to build sea dikes were abandoned were possible. Those techniques
actually also damaged the sandy coast’s inherent natural dynamics heavily. The motto became: ‘soft
where possible, hard where necessary’. From the nineties onward the principles of integrated coastal
zone management were also consistently administered in all sea defence projects. Specifically a

balance between coastal protection, nature, and recreation was aspired.

In 2005, an inspection of the coastal protection measures showed that multiple sections of the coast
provided an unacceptably low degree of flood protection. These zones do not meet the basic safety
level requirements, a norm set to protecting against a 1000-year storm. In other words, a
multiannual plan that considered the risks on the short as well as on the long term was needed.
Therefore, the Flemish government’s Coastal Division started a study for the Integrated Plan for
Coastal Safety. This study led to the Master Plan Coastal Safety that is executed between 2011 and
2015.

However, due to climate change and sea level rise, coastal protection will be facing new challenges in
the future. This requires a completely new vision on protection against the sea. That future
protection will have to be incorporated in a broad concept for the Flemish coast. To that main idea,
there are five central themes: safety, naturalness, attractiveness, durability and economic

development.

Even after taking measurements to minimize the flood risk, there is still a chance that the coastal
protection measures fail. Every coastal municipality is responsible for drawing up a Special

Emergency and Intervention Flood Plan. This is coordinated by the province of West-Flanders.

At present, Flanders lacks a large-scale active communication program regarding flood risks. The
authorities sometimes disseminate flood (risk) related information via reports and leaflets, though
these are mostly limited in edition and in spatial spread. Passive communication is realized through

the availability of web maps with flood information. For river floods, web maps exist for both
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navigable and non-navigable waterways, providing actual information on water levels, water

discharge and precipitation. As for coastal floods, no web maps are available to the public yet.

The first step towards a participatory approach are being taken. This approach involves the
organization of several workshops in which different aspects of the flood risk management planning
are explained to the participants. To date, these participants are mainly professionals, but it is

intended to involve the public in the future as well.
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6. Ways to Accomplish Self-Protective Behaviour

As the risk perception for flooding remains low in the Netherlands, it is not surprising that the
public’s perceptions of flood consequences have little effect on the attitudes towards private flood
preparedness. This conclusion is supported by the risk perception attitude (RPA) framework, that
classifies people into four attitudinal groups based on their perceptions of risk and beliefs of personal
efficacy. These groups are:

= Responsive: High perceived risk, high efficacy;

= Avoidance: High perceived risk, low efficacy;

= Proactive: Low perceived risk, high efficacy; and

= |ndifference: Low perceived risk, low efficacy.

According to Rimal and Real, these groups will likely differ from each other in their self-protective
motivations and behaviours. For the Netherlands goes that the low risk perception, primarily
explained by the strong confidence in the flood defence systems, which is regularly reinforced by the
water managers, results in a mentality of indifference, i.e. low efficacy. This is in line with the

conclusions based on the stages of change model.

This is similar to the situation in Flanders, where both coastal defence investments and technological
advances may have brought the public to a false sense of safety regarding flood hazards. Moreover,
the rareness of events such as floods may allow social awareness of extreme and unsafe situations to

fade.

While several projects have extensively studied quantitative risk assessments, the public perception
and opinion remained highly underexplored for a long time. In Wim Kellens’ study ‘Analysis,
Perception and Communication of Coastal Flood Risks’ of 2011, was examined how various personal,
experiential and residence characteristics contribute to the level of risk perception. Attention was
also paid to the correspondence of the perceived risk with the expert’s risk assessment in high and

low risk areas.

The findings of the study suggested that older people, women and people with flood experience have
higher perceived levels of coastal flood risks. Regarding location, consistency was found between

expert’s risk estimates and public risk perception, although the effect of location on risk perception is
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nuanced through the moderating effect of respondent type. Tourists visiting Oostende show higher
levels of risk perception than tourists visiting the other municipalities.

Consequently, governmental risk awareness programs should be content specific, and tuned upon
the specific target group to be affected. Insights in the psychological processes of different target

groups influencing risk perception is therefore of vital importance.

In the UK there are many campaigns in which revealed that the perception of risk is different
amongst individuals and that the direct experience of flooding also affects the perception of risk.
Thus, the public cannot be treated as one target group. This is echoed in the 'Community and Public

Participation: risk communication and improving decision-making in flood and coastal.

Other campaigns also revealed that high risk perception will decay over time, and points out that
effective communication must be a continuous process as one off events are often inadequate. The
event of the 2007 summer UK floods was identified that there was a poor response from the public
following warnings from the Environment Agency. Responses were found to differ according to
whether people were aware of their own risk. This lack of understanding by the agencies involved in

the public’s perception of risk rendered many warnings ineffective.

Knowing that the risk perception as well as the perceived self-efficacy needs to be increased in order
to realise a behavioural change and get the public involved in flood risk management, what approach

should be used to establish and maintain such a change towards flood preventive behaviour?

6.1. Increasing risk perception and self-efficacy

One of the ways to increase risk perception is the use of fear appeal in an awareness campaign. Fear
appeals would be defined as ‘persuasive messages that arouse fear'. Fear appeals in a campaign
would contain shocking content in the form of language, e.g. describing negative consequences or
impacts, or pictures, e.g. photographs of victims or damage. In the Extended Parallel Process Model
(EPPM), Witte describes that the evaluation of a fear appeal initiates two appraisals of a message,
which result in one of three outcomes. First, individuals evaluate the threat of an issue from a
message. The more they believe this could be a serious threat to them (i.e. higher risk perception),
the more motivated they are to evaluate the efficacy of the remedial action perspective. If the threat
is perceived as irrelevant or insignificant, they would not take the recommended response into
account, and simply ignore the fear appeal. On the other hand, when a threat referred to is believed

to be serious and relevant, individuals become scared. Their anxiety then stimulates them to take
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some sort of action that will reduce their fear. Perceived efficacy then determines whether people
will become motivated to control the danger of the threat or control their fear about the threat.
When people believe they are able to perform an effective action perspective themselves against the
threat, they are motivated to control the danger and will consider ways to remove or lessen the
threat. Typically, they think carefully about the recommended action perspectives referred to in the
message and adopt these as a means to control the danger. Alternatively, when people doubt
whether the recommended response works and/or whether they are able to do the recommended
response (i.e. low perceived efficacy), they are motivated to control their fear and focus on

eliminating their anxiety by ignoring or denying it.

Applying the EPPM to flood risk communication, using a personal and significant threat and
indicating the negative consequences, e.g. loss or damage in a campaign, people might get scared

and stimulated to change their attitude.

Although Zeeland has not been confronted with serious flooding since 1953, the floods in Limburg in
1993 and 1995, the impact of hurricane Katrina in the US, but also flood caused by storm Xynthia
that hit the French Atlantic coastline from the Gironde (Bordeaux) to the Loire Estuary in February
2010 resulting in 47 casualties and an economic damage estimated at € 2.5 billion, could be used as
input for a fear appeal component in a social marketing campaign. In addition to these, and more
recent are the serious flood threat in the north of the Netherlands in January 2012 and the flash

flood in Limburg in July 2012.

In Flanders,no severe storm events have occurred along the coast in the past few years. Therefore, it
is very hard to pass the message that there is a risk. The fact that the Flemish government is
protecting the coast against a storm with a return period of 1000 years on the one hand makes for a
false sense of security, but is on the other hand also a story that requires a technical explanation.
Because, what is a 1000-year storm? Only when the comparison with the 1953 storm event is made,
or with more recent events, such as the Xynthia storm in France, it is possible for the general public
to form an image of such an event. However, the Flemish government does not want to send out a

message of fear.

Heavy rain and flash flooding are not uncommon for dominating the UK headlines. Boscastle in
Cornwall suffered devastating floods when heavy and thundery downpours developed across north

Cornwall, 75mm of rain fell in just a few hours. A combination of heavy rain and the local topography
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caused a river which runs through the village to burst its banks, consequently a raging torrent of
water swept through the village, causing devastation to everything in its path. 75 cars, 5 caravans, 6
buildings and several boats were washed out into the sea; approximately 100 homes and businesses
were destroyed; trees were uprooted and debris were scattered over a large area. In an operation
lasting from mid-afternoon until 2:30 AM, a fleet of 7 Westland Sea King helicopters rescued about
150 people clinging to trees and the roofs of buildings and cars. No major injuries or loss of life were

reported. Boscastle flooded again in 2007, although not nearly as badly as the 2004 floods.

In the Summer of 2007 the United Kingdom experienced a series of destructive. The most severely
affect parts were across Northern Ireland on 12th of June; East Yorkshire and The Midlands on 15th
of June; Yorkshire, The Midlands, Gloucestershire, Herefordshire and Worcestershire on 25th of
June; and Gloucestershire, Herefordshire, Worcestershire, Oxfordshire, Berkshire and South Wales

on 28th of July.

At the time June was one of the wettest months on record in Britain where the average rainfall
across the country was 140 millimetres (5.5 in), more than double the June average. Some areas
received a month's worth of precipitation in just 24 hours. It was Britain's wettest May—July since
records began (in 1776). July had unusually unsettled weather and above-average rainfall through
the month, peaking on 20 July as an active frontal system dumped more than 120 millimetres (4.7 in)

of rain in southern England.

In 2012 Great Britain and Ireland experienced a series of weather events that affected parts of Great
Britain and Ireland periodically during the course of 2012 and on through the winter into 2013. At the
beginning of 2012 much of the United Kingdom was experiencing droughts and a heat wave in
March. A series of low pressure systems steered by the Jet stream brought the wettest April in 100
years causing flooding across Britain and Ireland. Continuing through May and leading to the wettest
beginning to June in 150 years, with flooding and extreme events occurring periodically throughout

Britain and parts of Atlantic Europe.

Fear appeal could be used in a campaign provided that a remedial action perspective in line with
their perceived self-efficacy is provided at the same time. This is in line with the social marketing
characteristics laid down by Andreasen, who states that the target audience should believe that they
have the ability to carry out the action. If not, people would again ignore the message and consider it

as irrelevant to them as there is not remedial action perspective provided, or the provided action
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perspective seems beyond their capacities and capabilities. When relating this to the stages of
change model, these considerations would take place in the contemplation stage, where the benefits

and the disadvantages are being balanced.

When looking at the United Kingdom, examples of remedial action perspectives provided to SME’s to
make their business more resistant and resilient by delaying or preventing flood water from getting
in, limit the damage and make cleaning up easier and faster include:
= Storing valuable items higher up in order to reduce the likely loss (little or no cost);
= installing permanent or removable barriers to seal doors, windows and other openings - such
as toilets and drains- to prevent water entering the building. Other solutions include air brick
covers, non-return valves on drains and pipes and flood sacks.
= Raising electrical sockets, wiring and controls for ventilation systems, using lime-based
plaster instead of gypsum and raising large equipment.
= Using flood resistant materials in the construction of new buildings or extensions to reduce

the damage if a flood does occur

Table 2 underneath provides some of the characteristics of people with different combinations level
of fear appeal and perceived self-efficacy. The risk seekers in the top left quadrant having low anxiety
and a high self-efficacy will not take any preventive or risk mitigating measures as they do not believe
flooding will occur, whereas the risk deniers are completely in the precontemplation stage of the
stages of change model, by not believing that flooding will occur and not willing to consider taking
any personal responsibility for flood preparedness, thus laying this responsibility to the authorities
instead. Based on an analysis of the situation in the Netherlands, this would be the quadrant where
the majority of the Dutch population would be situated. The Flemish population as well can be
placed in this quadrant. Where the risk tolerant people might be in the contemplation stage, as they
do believe flooding might occur, they see it not within their powers to take preventive or risk
mitigating measures, the risk averse group does see the benefits and possibilities of their own
capabilities and might be in the contemplation or even action stage. This latter would be the position

of the UK population, where flooding occurs regularly.
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TABLE 2

Fear appeal and Self-efficacy

Higher self-efficacy

Low self-efficacy

Low Risk seekers Risk deniers
anxiety - Feel disasters are a rare occurrence - Feel disasters are low probability
- Believe they can handle any situation - Believe that a disaster won'’t be that bad
- Don'’t believe preparation will make a - Don’t believe it will interfere with their lives
difference - Will expect help from emergency workers
Higher Risk averse Risk tolerant
anxiety - Feel disasters are powerful - Feel disasters are dangerous and scary

- Believe their own action can make a
difference

- Believe that preparation can prevent
further damage, save cost and time

- Want to take care of the risk to their family

- Focus on ensuring family and community
safety

- Believe being prepared will mean less
chance of damage or injury

- Will need assistance to manage the risk

Source: O’Neill, 2004: 18, Table 5

These insides could very well used in the segmentation of the target audience and the identification
associated messages, which, in addition to the risk perception and the perceived self-efficacy
associated with flooding, are principle factors that have significant impact on awareness and

behavioural change.

In Flanders the message only appears to come across when it is made very local and personal. Very
little interest is shown for a message stating that ‘the whole Flemish coast is in danger’. Only when

people are reached out to saying ‘your house can flood’, risk awareness is perceived.

Residents’ perceptions of coastal flood risk and its management at Emsworth, United Kingdom
indicate an apparent complacency of attitudes such as “l am safe" and “I can cope" with flooding.
Furthermore, the British Market Research Bureau (41% of people are unaware of their flood risk.
Furthermore the COMRISK project indicates that two-thirds thought the risk of coastal flooding was
low or very low. Myatt-Bell, Scrimshaw and Lester also claim that 51% of respondents believe that
past flooding was a freak event and is unlikely to happen again despite 74% indicating that coastal

flooding is likely if flood defences are not maintained.

