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Introduction 
The Federal Emergency Management Agency (FEMA) was founded April 1st 1979 as a subsidiary branch of the United States Department of Homeland Security. FEMA’s mission is to reduce the loss of life and property and protect our institutions from all hazards by leading and supporting the nation in a comprehensive, risk-based emergency management program of mitigation, preparedness, response, and recovery. They come in after natural disasters have hit an area and provide assistant in clean up relief and disaster relief. They are building their reputation when it comes to timeliness and working every day to secure the beneficial relationships that they have with their publics.
	Our campaign revolves around how FEMA can improve their relationship with their publics and the steps they can take to make their tactics successful. Our two goals for this campaign are improving knowledge on how to successfully repair your home after a natural disaster and what precautions to take when trying to prepare your home for a natural disaster. Our key publics are homeowners and home renters. This will benefit FEMA because these two goals will help improve the relationship with publics while also increasing reputation of FEMA when it comes to informing their publics. 
	Our report will focus on our client’s overview, the situational analysis and research, our campaign overview, the budgets and timelines, our campaign evaluation, and will end with a press release.
	
Client Overview
	In order to understand the importance of this PR campaign, listing the background of our organization is key to understanding the report. FEMA is the Federal Emergency Management Agency. The organization was founded April 1st 1979 as a subsidiary branch of the United States Department of Homeland Security. FEMA’s main Headquarters is located on 500 C street SW, Washington DC 20024 with many other regional offices located all around the contiguous United States. The organization has been supplying a natural disaster relief to the United States and Puerto Rico for 38 years. FEMA has worked under the relentless Mission Statement of “reduce the loss of life and property and protect our institutions from all hazards by leading and supporting the nation in a comprehensive, risk-based emergency management program of mitigation, preparedness, response, and recovery”. FEMA is a government funded organization which works for the betterment of individuals affected by any sort of natural disasters. As well as dealing with disaster prevention, by teaching the American public what precautions to take to ensure safety in circumstance if a natural disaster occurred. There is a staggering 9,981 disaster assistance employees this only makes up 57% of the organization the remaining 43% is made up of volunteers. The most important services FEMA supplies are Disaster Assistance, Crisis Counseling and the Natural Flood Insurance Program. It is through these services, agents and volunteers FEMA plans to serve both the United States and Puerto Rico during any time of emergency.       

Situational Analysis and Research 
	In the result of our research, conducting a situation analysis of what our organization can do to improve is important to creating our goals for the PR campaign. Though FEMA works hard and always reaches out to those in need during a disaster, reaching out and providing reliable information about how to flip your home after a disaster and how to protect your home from the threat of a natural disasters is where FEMA can try to expand their help and make sure that our citizens are taken care of.
	While collecting data on FEMA, to develop or analysis we conducted extensive research through News article, surveys, interviews, and monitoring social media accounts. Three main findings in our research stood out to help create our analysis. First, drawing from a survey we constructed that 192 people, with majority of the participants between the ages of 18 - 54, participated in and one of our survey questions was,
Respondents had a range of responses for if they’d be likely to tell their friends to support funding for FEMA with 8% agreeing or strongly agreeing, 20% being neutral, and 72% disagreeing or strongly disagreeing. 
This is showing that the responders to this survey did not have a good experience or saw others have a negative experience with FEMA’s services and would not want to be helped by them. 

Another example that backs up our situational analysis is another question from our survey. This was our open-ended question. Respondents were asked to give an example of how FEMA helped Houston during Hurricane Harvey. Out of the 192 people to take the survey, only 106 answered this question. While a lot of the answers were positive and explained specific ways that FEMA helped, there were some negative responses to what FEMA didn’t do. Some negative answers were stated like “From what I read, granted my source is Facebook, the civilians of Texas helped in more ways than FEMA did,” or “I don’t think enough was done.” Most answers were positive but it was surprising to see that people felt negative towards FEMA too. 
The last example is from our collection of news sources. One of the news articles that our group found was an article that came from the reporters at Bloomberg Markets. The article discusses an electrical company focused out of Montana that has been given the contract to rebuild the Puerto Rico’s power grid. This article appeared to be shining a negative light on to FEMA’s reputation with the Puerto Rico Electrical Power Authority. The article also seemed to focus on the incompetence FEMA is demonstrating in the effort to restore the Puerto Rican infrastructure. All of these  examples play a role into how we pulled our situational analysis into how FEMA can improve their reputation by responding in a timely manner, reaching out to all in need, and showing the public that they are there to help. 
 
