
TEAMING UP WITH 
PUBLIC INFORMATION PARTNERS

PRESENTED BY: 
David Sharp & Will Ulrich (NWS Melbourne, FL)

Jennifer Hubbard (NWS Tampa Bay, FL) & Angela Enyedi (NWS Jacksonville, FL)



SESSION GOAL

To connect Public Information Partners to collaboratively 
improve the communication of hurricane messages unto 
targeted sub-populations for a greater societal response.



PUBLIC MESSAGING
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Hurricane Messaging Types:
     - Common Messages
     - Targeted Messages

Hurricane Messaging Sources:
     - National Weather Service
     - Emergency Management
     - Media & Social Media
     - Family, Friends, Neighbors,
         Workmates, etc.

Hurricane Messaging Coordination:
     - Collaborative Partner Campaigns
          -- Shared materials (PSAs, Pamphlets,
              Videos, Infographics, Social Media)               
          -- NWSChat/SLACK 



To Better Reach;
To Better Motivate

NEW RESIDENTS
& VISITORS

THE
UNDERSERVED

OLDER
ADULTS
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Share Examples



To Better Reach;
To Better Motivate

NEW RESIDENTS
& VISITORS

THE
UNDERSERVED

OLDER
ADULTS

Thought Questions;
Share Examples

5

T 
 O

  P
  I

  C
  S

Collaborative Partner Campaigns



6

“To get the right people …

          To do the right things …

                    At the right times.”

The intent is to help change the outcome of the
next hurricane event by working together …
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“To get the right people …

          To do the right things …

                    At the right times.”

Coordinated Messaging That Is: 

Targeted

Actionable

Timely
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Public Safety Messages (TAT)
IMPORTANCE OF PARTNER COORDINATION

Same
Audience

Same 
Things

Same
Times

Saved
Lives

Targeted 
Sub-Grou

ps

Actionab
le

Instructi
on

Timed 
with

Event 
Phase
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Public Safety Messages (TAT)
IMPORTANCE OF PARTNER COORDINATION

Less Confusion
Faster Confirmation
Clearer Instruction
Greater Reach 
Better Response

Saved
Lives

Same
Audience

Same 
Things

Same
Times
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New Residents 
& Visitors

• Understand the Risk? 
• Local Knowledge?
• Language Barriers?
• Social Connectors?

Underserved

• Healthcare? 
• Homeless?
• Personal Resources?
• Speech & Dialects?

Elderly

• ≥ 55, 60, 65+ yrs?
• Health Challenges?
• Fixed Incomes?
• Live Alone? 

As a partnership, how can we better reach
the listed sub-populations? 

NWS
EMs & PIOs

Media

TARGETED

1. 2. 3.
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New Residents 
& Visitors

• Understand the Risk? 
• Local Knowledge?
• Language Barriers?
• Social Connectors?

Underserved

• Healthcare? 
• Homeless?
• Personal Resources?
• Speech & Dialects?

Elderly

• ≥ 55, 60, 65+ yrs?
• Health Challenges?
• Fixed Incomes?
• Live Alone? 

There are many other sub-populations, and folks 
often fall into more than one.
  

For example, this includes “Thinkers vs. Feelers.” 
NWS

EMs & PIOs
Media

1. 2. 3.

TARGETED
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Tailored instructions whose recommended actions are according community 
constraints and the event timeline. 

ACTIONABLE

Clear

     Concise

          Relatable

     Proportional

Achievable



 Steps To Effective Warning Response

Appropriate Protective Action

A B C D E

Receive & 
Understand  

Message

Fully
Perceive 

Risk

Believe It 
Personally

Applies

Know What 
To Do

Understand 
Hazard(s)

Considerations for Public Safety Messaging to evoke Desired Societal 
Response

Resources, 
Ability, 
& Time

from Morrow / adapted by Sharp

Evoking a Desired Societal Response



TIMELY
14

+

Seasonal
Preparations

Monitoring

+

Evolving Threats

Watches & Warnings

Evacuation & Sheltering 

Hunker-Down Mode

+

Lingering / New Threats

First Response

Post-Storm Safety

Long-term Recovery

Seasonal
Readiness

Gearing Up
& Surviving Event

Response
& Recovery



POLL QUESTION 
When it comes to evoking a desired societal response during 
hurricane emergencies, why is it important for community partners 
to coordinate public safety messages?