Research shows that an ignorance of risk is not the prime factor resulting in vulnerability and that a
willingness to gamble is prominent within at risk communities, as people’s expectations of their

ability to cope with flooding appears fairly high although somewhat optimistic .

To define what way a target audience should be approached so that it feels concerned, a first step
would be to identify the current risk perception as well as the current perceived self-efficacy belief of

the target audience as part of the formative research leading to the segmentation of the target
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audience. This in line with Andreasen’s characteristics for a successful social marketing programme.
Depending in which of the four quadrants people are, a different social marketing mix will have to be
developed and applied in order to reach them and get a relevant message across. Anticipating that
the majority of the target group will be in the top-left quadrant, a first campaign in the social
marketing programme should be focused on the increase of the risk perception and the self-efficacy
believe. One way to do so is by using fear appeal in combination with the provision of realistic

remedial action perspectives.

6.2. Segmentation and associated messages

As different people have different interests, attitudes, behaviour, and different perceptions, it is
important that there is a clear understanding of the target audience’s needs, wants, perceptions, and
present patterns. To ensure that people feel addressed in a social marketing strategy, based on this
information, a defined target audience can be divided into a number of smaller, more similar, sub-

audiences.

In the characteristics defined by Andreasen, segmentation is one of the fundamental principles of
social marketing, where it is used to identify different target groups for behaviour change initiatives
within the target audience. A deeper understanding of the different (sub-)segments within a target
audience allows a more effective use of marketing mix strategies. This way, messages can be tailored
towards the existing attitudes and beliefs of relatively homogenous groups within the target
audience. In addition, segmentation can help to allocate resources more effectively and

communicate with greater resonance.

From marketing theory, there is a number of variables that can be used to divide a target audience
into more homogenous groups. In general, these can be clustered in three broad groups of
segmentation criteria, i.e. behavioural, psychographic and profile criteria. Behavioural criteria include
characteristics such as benefits sought and perceptions, beliefs and values, whereas psychographic
criteria relate to lifestyle and personality. Profile criteria are about demographic, socio-economic and

geographic characteristics of the target audience.

Without further segmentation, local characteristics of the population at risk and the local
characteristics of flood consequences are not taken into account. To avoid this to happen

differentiation between target groups is essential. If not, it is likely that people will accept less
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personal responsibility for flood preparedness and will attributed greater responsibility to the

government instead.

6.3. Information seeking

Another way to involve people in flood risk management and get them to take preventive actions
could be through stimulation of individual information seeking with respect to risk and safety.
Research by Kievik and Gutteling indicates that there is a positive connection in between such
information seeking and the intention to take preventive actions. Having this in mind, it will be
interesting to stimulate the target audience to seek for flood risk information. Question is, how to do

so?

The model of risk information seeking and processing, presented by Griffin, Dunwoody, and
Neuwirth, develops an audience-based perspective on information seeking, thus applying the
participate approach discussed earlier. Furthermore, the model highlights factors that may influence
the ways in which people seek and process risk information, and the ways that information seeking
and processing ultimately affect behaviours that people might adopt in the face of a specific risk. The
RISP model has been successfully applied to several risk contexts and is a useful framework in
understanding how behaviours develop and change over time. It explores situations under which an
individual may be predisposed to search for, and interpret, risk information. According to the model,
an “information sufficiency” gap between what someone knows and what he or she needs to know
about a hazard motivates a person to devote more time and efforts to acquire more information and

more time to process and interpreted it.

Based on the RISP model, Ter Huurne developed the Framework of Risk Information Seeking (FRIS).
The model explicitly focuses on factors that lead to the seeking or avoiding of information about risks
and proposes that the need for risk-related information is related to three factors, i.e. the perceived
level of risk; the personal involvement or risk and self-efficacy. Based on these factors, it can be
concluded that with the current low perceived risk and the low perceived self-efficacy, the need for
risk-related information is low as a consequence. This conclusion would be supported by the impact
and analysis of ‘the Netherlands Lives with Water’ and the ‘Think Ahead’ campaigns, and call for
increasing the risk perception and self-efficacy levels once more as these seem to be key in the

process of the required behavioural change.
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What factors lead to the seeking or avoiding of information in relation to the risks in an area prone to
flooding and preventive measures that can be taken? Based on the RISP-model, we learned that a
gap in ones knowledge motivates to search for information and put time and effort in the
interpretation of it. The FRIS model of Ter Huurne, tells us that risk perception, personal involvement
and perceived self-efficacy are the key criteria to seek or avoid risk-related information. In order to
stimulate information seeking among specific target groups therefore and foremost it will be
required to increase the risk perception and the self-efficacy believe. As previously concluded, the
use of fear appeal in combination with the provision of realistic remedial action perspectives are a

possible way to realise these both.
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Il. Analysis of Existing Awareness Campaigns

1. Netherlands

As part of its policy to involve Dutch citizens in flood prevention and have them adopting flood
preventive behaviour, from 2003 onwards, national, regional and local authorities communicated
about water safety and self-reliance in two major national public campaigns. The campaign ‘The
Netherlands Lives with Water’ (‘Nederland leeft met water’) explains the government measurements
for flood prevention. The central message of the campaign is: ‘This is the way we keep The
Netherlands safe and dry.” The second public campaign, running partly at the same time, is called
‘Think Ahead!’ (‘Denk Vooruit!’). The central message of this campaign is: ‘One cannot plan disasters.
But one can plan preparations.’ The characteristics and impact of these both campaigns are

described in the two case studies underneath.

Campaign description: ‘The Netherlands Lives with Water’

‘The Netherlands Lives with Water’ campaign is launched in February 2003. It uses a combination of a
range of media channels including television, radio, papers, magazines, as well as internet. The target
group of the campaign is defined as the general public over the age of 15, which is increased to 18 in

2005 when the concept of the campaign is adjusted at the start of its second.

To overcome the problem of the complicated target group due to its lack of homogeneity, and to
underline the shared responsibility, messages are referring to ‘we’, e.g. ‘Living below sea level, how
do we manage to do so?’). Using this ‘we-shape’ does create confusion as well though, as it becomes
unclear who it refers to explicitly: the sender(s), i.e. the different national ministries involved?, the
Association of the Provinces of the Netherlands, Association of Dutch Water Boards, Association of

Netherlands Municipalities and/or the receiver, i.e. the general public.

The campaign takes climate change as a starting point for potential water management problems
and underlines the need to take action now to avoid problems in the future. The actions to be taken
though are mainly infrastructural, i.e. prepare water retention areas and sand replenishments at the
beaches, and as such a responsibility of the authorities. A well-known presenter of weather

forecasts, Peter Timofeeff, is used as a spokesman for the campaign. His role is to bring problems and

* Besides the lead authority, responsible for the development and implementation of the campaign, the Ministry
of Transport, Public Works and Water Management, Ministry of Public Health, Spatial Planning and Environment, and
Ministry of Agriculture, Nature and Food Quality are involved.
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solutions to peoples’ attention through cartoons and personal. The campaign contains humorous
elements to draw the attention of the public, however, this presentation marginalises the threats

that might be caused by the water in order to downgrade their potential impact.

When looking at the annual evaluations of the campaign, it can be noted that after the first year of
the campaign, the percentage of people realising that it is necessary to start acting now to avoid
flooding problems in the future increases from 75% prior to the launch of the campaign to 81% at the
end of 2003. A majority of the population recognises the threat for fluvial floods (74%) and flooding
caused by excessive rainfall (72%), although these figures are similar to those from the baseline
measurement prior to the launch of the campaign. The same goes for the 57% that sees an increased
risk for a coastal flood to occur. Only 6% of the population feels personally poorly protected against
flooding. Since the launch of the campaign, this percentage has decreased from 28% to 20%

concerning the protection of the Netherlands as a whole.

The second phase of ‘the Netherlands Lives with Water’ campaign runs from 2005-2007, and works
with a revised concept, no longer using the weatherman Peter Timofeeff —nor a replacing well known
person-. The minimum age of the target group has increased from 15 to 18 years, and the image of
the campaign becomes more serious and informative. The message however, remains positive. The
consequences of flooding are minor and the government will take precautions to minimise the

impact or damage if not avoid flooding to occur at all. Nothing is expected from the general public.

The annual evaluations of the second phase of the campaign indicate that the percentage of the
population that is familiar with the potential water problems in the Netherlands as a whole as well as
with the implementation of protective measures by the government in one’s own region has
increased. However, percentages are not mentioned. Nor is there made reference to the perceptions

of protection and safety of the target group.

The third phase of the campaign, which started in April 2008, has the rising sea level as one of its
specific focuses. The target group remains the same as in phase 2. Throughout the campaign a green
raft in the shape of the Netherlands floating in the water is used as a returning setting. The intention
is to use this brand not only for water awareness communication by the national government, but
also for expressions by water boards, provinces and municipalities in order to stimulate recognition
and visibility of the joint/integrated approach. Part of campaign, using the green raft image as well,

was aimed at awareness raising for the water board elections in November 2008.
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The message broadcasted during the third phase is slightly different from the previous two phases.
Although the raft never seems to be endangered by the water, calm water seems to visualise safety
and stability, the marginalising and downgrading of the potential problems now has been replaced by
the image of a threatening sea level rise. This results in a mixed message of calm, friendly water
against threatening and hostile water. Also the language used by the sender, i.e. the different levels
of government authorities, is less certain and convincing compared to the first two phases.
Responsibility and actions taken now seem to be a shared responsibility of the governments and
qualified experts and some of the messages contain uncertainty and interdependence of others, e.g.
neighbouring countries. The general public is called upon to share responsibility, however is remains

unclear how and where to do so.

At the end of the third phase of the campaign in 2010, 90% (compared to 88% at the start) of the
population is aware that the Netherlands are situated below sea level, it is claimed as a success of
the campaign to maintain this high percentage. In addition, an increased percentage of 77% (from
69%) is aware of a rising sea level because of the climate change. A decreased percentage of 68% is
familiar with the fact that the government is taking precautions against flooding and the personal
relevance of water projects against flooding in one’s own region is low. It is considered important
however, that the government implements measures against flooding. During the campaign the need
for information has increased though. This also applies to the intention to search and/or apply for

information.

Analysis and discussion

When analysing the impact of ‘the Netherlands Lives with Water’ campaign mixed conclusions can be
drawn. Regarding the aim to raise awareness for climate change, sea level rise and the increasing
possibility of fluvial flooding or flooding because of excessive rainfall, the campaign has been a
success, as the awareness for these has been increased. The use of a long term, multi-media

campaign with a consistent main message and logo have ensured this.

The campaign has not led to changed behaviour and involve the general public in taking preventive
measures though. Several reasons can be mentioned for this when looking at the sender of the

message, the target audience aimed at and the message itself.

When looking at the sender of the message in the campaign is was mentioned already that there it is
sometimes unclear who is addressing who (the use of ‘we’ in the message), and that there were

multiple governmental bodies involved. As Heems and Kothuis conclude, what they have in common
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is water management, and they feel securing water safety as their (main) responsibility. This might
explain why the threat of a flood to occur is downsized and the responsibilities of the general public
in taking preventive measures and preparations are marginalised in the campaign and when referred
to at all, without mentioning any perspectives for action. By doing this, however, the public are not
able to see possible benefits and disadvantages of private preventive measures. As a consequence

the stages of change model is not able to function and no behavioural changes are to be expected.

Taking the general public over 15 years, later adjusted to 18 years, in the Netherlands as whole as
target audience for the campaign completely ignores one of the key marketing principles of
identification and understanding of the target audience that should apply to a social marketing or
awareness campaign such as the ‘Netherlands Lives with Water’ as well. At least two of the key
characteristics for social marketing defined by Andreasen are not taken into account here, i.e. the
understanding of understand the target audience’s needs, wants, perceptions, and present patterns
before acting as well as segmentation of the target audience based on the characteristics of each

defined segment. See also the chapter on segmentation and associated messages underneath.

When looking at this message, it is the government that is still seen as responsible to take and
implement preventive measures and there remains a strong confidence in the technological and
engineering precautions that are put in place. This can be partly explained because of the still
existing taboo to refer to a flood disaster as a realistic future scenario for the Netherland. To
(partially) overcome the taboo and address the topic, the campaign started using a well-known
weatherman as a likeable expert as well as humour in the first phase of the campaign. Furthermore,
the potential treat was marginalised and played down, thus diluting the actual message. By not
clearly communicating that a flood is possible to occur, or when it is mentioned, immediately
reducing the possible impact by stating that this never can be severe because of all precautions in
place, the message gets blurred and will not trigger the wanted response. The resulting lack of clarity
obstructs the government in bridging the gap in perception between itself and the target audience in
order to achieve its policy objectives. Although the target audience is made partly responsible for
preventive measures to be taken, it remains unclear how and where to do so. In order to be
effective, the communication messages should provide concrete flood preparedness actions that are
effective in dealing with the local consequences of flooding. If communications fail to recommend
multiple protective actions that are perceived as effective, people are unlikely to accept
responsibility for flood preparedness. In addition, for a behavioural change to occur, it is important

that the risk perception and the suggested action perspectives are better balanced.
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Finally, the numerous objectives the campaign was aiming for and the multiple messages that were
used as a consequence. Although the overall aim, i.e. explaining the government measurements for
flood prevention remained the same throughout the different phases, and social marketing should
applied on programme level, thus including several campaigns, topics like the water board elections
and waste water pollution where addressed as well, distracting the attention of the main message of

the programme, i.e. have the population taking flood preventive and risk mitigating measures.

