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Module 1: Welcome, Administration, and Introduction

T

Module 1: Welcome, Administration, and Introduction

Version 1.0

Slide 1-1. Welcome, Administration, and Introduction

Duration
1.0 hour

Scope Statement

Participants and instructors will complete course administrative requirements, and participants
will learn how their performance will be evaluated. Instructors will present an overview of the
course and participants and instructors will introduce themselves.

Terminal Learning Objectives (TLO)

Participants will state the course goal and major module objectives.
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Training Support Package

Enabling Learning Objectives (ELO)

Participant Guide

@, Social Media for Natural Disaster

@ Response and Recovery

Enabling Learning Objectives

1-1 Summarize the course and its agenda.
1-2 Explain how performance is evaluated.

Slide 1-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

1-1
1-2

Summarize the course and its agenda
Explain how performance is evaluated

Resources

Module presentation slides

Laptop with presentation software installed and CD-ROM capability

Wi-Fi Internet access

Two audio-visual (A/V)

Two projector screens

Easel

Easel pad

Markers

One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access

October 2011 Module 1
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Instructor to Participant Ratio
1:25
Reference List

None

Practical Exercise Statement

An instructor-led discussion to provide an overview of social media and its impact on society. At
the end of the module, students will configure their laptops for Wi-Fi access and will conduct
some instructor-led web-browsing of social media sites.

Assessment Strategy

e Practical Instructor observation of participants’ involvement in the classroom discussion.
e Instructor-led discussion to ensure that participants understanding of module lesson
topics.
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Social Media for Natural Disaster Response and Recovery

Icon Map
Knowledge Check: Used when it is time to assess the learners’

understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction

<~ XN E$S
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October 2011

Social Media for Natural Disaster r * )\
Response and Recovery

Welcome

* Welcome/introduction from instructors

* Class structure/housekeeping
— Breaks
— Lunch
— Restrooms
— Emergency exits
— Cell phones

Slide 1-3. Welcome

Participant Guide

The lead instructor of the course will begin by welcoming the participants
and introducing the instructional the instructional team. The typical class
structure is approximately 50 minutes of instruction followed by a break of

about 10 minutes, with a one-hour lunch break.

Welcome/introduction from instructors
Class structure/housekeeping

o Breaks

e Lunch

o Restrooms

e Emergency exits

e Cell phones

Module 1
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Participant Notes:

Social Media for Natural Disaster " * A
Response and Recovery :

Introductions

* Name

« Agency

* Role in natural disaster events

« Background

» Experience

* What you hope to get out of the course

Slide 1-4. Introductions

At this time, the class should take turns and introduce themselves. In
their introductions, participants and instructors should include the
following information:

e Name

e Agency

e Role in natural disaster events

e Background

e Experience

e What you hope to get out of the course
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Participant Notes:

Social Media for Natural Disaster r * A.
Response and Recovery

Administrative Matters

« Participant registration form
» Test answer sheet

Slide 1-5. Administrative Matters

—\ Participant Note: Before the course can actually begin, several

=/ administrative requirements must be completed. The instructor
will spend a few minutes explaining how patrticipants should
complete the participant registration form and the test answer
sheet.
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Participant Registration Form

REGISTI
et e ——— Black pen; write
== A i clearly
UPPERCASE = \%
letters in all heaag
P [ [ Spell out acronyms
ey and abbreviations
“@" and " i et
separate boxes ek

Slide 1-6. Participant Registration Form

Participants should follow these instructions as they complete the
participant registration form at this time:

1. Use the black pens provided. If the pen runs out of ink or is not
working well, request a replacement pen and discard the old
one.

2. Write clearly in uppercase letters. (Even the e-mail address
should be in uppercase).

3. Write each letter, number, or symbol in a separate box. (This
includes “@” and periods).

4. Write your middle initial in the Middle Initial field. (You should not
include your middle initial in the First Name field).

5. Write any suffixes (such as Jr. or Ill) in the Name Suffix field.
(You should not include your name suffix in the Last Name field).

6. Spell out all agencies, cities, and counties. (You should not use
acronyms to complete fields other than the State field).

7. Email addresses must be agency issued (work) email accounts.
Home (personal) email addresses are not acceptable.

8. Fillin each bubble completely.
9. Bubble in one item for primary discipline.
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Social Media for Natural Disaster ' * A
Response and Recovery :

Evaluation Strategy

* Pre-test assesses participants’ current
knowledge of course content

» Post-test administered at end of course

* Pre- & post-test scores compared to
measure performance

Slide 1-7. Evaluation Strategy

Participants are administered two tests — a pre-test during the first
module and a post-test at the end of the course. These objective-based
tests are written to assess how well participants have mastered the
terminal learning objectives.

The Department of Homeland Security (DHS) requires that all certified
courses administer both a pre- and post-test. The pre-test functions
primarily as an assessment tool; it is designed to assess participants’
knowledge of the course content prior to course attendance. The post-
test is objectives-based and comprehensive. Participants’ post-test
scores are compared against their performance on the pre-test to obtain a
learning measure and illustrate the benefit of the course. Participants
must attain a score of 70 percent or better on the post-test to successfully
complete the course.
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Participant Notes:

Social Media for Natural Disaster

Response and Recovery

Pre-test

» The pre-test is a self-evaluation...
— Assesses what participants already know

— Identifies areas that participants can focus on
to increase their knowledge and skills

» Participants complete the test on their own
+ Participants grade their own test

Slide 1-8. Pre-test

The pre-test is primarily a self-evaluation; it is intended as a tool that
enables participants to assess their current knowledge on the course
content before taking the course.

gaid) Participant Note: If participants do not know the answer to a
— question, they should not guess the answers. Leave the
answer blank.

Participants should complete the pre-test individually (i.e., without peer
assistance). Once all participants have completed the test, they will
grade their own tests as the instructor reviews the questions and
answers.
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Social Media for Natural Disaster r * )\
Response and Recovery

Test Answer Sheet

Black pen and
CAPITAL letters

Fill in bubbles
completely

Indicate test type

Slide 1-9. Test Answer Sheet

Participants should follow these instructions as they take the pre-test and
indicate their answers on the test answer sheet:

1. Use the black pens provided when filling out the forms
2. Write clearly in uppercase letters.

3. Write each letter, number, or symbol in a separate box.
4

Use the same first name, last name, and date of birth provided
on the participant registration form. This information will be used
to generate a unique ID number for each patrticipant.

5. Complete the Test Date field in the upper right hand portion of
the sheet by writing the day the test is actually given.

6. Fill in the Pre-test bubble.

7. Fill in each bubble completely and make sure the answers are
correctly aligned on the test answer sheet.
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Participant Notes:

cial Media for Natural Disaster

esponse and Recovery

Pre-test Answers

w JUMP ON!

Slide 1-10. Pre-test Answers

Once everyone has finished taking the pre-test, instructors will review the
correct answers with the class. Participants should grade their own test,
taking care not to make grading marks in columns A through D.
Participants may write the correct answer in the margins of the test
answer sheet.

Participants are encouraged to write down their pre-test score
somewhere other than on the pre-test or test answer sheet. Instructors
will come around and collect all testing materials.
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October 2011

Social Media for Natural Disaster r * A.
Response and Recovery

Course Goals

+ Provide participants with understanding of
— Social media and its uses

— Current tools, methods and models to
properly make use of social media for crisis
communication

Slide 1-11. Course Goals

Participant Guide

The goal of this course is to provide participants with an understanding of
social media and its uses; and current tools, methods and models to
properly make use of social media for crisis communication. This course
enhances the participants’ abilities to organizations’ communications

strategy for disaster preparedness, response and recovery.
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October 2011

cial Media for Natural Disaster

Participant Guide

P X >

Response and Recovery

Scope of Course

Mod # Module Title Time
Welcome, Administration, & Introduction 1hr
2 Introduction to Social Media 45 min
Break 15 min
3 Understanding the Use of Social Media 1hr
and Disaster Management
Lunch 1hr

1-12. Scope of Course

Module 1
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Participant Guide

Scope of Course (con't)

Mod # Module Title Time
4 Implementing Different Social Media 1.5hr
Platforms for Disaster Management
Break 15 min
b Using Social Media to Identify Trends, 45 min
Monitor, and Conduct Simple Data
Mining of Disaster Management
Information
Break 15 min

Slide 1-13. Scope of Course (con’t)

Module 1
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Participant Guide

Social Media for Natural Disaster r * A.
Response and Recovery

Scope of Course (con't)

Mod # Module Title Time
6 Incorporate Advanced Social Media 45 min
Monitoring and Data Mining Techniques
Break 15 min
7 Administration 1hr

Slide 1-14. Scope of Course (con’t)

This class is designed to be a performance-level course on the use of
social media and the social media ecosystem for crisis communication
during the phases of disaster management cycle. The class consists of
seven modules. These modules include classroom instruction, and
instructor-facilitated based activities on materials presented.