When poll is active respond at
PollEv.com /robertmolleda204

Send robertmolleda204 and your message to 22333

https://pollev.com/robertmolleda204


POLL QUESTION 

A. Less Confusion & Faster Confirmation

B. Clearer Instruction & Greater Reach 

C. Better Response & Saves Lives 

D. All of the above

When it comes to evoking a desired societal response during 
hurricane emergencies, why is it important for community partners 
to coordinate public safety messages?



POLL QUESTION 

A. Less Confusion & Faster Confirmation

B. Clearer Instruction & Greater Reach 

C. Better Response & Saves Lives

D. All of the above

When it comes to evoking a desired societal response during 
hurricane emergencies, why is it important for community partners 
to coordinate public safety messages?



WILL ULRICH, NATIONAL WEATHER SERVICE, MELBOURNE, FL

REACHING NEW RESIDENTS 
& VISITORS



FLORIDA:
NEW RESIDENTS

Consider Snowbirds…nearly 1,000,000 seasonal travelers across the state!  19
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Source: Florida Bureau of Economic and Business Research



CONSIDERATIONS FOR 
NEW RESIDENTS

PREPAREDNESS
…“discussed far fewer details about 
hurricane preparedness measures 
or evacuation decisions and 
appeared vague on what information 
they would need to help decide 
whether or not to evacuate.” 

EXPERIENCE
…“discussed hurricanes using 
analogies to other hazards that 
they had experienced in areas 
where they had previously lived.” 
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SOURCE: LAZARUS, H., MORROW, B.H., MORSS, R.E., AND LAZO J.K., 2012: VULNERABILITY BEYOND 

STEREOTYPES: CONTEXT AND AGENCY IN HURRICANE RISK COMMUNICATION. WEATHER, CLIMATE, AND 

SOCIETY, 4, 103-109.



CONSIDERATIONS FOR 
NEW RESIDENTS

SEEKING INFORMATION
…“would seek hurricane information 
on television, the internet, and radio; 
however, they were not specific 
about the stations (TV) or websites 
they would check.”

COMMUNITY
…“would leverage social networks 
(family, friends, neighbors, coworkers, 
landlords, and community and 
religious leaders who had lived in the 
area longer) to learn what to do in the 
event of a threat.” 
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SOURCE: LAZARUS, H., MORROW, B.H., MORSS, R.E., AND LAZO J.K., 2012: VULNERABILITY BEYOND 

STEREOTYPES: CONTEXT AND AGENCY IN HURRICANE RISK COMMUNICATION. WEATHER, CLIMATE, AND 

SOCIETY, 4, 103-109.
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Results from the 2023 survey indicate that slightly more than half of 
Americans believe they are prepared for a disaster.

A SNAPSHOT OF PREPAREDNESS:
THE FEMA HOUSEHOLD SURVEY ON DISASTER PREPAREDNESS 



TARGETS OF 
OPPORTUNITY
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“…people who had received information 
about how to prepare were five times as likely 
to take at least three preparedness actions.”

“…remind people that there is more to 
preparedness than just assembling supplies.”

“…there was a large decrease in the 
percentage of people who signed up for 
alerts and warnings.”



REACHING NEW RESIDENTS
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HURRICANE 
EXPOS

It All Starts During The Off Season! 

COMMUNITY 
OUTREACH

THE HURRICANE 
AWARENESS TOUR



FLORIDA: 
VISITORS
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SOURCE: VISIT ORLANDO



CONSIDERATIONS FOR 
VISITORS

VULNERABILITY
…“lack knowledge about the risks 
presented by hurricanes, are often in 
unfamiliar surroundings, and lack the 
normal support systems of their home 
community.”