Campaign description: ' Think Ahead’

‘When the siren sounds, go inside, close doors and windows and switch on the local television or
radio channel’. Until 2006, this has been the message broadcasted when it comes to risk
communication in the Netherlands. Social developments, various evaluations, new insights, and the
legal obligation® that the public should be informed about disasters that can affect Netherlands, in
combination with the fact that the number of risks of a disaster is increased over the last decades,

demand for a different and better way of communicating about disaster and emergency situations.

The Think Ahead campaign is launched in 2006. It uses a combination of a range of media channels
including television, radio, papers, magazines, as well as internet. The target group of the campaign is
defined as the general public in the Netherlands. In the first year of the campaign this target
audience is (somewhat) segmented by age: youth between the age of 13 and 17 years and adults
(18+). From the second year of the campaign, i.e. 2007, onwards, this segmentation no longer exists

as the general public then is defined as the target group.

Aim of the campaign was to make people aware of the safety risks in their environment and to
stimulate them to take precautions against those risks in order to increase their disaster
preparedness and self-reliance in case of a crisis. The information given should also provide a
concrete action perspective for the various emergency situations addressed. One of these emergency
situations was flooding. This being the first time that a flood disaster was explicitly referred to as a

realistic future scenario for the Netherlands.

The branding of the campaign was very well done. The use of a styled yellow face, seen from the
side, combined with the double arrowed ‘fast forward’ image combined with the text ‘THINK AHEAD’

(in capitals) expresses panic and calls for action, see Figure 4 underneath.

* Derived from Directive 2007/60/EC of the European Parliament and of the Council of 23 October 2007 on the
assessment and management of flood risks. This directive includes the obligation for Member States to inform
their citizens about flooding risk and the measures proposed to manage them.
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FIGURE 4 The latter also goes for the central message of the campaign,

‘Think Ahead’ campaign brand i.e. ‘One cannot plan disasters. But one can plan preparations.’

Although the sender is the Ministry of the Interior and Kingdom
Relations, this is not reflected in the campaign, nor in visuals,
nor in text. When reference is made to the authorities, this is to
the local authorities primary responsible for safety and disaster

management”. The phrasing used to deliver the message is

explicit and directive, the public is directly addressed. Possible

DEN K VOORUIT actions that people might take are mentioned with actions the

authorities will take to be prepared for flooding.

Source: Netherlands Ministry of the
Interior and Kingdom Affairs.

2010b

When looking at the annual evaluations of the campaign, it can be noted that, although the
familiarity of the public with the campaign is high and increasing, the actual impact is very low. After
year one, the risk awareness amongst both youth and adults has not significantly changed. 45% of
both youth and adults concerns the risk for a disaster small. Only 5% of the target groups has been
looking for further information, the percentages of people willing to do so remain similar when

compared to before the launch of the campaign.

During the second phase of the campaign, that started in 2008, the phrasing regarding risk
(likelihood*consequences) changed slightly, but with an important consequence, as it became less
explicit and certain. In addition, regarding the shared responsibility between government and
general, more emphasis is put now on the general public by expressing what he/she has to do.
Because of the low risk perception and to stimulate flood preparedness and self-reliance the second
phase of the campaign focused on the emergency package as a concrete action perspective. This

emergency package should allow people to survive for 72 hours in case of an emergency.

’In 2006, when the Think Ahead! Campaign was launched the municipalities were responsible for safety and disaster
management, when the Security Regions Act of 11 February 2010 entered into force in October 2010, this became a
responsibility of the Safety Regions, i.e. for Zeeland the Safety Region Zeeland.
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The second phase of the campaign has been well received by the target group, 67% of the population
considers it useful to have an emergency package and a vast majority can mention at least some
items of the recommended content, e.g. candles, a battery powered radio, water, dried food, first aid
kit. The impact evaluation does not show this though as the percentage of people with the intention
to purchase an emergency package has decreased (from 44% to 36%). A majority of people though
indicate to have most of the single items that such a package should contain at stock most of the

time anyhow.

Analysis and discussion

When analysing the ‘Think Ahead’ campaign, a first observation would be that this campaign, as was
“the Netherlands Lives with Water’ campaign is a traditional top-down organised campaign where
the government has a '‘command and control' relationship with the community. In new risk
communication models, the community is seen as an active participant in its own safety, rather than
a passive recipient of services. These models focus on empowering and resourcing local groups and
networks, to identify problems, define solutions, and initiate action plans. Although this seems to
reflect what the Dutch authorities want to realise, their approach does not foresee bottom-up, i.e.
participative, strategies. The latter would allow the incorporation of the needs, wants and
perceptions of the target audience in the campaign, thus addressing the target audience more direct
and personal. Furthermore, such an approach would allow segmentation of the target audience
which would even further strengthen its results, certainly if the target audience sees the benefits of
the provided solutions. This would allow them to move to the contemplation or even action stage of

the TTM.

Different from ‘the Netherlands Lives with Water Campaign, there could be no confusion about the
sender of the message, as there was no reference to the actual sender, i.e. the Ministry of the
Interior and Kingdom Relations. Where necessary and possible, the target audience was referred to
the relevant local authorities for further information. The latter also used the format of the campaign
to provide their own regional specific risk communication in the second phase, thus building on the
branding of the national campaign. In Zeeland, the Safety Region Zeeland has launched a website

(www.zeelandveilig.nl) and distributed (multi lingual) information brochures on regional risks and

leaflets with action perspectives and possible self-preparatory measures. The impact of these
however seemed rather low, similar to that of the national campaign. An formal evaluation is still to

be performed.
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As was the case for ‘the Netherlands Lives with Water’ campaign as well, the target audience of the
‘Think Ahead’ campaign is not segmented, except for the segmentation by age in the first year, which
seems not to be continued because of the little differences shown in the first annual evaluation. One
way of segmentation could have been geographic as currently the ‘Think Ahead’ campaign
recommends the same preparations for different risks, whereas the different consequences of floods
in different flood risk areas in the Netherlands (i.e. dike rings) would justify the recommendation of
different flood preparations. As mentioned already in the analysis of ‘the Netherland Lives with
Water’, if risk communication fails to provides people with relevant local information about flood

risk and flood preparedness, people are unlikely to accept responsibility for flood preparedness .

Furthermore, in the first phase of the campaign, responsibility of the public was reduced to a
voluntary base and provided only very little action perspectives. Both were addressed however in the
second phase of the campaign, although the action perspectives could go further than the collection
of local information and putting together an emergency package, e.g. by putting more emphasis on
self-reliance. In order to make the risk communication more effective, it is important that the risk

perception and the suggested action perspectives are better balanced.

Finally, what strikes is that although both campaigns could (should?) have been part of the same
social marketing programme aiming at the involvement of the population in flood risk management,
in reality they have been opposing and contradicting each other. Where ‘the Netherlands Live with
Water’ has been focussing on having water as a friend, diminishing the threats and risks of flooding,
‘Think Ahead’ focussed on water as an enemy focussing on the possibility of flooding. The
explanation for this is the lack of cooperation and different focal points of the national authorities
responsible for the different campaigns, i.e. the Ministry of Transport, Public Works and Water
Management for ‘the Netherlands Live with Water’ and the Ministry of the Interior and Kingdom

Affairs for ‘Think Ahead’.

Conclusion

Overall can be concluded that so far, risk communication campaigns such as ‘the Netherlands Lives
with Water’ and the ‘Think Ahead’ campaigns as well as the local and regional supplements linked to
these campaigns, have almost completely failed to involve the Dutch population in flood prevention.
Even worse, they did not even realise to inform the public about the potentially large consequences

of flooding.
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2. United Kingdom

‘Know Your Flood Risk’ Campaign

‘Know Your Flood Risk’ (KYFR) campaigns to raise awareness of the issue of flooding, it encourages
the use of practical guidance and support to help protect homeowners and property professionals
against the risks. KYFR aim to invest in PR so the flood risk is high on media agenda. They aim to
produce advice on resistance and resilient repair after floods. They aim to deliver these goals by
working with local authorities and councils to provide practical and up to date guidance for
communities and businesses. KYFR will communicate through marketing activities including PR, social

media and lobbying.

Campaign Activities:

= The Ad Van — A 10ft van covered with the dramatic campaign visual travelled throughout
London for 2 days. This van raised awareness of how many homes across the UK are at risk of
flooding.

= Art competition - Artworks prepared by 11-15 year old pupils from Gillotts School, Henley-
on-Thames, depicting the devastation caused by flooding were judged by the Mayor of
Henley-on-Thames Councillor Mrs Jennifer Wood, Phil Awford, Vice Chairman of the National
Flood Forum and former Mayor of Tewkesbury, and James Sherwood-Rogers of Landmark.

= MP Reception at the House of Commons — A special reception for MPs at the House of
Commons was hosted by Anne Mcintosh, MP for Thirsk & Malton, Chair for the All Party
Parliamentary Group on Flood Prevention and Chair for Efra’s select committee. The aim of
the reception was to collectively discuss the growing issue of flood risk and what can be done
to help reduce the misery that flooding brings to both homeowners and businesses.

= ‘Wear your wellies to work’ — this initiative was to encourage workers throughout the
country to wear their wellington boots to work for one day to raise funds for the National

Flood Risk Awareness Week 2010.

Success:
= Qver 60 MP’s attended the reception.
= Vast press coverage — Press interview with the Daily Mail; interviewed with BBC Breakfast;
interviews on over 140 radio stations; articles in regional newspapers and numerous
websites. Coverage reached approximately 30 million people and overall advertising spend

would have been nearly £225,000.
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= Social Media — KYFR Facebook page and advertising received 1,100 visits during the 5 days of
Flood risk awareness week alone; Twitter, tweets in relation to National Flood Risk

Awareness Week reached an audience of approximately 15,000.

Flood Awareness Wales

The Flood Awareness Wales programme is run by the Environment Agency and aims to ensure that
communities at risk of flooding know how to prepare and know how to respond during a flood
incident. The programme was launched to be initially funded by the Welsh Government for one year,
however, due to great success achieved, Environment Agency Wales have committed to deliver this
campaign for a third year until March 2013. Flood Awareness Wales works with individuals,
businesses, schools, farms, and whole communities to raise awareness of flood risk and help people

take actions to prepare.

Campaign Activities:

= Community Engagement — working closely with communities groups, businesses, schools etc
to create community flood plans. Community Flood plans outline the actions a community
will take during a flood incident. Once developed, the plan are tested.

= Door-to-Door engagement — A team of flood awareness officers are visiting homes and
businesses in communities at risk of flooding to advise residents of their flood risk and help
them take action to prepare their property for flooding. The officers will also take this
opportunity to distribute Flood Packs, which contain vital information on flood preparation
and a short DVD highlighting the actions that can be taken.

= Education — 2 main roles: Producing Flood plans for schools that are at direct flood risk to
protect the staff and pupils; secondly, they aim to raise flood risk awareness amongst pupils
by influencing curriculum to ensure that flooding is covered in taught Geography lessons in
schools.

= Social Networking — Facebook and Twitter used to post the latest news and updates. There is

also the facility to sign up to flood alerts via facebook.

Success:
= Qver 71,000 properties were visited in 168 of the most at risk communities in Wales to raise
awareness.
= 219 community flood plans were developed — 40% of which were tested.
= 6,000 new customers signed up to receive the flood warning service as a result of the work

with communities.
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= Case Study examples of effective Flood plans at: http://www.environment-

agency.gov.uk/132512.aspx

SEPA Floodline

The Scottish Environment Protection Agency (SEPA), Scottish Government and the local authorities
are working together to raise awareness of both Floodline and the need to prepare for flooding. SEPA
are a flood warning authority who provide flood alerts to Floodline customers. The target audience
for their campaign was those that are currently in at risk areas, including the general public and
businesses. The production of a flood map was crucial in enabling SEPA to target their campaign work
more precisely. Promoting the map to communities was an effective way of raising awareness of

those areas at risk.

Campaign Activities:
= Campaign material distributed to community areas
= Campaign trailer
= Theatre in Education for primary school children
= Information packs

= Local media advertising

Success:
= Scottish Government research discovered a third of those who had been flooded and a fifth
of those in flood risk areas now use Floodline as an information source and report high levels
of satisfaction.
=  Prior to the road show, 30% of people had already made preparations in case of flooding.
After visiting the road show 96% said they would be taking some action as a result of their
visit.

= 99% of the children said they enjoyed the play and 100% of the adults enjoyed it.

Lower Severn Community Flood Information Network

From August 2004-July 2006, funding was provided from the Royal Society and the Environment
Agency to run this University of Gloucestershire initiative. The Lower Severn Community Flood
Information Network aims to work with communities along the middle to lower Severn to increase

community engagement and participation in establishing, analysing, debating, disseminating and
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'owning' their local flood history and risk information within a longer-term environmental change

context.

Campaign Activities:

=  Produced Fliers to promote the project

=  Promotion of the campaign at Lower Severn Flood Fair

=  Community Discussion forum — One day event to encourage active involvement of the wider
community in design and delivery. The emphasis was on discussion and interaction about
knowledge and experiences of flood risk. There was a range of guest speakers, debate
sessions, exhibitions and information displays.

* Flood Bus — toured key landmarks relating to flood histories and flood risk in Tewkesbury.

= Designed and constructed a website/information network. The website is intended to be a
community educational resource. It will be used as an effective teaching and learning tool for

knowledge transfer at a variety of educational stages.

Success:
= Increased awareness and understanding of the scientific factors that cause floods in the
lower Severn catchment and across the UK.
= Production of a model of good practice in communicating scientific flood information and

flood risk effectively within a local context.