Module 1

Page 16



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:
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Module 1: Welcome, Administration, and Introduction

Scope

Participants and instructors will complete course administrative
requirements, and participants will learn how their performance will be
evaluated. Instructors will present an overview of the course and
participants and instructors will introduce themselves.

Terminal Learning Objective
Participants will state the course goal and module objectives.

Module 2: Introduction to Social Media

Scope

Participants will learn the definition, attributes, objectives, and history of
social media. Students will also discuss the modern-day uses and impact
of social media on our society.

Terminal Learning Objective
Participants will be able to describe the social media ecosystem.

Module 3: Understanding the Use of Social Media and Disaster
Management

Scope

Participants will learn how social media can be utilized in disaster
preparedness and management. Instructor will also identify the
responsibilities and skills required for effective management, key
components for a public relations strategy, and guidelines to build a social
media network.

Terminal Learning Objective

Participants will be able to identify actions to implement social media for
disaster management.
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Participant Notes:

October 2011

Module 4: Implementing Different Social Media Platforms for
Disaster Management

Scope

Participants will configure their social media accounts for their
organizations and build an emergency management network. Instructors
will present “Best Practices” case studies of disaster preparedness and
management utilizing social media tools.

Terminal Learning Objective

Participants will be able to implement specific platforms to increase the
effectiveness of a disaster media plan, and to build effective geo-focused
social media emergency management networks.

Module 5: Using Social Media to Identify Trends, Monitor Data,
and Conduct Simple Data Mining of Information in Disaster
Management

Scope Terminal

Participants will learn how to measure their social media efforts and
improve their social media credibility.

Learning Objectives

Participants will apply best/prove methods to gain insights into public
reaction to disasters

Module 6: Incorporating Advanced Social Media Monitoring
and Data Mining Techniques

Scope Participants will learn about advanced social media monitoring
and data mining techniques and what'’s required to implement them.

Terminal Learning Objective

Participants will be exposed to advanced social media tools and
techniques.
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Participant Notes:

October 2011

Module 7: Course Summary and Administration

Scope Terminal

Participants will complete a post-test and course evaluation form and
provide feedback on the course instruction, content, and materials.

Learning Objective
Participants will complete a post-test and course evaluation.
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October 2011

Social Media for Natural Disaster r * A.
Response and Recovery

Learning Activities
Modules 2 through 6

* Instructor-led discussion questions
dispersed in Modules 2 through 6
« Activities will encourage you to:

— Apply knowledge of assessment, warning/
response, and preparedness/mitigation

« 30 minutes provided for hands-on
computer training

Slide 1-15. Learning Activities

Module 1

Participant Guide
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Social Media for Natural Disaster r * A.
Response and Recovery

Summary

« Explained how performance is evaluated

» Stated how class materials can be applied
to assist stakeholders to gain an
understanding of social media and its uses

« Summarized the course and its agenda

Slide 1-16. Summary

Module 1
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Social Media for Natural Disaster
Response and Recovery

Module 2: Introduction to Social Media

¥

D FEMA

Slide 2-1. Introduction to Social Media

Duration
1.0 hour

Scope Statement

Participants will learn the definition, attributes, objective, and history of social media. Students
will also discuss the modern-day uses and impact of social media on our society.

Terminal Learning Objectives (TLO)

Participants will be able to describe the social media ecosystem.
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Enabling Learning Objectives (ELO)

B, Social Media for Natural Disaster

@ Response and Recovery

Enabling Learning Objectives
2-1 Define social media and how it is different from
traditional media types

2-2  Identify the leading and fastest growing social media
platforms

2-3  Describe the attributes and objectives of social media

Slide 2-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

2-1 Define social media and how it is different from traditional media types
2-2 Identify the leading and fastest growing social media platforms
2-3 Describe the attributes and objectives of social media

Resources

o Module presentation slides

o Laptop with presentation software installed and CD-ROM capability
e Speakers

e Wi-Fi Internet access

¢ Two audio-visual (A/V)

e Two projector screens

e Easel
e Easel pad
e Markers

e One per participant of the following item:
o0 Participant Guide
o Computers with Wi-Fi access (provided by participant)

October 2011 Module 2
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Instructor to Participant Ratio
1:25
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Social Media for Natural Disaster Response and Recovery
Training Support Package

Practical Exercise Statement

Participants will be engaged by instructor-led discussion, in which participants will identify how
Social Media can be incorporated into an organization and which social media platform matches

their organization’s needs.

Assessment Strategy

e Instructor observation of participants’ involvement in the classroom discussion.
Instructor-led discussion to ensure participants’ understanding of module lesson topics.
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Social Media for Natural Disaster Response and Recovery

Icon Map

v Knowledge Check: Used when it is time to assess the learners’
understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

< N @

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction
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Social Media for Natural Disaster ’ * %
Response and Recovery
What is Social Media?

"Social media is an innovative way of socializing
where we engage in an open dialogue, tell our
stories and interact with one another using online
platforms.” (Associated Press, 2010)

How to connect to social
media?

-Need internet
connection

-Can be used on
wireless/pc smartphones

Slide 2-3. What is Social Media?

The Associated Press (2010) defines social media as “an innovative way
of socializing where we engage in an open dialogue, tell our stories and
interact with one another using online platforms.” Social media provides
tools that allow users to share information and create communities
through online networks of people. Social Media is an umbrella term that
defines various activities that integrate technology, social interaction, text,
picture, video and audio. It is a revolution in how we communicate and is
becoming a dominant form of communication.

Unlike traditional media types, social media allows for two-way
communication where the public can be both the producers and
consumers of the content. Additionally, the speed and magnitude of
people that information (whether accurate or not) can be disseminated
through social media is unprecedented.

v Knowledge Check: List some ways that social media is different
from traditional media types.

October 2011 Module 2 Page 28



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster r * X

Response and Recovery

Understanding the Power of

Social Media

3rd Iarg est

Slide 2-4. Understanding the Power of Social Media

Social Media Revolution 2 (2010) is video from YouTube, which shows
social media and mobile statistics based on the book “Socialnomics” by
Erik Qualman.

v Knowledge Check: What is one way to describe social media?
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Natural Disaster ' * A
Response and Recovery -

Social media used in many
industries

Starbucks Coffee
O OStarbucks Seame wa
E (T é“. o st

FRITO-LAY FAN VOTE it T —

As a child, what was your favorite
part of going back to school?

New school supplies

New clathas

Seaing your friends

Frito-Lay snacks in your lunch box

Other - Il leave my answer as a comment

[ vorEr ] @B Do ovortor o, S vy oo
Frito-Lay: Research customer Starbucks: Build customer
preference on Facebook base via Twitter

Slide 2-5. Social media used in many industries

Social media is used in many industries including banking, real estate,
restaurants, tourism, and e-commerce. It is more commonly used as an
online marketing strategy to build consumer base and engage
consumers, promote contests and sweepstakes, research consumers’
preferences, and provide customer service.

(‘ Key Points: Social media is used in every industry, including
government agencies.

D Example: The slide shows two examples of companies using
social media. To the left, it shows an example of a post from Frito-
Lay on its Facebook page. Frito-Lay posted a survey for its fans to
vote on their favorite part of going back to school as a child.
Through its presence on Facebook, Frito-Lay is researching
customer preferences, engaging customers, and building its
customer base.