DEFINITION OF RISK
…“in the context of hurricane risk, some 
may focus on physical risk (i.e., being 
injured), while others may focus on 
financial risk (i.e. not getting a good 
value for money spent) for the same travel 
decision.” 
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MOBILITY
…“those that used their personal vehicle 
indicated a higher likelihood to 
evacuate than those who did not travel in 
their own vehicle.” 

SOURCE: MATYAS, C. ET AL., 2011: RISK PERCEPTION AND EVACUATION DECISIONS OF FLORIDA 

TOURISTS UNDER HURRICANE THREATS: A STATED PREFERENCE ANALYSIS. NATURAL HAZARDS, 59, 

871-890.



CONSIDERATIONS FOR VISITORS
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…“tourist groups may differ 
significantly from resident 
populations.”

SOURCE: MATYAS, C. ET AL., 2011: RISK PERCEPTION AND EVACUATION DECISIONS OF FLORIDA 

TOURISTS UNDER HURRICANE THREATS: A STATED PREFERENCE ANALYSIS. NATURAL HAZARDS, 59, 

871-890.



REACHING VISITORS
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PARTNER ENGAGEMENT
TOURIST DEVELOPMENT 

COUNCILS
PUBLIC INFORMATION 

PARTNERS



MYTHS & MISCONCEPTIONS 
CAMPAIGN

▪ Coordinated effort between Brevard County 
Emergency Management and National 
Weather Service Melbourne, FL. 

▪ Primary objective was to dispel falsehoods 
held by the community at large. 

▪ Initially designed as a set of social media 
graphics in advance of the 2014 hurricane 
season. 
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MYTHS & MISCONCEPTIONS
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doesn’t get hurricanes. 
That’s why they put the 
Kennedy Space Center 
here!” 

“Causeways 
are closed 
before 
storms…”

“A forecast for a 
below normal season 
means we don’t have 
to prepare!” 

“If I live in an area 
outside of the cone of 
uncertainty, we don’t 
have to worry. We’re 
safe!” 

“Taping your 
windows before a 
hurricane will 
protect them…”

“The winds of a 
hurricane are why 
people should 
evacuate…”

“If I decide to 
evacuate, I have to 
leave Brevard 
County and drive to 
Orlando or 
Georgia…” 

“I can’t afford to 
build a disaster 
supply kit - they 
are too 
expensive!” 



MYTHS & MISCONCEPTIONS #1
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Insert Video #1 Into This Box



Insert Video #2 Into This Box

MYTHS & MISCONCEPTIONS #2
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MYTHS & MISCONCEPTIONS #3
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Insert Video #3 Into This Box



POLL QUESTION 
What are some common myths or 
misconceptions held within your community? 

When poll is active respond at
PollEv.com /robertmolleda204

Send robertmolleda204 and your message to 22333

https://pollev.com/robertmolleda204


REACHING THE UNDERSERVED

35
JENNIFER HUBBARD, NATIONAL WEATHER SERVICE, TAMPA BAY, FL



Data from the 2023 National Household Survey on Disaster Preparedness 



NWS WCM - Dan Noah, retired
FSU Professor & Advisor - Antoinette Kruze
Lee County Emergency Management  - Deborah Quimby, retired & Britton Holdaway
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University & Emergency Management Partnerships

Students then shared training info as 
applicable & appropriate as part of 
their residency with their 
patients/client caseload who were 
lower-income/disabled

Many were Hurricane Ian survivors 

NWS & Local EMs Train students (social workers & 
nurses)
✔ Available resources
✔ How to receive tropical forecast information
✔ How to receive tropical safety messages 

Included special need evacuations & mental health 
programs

Train-the-Trainer Scenario:

Partnership Between…
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● Part of a 7 week rotation where 
different hazards/disasters were 
discussed each week with their 
clients

● Included a discussion with the client 
regarding how they would do things 
differently for the next storm

● Shared information with a 
low-income community from their 
talks

University & Emergency Management Partnerships
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Response Post Event

✔ Need to reach out directly to these 
communities 🡪 Meet them where they are 

✔ Set-up meetings, organize talks in their 
communities

✔ The preparedness stage & education of 
available resources is where you can get 
the biggest return. 