PR Campaign Overview 
	To understand how the goals can be used to help their public you need to understand the primary research that was found to target the goals. The public’s that we found that our campaign or goals really targeted were the homeowners of houses that were destroyed or could be destroyed and people in the affected areas of a natural disasters. We chose these publics because our goals focus on what could happen and what happened to homes in areas that could be and were affected by a natural disaster. Based on FEMA’s mission to support the citizens of the United States by improving the capability to prepare and protect against disasters, focusing on homeowners and people in the affected areas will help our campaign goals of ensuring that our publics are taken care of.
	Within FEMA, two campaign goals that were discussed on how they can communicate and provide services to create a strong relationship and reputation for their public. The first goal is “Providing reliable information about how to flip your home after a natural disaster”. There are three tactics that we created to help reach our goal:
1. FEMA will be partnering with The American Red Cross to put on interest meetings on how to flip their home to raise awareness about natural disasters around the United States and Puerto Rico while collecting canned food to provide to those in affected areas. Through the American Red Cross, these events are planned to be held at participating local food banks as well as high schools across the nation every 2nd Saturday of every month till August 15th 2018. During these events, speakers from affected areas will be coming to tell their story of how their house got damaged and the steps they took to fix and flip their homes. 
2. FEMA as well as the USO will be holding a benefit unity concert for the areas affected by Hurricane Harvey. The USO will be supplying singer/songwriters like Carrie Underwood and Keith Urban and local artist in the state of Texas. FEMA will be bringing people of inspiration to share their stories of overcoming the damages that have reduced their homes to nothing and how they are overcoming this adversity. The event is being planned to take place in Conroe, a town 45 miles North of Houston. The event is going be held on December 16, 2018. 
3. A method of getting the information out to the public for this goal was to create an owned media. FEMA would create a mailing list via mail and e-mail. A mailing list would vastly improve the information needed to flip your home in a effective way after a natural disaster. People will be able to sign up for this mailing list at events that FEMA puts on. The mailing list would consist of individuals that are interested in the campaign all they would be required to give is an email address and a address. Ultimately the mailing list information will be incredibly useful to stay informed about the best way to defend your home from a natural disaster. Information that our subscribers will be receiving is how you can prep for a natural disaster. 

The second goal is “Providing reliable information about how to protect your home from a natural disaster”. There are also three tactics that we created to help reach their goal:
1. Informational Lunch-ins will be held at local High School or Community Center ranging from the hours of 1:30 -3:30 from November 30, 2017 to August 11, 2018. Food and beverages will be provided by local FEMA agents. With multiple FEMA agents as well as restoration carpenters speaking on how to protect your home before a natural disaster occurs.   
2. Discount Material Auction for areas that are frequently threatened by natural disasters. Where items such as generators and building materials are purchased from local hardware stores and local builders to be sold to people in areas affected by natural disasters at discount prices.
3. Another method we created for this goal was a paid media. FEMA would create a weather app that FEMA could create to alert homeowners and publics in an affected area what the weather will and could be. Smartphones have become a necessity for today’s society, so making an app that anyone could get could help relay information to those in affected areas about weather that could hit their homes. In this app, weather and information about a storm that could hit would appear, along with tips and tricks that a homeowner could use to protect their home before the storm hits. This would help our campaign goal by promoting reliable information about how homeowners could protect their house from damage. 
These goals and tactics are for FEMA to make sure that they are efficient and connected to their publics to ensure their strong relationships and reputation.  
One press release that we created in response to our goals and tactics was based on the lunch-ins that are being put into place to gather people to learn how to protect their home from a natural disaster. This press release would be released to all the major newspaper companies along with major media sites to get the information out to the publics in affected areas. This press release is located in Appendix A of this report. Along with the press release helping to reach our public, we created a blog post on what homeowners can do to protect themselves and help themselves before or during a natural disaster. This blog post is 3 Things to Have/ Buy for Preparing for a Storm/ Natural Disaster. This post would appear on FEMA’s website along with popular blog sites. This effort will support our campaign goal by providing reliable information on how homeowners could protect themselves and their home from a natural disaster. 
FEMA’s mission is to support our citizens and first responders to ensure that as a nation we work together to build, sustain and improve our capability to prepare for, protect against, respond to, recover from and mitigate all hazards. This stating that they are focused on making sure that the US citizens are provided with the ability to prepare for, protect against, respond to, and recover from all disasters that could possibly happen. 
The goals that were developed for FEMA reflect the mission statement by ensuring that the citizens of the United States are ready to prepare for and prevent against natural disasters from controlling their life. The objectives create a strong support on how FEMA can correct and improve, like stated in the mission statement, on how to be prepared and how to recover from all hazards with the help of the nation as a whole. Lastly, the tactics that we provided for FEMA as suggestions on what they can do to satisfy the goals of preparing and preventing have provided specific information and ideas of what FEMA can really do to satisfy their goals and ensure that they are showing their commitment to their mission statement of making sure they are providing citizens with the ability to prepare for, protect against, respond to, and recover from all disasters that could possibly happen. 