' Example: To the right is an example of Starbucks tweets on
Twitter, which it uses to post messages and connect with its
customer base.
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Social Media for Natural Disaster
Response and Recovery

Example: Pepsi skips Super Bowl
ad for online contests

—

IN 2212 WE GAVE

MILLIZNS (® £ _'

T@# REFRESH AMERICA

This is how you change the world. Walch now.

Participant Guide

Slide 2-6. Example: Pepsi skips Super Bowl ad for online

contests
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Social Media for Natural Disaster r * A
Response and Recovery

Social Media Campaign
» “Pepsi Refresh” initiative
+ Give away $20 million in grant money to
fund social projects

+ Results:

— 7,500 ideas submitted
— More than 46 million people voted for a project
— 256 projects received grants

Slide 2-7. Social Media Campaign

M Key Points: The “Pepsi Refresh” campaign shows that leading
businesses in the market are acknowledging the benefits of
social media. Pepsi are investing a lot of money to create
innovative way to reach its audience instead of using traditional
media channels. This supports a positive return of investment for
using social media.

In 2010, Pepsi opted out of advertising in the Super Bowl (which is
between $2.5 million and $3 million for 2010 for a 30-second spot).
According to the Nielsen Co., an estimate of 111 million people watched
the 2011 Super Bowl, while an estimated 106.5 million people watched
the 2010 game. The Super Bowl is considered the top advertising
opportunity of the year for American television.

Pepsi has reportedly spent $254 million on Super Bowl commercials over
the past two decades. In 2011, Pepsi joined its sibling brand, Doritos, in
the “Crash the Super Bowl contest,” which offered six ad spots for
commercials created by consumers. Voters chose which ads make it on
the air. According to Ace Metrix, an analytics agency, Pepsi ads scored
higher than most beer brands.

Pepsi uses social media to promote its “Pepsi Refresh” initiative
campaign. And as desired, competitors have used Facebook and Twitter
to gain support for their ideas—thus, promoting Pepsi brand
simultaneously. About 19 percent of the 77 million votes were casted
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through Facebook. Participants used the hash tag “#PepsiRefresh” on
Twitter to promote their ideas, which also extended the Pepsi brand.

Pepsi will give away $20 million in grant money to fund projects in six
categories: health, arts and culture, food and shelter, the planet,
neighborhoods and education. People can submit ideas and vote on other
ideas on the Pepsi website, www.refresheverything.com. Every month,
Pepsi will offer up to 32 grants to worthy projects.

Statistics show positive results from using social media for the “Pepsi
Refresh” project. As of 2010, more than 7,500 ideas have been
submitted; more than 46 million people have voted for a project; and 256
projects have received Pepsi Refresh Project grants.
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Early and Current Social Media
Platforms..

USTREAM @ plOHO f; Picasa.

Slide 2-8. Early and Current Social Media Platforms...

Social media platforms most commonly known are Facebook, Twitter,
YouTube, MySpace, LinkedIn, and blip.tv. The slide shows examples of
both early (some may longer exist) and current social media platforms.

Some basic forms of social media include:

Social networks (i.e. MySpace, Facebook)
Blogs (i.e. online journals)

Wikis (i.e. Wikipedia)

Podcasts (i.e. iTunes)

Forums (i.e. online discussion)

Content communities (i.e. YouTube, Flickr)
Microblogging (i.e. Twitter).
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Attrlbutes and Objectives of
Social Media

Reach more people

Get message out through another :
faster communication Low operating costs
channel
Instant, highly

Direct from the
source

scalable form of
communication

Slide 2-9. Attributes and Objective of Social Media

Some of the attributes and objectives of social media include:
= Get message out faster
= Reach more people through another communication channel
= Low operating costs
= Instant, high scalable form of communication
= Information is direct from the source

These attributes and objectives will be used to compare social media to
traditional media in the following slide.

v Knowledge Check: List the attributes of social media.
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Traditional vs. Social Media

I o

Some are real-time Real-time

Can be updated instantly by

Controlled by the media anyone

Large infrastructure required

for large reach Global reach with little cost

Media is the middleman Direct from source

Slide 2-10. Traditional vs. Social Media

For traditional media, some information may reflect real-time (i.e. radio
and television), but some types of traditional media such as newspaper
do not provide real-time information. However, social media provides all
real-time information.

Information processed through traditonal media are controlled by the
media and the press. However, social media can be updated instantly by
anyone (i.e. government, citizen, media, etc.).

Large infrastructure is required with traditional media in order to reach
large audiences. On the other hand, social media requires little cost while
able to reach a global audience.

Through traditional media, the media acts as the middlemen which
delivers the news to the public. However, with social media, the
informaiton comes directly from the source which elimates the need for a
middlemen.

Knowledge Check: List two benefits of using social media
compared to traditional media types.

October 2011 Module 2 Page 36



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster r
Response and Recovery * A’
Maximize Reach with
Social Media

L N- BT
| . J

S % RO

Cannot reach everyone with social media, but should be
used together with other channels of communication to
maximize reach within the community.

Channel
People reached 1L

Slide 2-11. Maximize Reach with Social Media

D Example: The slide above illustrates how through the various
channels of communication (newspaper, radio, television, and
social media), a certain amount of people are reached
(represented by the puzzle pieces). Currently, the traditional
channels of communication (newspaper, radio, and television) are
most commonly used. Each of those channels reach a certain
number of people represented by its respective yellow, green, and
red puzzle pieces. However, to complete the entire puzzle piece
(to ensure that the maximum number of people are reached),
social media needs to be incorporated into the various channels of
communication (represented by the blue puzzle piece).
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Who uses social media?

. 65% of adult internet users use social

networking sites (Pew Research Center,
2011)

* 63% of people with disabilities use social
media (Wireless RERC, 2011)

Slide 2-12. Who uses social media?

According to a study done by the Pew Research Center (2011), about 65
percent of adult Internet users use social networking sits. Another study
done by the Rehabilitation Engineering Research Center for Wireless
Technologies (Wireless RERC, 2011), which is sponsored by the
Department of Education on a “Survey on Use of Social Media for
Emergencies by People with Disabilities,” about 63 percent of people with
disabilities (including sensory, physical, and cognitive disabilities) use
social media.

Both of these studies show a significant percentage of people using social
media, including a vulnerable group in the community.
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Increasing usage from all ages

SNS use on a typical day by age group, 2005-2011

The percentage of adult internet users in each age group wha used social networking sites

Social media
uses highest
in 18-29 age
group. but is
increasing
every year
for all age
groups.

Source: Pew Internet Survey, 2011

Slide 2-13. Increasing usage from all ages

Based on the Pew Internet Survey (2011), the graph in the slide shows
usage on social networking sites on a typical day by age groups from
2005 to 2011. Usage for all age groups has been increasing throughout
the years. The 18-29 age group shows the highest percent of social
media users.

Only 43 percent of Internet users said that they used social media daily.
The seniors (65+) age group showed the highest increase in social media
users. However, the percentage of 65+ users is still drastically lower than
the younger age groups. During the 2009-2011 period, social networking
use among Internet users age 65 and older increased by 150 percent.
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—_— Real people. Real reviews. ®

Slide 2-14. General Social Media Tools
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ﬂ Facebook

Started in 2004
Social networking site
Over 750 million users

on Facebook (2011)

— 149 million users in U.S.
(May 2011)

Over 700 billion minutes a
month spent on Facebook
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Slide 2-15. Facebook

Facebook, founded in 2004, has a convenient and simple social network
platform where users can easily navigate through its site. It builds social
communities by allowing users to add friends and groups to their
personalized profile pages. Profile pages may include the users’ photo,
basic information, contact information, activities and interests, and
education and work information. Users can also post status updates on
their profiles and leave comments on other users’ profiles. Additionally,
users have the option of receiving notifications of other users’ status
updates.

According to Facebook Pressroom Statistics, as of 2011 there are more
than 500 million users on Facebook with an average user having 130
friends. Facebook included 133.5 million of U.S. users (Internet World
Stats, 2011) and over 700 billion minutes a month are spent on
Facebook. The chart shows that Facebook consists of 40 percent of daily
Web traffic in 2011, while Google consists of 50 percent of daily Web
traffic (Alexa, 2010). Facebook receives the most traffic of all social media
platforms.