Co-FAST (Community Flood Archive Enhancement through Storytelling)

Following on from the Lower Severn Community Flood information network campaign, Co-FAST was
launched. The Aim of Co-FAST was to build on the existing digital archive resource on community
flood histories. This project is focusing on working with community members to produce an oral and
visual history of their stories and flood experiences. The result will be a digital resource that can be

used by the public, local government, emergency services, environmental regulators and universities.

Awareness raising techniques:
= Video — They created a Co-FAST channel within the website ‘Vimeo’ so people can upload
their videos (http://vimeo.com/channels/cofast). A Lower Severn Community flood
education network group was also set up on YouTube as an additional space for people to
share their videos (http://www.youtube.com/group/cofastvid)
=  Photographs — using the photo sharing site Flickr, photos of flood events can be uploaded.

There is a group specifically for Co-FAST (http://www.flickr.com/groups/cofast). Using Flickr,
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there is the ability to view the photos by group e.g. 1947 flood event, view the photos by
location on a map, or view the photos as a slideshow.

= VoiceThread — Seeing images of flood events may provoke memories in individuals viewing
them. These memories can be recorded by video, audio or in writing using VoiceThread.

= Blog — A blog was created on ‘wordpress.com’. Photos were added to the blog to trigger

thoughts and observations on the images.

Success:
= The video clips were only a few minutes long each so they provided detailed stories but were
convenient to watch.
= Each video had its own transcript to further describe the individuals or communities
experiences.
= The project had chosen very user friendly websites and there were clear instructions on how

to upload photos and videos.

National Flood Forum

The National Flood Forum (NFF) provides support and advice to communities and individuals that
have been flooded or are at risk of flooding. It is a charity run by people who have experienced the
trauma, loss and frustration that go with flooding. The NFF aims to advise and support communities
and individuals that are at risk of flooding and raise awareness. They also encourage the

establishment of community led groups for mutual support and action to mitigate future flood risk.

Campaign Activities:

= OQOrganised “Flood Fairs” to provide public information and advice from the NFF, government
agencies and self help protection firms.

= Proactively form action groups that enable communities and individuals to obtain
information regarding their individual flooding problems.

= (Created the Blue Pages — An independent directory of flood protection products and services.
The resource is provided to help individuals make informed decisions about the best course
of action for reducing their flood risk.

= Regular bulletins/newsletters posted online.
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Success:

= The NFF found that the best way of making things happen locally is by communities working
together with those who can make a difference; Local authorities, The Environment Agency
and Water Companies.

= NFF found that the community group needs to be formed at the first meeting, delaying
invariably ends in nothing happening.

= NFF also offer support with planning, publicity and potential exhibitions other organisations
may be organising.

= 601 following on Twitter, 191 ‘likes’ on facebook.

Risk and Regulation Advisory Council — Public Awareness and understanding of risks from
flooding

The Risk and Regulation Advisory Council (RRAC) was set up by the Prime Minister in January 2008 to
work with Government and stakeholders to improve understanding of public risk and how best to
respond to it. This report was specifically concerned with public understanding and communication
considerations relating to flooding and other community risks, in connection with a request from Sir

Michael Pitt in his 2008 Review of Flooding.

Good practice in public risk communication:

= |f the Government assume too much responsibility for the management of risk, the rest of
society become less responsible for managing the risks it faces, reducing its capacity to
handle those risks and so reducing community resilience. Therefore working with
communities is crucial to increase resilience.

= There has been a transition from the objective of flood prevention to one of flood risk
management, removing the presumption that flooding can be prevented and focuses on the
measures to mitigate the effects of flooding.

=  Public risk communication should be proactive, carefully planned and based on ongoing high-

quality dialogue with key stakeholders and the public.

Developed the five essentials of good practice in public risk communication:
= Assembling the evidence — demonstrate credible basis for position
= Acknowledgement of public perspectives — Ongoing and regularly refresh information
= Analysis of options — consider a broad range of options, proactively encouraging the greater

public involvement. Show honesty and transparency in communication
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= Authority in charge — Often a better response may be achieved in communication is not
directly from Government
= Interacting with your audience — too much information can cause confusion, need to provide

clear explanations

Community and Public Participation: risk communication and improving decision-making
in flood and coastal defence

This report was written by Scott Wilson on behalf of Defra and the EA. The study collected results
from a literature review, focus groups, interviews and a postal questionnaire to identify on emerging

themes.

Conclusions of effective communication:

= The public cannot be treated as one target group; everyone has a different perception of risk.
Some deny the risk for personal and financial reasons; others may have a lack of appreciation
of the consequences of the risk if they have not personally encountered a flooding event.

= ‘Initiatives to raise flood risk awareness are best coupled with self help initiatives.’

= Effective awareness needs resources, advice and expertise from professionals.

= Direct experience of flooding affects perception of risk.

= There is great potential to capitalise on the potential of community networks in raising
awareness. They can be valuable to gather information and assist in developing appropriate
flood response strategies. Public participation is paramount to the success of a campaign.

=  Feedback is essential.

British Science Association — Preparing the public for floods

The Environment Agency and psychological expert, Phillip Hodson, have worked together to
understand the motivations behind individuals not being prepared for a flood event despite being
aware of the risk. Results found that due to the complexity of the issue and the difficulty in
controlling such an event, it is often ignored in the hope that it will go away. These psychological
insights are crucial in developing the most effective communication techniques to raise awareness.
As a result of this study, the Environment Agency are in partnership with Cultural Dynamics Strategy
& Marketing (CDSM). CDSM advise organisations of all kinds of implications of changes in cultural
and individual values on policies, processes and procedures.

CDSM have classified the public into 3 primary motivational groups:

1. Sustenance-driven settlers —they have a need for safety and belonging.
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2. Outer-directed Prospectors — searching for the esteem of others and so need to develop
their own self esteem.
3. Inner-directed pioneers — they seek knowledge and understanding from their surroundings.
By understanding these Value Modes, communicators can target the specific psychological

classifications more effectively.

RIPARIUS (Risk of Inundation — planning and response interactive user system)

This EU project aimed to identify where and how communication of flood information can be best
applied to help reduce flood losses. The project identified the importance of telematics in raising
public awareness; the use of databases linked to Geographical Information Systems enables the
content of the information given to be matched to the individual receiving it. The second main
advantage is their speed of operation, flood warnings or alerts can instantly reach the people who
are most at risk. Finally telematics was concluded to be of great importance in raising public

awareness of floods; it is an instant way of better targeting information by location, age etc.

Conclusions of effective communication:

= Communications must be a continuous process, one off events are often inadequate. The
public need to be constantly reminded of the risks of flooding and the actions to take.

= Direct information specifically to target group.

= Use simple, non-technical language.

= Make the information eye-catching, for example use pictures/diagrams as well as text.

= The project concluded 5 key points to be included in flood awareness information:

= Nature of the local hazard

= Unambiguous description of the flood warning system

= Responsibilities of the main agencies (and their limitations)

= How/Where to obtain information at time of flooding

= Actions to take before, during and after a flood event.

Other Environment Agency (EA) flood awareness projects:

Flood awareness day in Congresbury

In November 2011 the Environment Agency organised a special flood awareness event for the
residents of Congresbury, Somerset. There were professionals there to explain flood protection
measures from the EA, North Somerset Council and the North Somerset Levels Internal Drainage

Board. This event was a way of raising awareness on the current flood warden scheme in
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Congresbury, how the local community can register for flood warnings and they led guided walks of
existing flood defences. Awareness raising days are an excellent opportunity for locals to learn about
the services that are available to them, they can ask experts firsthand about flood risk management
techniques and be offered practical advice about how they can best protect their property and

village.

Giant Wellies in Usk

As part of the wider ‘Flood Awareness Wales’ Campaign, the EA took a giant pair of wellies to appear
in the Usk Show in September 2011. The wellies were used to encourage people to discuss flood
awareness. A flood awareness officer was on hand to advise local people about the risks of flooding
and provide tips on how to help protect their property in the future. By listening to individuals
experiences the EA have improved the services they provide to the public. The EA also used this
event as an opportunity to encourage local volunteers to help establish community flood plans, as
well as starting flood warden schemes which promote flood preparedness within the community.

Floodline Warnings Direct

The Environment Agency is responsible for issuing flood warnings to the public. They provide a
Floodline service that is available 24 hours a day to either speak to an operator or listen to recorded
flood warning information. The EA ran a national campaign, starting in 2006, to get people at risk of
flooding to sign up for the Floodline Warnings Direct Service. Originally the Campaign was to
encourage people to ‘opt-in’ to the service, there were approximately 225,000 people signed up to
receive the warnings, in 2010 the EA decided to take a different approach and amended the scheme
so people would ‘opt-out’ if they wanted to. Publically available data was used to add the landline
numbers of high-risk properties to the database. At the end of 2010/11 there were 1.05 million

people who were on the database to receive flood warnings if necessary.

Flood Response Plans

The EA is responsible for reporting to Defra on behalf of the local resilience forums (LRFs) about the
success of the emergency response plans that have been prepared and tested. There is evidence of
greater preparedness to respond to a flood emergency across England; in 2008/9 8% of flood plans

were said to be ‘satisfactory’, In May 2011 this rose to 51%.
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Analysis and discussion

Awareness raising campaigns need to be creative. Research into commercial marketing strategies can
provide incredibly useful knowledge and ideas for raising awareness. An online marketing strategy
opens up the concept of having customer contact via emails, social media etc. Linking this to the
Flood Aware campaign, on encouraging members of the public to view our website, there can be the
opportunity to ‘opt-in’ to any campaign details we can send via email. Furthermore, video sharing
sights can provide a free platform for advertising, as long as they have popular viewing value, for
example humorous advertising.

Therefore when raising a flood awareness message it is vital to notify the individuals of the risks
whilst also supplying solutions on how best to prepare their homes and businesses against the risk of

flood damage.

Using various awareness strategies increases the impact of a campaign. The use of multiple activities
will reach further to the target audience. Different awareness techniques will be suitable for different

demographics and multiple messages will create more impact as they are reinforced by one another.
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3. Flanders

In 2007 the Flemish government started the study of the Integrated Plan for Coastal Safety, which in
2010 eventually led to the approval of the Master Plan Coastal Safety. For this study, regular
communication campaigns were set up, however most of these were small-scale initiatives. The
campaigns are aimed at raising public support for the works that will be executed within the scope of

the Master Plan Coastal Safety, and thus are not in the first place aimed at raising awareness.

Also in 2007 the EU-project Safecoast’s photo exposition ‘Zeewering is ook een ku(n)st’ (translation:
‘Coastal protection is also a(n) coast/art’) took place in Ostend. A press conferenc opened the
exposition. Under a few week’s time visitors were able to admire the artistical pictures of beach
nourishment works. At the same time they were also given information on sea defence and coastal
safety. The exposition was repeated in Blankenberge and the intention was there to repeat the
exposition in a building of the Flemish government in Brussels as well, but this appeared to be

impossible from a practical point of view.

In 2011, after the Master Plan Coastal Safety (MPCS) was approved by the Flemish Government, the
Coastal Division called in a communication agency to analyze the communication conducted up till
then about the MPCS and to work out a communication strategy.
The conclusion of the analysis was threefold:
= There is no comprehensive, coordinating and structured approach. The different initiatives
are rather unrelated to each other, seem at times too noncommittal and cause that with the
public too, there does not seem to exist a clear-cut story about the Master Plan.
= Today different directly involved parties have too little of an active part in the structure
around the Master Plan Coastal Safety. However, precisely these parties need to provide an
important contribution to the further design and execution of the project.
= the Master Plan Coastal Safety is an elaborate and technical story. A lot of information is
distributed via several channels, but this should not be expected to lead to a broad social

basis. Visualization of the plan and the available information is essential.
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On the basis of these conclusions the communications agency drew up an outline based on seven

guidelines:

1) The initial stage is completed: time for a fresh start

The Coastal Division now has to go public with a widely supported Master Plan team. The Coastal
Division has to be in clear agreement with its partners and team up with them as a team that
together protects the coast, its population and the hinterland. In addition to this, it appears to be

necessary to rethink, adapt and implement the negotiation structure and the participation structure.

2) Plan for coastal safety: a project everyone wants to be engaged in

The project should have a number of concrete means that propagate the project and that can be put
at the different partners’ disposal for support. The point of departure here is a coordinating message
for the entire Master Plan Coastal Safety but with sufficient margin for local individuality and specific
characteristics. The Master Plan Coastal Safety should be perceived as a project that is good to be

engaged in.

3) Coastal safety: not only of importance to the parties directly concerned

The impact of the plan is of a national nature. After all, it is concerned with the protection of our
coast, which is of interest to us all and with which the majority of the population has a strong
emotional bond. Acts of communication should therefore not stay limited to the coastal region. This

broadening adds to the construction of a broad and reliable basis.

4) Coastal Division: from coordinator to facilitator

On the level of communication, the Coastal Division has to evolve from being a coordinator to being
a partner providing facilities. The Coastal Division now works with a team of stakeholders towards a
safe and pleasant coast, instead of just imposing the plan. The Coastal Division remains responsible
for the coordinating communication on the Master Plan and helps other stakeholders to
communicate from their own role. It is a win-win situation for all parties: the message becomes more

powerful when it is spread by several senders.