Budgets and Timelines[image: ]
Budget of Yearly Quarter: 20,000


	
	
	
	

	Tactic 1: Awareness Meeting
	Location
	0
	 

	 
	Agents
	1,500
	 

	 
	Lodging
	1,353
	 

	 
	Gasoline
	647
	 

	 
	 
	 
	 

	Subtotal
	 
	14,897
	 

	 
	 
	 
	 

	Tactic 2: Benefit Concert
	Performer’s/ Speakers
	7,000
	 

	 
	Stage/ PA Equipment
	1,500
	 

	 
	Sound Tech
	1,000
	 

	 
	 
	 
	 

	Subtotal
	 
	5,397
	 

	 
	 
	 
	 

	Tactic 3: Informational Lunch-In
	Catered Meals
	525
	 

	 
	Speaker
	400
	 

	 
	Serving Staff
	240
	 

	 
	 
	 
	 

	Subtotal
	 
	4,232
	 

	 
	 
	 
	 

	Tactic 4: Building Supply Warehouse
	Land
	1,000
	 

	 
	Building
	2,000
	 

	 
	Emergency Supplies
	1,232
	 

	 
	 
	 
	 

	Subtotal
	 
	0
	 



Left over Budget amounted to 2,000 dollars that can be used to fund any of these tactics were predicted expenditures may be subject to change. 


Campaign Evaluation 
	The campaign evaluation talks about how we will determine the success of our campaign. In phase 2 we talked about the goals for our campaign and the objectives of each goal. 
For goal 1 (improving knowledge on how to successfully repair your home after a natural disaster), one of our objectives for this goal is by the 2nd Saturday of every month starting from November 11, 2017 to August 15, 2018. FEMA plans to improve public's’ knowledge of how to fix up their homes after damages. In order to measure the success for goal 1, we chose to do a survey for our qualitative method. For the survey, FEMA could give a survey to the people that attend the interest meetings that FEMA and The American Red Cross put on and get feedback from them on how the sessions are helping their understanding of things.

	For goal 2 (Providing reliable information about how to protect your home from a natural disaster), one of our objectives is by July 27th 2018 FEMA plans to increasing the number of homeowner awareness meetings in well-known flood areas as well as fire prone areas to be prepared in case of natural disasters. For goal 2, in order to measure the success, FEMA could conduct interviews and they could interview people at the lunch-ins about how the information sessions are helping them understand things better.

Conclusion
In conclusion, our campaign focuses on our two goals and the tactics that go with them. Our two goals are: 
1) Providing reliable information about how to flip your home after a natural disaster. 
2) Providing reliable information about how to protect your home from a natural disaster. 

The tactics for our first goal are putting on interest meetings to raise awareness while collecting goods through a canned food drive (partnered with American Red Cross) and a beneficiary concert. For our second goal, the tactics are information luncheons and a discounted material auction.
A successful campaign will benefit not only our publics, but our client too. While the public's gain knowledge of the new information, FEMA builds relationships and their reputation. It is important to take advantage of this opportunity for growth because this will create for a more successful client organization in the long run if they focus on making positive growth right now.
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Appendix A 

Federal Emergency Management Agency
500 C St SW, Washington, DC 20024
 
Briana Gibson
FEMA, Director of Communications
(804) 432-1917
Briana.gibson@live.longwood.edu
For Immediate Release
 
FEMA PUTS ON INFORMATIONAL LUNCH-IN FOR HOMEOWNERS AND RENTERS TO INCREASE THEIR KNOWLEDGE OF HOME PROTECTION
 
Houston, Texas November 9, 2017 – FEMA is putting on an informational lunch-in on November 30, 2018 from the hours of 1:30 pm – 3:30 pm at the local high school (Lamar High School) in Houston, Texas, increasing the knowledge of homeowners and renters on how to protect their homes from natural disasters.
 
You can register for the event beginning on November 1, 2017. The deadline to sign up for the lunch-in is November 9, 2017. There will be catered food and drinks and a presentation of what are the best steps to take in preparing your home for protection.
 
There will be a couple different options for meal choice. You can sign up for which meal you would like to have when you register for the event.
 
With multiple FEMA agents and restoration carpenters coming, we recommend to you that this lunch-in will be well worth your time. The presentation will cover three main steps in protecting your homes:
 
- MORE -
 The exterior protection, the foundation protection, and what you can do to fix the damage from a previous disaster.
Along with a presentation, there will be time afterwards to talk with some of the FEMA agents if you have further questions after we do a Q&A.
 
“This lunch-in is the first one we’ve done on this topic,” said William Long, Administrator of FEMA. “We hope this one will be so successful that people will ask for another, which we will deliver.”
 
The lunch-in is to increase knowledge but also hopes to increase people’s awareness of these types of events that FEMA puts on. We hope to be able to do many more of these in the future and help the public become more prepared for these types of disasters.
 
The Federal Emergency Management Agency, established in 1979, coordinates the federal government's role in preparing for, preventing, mitigating the effects of, responding to, and recovering from all domestic disasters, whether natural or man-made, including acts of terror. FEMA’s mission is to support our citizens and first responders to ensure that as a nation we work together to build, sustain and improve our capability to prepare for, protect against, respond to, recover from and mitigate all hazards. For more information, visit https://www.fema.gov/
 
- End -
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