D Example: Facebook profile page for Senator Daniel K. Inouye.
Users have the capability to write on the profile’s wall, to read info
about Senator Inouye, to view photos, and to search through his
friends. These tabs are located on the left side on the profile
below his profile picture. On the left, the number and list of friends
are displayed.
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Twitter

+ Started in 2006 .

» Microblogging and | [i@ == = ok
social networking I — ;_':'M !
service

+ Over 190 million users
— 17 million users in U.S. (2010)

» Average number of tweets people sent per
day is 140 million (during March 2011)

Slide 2-16. Twitter

Twitter, started in 2006, is a microblogging and social networking
platform. Users have the ability to “follow” other users or have “followers”
(other users following you). Users can send messages through tweets,
which allows up to 140 characters, on users’ profile page. Users can also
retweet other users’ tweets, which creates the ability to disseminate
information quickly.

Based on a study by Tom Webster “Twitter Usage in America: 2010,”
there are more than 190 million users on Twitter, of which 17 million users
are from the U.S. According to Twitter’s blog post (2011), during March
2011, an average number of 140 million tweets was sent per day and an
average of 460,000 new accounts per day was created. The ability to
reach out to a large population is phenomenal on Twitter.

' Example: Twitter profile page for Kim Kardashian. Users can view
a list of followers on the right side of the profile page.

Module 2 Page 42



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

=m,  Social Media for Natural Disaster r * A.
& Response and Recovery

" YouTube

Watch and share originally-created videos
Over 3 billion videos viewed a day

* More video is uploaded to YouTube in one
month than the 3 major US networks
created in 60 years o )

Created in 2005

Slide 2-17. YouTube

YouTube, created in 2005, allows users to upload, share, and view
content onto the Web site. Twenty-four hours of video is uploaded every
minute, with an average person spending 15 minutes a day on YouTube.

According to comScore Video Metrix, during April 2010, 178 million
American Internet users watched online video and an average of 4.3
hours per month are spent on watching YouTube videos. According to
YouTube (2010), it received nearly 2 billion views a day, which is almost
double the prime-time audience of all three major broadcast networks
combined.

' Example: Video from 2011 Japan Earthquake posted on
YouTube.
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 Professional
networking site

* Launched in 2003

o 27.7 million users in
the U.S. (Jan. 2011)

* Located in over 200
countries

Slide 2-18. LinkedIn

LinkedIn, launched in 2003, is a professional social network site to create,
develop, and maintain business relationships. Users can exchange
information, ideas, and share opportunities on the Web site. Similar to
Facebook, users develop profiles with standardized information in
predetermined categories.

As of 2011, LinkedIn has 101 million members worldwide and is located
in over 200 countries. Of the users, 27.7 million are located in the U.S. as
of January 2011. (Quantcast)

' Example: Profile page for an organization, National Fire Fighter
Near-Miss Reporting System. This organization has 117 connections.
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W Flickr

* Host image and video on web site
* Launched in 2004
« Share photos, widely used by bloggers

flickr_ .
Search Phates roupd Peop
Everyone's Uploads 5] eartng quake japan m Pul Vout | Tage Oy

Sot: Relevant Rac

Slide 2-19. Flickr

Flickr, launched in 2004, allows users to share photos, which are used by
bloggers. Users can host images and videos on the Web site. Flickr has
been growing at a steady rate, and have increase by 25 percent in 2010.
It hosts more than five billion images. (Flickr, 2011)

' Example: Image: Snapshot of the website for Flickr. Images are
shown based on the search topic.
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@ Instagram

» Photo sharing
application

* Founded in 2010
* Two million users
within first 3 months

+ 290,000 photos
uploaded daily
(2011)

Slide 2-20. Instagram

Instagram, founded in 2010, is a photo sharing application. Users can
“like” or comment on photos. It is a social network other people’s photos.
Within the first three months of the launch of the application, Instagram
had two million users. According to TechCrunch, 130,000 new users are
added per week, and 3.6 million new photos are uploaded per week (or 6
photos per second). In an article in the New York Times, it has been
reported that estimated 290,000 photos are uploaded daily (2011).
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TwitPic
* Launched in 2008

« Share pictures and videos in real-time
* 17 million registered users (2011)

TwitPic Image Search

Slide 2-21. TwitPic

TwitPic, launched in 2008, allows users to share pictures and videos in
real-time on Twitter. Users can post photos or videos to TwitPic from their
phone, site, or through email. In an article, TwitPic's founder, Noah
Everett states that there are 17 million registered users and 30,000 users
are added each day (2011).

' Example: Image: Snapshot of the website for Twitpic. Images are
shown based on the search topic.
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* Location-based social networking website
* Launched in 2009

* 6 million users (2011)

@ik
®

Slide 2-22. Foursquare

Foursquare, launched in 2009, is a location-based social networking
application for mobile devices where users “check in” at locations. It is a
game-focused app with geolocation tools. Users share their location with
friends while earning rewards or discounts by unlocking badges for
activities or achievements. Users also become “mayor” by repeatedly
checking-in to a location. As of February 2011, Foursquare had 6 million
users worldwide (Foursquare).

' Example: Snapshot of the Foursquare website.
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* Online urban city guide to find places to
eat, shop, drink, relax and play based on

opinions from the public
* Founded in 2004 |t ==

« More than 53 million m — .
people visited Yelp wmr =
during June 2011 i -2 \‘*’q@

Slide 2-23. Yelp

Yelp is an online urban city guide to find places to shop, eat, drink, relax
and play based on opinions from the public. Users can post and view
reviews by other members in the community.

Yelp was founded in 2004, and more than 53 million people visited Yelp
during June 2011.

' Example: Snapshot of results from a Yelp search for burgers in
Honolulu, Hawaii.
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(Jo.lgle+

« Combination of many services
* Launched June 2011
* 5 million users in the first two weeks

e Sparks

Participant Guide

Slide 2-24. Google+

Google+ was launched in June 2011 and is a combination of many
services. During its first two weeks, it acquired more than 5 million users.

v Knowledge Check: Which social media platform has a limit of

140 characters per message?
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Challenges of Social Media and
Public Information

) 5 - Set expectations if communications
People expect 2-way will not be interactive
conversations

[l Rl d :Bl - Connect with organizations that
MR e sl communicate directly with vulnerable
population populations

[Nt R < Bl - Link back to official sources of
can spread quickly on information
social media

Difficult to reach » Social media is used as an additional

IEN IR cL ll tool to supplement traditional
to social media channels of communication

Slide 2-25. Challenges of Social Media and Public Information

Social media users have come to expect a level of two-way
communication that most traditional sites on the Internet cannot readily
provide. However, depending on the objectives and goals of
organizations using social media, organizations may rely on social media
platforms for traditional communication methods due to the speed of
dissemination. This will require users to change their expectations of
organizations responding via social media as the public may expect a
two-way conversation.

Considerations need to be made to reach vulnerable populations (i.e. the
blind community, lower-income groups) as lack of access and knowledge
to social media poses a barrier to reach them through social media.
Connection with organizations that communicate and work directly with
these vulnerable populations will help to alleviate this challenge.

Inaccurate information may be broadcasted quickly from second and third
level sources. Misinformation can be inadvertently distributed. This will
require close monitoring from organizations.

A notable percentage of the population will not be reached as they may
not be connected to social media. It is important to note that social media
is used as an additional tool to supplement traditional channels of
communication.
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Slide 2-26. Challenges for Organizations
Some of the challenges for organizations are listed below.

= Labor rules/policies: As social media may require employees to be
connected and do additional work beyond their normal hours,
organizations need to consider how to incorporate the use of
social media in the scope of work for employees.

» Privacy issues: Organizations will be face with the challenge of
sensitive information being released via social media by
employees (i.e. Firefighter tweets or posts about an accident on
their own social media accounts).

= |nternal policy: Organizations will need to create policies of how
social media will be used within its organization.

= Training: Organizations will need to train staff on how to use social
media, including proper usage.

= Culture: Culture of organizations will shift with the adaption of
social media.

»  Workload and time commitment: Organizations will need to decide
the amount of time they are willing to commit to social media, as
people can be connected social media anytime of the day.