5) Coastal plan is one and indivisible
The Integrated Plan for Coastal Safety, the Zwin project and the PW-plan for Oostende together
make up the Master Plan Coastal Safety, which is the overall plan for the Flemish coast. These parts

do not always seem to refer to the same project. However, for the average coastal city citizen it is the
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result that counts (a beautiful and safe coast) and not the fact that the separate projects are
organized differently. Connect also advises to incorporate the elements that are not officially part of
the Plan for Coastal Safety into the communication on the Plan for Coastal Safety. That way
unnecessary confusion of the citizens is avoided and the message is strengthened.

Often the Master Plan Coastal Safety and the Flanders Bays project are bracketed together. This
indistinctness is a source of confusion. In the elaboration of the strategy a clear position of these two

projects needs to be worked out.

6) Stakeholders: from passive information to active involvement
The past communication and consultation are very informative and passive in nature. From now on
the citizen or any other interested party will no longer need to actively search for information,

instead the Master Plan Coastal Safety will be communicated in an active way.

7) Coordinating message: strong with margin for local interpretation

To generate active involvement a local translation of the coordinating message is of importance. The
more specific and close the message, the more receptive people from the city concerned will be for
the information, which again leads to more involvement. The cities are responsible for the local
interpretation of the message; the Coastal Division provides them with the materials.

Coastal Division was proposed a mix of communication means, from which she chose the feasible
ones to put into practice. On October 3rd, 2011 minister Hilde Crevits launched the execution of the
Master Plan Coastal Safety at Koksijde. That start of the works attracted a great deal of attention.

The website www.kustveiligheid.be was presented during the press showing. This website collects all

information on the Master Plan and indicates in which cities works are in progress and what will be
done. Via the website visitors are also able to subscribe to the digital newsletter, which is sent out

about three times a year.

In every city where works are being executed the Coastal Division will organize an information
evening in consultation with the city concerned. The Coastal Division will also set up an informational
exhibition for the duration of the works as well as an information pillar near the construction site.
Besides digital means of communication, also classic means are used, such as brochures and leaflets
on the Master Plan Coastal Safety, which are handed out at relevant events. In the European
cooperation Flood Aware, an educational package on coastal protection was developed.

Because of budgetary constraints the Coastal Division tries to link up the message on the Master Plan

Coastal Safety and coastal protection in general as much as possible with already existing events. This
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strategy made that visitors of the photo exposition ‘Moments before the Flood’” were also able to get

acquainted with information on the Master Plan, under the summer of 2012.

Conclusion

To date, a solid evaluation of the communication campaigns that were done is lacking. Although a
good communication strategy has been developed, it is still insufficiently applied. Many different
reasons are the cause of this, but budgetary restrictions are an important factor.

The Flemish government is often dependent on cooperation of the coastal municipalities to get the
message across to the general public. This cooperation goes well, but there is definitely room for
improvement.

The only message currently communicated in Flanders is that the government takes care of safety of
the coast and the hinterland. The fact that a remaining risk exists and that the municipalities have to

draw up a Special Emergency and Intervention Plan for floods is not yet communicated to date.

4. Time for a different approach

To define what strategies and messages could achieve a behavioural change towards taking flood
preventive measures, we should take into account the Transtheoretical Model of Behaviour Change
(TTM) of Prochaska and DiClemente, that describes the successive stages people go through in order
to come to a change of behaviour. From the analysis of existing risk communication campaigns, can
be concluded that the majority of the Dutch and Flemish population is in the precontemplation
phase of the aforementioned TTM. In this stage, people do not realise that behavioural change is
needed or required as the problem is not recognised or simply ignored. Due to the low risk
perception related to flooding and the low self-efficacy when it comes to action perspectives, people
believe there is no need to take self-protective measures against flooding. Furthermore, people often
are not aware of what kind of precautionary measures they could take themselves when it comes to

flood protection.

To get people out of the stage of precontemplation, they need to become aware of the problem they
are facing: flooding is a potential risk, and they need to realise that it is possible to take private
protective measures that can reduce the impact of flooding and the damage caused by it. These
measures will not be the same ones everywhere however, because of different circumstances and
different level of risk for example due to the geographic situation or the environment. Without taking

such local characteristics of the population at risk and the local characteristics of flood consequences
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into account, it is likely that people will accept less personal responsibility for flood preparedness and

will attributed greater responsibility to the government instead.

People in the United Kingdom are more regularly confronted with floods, direct or indirect and can
be in any of the stages of the TTM model, mainly depending on previous experiences. Although the
awareness level in the UK is far higher than that in the Netherlands or Flanders, UK citizens still have
to be convinced of the added value to take preventive measures and precautions themselves. This
seems in line with the model of Prochaska and DiClemente that learns us also that people will
balance benefits and disadvantages of taking self-protective measures. This balance should be in
favour of the benefits before people will actually be willing to change their behaviour and start taking
self-preventive measures. As such, campaigns promoting and stimulating such behaviour should
emphasise the benefits of effective action perspectives, and downplay, but not ignore, possible
disadvantages. In the social marketing mix, this is part of Product. The Product in this case will be
protect yourself and your company against the impact of flooding. Although this is mainly intangible,
behavioural change, tangible products related are e.g. the equipment and investments that could be
related. Price would here be set by the advantages that could be accomplished by adopting the new
behaviour, e.g. less damage in case of a flood, or disadvantages, costs for equipment or discomfort

caused by implemented protective measures.

From the analysis of existing campaigns, some further important lessons can be learned for future
campaigns to avoid them to fail in achieving a behavioural change as well. The first lesson learned is
that to achieve a behavioural change, a long term social marketing programme consisting of several

campaigns should be implemented in order to be successful.

A second lesson, is that it will be necessary to increase both risk perception and the self-efficacy
belief before any behavioural change will be possible. This lesson also is in line with both the TTM
and its precontemplation stage as explained above but also with the social marketing characteristics
defined by Andreasen that state that ‘programme managers have to understand the target
audience’s needs, wants, perceptions, and present patterns before launching a social marketing
programme’. In the next chapter will be discussed how to increase both the risk perspective and the

self-efficacy belief.

A third lesson is that segmentation of the target audience is an essential precondition for success.

The more homogeneous a (sub-) target group is the more specific messages and relevant effective
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action perspectives could be used to convince people that the benefits of adopting self-preventive

behaviour outweigh the possible disadvantages.
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lll. Regional Pilots

Risk communication campaigns, aiming at awareness raising and stimulating self-preventive
measures in relation to flooding so far have not always been successful in to realising a behavioural
change to get people involved in flood risk management. Therefore the Flood Aware project has
been aiming at a different approach by developing tailor made social marketing programme, in which
the target audience is involved in the actual design, will increase its awareness and preparedness in

order to minimise the number of casualties and (economic) damage when flooding occurs.

The three partners have designed new types of Flood Aware campaigns, based on the theories and
evaluation of existing campaigns and studies described above. Every area identified a specific target
group. Somerset County Council focused on the rural community, the Coastal Division focused on
children in the age 10-12 years and the Province of Zeeland took the SME’s as their target group. Also
it became clear that the level of awareness between the areas was different ranging from Somerset
having been flooded recently to Flanders where communication about the risks of flooding is not an
issue on the agenda of governmental bodies. As such the pilots cover a broad range of opportunities
for new experiences and gaining knowledge about how to get information to the public. These
differences also made it very possible to test the theories with the reality we face as we prepare and

implement an awareness campaign.

1. Zeeland

The province of Zeeland is situated in the southwest of the Netherlands and is bordered by the North
Sea. Large parts of the province are below sea level, and it is part of a large river delta situated at the
mouth of the rivers Rhine, Meuse and Scheldt. Periods of severe rain and a rising sea level, caused by
climate changes have increased the risk of flooding (Netherlands Ministry of Infrastructure and Public
works, 2009). Despite the Delta Works and other technological and engineering flood defences,
Zeeland, due to its geography, is prone not only to tidal flooding, but there is also an increasing

threat for fluvial flooding, flooding caused by excessive rainfall or a combination of the latter two.

In Zeeland, SME’s are responsible for a substantial part of the economic activity -e.g. 55% of the
regional employment- (CBS, 2011), with a significant high share of small enterprises (Province of
Zeeland, 2011). As such, SME’s have an important role in the resilience of the Zeeland economy,
particularly after a (flooding) disaster. From research in the United Kingdom, where flooding occurs

more frequent than in the Netherlands, was concluded that 80% of businesses who experience
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flooding close within two years as a direct result of the flood event (Business Link, 2008). This, in
combination with the TMO (Taskforce Management Flooding) conclusion on the lack of involvement
of SME’s, made the Province of Zeeland and the Safety Region Zeeland taking SME’s as the target

audience of the pilot in the Flood Aware project.

Zeeland is a land of the sea! This has many advantages: superb beaches where residents and tourists
love to cool off on the hot summer days, a booming fishing industry and much activity in the ports,
with ocean giants loading and unloading their cargo every day. But a land of the sea is also exposed
to the risk of flooding. The dikes and dams protect the land against severe storms, but nobody can
guarantee that there will never again be another flood from the sea. And if that does happen, then
the consequences in 2013 will be more severe than what happened in 1953. At that time the houses
were heated with wood stoves, many farmhouses were lit by oil lamps. In the last 60 years the
province has developed from a largely agricultural region into a modern society with all the
associated capital resources and infrastructure. The damage resulting from a flood would therefore

be extensive. Preparations can ensure that the damage is limited and recovery time is shortened.

The basis for the creation of a campaign directed towards Zeeland's SMEs therefore involves
collaboration with the sector, establishing the beliefs and drivers of the target group and their
present stage of awareness of the risk of flooding. Campaigns dreamt up behind a desk have had
little effect up to now. The provincial authorities therefore invited businesses to workshops where
the following questions were considered: What do you want to know about the risks of flooding?

How would you prefer to receive that information?

A campaign could then be devised on the basis of the findings, meeting the needs and expectations
of the target group. Two advertising agencies were also invited to attend the sessions, so that they
could hear the wishes and ideas of the business community and so develop a campaign proposal
meeting their needs. The invitations went out via advertisements, the website and business
associations. This had almost no effect! A number of businesses expressed some interest, but stated
that this problem does not have a high priority for them. The rooms booked for the workshops

remained empty.

A minor setback, but the assumption that collaboration was essential survived, a different approach
was needed, that's all. "If the businesses won't come to us, we'll have to go to the businesses" was
the slogan. The ‘Contacta’, the main regional business networking fair, seemed a good opportunity.
The fair has a longstanding reputation in the region. Hundreds of businesses show off their projects

here and organise activities of all kinds, which in turn attract hundreds of other businesses to the fair.
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Visitors were attracted to the little Flood Aware stand by means of impressive visualisations of the
possible effects of a flood in Vlissingen. There were a number of interesting discussions in which
businesses indicated that flooding is indeed a risk for them, but that they really take no account of
this in their operations. There is too much trust in the dikes. Despite their own sense of security,
many businesses did express an interest in taking part in an interactive session to consider the shape
of a campaign. The invitations were therefore sent out again, preparations were made for an evening
session, but the result was more or less as before: only a single business turned up, along with a
number of people from the education sector and from intermediary organisations. The ad agencies

did get some information to base their campaign ideas on, but it was far from sufficient.

A second approach to collating information about the target group was a quantitative study. HKV Lijn
in Water, a consultancy in the field of water and safety, conducted a research project among SMEs in
Zeeland. Their questionnaire was based on the Protective Action Decision Model. This model
describes questions considered by businesses as they develop an awareness of risks: Is my business
exposed to risk from flooding? What would that mean for my business? What can | do to protect my
business? What is the best approach? Do | act now, or later? The last stage in the model is crucial:
does the business have enough information to answer all the questions, and how can they obtain
such information? In the ideal scenario, a business which was not in a position to answer any one of
the questions would seek out further information. If they fail to do so, the process comes to a halt

and the business would therefore not take any control measures.

In February 2013 the questionnaire was distributed to SMEs in Zeeland by TNS-NIPO. The businesses
were initially approached by telephone. After a series of introductory questions they were asked to
collaborate by completing the online element of the questionnaire. Of the 734 businesses contacted,
351 eventually complied. The results demonstrate that the business community have a low
estimation of the risks of flooding which they face. While the majority of businesses would anticipate
damage if their business was faced with 50 cm of water in the vicinity, they take only limited account
of the fact that flooding could actually affect them. Even more surprising was the observation that,
despite their low perception of risk, one in three businesses were nevertheless open to the idea of
reducing their own vulnerability. Almost half of the businesses would consider taking control
measures, if they were in a high-risk location. This percentage is promising, but it doesn't mean that
businesses would also implement this intention in practice. Only half of businesses felt themselves
responsible for the damage that might occur as the result of flooding. They also felt that the
measures they would need to take were complicated and would have little effect. The research also
indicated that businesses have a need for clarity. For example they would like to know precisely what

risk they face, how they would be alerted if a flood was threatened, who would do that and when.
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The businesses also wanted information on evacuation. Measures they could take for themselves
were of less interest to them. Finally, the study showed that the effectiveness of the campaign
increases as it leads to a greater demand for information. The campaign must therefore throw up

significant questions, and assist businesses in finding all the information they need.

The advertising agencies were extensively briefed on the basis of these results. They were asked to
develop a campaign to increase risk awareness, and which would encourage demand for information
among businesses in Zeeland, in accordance with the Behaviour Change Model: making people
aware of the risk of flooding, allowing them to weigh the risks and encouraging them to seek out

information.

The campaign had to be structured in accordance with this model and had to make a number of
issues clear: first, that despite all the control measures, the risk of flooding is always present, for
them too. Absolute safety can never be guaranteed. Second, that it is important to acquire
information on this topic, so that the SME’s know exactly what risk they are exposed to. Third, that
www.zeelandveilig.nl is their primary source for information about the risks facing them, about how
they will be alerted if a flood threatens and about what they can do themselves. As a secondary
objective, the agencies were tasked with the positioning of the Safety Region, as the organisation
providing reliable information on risks and crises as well as assistance in implementing the

appropriate control measures.