✔ Cross share information for this purpose

Teach
Where to access shelter registration 
info, encourage registering in advance 
and what to bring if they need to 
evacuate
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Shared Resources

Social Media Graphics:

Highlight Low Cost/No Cost options during 
preparedness drives & well ahead of any 
potential storm impacts
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Response Post Event

Spur communities into 
appropriate action during the 
event

Educate how to utilize Low 
Cost/No Cost options for 
evacuation & sheltering
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During the storm, highlight resources they 
do have to remain informed of what is 
happening and where. 

Shared Resources
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Response Post Event

Continue to share programs in 
the recovery stage as well as 
ideas for continued Low Cost/No 
Cost Options for recovery

Share County & Federal 
Resource Links through various 
platforms
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Social Media Graphics: 

Highlight options that community may not be 
aware of including: 
✔ Simple methods of getting info
✔ Cost-saving tips for recovery

Shared Resources



REACHING ACROSS 
LANGUAGE BARRIERS

45
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Words Matter!

From an Aug 8, 2022 BAMS study

The purpose of a 
watch/warning is to motivate 
people into action of life-saving 
activities. 

If the words used in translations 
do not have the same level of 
urgency or understanding - or if 
agencies are using translated 
words interchangeably for 
different threat levels - then 
confusion will arise.
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Media Partnerships

Hurricane Season Preparedness 
Specials with Spanish Media

• Tampa Hoy
• Univision
• Telemundo

Public Safety videos in partnership 
with Spanish Media

• 1921 Tarpon Springs Hurricane 
Anniversary Project
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• Training one-on-one with 
weather and social media 
reporters 

• IWT trainings each year on new 
changes for the hurricane 
season

• Preparedness Week activities 
and Outreach (HAT) in Spanish

Media Partnerships
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Event Support
• Translating briefings into Spanish 🡪 Public & Government Partner Press Briefings 

• Utilizing Spanish graphics for public messaging/social media

• Spanish media interviews – both National level media (Spanish CNN) & Local Spanish 

Media 

Media Partnerships
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NWS Initiatives: AI Translations
Using AI translation techniques, for the 
Atlantic basin NHC will issue operational 
Spanish translated products of:
● Tropical Cyclone Public Advisory 

(TCP)
● Tropical Weather Outlooks

And Experimental Spanish translated 
products of:
● Tropical Cyclone Discussion (TCD)
● Key Messages
● Tropical Cyclone Update (TCU)

The following disclaimer will be 
on all AI translated products:
DISCLAIMER: This product has been processed 
automatically using a translation program and may 
contain omissions and errors. The National Weather 
Service cannot guarantee the accuracy of the 
converted text. If there is any doubt, the English text 
is always the authorized version.

These Spanish translations be available at 
hurricanes.gov

A few additional language translations 
available at  
https://www.weather.gov/translate/
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Response Post Event

Have preparedness, educational info & 
social media graphics in native language 

Ensures understanding of risks & 
encourages appropriate action. 
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Shared Resources: Informational Brochures

https://www.weather.gov/tbw/brochures
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Response Post Event

Continued availability of 
translated information, 
including the partner 
briefings, ensures 
consistent messaging
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Shared Resources – NWSChat 2.0 



55

M
E

S
S

A
G

IN
G

 IN
 S

PA
N

IS
H Preparedness Event 

Response Post Event

Post-storm Safety Info

Continue to ensure that 
they are being instructed 
in their native language 
so that they’re taking 
appropriate actions. 
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Shared Resources



How often does your agency/business provide public information in 
both English and another language?

POLL QUESTION 

When poll is active respond at
PollEv.com /robertmolleda204

Send robertmolleda204 and your message to 22333

https://pollev.com/robertmolleda204


POLL QUESTION 

A. Always

B. Sometimes 

C. Never

How often does your agency/business provide public information in 
both English and another language?