= Communication plan integration: Organizations will need to
determine the best strategy to integrate into its current channels of
communication.

= Personal vs. organizational use: Organizations will need to
monitor and set standards for staff using social media to avoid it
being used for personal uses during work hours.
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v Knowledge Check: What are some challenges that you foresee
impacting your organization’s use of social media?
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Summary

» Relatively new form of communication

* Credible information channel that cannot be
ignored

« Growing at an unprecedented rate
« Rapidly evolving and changing

» Can and should be used as a method for
communicating with the public

Slide 2-27. Summary
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Module 3: Understanding the Use of Social Media and Disaster Management

Version 1.0

Slide 3-1. Understanding the Use of Social Media and Disaster
Management

Duration
1.0 hour

Scope Statement

Participants will learn how social media can be utilized in disaster preparedness and
management. Instructor will also identify the responsibilities and skills required for effective
management, key components for a public relations strategy, and guidelines to build a social
media network.

Terminal Learning Objectives (TLO)

Participants will be able to identify actions to implement social media for disaster management.
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* Enabling Learning Objectives

3-1 Identify new roles and uses for social
media in disaster management

3-2 Identify key trends for use in disaster
management

3-3 Identify roles in the Disaster Management
Cycle

3-4 Describe how social media is changing
disaster management communications

Slide 3-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

3-1 Identify the new roles and uses for social media in disaster management

3-2 Identify key trends for use in disaster management

3-3 Identify roles in the Disaster Management Cycle

3-4 Describe how social media is changing disaster management communications

Resources

e Module presentation slides

e Laptop with presentation software installed and CD-ROM capability
e Wi-Fi Internet access

¢ Two audio-visual (A/V)

e Two projector screens

e FEasel
o Easel pad
e Markers

e One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access
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Practical Exercise Statement

An instructor-led discussion on the role of social media and managers in disaster preparedness
and management. At the end of the module, students will create social media accounts.

Assessment Strategy

e Practical Instructor observation of participants’ involvement in the classroom discussion.
e Instructor-led discussion to ensure that participants understanding of module lesson
topics
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Icon Map
Knowledge Check: Used when it is time to assess the learners’

understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction

< N9 S
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Social Media:

A Paradigm Shift in Disaster
Management and Crisis/Risk
Communications

o

Slide 3-3. Social Media: A Paradigm Shift in Disaster
Management and Crisis/Risk Communications

The introduction of social media, its wide-spread use amongst the public,
and innovative technologies has bought a paradigm shift in disaster
management and crisis/risk communications.
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Enables ongoing
meaningful
engagement

Instantaneous, 5
Linear information interactive and Provides 2 and 3

distribution cost-effective
angoing outreach way EXChange

Utilizes innovative
technologies and
approaches

Slide 3-4. Expanding the Conversation

Social media is changing disaster management communications by
dramatically expanding the conversation between emergency
management agencies and the public.

Social media is important because it creates a shift from linear
information distribution to instantaneous, interactive and cost-effective
outgoing outreach. It enables ongoing meaningful engagement; provides
2 and 3 way exchange: from agencies to hard-to-reach risk populations,
between community members, and response back to agencies; and
utilizes innovative technologies and approaches.

October 2011 Module 3 Page 64



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster r * A.
Response and Recovery

* Consider!

* Internet is the 3 most popular way for people to
get information (Red Cross, 2011)

— 18% used Facebook for emergency information

« 22% of people with disabilities have received
public alerts via social media

—12% used Facebook for emergency information
(Wireless RERC, 2011)
®

MHE o8t popuiar source A
BHH Seamare L

Slide 3-5. Consider!

A considerable amount of people use social media for emergency
information purposes.

According to a study by the Red Cross (2011), the Internet is the 3™ most
popular way for people to get information. About 18% used Facebook to
get emergency information.

Another study done by Wireless REREC (2011) shows that 22% of
people with disabilities have received public alerts via social media. About
12% used Facebook for emergency information.
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Community Expectations

Emergency response agencies should regularly l L l l
their websites and social media sites so they can respond 69% |
promptly to any requests for help posted there I 1 [ [

Based on Red Cross survey (2010), there are high
expectations from the public for disaster organizations to
use social media.
For example, 74% of people expect help to arrive within an hour
after their Facebook post or Twitter tweet.

(Red Cross survey, 2010)

Slide 3-6. Community Expectations

Based on the Red Cross Survey (2010), 69% of respondents felt that
emergency responders should be monitoring social media sites. Results
from the Red Cross survey suggest the need for social media in disaster
management, particularly to act in the “interactive” role in monitoring and
responding to help when needed. There are high expectations from the
public for disaster organizations to use social media. For example, about
74% of people expect help to arrive within an hour after their Facebook
post or Twitter tweet (Red Cross survey, 2010).

The interactive role requires a larger time commitment of emergency
managers on social media sites. Organizations may not have access to
resources to allow for monitoring and responding on social media
platforms. Therefore, emergency managers need to change expectations
of the public, and stress its role in using social media solely for
broadcasting purposes only.
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X Disaster Management?

* Most wide-spread use:

— Passive dissemination of information

— User feedback via messages, wall posts, polls
* Expanding use:

— Emergency communications

Yoy

— Assistance requests facebook ’
— Monitoring N Sl o W S
— Data collection Lmk@dm

Slide 3-7. How is Social Media Being Used in Disaster
Management?

The wide-spread use of social media in disaster management is for the
passive dissemination of information and getting user feedback via
message, wall posts, and polls. Expanding use of social media, which are
more interactive, include emergency communication, assistance
requests, monitoring, and data collection.
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"Free the data.

We need to leverage the
investment we've made by
putting the data in the hands
of the public.”

Craig Fugate
Administrator of FEMA

Slide 3-8.

A quote from Craig Fugate, Administrator of FEMA, in support of using
social media.
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Presented at the 140 Conference. May 2011

Slide 3-9. Craig Fugate, FEMA Administrator on the role of
social media

A 3-minute clip from Craig Fugate speaking on the role of social media in
disaster management.
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Social Media for Natural Disaster ’ * A
Response and Recovery :

« Multiple Roles in the Disaster
Management Cycle

Mitigation/Preparedness

— Information campaigns, readiness
information, community outreach, Prevention [2
stakeholder engagement and feedback phtieation:

alerts, rumor management, monitoring

Response
— Alerts, warnings, information dissemination, RecoV Response
citizen information posts, victim retrieval

Recovery

— Information dissemination on community
resources and assistance, rumor
management, monitoring

Slide 3-10. Multiple Roles in the Disaster Management Cycle

Social media play multiple roles in the disaster management cycle. It is
used in all four phrases: mitigation, preparedness, response, and

recovery.
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Looking Back: Snapshot 2007

= April: Virginia Tech shooting
— Students facilitated unofficial information sharing that informed
and guided response activities

= August: Minneapolis, MN I-35W Bridge Collapse
— Extensive on-line photo sharing
October: Southern California Wildfires

— Government and citizen information exchange informed
response

Slide 3-11. Looking Back: Snapshot 2007

Looking back to 2007, social media have been used for numerous
emergencies. In April 2007, students facilitated unofficial information-
sharing that informed and guided response activities during the Virginia
Tech shooting.

In August 2007, during Minneapolis Bridge collapse, there was extensive
photo sharing online.

