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Getting Georgia Ready with the
Georgia Emergency Management Agency

Overview

Ready Georgia is a statewide campaign designed to educate and empower

Georgians to prepare for and respond to natural disasters, pandemic outbreaks, /

potential terrorist attacks and other large-scale emergencies. The campaign is a .
project of the Georgia Emergency Management Agency (GEMA) and provides a Re ady GeO I’gl d
local dimension to Ready America, a broader national campaign. Ready Georgia Prepare. Plan. Stay Informed.

aims to prepare citizens for maintaining self-sufficiency for at least 72 hours
following an emergency.

Highlights
Objectives
Cookerly Public Relations was charged with creating and executing a Preliminary researched ensured
communications program to create the brand for a statewide emergency the campaign reached target
preparedness campaign, launch and build awareness of the campaign, and inspire audiences.

Georgians to be prepared and put together their own ready kit.
|5 speaking engagements in the

Strategy & Tactics first year spread the emergency
Cookerly Public Relations designed a marketing plan focused on media relations, preparedness message to
creative collateral development and a new Web site. Tactical elements include: business and neighborhood

) o associations and more.
= Research — Cookerly leveraged and reviewed existing/secondary

research available at the national and other local levels through the
Ready campaign. We created and conducted a statewide phone survey
to set baseline awareness of emergency preparedness as well as test

More than 80 placements were
secured in the first six months
including Associated Press, the

three Ge'orgia taglines. . ) Atlanta Journal-Constitution,

= Campaign Theme - The national Ready campaign has a lot of Georgia Public Broadcasting
professional and effective messages and materials behind it. To leverage Georgia Magazine, FOX 5 Ci3$
current branding, we decided to build on the existing national campaign 46 NBC 4]and n,wore '

to minimize confusion in the target audiences, some of whom were
likely to be aware of the national campaign.

= Messaging and Media Outreach Plan - Using the data collected
from the baseline assessment measures, the agency developed a
targeted, strategic marketing plan that reaches all target audiences and
helps to move Georgians along the pathway from awareness to action.

= Maedia Relations - To prepare for rollout of the Ready Georgia
campaign, Cookerly created a print and online press kit. The agency also
reached out to meteorologists. Since so many of Georgia’s disasters are
weather-related and research has shown that most people watch the
news primarily to get the weather, this is a key media audience for
engagement. We sent a media teaser specifically for the meteorologists,
which included a media calendar and candy to celebrate “Meteorologist
Day.”
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= Events and Promotions - The launch of the Ready Georgia campaign was held at the state
capitol and led by the Governor to tie in with the Severe Weather Awareness Week
proclamation signing. We invited kids from a local school to provide more visual impact as well
as secured “Rex,” the Ready Kids mascot to participate and interact with kids and media. In
addition, The Home Depot agreed to in-store ready displays, ready checklists and a charitable
giving program. The Home Depot and Ready Georgia also collaborated on a Ready kit scavenger
hunt at the Atlanta Botanical Gardens to teach local children about the need to prepare.

= Speaking Engagements - The agency developed a presentation for use in speaking to
neighborhood associations, women’s groups, business associations and other groups to get the
word out and engage communities in the program. In addition to providing these tools in the
online toolkit, we have secured |5 engagements in the first year on behalf of the campaign. We
created an online toolkit for interested community leaders and emergency management agency
directors so that the can carry the campaign in

their areas. Program urges Geurglanb to be prepared
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