REACHING 
OLDER ADULTS

59 ANGIE ENYEDI, NATIONAL WEATHER SERVICE, JACKSONVILLE, FL
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Targets of Educational 
& Messaging 
Opportunity

Reach out to Older Adult 
Communities & Social Groups

Provide Guides to Creating & Executing 
Communication & Evacuation Plans

Encourage Family, Friends & Neighbors to 
Reach Out to Each Other



 CASE SCENARIO
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About 60% of fatalities > 60 years old
90 deaths indirect (medical, heat, CO, accidents) 

Source NOAA/NHC Source RAPT

Hurricane Ian 2022

Hurricane Ian
Direct + Indirect Deaths



HOW TO REACH 
OLDER ADULTS
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How much of my medical supplies should 
I stock?  

How and when should I register for 
special needs sheltering assistance? 

Where do I go & how do I get there? 

How do I know if I need to go? 

What do I do about my pet?

Traditional Media (TV & Print)

Direct Phone Calls

Community 
Events/Gatherings

Source World Health 
Organization & 
Local EM & Media Insights 
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Preparedness Event 
Response Post Event

Our Goal: 
Motivate to Prepare.

Personal Engagement 
& distribute Pamphlets 
(direct QR Codes)

Visit Community Center, social 
groups, assisted living & 55+ 
community visits
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Preparedness Event 
Response Post Event

FEMA

Our Goal: 
Speak to Older Adults

Trusted Local News 

Social Media – Facebook
✔ Static Graphics over Videos
✔ Relatable Images
✔ Non-cluttered graphics
✔ Large, limited text
✔ Spell it out 
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FEMA

Preparedness Event 
Response Post Event

Our Goal: 
Motivate to Respond

Showcase empathy with 
simple, step by step,  
ACHIEVABLE recommend 
actions.

Example: Call this # for 
assistance to a shelter
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FEMA

Preparedness Event 
Response Post Event

Our Goal: 
Motivate to Evacuate

Encourage Family, friends & 
neighbors to reach out, 
especially for those living 
independently 
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Preparedness Event 
Response Post Event

Our Goal: 
Make Aware of Continued 
Hazards

Continue hazard messaging during 
recovery stage via media & 
Facebook
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Saved
Lives

Same
Audience

Same 
Things

Same
Times

UNIFIED (T.A.T.) MESSAGING



OLDER ADULT MESSAGING TAKE-AWAYS

EVENT 
STAGE PREPARE RESPONSE POST EVENT

MESSAGE 
CONTENT

1. Make Evacuation Plan 
(include Pets)

2. Register for County Special 
Medical Needs Evacuation & 
Shelter Assistance

3. Stock Medicine/Supplies

1. Call for Evacuation 
Assistance

2. Family, friends neighbors 
to motivate evacuation

1. Hazards Continue – 
Heat, Over-exertion, 
lack of medical care

2. Signs of medical 
stress & what to do

HOW TO 
REACH

✔ Face-to-Face Visits
✔ Facebook
✔ Simple, relatable graphics
✔ Direct Text (instructional)

✔ Trusted Local Media
✔ Facebook
✔ Family, friends, neighbors



POLL QUESTION 

When poll is active respond at
PollEv.com /robertmolleda204

Send robertmolleda204 and your message to 22333

Of the below topics, which is a common tropical weather question or 
concern your team addresses from older adults?

https://pollev.com/robertmolleda204


POLL QUESTION 

A. Medical Need Questions

B. Evacuation Guidance 

C. Shelter Information

D. Other – Please Share!

Of the below topics, which is a common tropical weather question or 
concern your team addresses from older adults?
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LET’S HEAR FROM YOU!
  

Consider These Thought Questions: 
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LET’S HEAR FROM YOU!
  

Examples to Share? 
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David Sharp & Will Ulrich (NWS Melbourne, FL)
Jennifer Hubbard (NWS Tampa Bay, FL) & Angela Enyedi (NWS Jacksonville, FL)

“To get the right people …
          To do the right things …
                    At the right times.”

TEAMING UP WITH 
PUBLIC INFORMATION PARTNERS