In October 2007, government and citizen information exchange informed
response teams of the Southern California Wildfires.
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Looking Forward: Expanding Uses

* Preparedness and safety community outreach

« Notifications
— Mobilization of responders, status updates

« Emergency warnings and alerts

« Situational awareness and citizen communications
— Real time information feeds, information sharing

« Assistance requests

« Exercise and training

« Interagency communication and coordination
« On-line data, story and photo sharing

Slide 3-12. Looking Forward: Expanding Uses

Looking forward to the expanding uses of social media in disaster
management, social media can be used for the following purposes:

-preparedness and safety community outreach
-notifications to mobilize responders and send status updates
-emergency warnings and alerts

-situational awareness and citizen communications with real-time
information feeds and sharing

-assistance requests

-exercise and training

-interagency communication and coordination
-online data, story and photo sharing
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* Rapidly Evolving Developments

Example:

* Personal Localized Alerting Network
announced May 2011

* Federal Communications Commission
(FCC) expanded emergency alert
system notifications currently sent over
TV and radio to include mobile phones

+ Text-like messages sent to cell phones
of people needing/requesting
notifications in emergency events

* Enabled geographically specific alerts

Slide 3-13. Rapidly Evolving Developments

There are rapidly evolving developments to support the use of social
media. For example, in May 2011 FEMA announced the Personal
Localized Alerting Network (PLAN), which is a new public safety system
that allows citizens to receive geographically-specific alerts. The Federal
Communications Commission expanded emergency alert system
notifications currently sent over television and radio to include mobile
phones.
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+» Growing Group of Interested
Stakeholders

Technology
industry

Community —
based
organizations

Community
at large

Slide 3-14. Growing Group of Interested Stakeholders

There is a growing group of interested stakeholders for social media.
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Hurricane Irene:
A Case Study in Multi-channel
i . Tool Use

Slide 3-15. Hurricane Irene: A Case Study in Multi-channel Tool
Use

The following slides will present a case study on how organizations used
multiple social media tools in preparation, during and after Hurricane
Irene, which started off as a tropical wave off the coast of Africa on
August 15, 2011.
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Hurricane lrene

+ Made landfall in Puerto
Rico, North Carolina,
and New Jersey in
August 2011

+ Severe damage and

flooding in New Jersey
and Vermont

Slide 3-16. Hurricane Irene

Hurricane Irene was the first hurricane of the 2011 Atlantic hurricane
season that pushed through the Bahamas, the Mid-Atlantic and New
England. Hurricane Irene bought in a lot of flooding, rains and strong
winds. It made its first landfall in Puerto Rico, then in North Carolina, and
in New Jersey on August 28, 2011. Vermont and New Jersey was hit the
hardest with severe flooding.

A large number of organizations including financial institutions and
emergency officials used social media as a channel of communication
regarding Hurricane Irene. The following slides will show examples of
various emergency organizations using social media during Hurricane
Irene.
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Slide 3-17. National Hurricane Center on Facebook

Example: The slide shows examples of posts by the National
Hurricane Center (NHC) on Facebook. NHC used Facebook to
post information and updates for the public about the Hurricane’s
path. About 111,000 users “Like” this Page, which means any
posts by NHC on its Page will appear in the News Feed of people
who like NHC's page.
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Slide 3-18. National Hurricane Center on Twitter

» Example: The slide shows examples of Tweets by the National
Hurricane Center on Twitter. This organization used Twitter to

post information and updates for the public about Hurricane Irene.
There are more than 37,000 users following National Hurricane

Center on Twitter. The significance of Followers will be explained
in Module 4.
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Weather Channel on
Twitter and Facebook

Weather
Channel

weather.com
2

Slide 3-19. Weather Channel on Twitter and Facebook

Example: The slide shows example of the Weather Channel on
Twitter and Facebook. As shown on the right, the Weather
Channel has about 612,000 “Likes” on its Facebook Page. This
implies that all the users that “Like” the Weather Channel's
Facebook Page will be able to view each post from the Weather
Channel on their News Feed.
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Department of Homeland
Security on Twitter

Homeland Security &

@DHSJournal washington, D.C.

N

HU”ICIO I'I(I hitp:/iwww. dhs_gov/
Security

B Vicoo: Upcate rom 5 CrugaiFEMA 1.csm govigeGRaL. (Aug 78)

DHSJournal
Mo Stat

g

More Stare Emprgency Maragemert - MareEMA | MassEMA
DelawarsEMA (- RhossisiancEMA = CTDEMHS Cvemyt sirore

= About @DHSJournal

1,518 128 45490 2,712

Twoets Following Followars Listad

Communicating to public I
via Tweets on Twitter

Slide 3-20. Department of Homeland Security on Twitter

Example: The slide shows examples of Tweets from Department

» of Homeland Security on Twitter during Hurricane Irene. These
Tweets were one method that Department of Homeland Security
used to communicate with the public. As shown above,
Department of Homeland Security has more than 45,000
Followers on its Twitter account. This means that when
Department of Homeland Security posts a Tweet, these Followers
can get the message via their Tweet updates.
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Wells Fargo communicates with
customers

Tweets from Wells Fargo Updates on Wells Fargo
Twitter page Facebook page

Slide 3-21. Wells Fargo communicates with customers

Facebook for Wells Fargo, a financial institution, which was used
to communicate with its customers during Hurricane Irene. The
purpose of this slide is to show that not only emergency
organizations can use social media to communicate, but also,
social media can be used by diverse industries.

» Example: The slide shows examples from both Twitter and
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Red Cross engages with
community via Facebook

Provide update
about disaster

Provide relief
e = assistance,
shelter app
helps people
find shelter

Slide 3-22. Red Cross engages with community via Facebook

Example: The slide shows examples of posts from American Red

» Cross’ Facebook Page. The two posts included in the slide
provide update about the disaster and relief assistance by
promoting an application, which can be used to help people find
shelters within an area.
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Citizens communlcate with each
other via Red Cross page

laﬂ B |qm (osme excuse me but wN‘F! is the red cross T—
Tl waterbury, ct? We have no power and would love a hot coffee, Py
L hot meal or something, havent seen any at all o
— Augyst 29 at 5:56pm - &3 1 person e

ﬁ Stacy Anastasia Gibson @Lacy...sounds like (you all) need to
A- get together and assist (each) other. Make a campfire and
mnk somathing up that way, Those who complain, get
ng In return. Get UP and do something YOURselfIl|
3 at 7:08| ) 2 peopl

Jo Ann Cooper Troupe thats to bad as red cross is usally
more on the spots where they are needed. wished | was
closer to make you a meal and some hot coffee | would
Aug m - 83 1 person

Carol Clawson Trahan @Lacy...| do not work for the Red
Cross, but | live in a state that has power 5o | looked up
some info for you. There is a Center at 64 Holmes Ave in
Waterbury, Ph. 203-755-1137 or one at 228 Meadow St., no
Ph. listed. | am assuming that you used your phone to post to
F3 50 you should be able to call for assistance. Good luck!
August 29 at 8:37pm - ¥ 2 people

Slide 3-23. Citizens communicate with each other via Red
Cross’ page

Example: The slide represents another impact that social media
plays during a disaster. It allows citizens to communicate with
each other via an organization’s Page. As shown in the slide, one
citizen is replying to another citizen’s question.
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Vermont Emergency
Management

v . Vermont Emergency Management
As of early Monday morning roughly 50,000 Vermont power customers
Y were without service, and many could be in the dark for several days.
Vermont Emergency Management and utility officials are urging
Vermonters to forgo all unnecessary travel tonight given widespread
flooding, road washouts and widespread power outages unless they need

to evacuate their homes or have a medical emergency. They also warned
Vermonters to brace for potentially lengthy outages.

P Vermont Emergency Management
Extensive flooding in the Village of Waterbury and the Vermont State
b P/ Office Complex have required state officials to relocate the Vermont
Emergency Operations Center to Burlington,

Vermont Emergency Management

=, WeTow Tive 1,000 fans! We picked up 150 TODAY in advance of the
3,899 e e —— L hurricane. We will keep you posted all weekend.

As of Sept.1, 2011 Gained 2,899 Fans in 5 days!