The agencies took all that dull data and transformed it into a creative concept. Bureau Life Design of
Zierikzee hit exactly the right note with their slogan "Zeeland is safe, up to a certain level". The slogan
makes it clear that absolute safety is a utopian dream. "A certain level" refers in this case to flooding,
but it can easily be applied to other risks, improving the positioning of the Safety Region. The agency
also developed a two-metre long measuring rod which businesses can be sent in the post. This
increases their awareness of the risks of flooding and invites them to visit the website
www.zeelandveilig.nl in order to investigate the precise level of their own flooding risk, based on
their post code. Visitor numbers at the website were to be boosted with the support of an internet

banner campaign, an e-mail newsletter and advertisements in selected (printed) business journals.

The first results are promising. Regional media paid attention to the campaign. The website attracted
nearly 2700 visitors and within a week 2,270 unique post codes were checked on their flood risk. The
areas that had received the mailing with the two-meter long measuring rod, were checked the most.
The internet banners on popular websites attracted many visitors to the site. The most site visits

were rendered by the regional internet provider. This provider made www.zeelandveilig.nl their site

of the day and made 1383 people click to the website.
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2. Somerset

There are numerous previous campaigns carried out in the United Kingdom by various types of
organisations. The ones carried by Local Authorities which involve solely the use of simple
guestionnaire surveys and information published on their websites are common. These methods are
often adopted by Local Authorities because of the way Local Authorities are set up and staff face
many barriers to change the way things are normally done, they usually end up to use these
traditional methods. Innovation using new technologies is often not possible as these do not conform
to their local authority's internal policies.

The main problem with such campaigns is that they tend to generate very low amount of responses.
Since they target society as a whole, they are unlikely to be successful in engaging other age groups
such as younger people, etc.

The results from such campaigns are often of little value as the percentage of responses from these

type of surveys are normally too insignificant to draw any conclusions.

Flood Survey 2011

A previous survey carried out by Somerset County Council in 2011 received only 280 responses
despite 232,000 questionnaires were distributed through the Somerset Council Council’s Newspaper
‘Your Somerset’ July 2011 issue, one to every home in county. An on-line version including the
guestionnaire was also made available from the Somerset County Council’s website. Despite the
high circulation of the newspaper, the response rate for the survey was only 0.12 %, it also failed
considerably to involve people from younger age groups as 84% of respondents were over 50 years
old.

The main aim of the survey was to develop a Communication Strategy for Flood Risk Management
and also review the effectiveness of information and services already available to the public.

Other aims of the survey were:

= To gain a better understanding of how much/what information residents already have

= Their concerns about the risk of being flooded

= Their perception about flooding responsibilities

=  Who would they contact if flooded?

= Rating about multi-agencies’ information available to them

=  Find out about information that would be beneficial to residents

= |dentify communication channels that would be appropriate to communicate future information.
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Although the response rate of the survey was low and the results are likely to be biased as they are

not representative of Somerset’s population, it is obvious that the main factor that affected the

response rate was ineffective communication. However, that survey has helped to point out the

issues and challenges that Somerset County Council and its partners face in effectively providing

flood information to the public to cause action in terms of preparing for floods and reduce flood risk,

etc.

Results and Findings

=  Your Somerset was perhaps not an suitable medium

= Society should not be targeted as a whole as we mainly reached the over 50s

=  On-line information is good but not everyone have access to the internet

= Perception of risk varied significantly between individuals

=  Term 'Responsibility’' is being misinterpreted and many respondents did not know that they are
responsible to protect their homes instead of the Local Authority or the Environment Agency.

= Alot of respondents did not know what actions to take to prepare for a flood

= Flood information need to be more accessible to the public

=  Future communication need to be improved and new channels or methods need to be explored

Flood Survey 2012

Using the lessons learned and some of the recommendations from the previous 2011 flood survey.

The response rate of the 2011 survey was concluded as low, therefore a different approach was

required to improve the level of responses.

A new Flood Aware consultation was carried out in 2012, a carefully designed questionnaire was

produced and published. A few experimental methods were employed to improve the response

rates. Similarly, the objectives of the survey were:

1. To gain a better understanding of how aware the residents of Somerset are about their flood
risk.

2. Torecognise the public’s perception of flooding responsibilities.

3. To understand which forms of communication are most preferable for exchange of information?

4. Improve the way Somerset communicates with residents by trying out new methodologies and
exploring other communication channels.

5. Capitalise on the potential of community networks in raising awareness by engaging community

members and other influential individuals.

The National Flood Forum (NFF) suggests that the best way of making things happen locally is by

encouraging communities to working together with those who can make a difference. Therefore,
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instead of relying on participants to filling up the questionnaires and returning them. A 'bottom up'
approach was adopted by working directly with the communities to encourage them to complete the
guestionnaires. The 2012 “Are You Flood Aware?” consultation was published on the Somerset
County Council website in September 2012 and printed copies were available on request. The
consultation stayed open for 3 months and closed on 31 December 2012. In order to maximise the
number of participants a small incentive was offered. A pair of 'Wellington boots' were offered as a

prize through a raffle.

Initially an article was published in the ‘Our Somerset’ newsletter which is only available to Somerset
County Council employees, this enabled SCC to reach people that live in various areas across
Somerset. Links to the on-line consultation was also published in other organisations' newsletters

such as the National Health Service (NHS) in Somerset and the Devon and Somerset Fire Service.

An article about the Flood Aware project, which included a link to the consultation, was kindly
distributed by the Somerset Rural Community Council; the distribution list included a large number
of Parish Council Members and community group leaders. As a result SCC were invited along to

several Parish Council meetings to introduce the 'Flood Aware project'.

By communication directly with Parish Councils and community groups, often they would then

extend the distribution of the consultation further by publishing links to the on-line consultation in

their local newsletters and community notice boards.

It is important to note that the 2011 that publishing the survey in “Your Somerset” incurred a cost of

a few thousand pound, whereas the 2012 survey was distributed totally using free communication

channels.

= 745 responses received

= The survey still received poor response below the age of 18. The Majority of responses were
between 35 and 64. This percentage weighting is proportionate with the population estimates
for Somerset in the 2011 census.

=  71% of respondents were aware of the flood risk for their area or property. This is relatively high,
however surface water flood risk maps are not available to the public so current flood risk
awareness levels will be about fluvial and tidal flooding. Furthermore, those that are aware of
their flood risk are more likely to complete a consultation on the topic of flooding.

= The number of respondents that are not aware of their flood risk correlates with the number of

people who have not seek on-line information about flooding.
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= 48% of respondents that have experienced a flood event were unaware of their flood risk before
the event.

=  Only 29% of the respondents suggested they are aware that the responsibilities in flood and
water management are multi-disciplinary by selecting more than one person or authority. Only
33% of respondents believe that the home owner is responsible for protecting their property
against flooding.

=  68% of respondents did not know if their community had an emergency plan or an active flood
action group and 20% said they had neither.

= The most preferable form of communication for the exchange of information was found to be
the internet. When split down by age group the only exception was the 65+ age range chose the

telephone as the most preferable form of communication, closely followed by the internet.

Results and Findings

The total number of responses to the “Are you Flood Aware?” consultation was 745, which is a 270%
higher response than the 2011 Flood Survey. This increased in the number of responses may have
been due to the variation in communication methods used to circulate the survey which included
community engagement, the incentive offered, the number of flood incidents that have occurred

across Somerset in 2012 or a combination of all of these.

Out of the 745 responses to the questionnaire, 92% of respondents completed it online. This shows
the majority of the sample were internet users, which needs to be considered when concluding on
the best forms of communication.

In comparison to the 2011 flood survey, the 2012 Flood Aware consultation received a much higher
response rate. This was due to acknowledging the previous conclusions about the communication

channels used.

The consultation was distributed through a variety of methods, including: online, in newspaper
articles, through parish councils and face to face at community events. By using a range of
communication methods it was more likely to reach a range of communities across Somerset.
Furthermore, the incentive offered increased response rate. There was a prize draw for one of the
respondents to win a pair of Wellington boots. The incentive was small but encouraged people to
take part.

The higher response rate was also influenced by the fact that flooding was a hot topic in 2012. The

Met Office announced that 2012 was the 2™ wettest year the UK has experienced since records
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began in 1910. However this high level of awareness is likely to become a low priority on peoples

minds as time pass.

Other Key Findings

= Roles and Responsibilities in Flood and Water Management — ‘Who does what?’ Still a problem
= Perception of risk still an issue

= Residents unaware of where to get sandbags and how to use them efficiently.

= Residents did not know the various forms of property protection methods that exist.

Pilot Campaign

Since the previous survey still returned similar key findings for concerns as the 2011 survey. It was

envisaged that better approached had to tried out. A 'bottom up approach' with direct interaction

with the community had to be tested.

The aims of the campaign were:

= To raise understanding of the need to be aware of flood risk, particularly flooding from surface
water

=  Give individuals the information and tools required to increase their resilience

= To promote different agencies roles and responsibilities

= To promote emergency plans and active flood groups (if their community has one)

The Objectives of the campaign were:

= Toincrease understanding of flood risk from surface water by 70 per cent

= To encourage 50 per cent of the target audience to have prepared a flood plan

= To encourage 30 per cent to have thought about purchasing property protection products

= Toincrease understanding of agencies roles and responsibilities by 60 per cent

= To increase understanding that protecting property from flooding is the home owners’

responsibility by 75 per cent

The study area was selected from a short list of villages. Initially GIS analysis was employed to select
areas that are at risk of surface water flooding and Wiveliscombe was chosen as the ideal location for
the pilot campaign due to its geographical location and its size. The criteria was to use a small town
which has a small number of properties at risk.

The Primary Target Audience included:

= Home owners
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=  Communities at risk

= Land owners

The Secondary Target Audience were those that can educate others — They may not be at risk but

know of vulnerable people that are and can spread the message.

Communication Channels and Communication tools

Local Radio Broadcast

Recorded radio messages were transmitted by the local radio station. 10 radio is the community

radio station for the ten parishes of Ashbrittle, Bethealton, Brompton Ralph, Chipstable, Clatworthy,

Fitzhead, Huish Clampflower, Milverton, Stawley and Wiveliscombe in Somerset. 10 radio broadcasts

24/7 from studios in Wiveliscombe.

We were given the opportunity to promote our Flood Awareness and Self Help campaign in two

formats on the community radio station. Geoffrey Mackett, Senior Civil Contingencies Officer, had an

interview about community resilience and flood awareness that was broadcast on ‘The Community

Show’ on Friday 1st March at 9.30am. The Community Show is an opportunity to catch up on what is

happening in the 10 Parishes area and listeners can discuss the topic and raise their opinions.

The station also gave us the opportunity to record short sound bites of our key messages to promote

the campaign. These will be played as advertisements during the 2 weeks running up to the

campaign.

The Key Messages from the radio broadcast were as follows:

1. "You don’t need to live near a river to experience flooding. 19,000 properties in Somerset are at
risk from surface water flooding." "Are you Flood Aware?" "To find out if you are at risk and how
you can prepare come along to..."

2. "Don't wait for a flood to happen before taking action!" "Find out how you can prepare — think
don’t sink!"

3. "Do you have an emergency plan?" "It is up to you to plan for you and your family."

4. "In the event of a flood, the emergency services might not be able to reach you. Are you
Prepared?"

5. "It only takes 15cm of water to knock a person over, 30cm of water can float a car. Be prepared

for flooding..."
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All the five key messages were followed by... "To find out more come along to the Community Office
in Wiveliscombe on Saturday 16th March from 10am-1pm."

"Representatives from Somerset County Council and the European funded project ‘Flood Aware’ will
be there to talk to you about Flood Awareness and Self Help."

"For more information visit our website: www.somerset.gov.uk/floodaware"

Leaflet delivery and door-to-door calling

Through GIS analysis, We identified two sample blocks of Wiveliscombe based on the surface water
flood risk maps.

= Section 1: Leaflet Delivery

= Section 2: Door knocking

Sample section 1 contained 30 properties; a leaflet was posted through every door.

Sample section 2 contained 20 properties. For this sample we were going to knock on each door and
personally invite the residents to attend our flood awareness and self help surgery. However, on
arrival we noticed all of the properties had a sticker on their door saying “Police Notice: NO COLD
CALLING.” As a result of this, we did not knock on doors to advertise the event. Instead we delivered

a leaflet through the letter box of each property in the sample section.

Posters

Eye catching posters promoting the event were displayed around Wiveliscombe with the assistance
of the Town Council. It was agreed that they would also be displayed in the Community Office where
the event took place; they were also be displayed by the town council on the notice board that is in

the centre of Wiveliscombe.

Websites
Promotional materials for the flood awareness and self help event were posted on various websites
including: 10 radio’s website, the Wiveliscombe website and our Somerset County Council website

were a dedicated page was set up.

Social Media
Unfortunately, at the time of the event we were not allowed to use social media to promote the
event or interact with the public as this is currently not an approved means of communication for

SCC employees to use.
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Campaign Day
The Pilot Campaign was held on Saturday 16th March in Wiveliscombe Community Office. We had
three members of the Flood and Water Management Team and one member of the Civil
Contingencies Team who attended the event.
The stall covered different categories of information:
= How to assess your flood risk
= How you can protect yourself and your property
= How to build an emergency plan
= How can you help us — Adopt a drain campaign? Tell us what you know? Plot problem areas on
maps.
= There were also fun activities for all ages, including:
0 drawing for the children
O Quiz on screen with flood facts.

