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Community Outreach:

Top 10 tools you 

can use

Case study #1:  Hood River, OR                                       
Get READY Gorge
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 8 page winter preparedness guide

 Free Ready.gov content localized and repurposed

 Local brand

 Content also used 

for web and social

media content
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• Get READY Gorge - Winter 
• Get READY Gorge – Summer
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Sandwich board sign 
– flyer – ad:

There was no one 
preparedness piece 
I found with all 3 on 
one page:

1) Get a Kit 
2) Make a Plan          
3) Stay informed



SUCCESSFUL PARTNERSHIP FUNDING
Low cost outreach campaign:  United Way $2,000 -
Providence $2,000 match - County $2,000    

Partnership isn’t just about money – sharing/ leveraging
◦ United Way / access to nonprofits and grant leverage

◦ Providence – shared booth at Harvest Fest

◦ Hood River School District / Columbia Gorge Community College

◦ Sheriff / HRPD / 911/ Fire Defense board / School Task Force

◦ Hood River News – PSA ad / editorial partnership

◦ Community Education ads and Families in the Park
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July Hood River County Fair  (4 days) – 12,000 people

August Families in the Park (2 days) – 8,000 people   
Sept.       Back to school nights (3 days) – 1,500 people    
Oct.        Hood River Harvest Fest (3 days) – 20,000 people

Also:

◦ Two call-in radio shows with Radio Tierra 

◦ Hood River News partnership - extensive 

news coverage and PSA ads

◦ CGCC partnership – The Big One (April 2016)

◦ Community group events – Rotary, Lions, Grange, 
Ford/RDI

◦ Bilingual outreach

◦ School access – though leader was concerned 

about earthquake fears
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Strategy:

o Special events a priority

o Custom branded campaign built with free content

o Leveraged partners dollars, credibility, audiences

o Bilingual outreach

o Begin mobilizing Community groups
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August 2016:                                         
Get Your Shake On 
Dance Party –
summer concert 
Families in the Park 
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The Christmas            
Preparedness 
Project
Disaster supplies and information 
delivered with holiday gifts and food to 
the most vulnerable in our community



Urban myth:                        
“Preparedness – no one cares.”

1)      Create relevance
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“Must have” or “Nice to have?”
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Is it just a once-in-a-lifetime              
need during Cascadia?

How important/urgent is preparedness?



Groups are “Low hanging fruit”

Mobilize existing groups to care about – and carry- your message

 Rotary, Lions, Grange, Soroptomists, Kiwanis, Ford Institute, Shelter Box

 Social service agencies – United Way, The Next Door, Red Cross

 County, city employees – COOP, at home and work

 Business community  (Chambers, professional organizations, utilities, clean up firms)

 Youth groups and clubs
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2) Start with community groups, service clubs
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Aligned with seasons, holidays, key community milestones

◦ Summer tips – peak tourism season – water sports, hiking, etc.

◦ Anniversary of disasters or other key historic dates

◦ Valentine’s Day- We Love You Hood River – take care of yourself

◦ Mother’s Day / Father’s Day / Grandparents Day

◦ National preparedness month – Sept.

◦ PreparaThon – April 30 / Sept 30

◦ Fire season

◦ Fire Prevention month – Oct.

◦ Holiday safety tips

◦ New Year’s resolutions

◦ Winter season tips 

◦ Fall – back to school

◦ Cascadia drills - summer
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Lots of free stuff out there- just use it!

FEMA

Ready.gov

PreparAthon

Red Cross

OEM

Fire Marshall, OHA

Local partner agencies

Utility companies, etc.
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Don’t just try to attract people to your cause - Take your cause to the people

Target high volume existing events – where people are.

Reach out to people – this is a people business.

◦ Cascadia talk – go, Althea!

◦ Back to school nights

◦ Get your Shake On! Quake shake dance party (Families in the Park concert)

◦ Hood River Harvest Fest

◦ Hood River Fair booth

◦ Drills – get the public involved
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It’s a visual, short attention span  world we’re in!

◦ Heavy subject matter! Make it pretty – fewer words, more images

◦ SHOW don’t tell

◦ First person stories

◦ Kids and animals

◦ Think WEB and SOCIAL content - use this 

as your guide for length

◦ GET THEM TALKING - what is their story? 

◦ Make it interactive
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Public safety partners - across jurisdictions and specialties

All of the partners have outreach channels – use them!

◦ Firefighters / LE/Health – campaign for synergy

◦ School task force

◦ Fire Defense Board

◦ 911, Counties, Cities, Ports

◦ NGO’s - Red Cross, 

◦ HPP, Public Health, 

health care organizations 

◦ Service clubs, Chambers, business groups
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Give them tools

1. Use their community outlets as access points to large populations

2. They need content!

3. Plan regular outreach to media

1. Keep you key contact list handy and call them regularly

2. Feed their beast – let them own it

Special content inserts

1. They sell ads around your PSA content

2. Or pay to print - insertion in paper is much less than advertising

Also:

1. PSA’s – free ads or part free/ part paid – extreme discount

2. Community Education partners – free public classes and events

3. Spanish language media

4. Ex: OPB, New Yorker – take advantage of big national stories

5. Video and photo news stories – not just words on paper
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➢ Your kits starts with camping gear

➢ Create a game, trivia wheel

➢ Moms with kids – prepare every weekend – they are preparedness gurus 

➢ Pilots prepare every trip 

➢ Windsurfers and back country skiers- always thinking about “what if” while    

out recreating

➢ Build on this

➢ Hood River Summer 

promotion:

What’s in your suitcase?
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Make preparedness part of everyday life

➢ Don’t create it all yourself - share others’ content

➢ Hub social and web media sites together across 

jurisdictions – leverage each other’s audiences:
o Hood River Sheriff, Hood River County, HR EM, HRFD, Westside FD 

Twitter and Facebook

➢ Let THE COMMUNITY own it

o Hood River - New community Facebook group – information 

sharing
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713 members 
in less than 
one year!



The Christmas            
Preparedness 
Project
Disaster supplies and information 
delivered with holiday gifts and food to 
the most vulnerable in our community
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Make a personal outreach effort to key stakeholders – ask for their help

✓ Target trusted faith, nonprofits, media and community groups to carry 

the message. 

✓ Partner with Spanish language (or other) media

✓ Translate your materials or use translated FEMA content

✓ Know the culture: Family focus. Invite them in. Reach out - go to them.

Back to school nights, fair

✓ Hood River partnership examples:

FISH Food Bank, The Next Door, Radio Tierra

United Way and other social service agencies

Agricultural community – orchardists, packing houses, growers assn.

HPP, County Health, healthcare educators, Community Benefit programs
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 1) Create relevance

 2) Start with community groups, service clubs

 3) Create a seasonal outreach calendar

 4) Leverage free stuff

 5) Reach 1,000’s of people= special events

 6) Campaign look and feel

 7) Leverage partnerships

 8) Make preparedness easy – not another new project

 9) Social media and web

 10) To reach vulnerable populations: partner with nonprofits
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Thanks for listening!