Slide 3-24. Vermont Emergency Management

The slide shows the Facebook page for Vermont Emergency
Management. Posts include updates about Hurricane Irene to inform the
public about the situation. In a post above, Vermont Emergency
Management updates that they now have 1,000 Fans on August 26. Five
days later, Vermont Emergency Management attained about 2,900 fans.
During times of emergencies, citizens will go to various channels to find
information, as presented above with the increase in number of Fans.
However, organizations should be proactive and have a large number of
Fans prior to disasters.
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Alerts, updates on Twitter and
Facebook

ures. Pisase dial 211 for sheltsrs ar othes

= expected to hit B
THAN SORRY IF YOU LIVE NEAR A RVER AND threat - ba safe!
ARD - VISIT A FRIEND OR RELATIVE ON HIGH

Vermont Emergency Vermont Emergency
Management on Twitter Management on Facebook

Slide 3-25. Alerts, updates on Twitter and Facebook

Example: The slide shows examples of alerts and updates on
Twitter and Facebook for Vermont Emergency Management.
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SNAPSHOT:

Examples of Use in Large-Scale
Disasters

Slide 3-26. SNAPSHOT: Examples of Use in Large-Scale
Disasters

The following slides will show example of social media use in large-scale
disasters.
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Red Cross donations: o P
60% from online
15-20% from text campaign
Raised $5 million in less than 48 hours

/Text ‘HAIT to )
90999 campaign /
N _//"

Slide 3-27. 2010 Haiti Earthquake

After the Haiti Earthquake in 2010, about 60% of Red Cross donation was
from online donations, while 15-20% came from its text messaging
campaign. Social media can be used for disaster response to provide
relief efforts. Red Cross used Facebook as a communication channel to
promote and to raise money following the Earthquake.
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E 4. MENACES | SECURITY THREATS

m 5, INFRASTRUCTURE DAMAGE

E. NATURAL HAZARDS

Slide 3-28. 2010 Earthquake Maps

Example: The slide shows an example of one of the Ushahidi
maps used after the Haiti Earthquake in 2010. Ushahidi maps will
be discussed in-depth in Module 6.
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2011 Japan Earthquake and

Tsunami Twitter feed

About 1200 Tweets
per minute according
to Tweet-o-Meter
during 2011 Japan
earthquake and
tsunami

Hashtags included:
#prayforjapan
#japan
#japanquake
#tsunami

Slide 3-29. 2011 Japan Earthquake and Tsunami Twitter feed

After the Japan Earthquake and Tsunami in 2011, about 1,200 Tweets
per minute (according to Tweet-o-Meter) were tweeted about Japan.
Some of the hashtags used included #prayforjapan, #apan, #japanquake,
and #tsunami.
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Monitoring on Twitter:
Hawaii Tsunami Warning

1. Ginafontillas tweets message:
2. Tinamahina re-tweets message
@HI_CivilDefense:

n

3. HI_CivilDefense gets tweet
and replies to both tweeters:

HI_Civil Dy o
=8 h
Ak efisc

Slide 3-30. Monitoring on Twitter: Hawaii Tsunami Warning

In addition to using social media to broadcast information, emergency
managers can play an “interactive” role which requires monitoring social
media platforms and responding to the public. Broadcast and interactive
roles are not exclusive, as broadcast roles are components included in
the interactive role.

It is important that social media managers set expectations for the public.
If disaster managers plan on using social media solely for broadcasting
purposes on social media platforms, disaster managers should post
message on platforms to state that they are not monitoring the sites so
that the public will not expect help to arrive.

» Example: Slide shows an example of how Twitter was used by
citizens and government officials during the Hawaii Tsunami
Warning on March 11, 2011.

1. Gina Fontillas, ginafontillas, tweets message on Twitter
“#HITsunami No Sirens in Waikele. Hmmm.”

2. Tina Mueller, tinamahina, re-tweets the message to Hawaii Civil
Defense’s Public Information Officer (Shelly Ichishita) “ALERT
@HI_CivilDefense”

3. Hawaii Civil Defense receives the Tweet and replies “Aloha, can
you send a report to AskCivilDefense@scd.hawaii.gov? Please
include contact information.”
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This example shows Twitter’s capabilities. A hash symbol (#) is used at
the start of a Tweet to identify it with a specific topic. For example,
#HITsunami is used for Hawaii Tsunami Warning. This helps organize
and spread information on Twitter.

Through the initial Tweet from Gina Fontillas, a common resident, Hawaii
State Civil Defense learned about the possibility of sirens not working in
an area on Oahu. This example shows the capabilities of social media, in
particular Twitter, to serve as a tool for situational awareness during
emergencies.
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» Significant Trends for Use in
Disaster Management

* Redefining risk & crisis communications
« Expanding role of citizen journalism

« Enabling geographically-targeted alerts and
notifications

« Using crowdsourced data
« Spawning Volunteer Technical Communities (VTC)
+ Empowering rapid data visualization

Slide 3-31. Significant Trends for Use in Disaster Management

Significant industry trends include redefining risk and crisis
communications, expanding the role of citizen journalism, enabling
geographically-targeted alerts and notifications, using crowdsourced data,
creating Volunteer Technical Communications, and empowering rapid
data visualization.
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2 Summary

» Social media is empowering emergency
managers to communicate in timely, cost
effective and interactive ways

* Valuable in all phases of disaster management

+ Many social media tools can be used
simultaneously

» Social media is rapidly expanding in uses,
expectations and applications

Slide 3-32. Summary
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Module 4: Implementing Different Social Media Platforms for
Disaster Management

Socil Media for Natural Disaster
Response and Recovery

Module 4: Implementing Different Social Media Platforms for
Disaster Management
Vegsion 1.0

Slide 4-1. Implementing Different Social Media Platforms for
Disaster Management

Duration
1.5 hour
Scope Statement

Participants will configure their social media accounts for their organizations and build an
emergency management network. Instructors will present “Best Practices” case studies of
disaster preparedness and management utilizing social media tools.

Terminal Learning Objective (TLO)

Participants will be able to implement specific social media platforms to increase the
effectiveness of a disaster media plan, and to build a geo-focused social media management
networks.
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Social Media for Natural Disaster

& Response and Recovery

* Enabling Learning Objectives

4-1 Understand approach to integrate social
media into disaster management plans

4-2 |dentify key components of a disaster
management communications strategy

4-3 |dentify principles and best practices of social
media for disaster communication

4-4 Determine appropriate social media
platforms based on objectives for disaster
management

Slide 4-2. Enabling Learning Objectives

& Social Media for Natural Disaster ' * ‘\
&= Response and Recovery

* Enabling Learning Objectives

4-5 |dentify geographically focused social media
participants for effective message distribution

4-6  Quantify appropriate reach of social media
message distribution for planning purposes

4-7 Describe strategies to integrate social media

into existing disaster management
communications

Slide 4-3. Enabling Learning Objectives
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* Enabling Learning Objectives

4-8 Describe challenge, concerns and situations
where misinformation will occur

4-9 Identify methodologies which allow public to
determine credibility of the information

Slide 4-4. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

4-1 Understand approach to integrate social media into disaster management plans

4-2 Identify key components of a disaster management communications strategy

4-3 Identify principles and best practice of social media for disaster communication

4-4 Determine appropriate social media message platforms based on objectives for disaster
management

4-5 Identify geographically focused social media participants for effective message
distribution

4-6 Quantify appropriate reach of social media message distribution for planning

4-7 Describe strategies to integrate social media into existing disaster management
communications

4-8 Describe challenge, concerns and situations where misinformation will occur

4-9 Identify methodologies which allow pubic to determine credibility of the information

Resources

Module presentation slides

Laptop with presentation software installed and CD-ROM capability
Wi-Fi Internet access

Two audio-visual (A/V)

Two projector screens

Easel

Easel pad

Markers
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¢ One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access

Instructor to Participant Ratio
1:25

Reference List

McNaughton, Marissa. “Facebook Will Reach 57% of U.S. Internet Users in 2011.” The
Realtime Report, March 16, 2011. Accessed on May 31, 2011.
http://therealtimereport.com/2011/03/16/facebook-will-reach-57-of-u-s-internet-users-in-2011/

Rao, Leena. “Facebook Now Has 149M Active Users in The U.S; 70 Percent Log On Daily.”
TechCrunch, February 10, 2011. Accessed on May 31, 2011.
http://techcrunch.com/2011/02/10/facebook-now-has-149m-active-users-in-the-u-s-70-percent-
log-on-daily/

Practical Exercise Statement

An instructor-led discussion on the various social media platforms and tools. Instructor will
highlight Best Practices of social media implementation in agencies. At the end of the module,
participants will begin to implement some of the Best Practice social media techniques as with
their accounts. Techniques and procedures for implementing these Best Practices examples will
be presented and used.