0 ‘Flood House’ — How to arrange the sandbags.

Materials

= Resource about property protection — information on flood resistance and flood resilience. A
booklet was produce specifically to hand out at the event. This booklet will also be used in the
future as an information pack.

=  Promotional 'Flood Aware' pens were produced as goodies were handed out

= Portable 'Flood Aware' water bottles produced by the Dutch partner were handed out

= A House model including flood protection measures was produced to trigger discussion about

flood protection and resilience.

Evaluation Method

A small questionnaire was also produced to obtain feedback about the campaign and to measure
whether those who have attended the 'Flood Surgery' are:

=  Aware of the risk of flooding in their area

= Know who is responsible to protect their property against flooding

=  Aware what to do to prepare themselves from flooding

Similarly to the 2012 questionnaire survey, a small incentive was offered in order to maximise the
number of participants. A pair of 'Wellington boots' were offered as a prize through a raffle to those

who attended the 'Flood Surgery' and completed the questionnaire.
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Results/feedback

The ‘Flood Awareness and Self Help’ surgery was held in the Wiveliscombe community office. 20
people attended our stall and discussed the topic of flooding. There were 9 feedback evaluation
forms completed. If people attended the event in a group of two or more, often only one member of

their group would complete an evaluation form.

The ‘Flood Awareness and Self Help’ surgery was advertised using different communication
techniques. The local community radio was found to be the best form of communication in
Wiveliscombe: 36% of those that completed an evaluation form heard about the event on the radio.
Community radio stations are an important means of spreading local information, particularly in rural

areas where dwellings are more spread out.

The second most effective form of communication was through the Town Council. As we worked
closely with the Town Council in organising and designing this event, they were able to inform
residents of the details. It worked well for the Town Council to be ambassadors of our information.

Both posters and leaflets combined only attracted 18% of the attendees. Posters were displayed for
two weeks leading up to the event in the town centre, library and local shops. However, this form of
communication will have only reached individuals that use their local services. Leaflets were
delivered through a sample of doors; one resident out of a sample of 50 attended as a result of

having the leaflet posted through their door.

18% of those that evaluated our stall were just passing by on the day and noticed the information

was relevant to them.

No attendees heard about the event through the website. Often without being signposted to a

specific site, it is unlikely residents will choose to browse a website without a reason for doing so.

= Objective 1: To increase understanding of flood risk from surface water by 70%. 78% of those
that completed an evaluation form said that as a result of attending the event, they were more
aware of their flood risk. This means we achieved our objective. The key here was being able to
provide information from the surface water flood risk maps to members of the public to identify
broad areas which may be susceptible to surface water flooding.

= Objective 2: To encourage 50% of the target audience to have prepared a flood plan. One of the
key messages of the project was: “Do you have an emergency plan? It is up to you to plan for you
and your family.” As a result of this, there was an emergency plan template provided that

individuals could complete themselves with information on their emergency contacts, important
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things to consider and what they would need in an emergency kit. 100% of attendees that didn’t
already have a household emergency plan were encouraged to complete one as a result of
attending our event. Fully understanding the importance of these simple measures allowed them
to realise how they can be prepared.

Objective 3: To encourage 30% to have thought about purchasing property protection products.
On reflection, this objective could be re-worded to better evaluate future campaign events: to
encourage 30% of attendees to have evaluated whether purchasing property level protection
products is a cost effective solution for them. In discussion with residents at the event, it was
discovered in some circumstances it is worth exploring options to eliminate the risk first. As a
result, we asked attendees if they had learnt how they could protect their property from the risk
of flooding. 75% of attendees said ‘Yes’. No further suggestions for information were provided by
those that said ‘No’.

Objective 4: To increase the understanding of agencies roles and responsibilities by 60%. 58% of
those who attended the event answered correctly that it was up to them to protect their
properties from flooding. Although we came very close to meeting our objective it shows that it
was a huge improvement compared to the previous surveys.

Objective 5: To increase understanding that protecting property from flooding is the home
owners responsibility by 75%. As a result of the event, 58% of the attendees identified that it is
the responsibility of the home owner to protect their property from the risk of flooding. 25% of
attendees thought it was the responsibility of the Environment Agency and 17% thought it was

the Lead Local Flood Authority. This shows this key message still needs to be clearer.

As well as the record of feedback from the evaluation forms, there was verbal feedback from

residents that knew about the event but chose not to attend. One officer stood outside the

community office, handing out leaflets to passers-by to encourage them to come in and talk to us

about flood awareness and self help. In conversation, there were multiple reasons why people

decided the information was not relevant to them. Initially, approximately half of the people stopped

were not from Wiveliscombe, therefore were not interested. Of those that did live in the area

approximately 90% had heard the event being advertised on the radio but had chosen not to attend.

There were several reasons for this, they included:

“We live on a hill, we feel that we are safe”
“We have previously experienced flooding of our property when we lived in a different location,
we have moved house now and are no longer at risk.”

“We have lived in the area for several years and never witnessed flooding, so we are fine”
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This confirms that a pre-existing perception of risk can discourage people from seeking professional

advice on ascertaining an accurate level of risk.

Conclusions

We can conclude that simple questionnaire surveys alone are likely to be unsuccessful. Research and
our pilot campaign show a variety of communication methods must be used for the message to be
effectively received by communities. Radio broadcast was proven to be a very good medium. Face to
face communication was also proven to be the most effective method for the exchange of
information. Direct interaction with communities allows for partnership working and trusting
relationships to be formed. Working ‘bottom up’ with the community provides two way
communications where information can be exchanged successfully. Community engagement events
are also an incredibly effective way of getting information to and from those people that do not have

access to the internet.

Once a variety of communication channels have been established, there needs to be ongoing, regular
refreshing of information to maintain awareness and interest.

Previous successful campaigns where online information networks were set up that can be used as
educational tools. These networks use videos, photographs and other resources to relay their
messages. Using case studies of peoples flood experience is a much more effective way of showing
the damage a flood event can cause. If an ‘ordinary person’ is talking about their flood experience it
is going to be better received that if it were to come from the local authority. This incorporates the
use of the arts to raise awareness. Incorporating performance and storytelling in previous campaigns

has proved to draw in all ages.

Successful campaigns indicate that awareness campaigns need to be creative and innovative. They
also must exploit the benefits of trying new evolving technologies, such as Social networks as they
seem to greatly provide the opportunity to capitalise on the potential of community networks in

raising awareness.

Perception of risk can have a huge effect on the results of a campaign as it can discourage people
from seeking professional advice on ascertaining an inaccurate level of risk. For example, just
because a flood event has not happened in the last 50 years, does not mean it won’t happen for the
next 50 years. Individuals may deem themselves to not be at risk of flooding even though they may

live in an ‘at risk’ area. Risk will need to be communicated effectively in order to change the attitude
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and behaviour. Awareness raising messages need to be coupled with self help initiatives. Raising

awareness without offering practical solutions will likely result poor response.

Future Recommendations

Whilst there are clearly some issues associated with the previous surveys and the pilot campaign, the
results point to some interesting findings, and potential recommendations of relevance not only to
the Lead Local Flooding Authority, but to others’ involved in trying to promote community
engagement in flood risk management. These are briefly outlined below.

In terms of issues, these can be summarised as those associated with the timing and potential bias of
the surveys. For example, it is expected that if the previous survey and pilot campaign had been
carried in time when flooding was not a hot topic, different levels of perception and concern may
have been recorded. Additionally, the results could be biased as households with a higher interest in
the survey would have been less willing to return the questionnaire causing an apparently decreased

awareness of flood risk issues.

Technology

Many of these successful campaigns have made effective use of new technology as communication
tools, such as Social Media. The use of Facebook and Twitter are the most popular networks in the

UK and those who use them have effectively reach their audiences and interact with them.

Wikis
As the campaign spreads across the County, there would be value and worth in the Flood and Water
Management Team having a wiki page. By having our own wiki page we could make it appealing and

interactive for residents to use.

An on-line forum can provide the ideal platform for interaction with people seeking information. The
advantage of such forum is the fact that users who are well aware of topics normally assist others.

The service page on the Somerset County Council website is not flexible to accommodate new
technologies, therefore we are restricted by formatting which stops the information being presented
in an innovative way and accessibility to information is somewhat compromised. Social media sites
such as Facebook and Twitter can be linked into the wiki so updated information can be easily shared

with friends and followers.
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Mobile website

The production of a smartphone app containing flood information was discussed during the
development of the campaign. However, this was discounted due to the limitations in deciding which
platform to use. There is an ongoing platform rivalry between Android and iOS. Originally, due to cost
and ease of use the app was going to be produced on the Android platform. This would however
restrict the number of people that could use the app. It was then discussed that there is greater

value in producing a high-quality mobile site.

The intention was to engage the more social media/smartphone active target audience of Somerset.
We understand technologies are moving forward and as a County Council we should be keeping up
with this movement. IMRG (Interactive in Media Retail Group) have found that over half (56%) of UK
consumers now own a smartphone and around 1 in 5 have access to a tablet device. We are now
living in a world where information is at the end of our fingertips and the use of smartphones to

access information is becoming more common.

Education

Flood risk management is a topic that needs to be communicated to all ages. SCC received a poor
response rate from those under 18. The Belgium partners in the Flood Aware project are developing
an education package for use in schools, if this package is concluded to be successful it should

perhaps be implemented in Somerset.

Flood Surgeries or Drop in sessions

The Somerset pilot campaign shows that flood surgeries or Drop in sessions can be very effective and
a cost-effective way of reaching the public. Interaction with information provided could be increased
if more frequent flood events were also shown potentially leading to further information seeking.
Somerset County Council should consider rolling this out to other communities across Somerset.

Since this need to be an ongoing process yearly events at suitable locations should be considered.

This would have the effect of reducing the number of residents ignoring flood risk and induce a
higher level of concern, potentially resulting in more interest in adopting flood prevention measures.
A greater consideration of residents’ perceptions should, therefore, be made when trying to gain
their attention.

In summary, it is recommended that the LLFAs or anyone else should take more account of how

different groups in society identify and perceive flood risk.
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3. Flanders

For the EU-project Flood Aware, the Flemish government’s Coastal Division wanted to focus on
children, more specifically on children between 10 and 12 years old. Bringing across a complex
message on coastal protection, flooding and emergency planning to young people is very difficult.
They are not appealed by general campaigns where a technical message is sent out. Yet, they cannot
be forgotten as a target group, after all, they are our adults of the future. The Coastal Division is
convinced that, when focussing on children, they will spread the message to their parents and
grandparents. In that way, the awareness campaigns reach more people than just the children.

To reach this target group of children between 10 and 12 years old, the choice was made to develop
an educational package. Ostend’s non-profit organization Horizon Educatief was called in to develop
the package existing of DOE-stations (Dutch acronym for ‘Do, Discover, Experiment’)..This
organization is a pioneer in education on the coast. They have developed many educational
packages, educational boxes and DOE-stations on different coast related subjects and a large number
of schools make an appeal to their services. With a target audience of children and youngsters,
learning through experience and thus linking knowledge to fun is the most effective manner. All
materials used are tailored to the target group and are tools that not only show the theoretic base,
but also the practice of these themes. An extra incentive for schools to work with the package is that
it was developed bearing in mind the primary school’s final attainment levels.

The different DOE-stations each have a theme:

=  Dunes

=  Wave overtopping simulator

=  Emergency planning

= Qur coastal defence

= Types of waterways

=  How will we live in the future?

=  Whatis the best place to live in Flanders?

= How do | protect my house in case of flooding?

While playing they learn the difference between hard and soft measures of coastal protection and
work out themselves what type of coastal protection works best in which specific situation. By means
of a stop motion film, they pick up what evacuation planning is all about, they get the opportunity to
design their very own idea of a waterproof house and a wave overtopping simulator allows them to

make waves and observe their effect.
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Each DOE-station is accompanied by a brochure which gives some theoretical information. By
reading that, the children learn what they have to do and the brochure also provides place to write
down their findings. A person from Horizon Educatief is present to guide the children through the
DOE-stations and provides them with information in an ‘intro’. The ‘outro’, which is also given by this
same person, in testing proved to be very important. As a moment for considering and discussing
their findings in this ‘outro’, it proved to be essential to the educational aspect of the package.

Finally, besides the separate brochures for children accompanying each of the DOE-stations, there is
also a brochure for their teachers so to be able to set to work —before and after using the package-

on the subject in class as well.

Several classes visited Horizon Educatief to test the package. On the basis of those tests and
feedback the ‘stations’ were optimized. In a training session, Horizon Educatief’s volunteers were
given all necessary information to be able to guide the classes in using the educational package.
During this informational session, it turned out that there were still some imperfections to the
package, thus it shows to be very useful to involve the people who will be guiding the package in an
earlier production stage.

The testing of the package started with a baseline measurement. By means of a bundle with a few
very simple questions the children were individually asked what they already knew about coastal
defence, evacuation or flooding. After testing the package, the children were asked the same
questions again. Analysis clearly showed that the children had learned from going through the DOE-
stations. So it has proven possible to get across a rather complex message to children, by letting

them experiment.

The educational package will be promoted by Horizon Educatief in many different schools in
Flanders. Flyers and posters are produced to support this promotional campaign. These will also be

spread in libraries, nature centra, etc..
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IV. Conclusions and Framework

1. Conclusions

Based on the theories described in Part | of this report, the analyses of existing campaigns and
policies in Part Il and the three pilot studies in the partner regions, from the Flood Aware project
some important lessons and conclusions can be drawn. These are described underneath and have
been used to set the Flood Aware Framework for a successful social marketing campaign to increase

awareness and self-efficacy in relation to flooding.

The Transtheoretical Model of Behaviour Change (TTM) of Prochaska and DiClemente (1982)
describes the successive stages people go through in order to come to a change of behaviour. From
the analysis of existing communication campaigns, it can be concluded that the majority of the Dutch
and Flemish population is in the pre-contemplation phase of the aforementioned TTM. In this stage,
people do not realise that behavioural change is needed or required as the problem is either not
recognised or simply ignored. Due to the low perceived risk that flooding actually can occur, in
combination with the low self-efficacy amongst the target audience makes them unable to see
neither the need nor the benefits of taking private flood preventive or mitigating measures. As it has
become clear from this project’s research no behavioural change towards flood preparedness or risk
mitigating measures will occur unless this attitude of indifference towards flooding, i.e. low

perceived risk, low efficacy has changed.

In such situations, a social marketing programme, per Andreason’s definition aiming at behavioural
change of the target audience, which goes beyond providing information, or change believes or
attitudes, should start with an awareness campaign to make the target audience realise that flooding
is a serious risk and make them move out of the stage of pre-contemplation. In order to realise this,
people need to experience cognitive dissonance. Based on Witte’s EPPM, one way to raise the risk
perception is the use of fear appeal. The fear appeal used should be relevant for the target audience,
i.e. focussing on the impact of flooding on the different segments identified. Besides the fear appeal,
appropriate remedial actions will have to be provided. Once convinced that flooding actually is a risk
and that it is possible to take private protective and mitigation actions, people move to the

contemplation stage.

In the contemplation stage the action perspectives provided are even more important, as people will

weigh their benefits and negative consequences compared to their current behaviour of not taking
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any personal precautions. Examples of action perspectives can be taken from the United Kingdom,
where SME’s are provided with suggestions to make their house or business more resistant and
resilient by delaying or preventing flood water from getting in, limit the damage and make cleaning
up easier and faster. These examples can range from low cost, e.g. storing valuable items higher up
to more capital requiring e.g. using flood resistant materials in the construction of new buildings or

extensions.

The analysis of existing communication campaigns have taught us that many existing campaigns have
failed to realise a behavioural change to involve the population in flood risk management. Four main
lessons could be learned from the lack of success of a lot of these campaigns:

= Think long term

= Where are we on the scale?

= Segmentation

= Research

The first lesson learned is that to achieve a behavioural change, a long term social marketing
programme consisting of several campaigns should be implemented in order to be successful.
Whereas a number of the campaigns analysed were not part of a social marketing programme, but
rather separate social advertising campaigns, sometimes even contradicting and opposing each

other.

A second lesson, is take into account both the risk perception and the self-efficacy belief of the target
audience. When either one of these, or both, are low, it will be necessary to increase these before
any behavioural change will be possible. This lesson is in line with both the TTM and its pre-
contemplation stage as explained above, but also with the social marketing characteristics defined by
Andreasen that state that ‘programme managers have to understand the target audience’s needs,

wants, perceptions, and present patterns before launching a social marketing programme’.

A third lesson is that segmentation of the (target) audience is an essential precondition for success.
The more homogeneous a (sub-) target group is the more specific messages and relevant effective
action perspectives could be used to convince people that the benefits of adopting self-preventive
behaviour outweigh the possible disadvantages. To ensure that people feel addressed in a social
marketing strategy, the target audience should be divided into a number of smaller, more similar,

sub-audiences based on their needs, wants, perceptions, and present patterns.
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The fourth lesson is that a deeper understanding of the different (sub-)segments within a target
audience allows a more effective use of marketing mix strategies. Segmentation of the target group
has to be based on extensive formative research that will have to be conducted to investigate the
relevant issues and important messages for the target group. Besides risk perception and perceived
self-efficacy belief and previous experience with flooding, this research will focus on more traditional
segmentation variables, i.e. demographic, socio-economic and geographic characteristics in order to
understand their needs, wants, perceptions and current behaviour. A substantial part of the research
should directly involve the target audience e.g. by focal group meetings or in depth-interviews.
Rather than organise such a campaign in a top-down manner, the target audience has to be involved
directly in order to fully understand their needs and perceptions. Focal group meetings could be one
way of such a participative approach, that should be continued during the whole programme by
implementing a monitoring and evaluation process that also involves the target audience and allows
restructuring of the programme during its implementation. Based on focal group meetings as well as
other ways of formative research such as in-depth interviews complemented with surveys, the target
audience will have to be segmented based on their needs, wants, perceptions and current

behavioural stage in the stages of change model in relation to flood precautionary measure taking.

When the risk perception and/or self-efficacy believe are low it is very likely that the interest of
SME’s for focal groups meetings specifically organised to discuss flood risk management and self-
protective measures is very low. Therefore it would be recommended to put these topics initially on
the agenda of regular meetings of influential others, e.g. branch-organisations or intermediaries such
as the regional chamber of commerce or the Province of Zeeland or the Safety Region Zeeland. Once
the risk perception and self-efficacy belief have increased, separate meetings on the topic would be

recommended though to have more focus.

Based on the RISP-model, we learned that a gap in one's knowledge motivates to search for
information and put time and effort in the interpretation of it. The FRIS model of Ter Huurne tells us
that risk perception, personal involvement and perceived self-efficacy are the key criteria to seek or
avoid risk-related information. In order to stimulate information seeking among the target group
therefore and foremost it will be required to increase the risk perception and the self-efficacy beliefs.
As previously concluded, the uses of fear appeal in combination with the provision of realistic

remedial action perspectives are a possible way to accomplish these both.

In addition, the FRIS model also taught us that, once the risk perception and the self-efficacy have

been increased, people will also start looking for information on flood preparedness and risks
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mitigating measures. It will be the responsibility of the risk and crisis management authorities to
ensure that the information people are looking for, is actually available to them, through the
channels that have been derived from. The information required to fulfil these conditions should be

derived from the formative research.

Underneath the recommended framework for a social marketing programme to increase flood

awareness and self-efficacy are described.

2. Framework for social marketing programme

If we want people to become more self-reliant in case of flooding we need to understand the need of
people to receive information. The Stages of Change model as described in chapter 2 can help to
determine what the content of the information needs to be. What we want to accomplish with
awareness campaigns is to have people who are living in flood risk areas on the ‘maintenance’ level.
They know it can happen, they know what this means and they have a plan to deal with it.

Based on the pilots and evaluation of former campaigns in the three areas we can conclude that the
most successful campaign is one based on direct communication and the exchange of information

between sender and receiver.

We also discovered, that there are (too) many variables involved to make one model campaign. So
we can provide a framework on which the development of an awareness campaign can be based.

This framework comprises of five steps that need to be taken in account:

= Step 1: identifying the level of awareness;

= Step 2: Finding out the needs of the target group(s);

= Step 3: Finding out the best way of distributing information;
=  Step 4: Starting the campaign

= Step 5 Evaluate and moving on

Step 1: Identifying the stage of awareness and target groups.

There is no general method found to measure the level of awareness about flooding (or any other
type of disaster for this matter). But one of the conclusions of this project suggests that awareness
can only be raised if an individual can reflect the information about flooding on him/herself or
his/hers surroundings, therefore, we need to indentify target groups. We can use the stages model of

the Pro-Change behaviour system model to identify the stage of awareness within an audience.
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Identifying target groups and the stage of awareness they are in needs to be done through a research
process. This research should be based on quantitative data such as demographic and economic
statistics, geographic information combined with qualitative data collected for example in focal

group meetings or in depth interviews with members of the target audience.

Depending on the level of perceived risk and self-efficacy on flooding, the initial focal group meetings
might not be specifically organised on flood risk management. Use existing meeting structure within
society and use safety subjects or topics which interests people in that moment in time. For example
if there is a risk of forest fire in a region put this on the meeting agenda together with flooding.

Use the information collected to define target groups that are expected to respond in the same way

to marketing mix variables.

Segmentation can be done in a classical way based on geographical, demographical or social division.
But even more direct is a segmentation on a need based division like SME’s, disabled people, nursing

homes, transportation.

Every target group can have its own level of awareness. Where is the target group (or its majority of
members) on the Change Model Scale. It is necessary, before you start any type of campaign, to
identify a base level for your campaign. From the three pilots we found that in order to identify this
base level, four elements need to be reviewed from the perspective of the target group:

= Level of information

= Level of prevention/preparation

= Level of knowledge

= Level of experience

Every element has its own set of questions.
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In the following diagram the most essential questions are shown, but depending on the situation
other questions like “does the target group have the means to a behavioural change” (e.g. do they
have money to take preventive measures) can also be raised and this influences the awareness

campaign as it comes to the final goals to be set.

(: Is information about h\'
flooding available

#|s this information accessible
to the public

s Are their specific prevention A
measures taken for the target
goup?

*Are there plans made for the
target group?

*Does the target group know of

this?

*Does the target group know
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Prevention/

\ Preparation
- N

Experience Knowledge

*Has the target group as the target group (general)
experienced afloodinthe nowledge why aflood may
past? happen?

s Are there individualswithin the *|s this knowledge availzhle and
target group who experienced comprehensive to the target
aflood? group

s Are experience shared within
the target group

\. J /

As we have seen the target group “rural area” in Somerset with regular floods has a different
awareness level as the target group “SME’s” in Zeeland. Experience generates knowledge and
information within a target group and will stimulate prevention and preparation measures. So
experience stimulates a high awareness level. In these circumstances information doesn’t have to be
focused on being more aware but can be more specific about what people can do to mitigate effects

of distribute their practical knowledge.

Set your goal of the campaign in line with the awareness level you identified. If there is a low
awareness do not expect people to immediately take measures after a first campaign. Behavioural

change takes years and needs a campaign plan which supports this.
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may have on them and that they have to act.

Step 2: Finding out the needs of the target group

To get in touch with the target group first thing is to identify the leaders within this group. These can
be organizational structures or individuals. Use the target group own structure to get in touch with
the majority of members. Within this step research within the target group to get a more specific
view on their level of awareness can be done. What do they already know, what information do they
have, did they already taken prevention measures or prepared themselves are question which can

lead to identify what information is lacking.

The first campaign of the social marketing programme will have to be an awareness campaign aimed
at an increase of the risk perception and the self-efficacy belief. Per segment, the appropriate
marketing mix will have to be defined based on the results of the formative research. The message
however should use fear appeal and provide realistic remedial action perspectives. The latter form
the Product element of the marketing mix. The channels (Place) will depend on the results of the
research, as goes for the Promotion, i.e. the means of communication used. Concerning the Price, in
this campaign this will based on the benefits, e.g. realising that it is possible to take effective self-

preventive measures, and the disadvantages e.g. anxiety that flooding could occur.

Once developed, the campaign will have to be pretested prior to be launched. This pretesting should
be done by applying formative research and again combining quantitative data collection, e.g. by
surveys, and qualitative data collection, e.g. by focal group meetings. As the risk-perception and self-
efficacy belief still will be low in this phase, such meetings again should be incorporated in other

regular meetings of aforementioned organisations.
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Step 3: Find out the best way of distributing information

Every target group has its own channels to communicate with individual members. The best way of
distributing information on flooding is to use these channels or if they do not exist, let the target
group tell you how they want information distributed. It is possible that target group A would prefer
information (SME’s Zeeland) on a website while target group B would prefer a personal approach

(Children, Flanders).

High awareness

eThe Largel group has Lheir own
informalion channels on Mooding
you can use

Low awareness

else as much as possible Lhe general
inlorrmalion channels of Lhe Largel

group

Step 4: Start the campaign

Choose the sender of the information carefully. Although the campaign will probably be a
governmental initiative, this will not automatically mean that the given information will be trusted by
the target group. This is something which also can differ between target groups depending on their
relation with governmental bodies. Analyze the level of trust before the campaign starts. Starting an
awareness campaign within a target group that has issues with the governmental body who is
running the campaign, even if it is on a completely different subject, can influence the results.

Give your campaign a face. Use representative members of the target group to promote the
campaign. Make the campaign recognizable.

Following successful pre-testing, the awareness campaign could be launched.
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Step 5: Evaluate the campaign and moving on

While a campaign within the social marketing programme is running it should be evaluated
periodically as part of the on-going formative research process. Interviews and surveys could be
appropriate means of doing so. When necessary the results of these evaluations could also lead to
adjustments in the campaign when required. Evaluate the campaign together with the target group.

Once the periodic evaluations indicate that the risk perception and/or the perceived self-efficacy has
been increased, this indicates that the (sub-)target group has moved from the precontemplation
stage to the contemplation stage. A second campaign should be developed to emphasis the benefits
of a behavioural change, e.g. reduced damage or increased resilience in case of flooding against the
benefits, e.g. costs or inconvenience. Development of the campaign again should be based on data
collection thorough formative research and by directly involving and engaging the target audience.
Focal group meetings, again could be a useful method to do so. This time, these meetings could be
organised separately as by now the risk perception and self-efficacy belief should be high enough. As
a consequence, based on the FRIS model, people will also start looking for information proactively.
This information should be easily available in places and through channels the (sub-)target groups

have indicated to go and look for it.
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Once developed also this campaign should be pretested in a similar way as was recommended for

the awareness campaign.

High awarenoess

» Did people within the tavget sroup take actions?

*Did the mformation reach all tavgetgroup
members?

Low awarcnoss
+Did the mfeymation reach all target sroup
members?

» Did the campaken convince target oup members
to think about thevisks and effects of Aooding
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