Assessment Strategy

e Practical Instructor observation of participants’ involvement in the classroom discussion.
¢ Instructor-led discussion to ensure that participants understanding of module lesson
topics
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Icon Map

v Knowledge Check: Used when it is time to assess the learners’
understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

<~ N9

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction
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& Holistically integrate social media

‘ Communication Strategy ‘

4 4 Y

Policy and ‘ Target Audiences ‘ Channels of
Procedures Communication

Who/what/when/ | | Approval Process ‘
‘ Television

where/why/how ¥
engage with the Print/

public? Newspaper ;
Social Networks/ SOCI?I
Nontraditional Media

Slide 4-5. Holistically integrate social media

An emergency management communications strategy defines the
parameter and actions based upon the disaster. It provides guidelines for
responding to different crisis scenarios.

Components of a communications strategy for emergency managers
include Policy and Procedures, Target Audiences, and Channels of
Communication. Within Policy and Procedures, it should state who, what,
when, where, why, and how the organization will engage with the public.
In addition, the Policy and Procedures should include the approval
process for the organization to communicate with the public via its various
channels of communication.

Social media should be used as an additional tool to an emergency
organization’s current channels of communication. For example,
organizations that already use mass text messaging as a tool can easily
add social media into their channels of communication as the same
messages sent via mass text messaging can be replicated into social
media platforms. Social media must be aligned with existing
communications plan, must be adapted into the Policy and Procedures,
and used to reach a targeted audience.
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Increasing the effectiveness of

* online media engagement

Determine if there is a social media component in your disaster
media plan

Initiate step-by-step procedures to incorporate social media into
an integrated communications strategy and disaster media plan m
Select targets, approaches, tools, and customize outreach such as pve

creating hashtags and formulas for public to use (i.e.
#CityNameEventDate)

Prepare canned responses and posts for different types of crisis
situations

Develop list of social media contacts (i.e. radio, television, other
agencies, elc.) and engage before an event occurs

Slide 4-6. Increasing the effectiveness of online media
engagement

By identifying the key components of a disaster management
communications strategy, it will increase the effectiveness of online media
engagement. Emergency managers need to determine if there is a social
media component in their current disaster media plan. If it currently does
not exist, then emergency managers need to include step-by-step
procedures on how to incorporate social media into their disaster media
plan. Organizations should provide or create hashtags when not already
in use for the public to use, or at least provide a standard formula for
hashtags (i.e. #CityNameEventDate). This will improve the ability for
organizations to categorize messages and to monitor more efficiently.
Preparing canned responses and posts for different types of crisis
situations will be useful and convenient for emergency managers to
manage during an emergency. Additionally, it is beneficial to develop a
lost of social media contacts (including radio, television, newspaper, and
other agencies) for emergencies.
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Case Studies
Users of Integrated Social Media

Slide 4-7. Case Studies Users of Integrated Social Media

The following case studies represent users who have holistically
integrated social media into their organizations by including social media
in their Policy and Procedures, and by using various channels of
communication.

October 2011 Module 4 Page 101



Social Media for Natural Disaster Response and Recovery

Training Support Package

Participant Notes:

October 2011

Social Media for Natural Disaster

Response and Reco

*

& FEMA  + FEMA
+ American * American Red Cross

Red Cross

* San Francisco Department of
Emergency Management

Acnces

Revwenco Responding to Disasters

Dhsrens

Mc  Collaborating Agencies

Slide 4-8.

Participant Guide

The four case studies represent different types of organizations: federal
government, non-governmental organization, local/county government,

and community-based organization.
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n  Social Media for Natural Disaster

¥ Response and Recovery

Federal Government

Participant Guide

Slide 4-9. Federal Government

FEMA is a federal government that incorporates social media in its

communication strategy.
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* Open Government Directive

» President Obama’s first executive order
+ Issued on January 21, 2009
3 principles for open

My Administration is committed to creating .

an unprece penness in government

Government. We . transparency,

the public trust and o : b .

o : public participation, and
r(illulmr.u.l‘nn, Openness will strengthen our Coﬂabora tlon ln a”
effectiveness in Government fedel'a| agenCIGS

Slide 4-10. Open Government Directive

The Open Government Directive from President Obama was his
first executive order, which was issued on January 21, 2009. The
three principles for open government include: transparency, public
participation, and collaboration. This Directive created a framework
for the use of social media in all federal agencies.
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ot 20 ol 2.0 Policy in December

S B — 2010

= * Provided initial
guidance on Web

- _ B technologies to

oo - improve FEMA's
R - communication with

stakeholders, internal

communication, and

collaboration

Slide 4-11.

FEMA integrated social media into its policies and procedures by issuing
its Web 2.0 Policy in December 2010. It provided initial guidance on Web
technologies to improve FEMA’s communication with stakeholders,
internal communication, and collaboration.

D Example: Slide shows an example of FEMA’'s Web 2.0 Policy.
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¥ FEMA

* SRRl
J\g’.a
__I\ < F N FEMA Blog
O ¥ 45
O ermont: The Cows & Coffes Cass Are On Message

FEMA uses numerous
communication channels
and tools as part of their
mission to provide
information to the public
before, during, and after a
disaster.

FEMA

=

Slide 4-12.

FEMA uses numerous communication channels and tools as part of their
mission to provide information to the public before, during, and after a
disaster.

Example: Slide shows an example of FEMA'’s Blog, Facebook,
YouTube, and Twitter page.
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*

Advancing a
proactive approach to
communicating with
the public.

F e RN 2 N7

Blog Photos  Videos Email Updates

Slide 4-13.

FEMA uses a proactive approach to communicate with the public by
using multiple social media tools to multiple ongoing online conversations.
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*
+ Facebook- 65,200 fans

 Active presence on Twitter

* 16 FEMA Twitter accounts
— FEMA: 80,600 followers
— 10 regions: 32,500
— Ready: 23,000
— Craig Fugate: 17,700
— US Fire: 8,400
— Citizen Corps: 6,000
— FEMA LRO: 1,050

Slide 4-14.

FEMA has a large audience via its Facebook and Twitter accounts. On
Facebook, FEMA has more than 65,000 fans. On Twitter, FEMA has an
active presence with 16 different Twitter accounts. On its national FEMA
account, it has more than 80,000 followers. Each of FEMA 10 regional
offices have its own Twitter account with a total of more than 32,000
followers. Other FEMA accounts include Ready, US Fire, Citizen Corps,
and FEMA LRO. Craig Fugate, Administrator of FEMA, has more than
17,000 followers, which is almost one-fourth of the total national FEMA
Twitter account followers.
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Preparing our Communities Before a Disaster Strikes
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it T Clesed
i 4 e
Recent Challenges P Map Your Nelghborhood [ s s chatengei |

Preparing our
A Communities Before a
Disaster Strikes
FEMA N Fs A SRR Ny M

atives for

PrEPa™ OUr COmMUNTios.

View demils #

Slide 4-15.

FEMA also engages with the public using online tools such as
challenge.gov, which allows the public to provide ideas for challenging
issues.

Example: Slide shows an example of a recent challenge posted
by FEMA, which solicited public input on ways to prepare
communities before a disaster. The winner of this challenge was
“Map Your Neighborhood,” which has been implemented in many
communities nationwide.
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National Non-governmental
Organization

Slide 4-16. National Non-governmental Organization

American Red Cross is a national non-governmental organization that
incorporates social media in its communication strategy.
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o Philosophy:
-J. use social engagement to
= execute the mission of the
c American Red Cross online
American ‘g Mission:
RedCross .=

help people prevent, prepare for,
and respond to emergencies with
RedCross.org social media

Goal:

to create an empowered online
community of Red Cross
supporters

Slide 4-17.

American Red Cross’ philosophy is to use social engagement to execute
the mission of the Red Cross online. Its mission is to help people prevent,
prepare for, and respond to emergencies with social media. Its goal is to
create an empowered online community of Red Cross supporters.
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A National Leader in Social Media

« Blog provide forum for discussions, immediate actions to
help others and information about emergencies

+ Disaster Online Newsroom offers most updated
information on disasters worldwide

+ Facebook engage with community, relief assistance,
updates - 386,600 fans
« Twitter shares disaster and preparedness updates daily-

564,100 followers
+ Red Cross

Slide 4-18. A National Leader in Social Media

Red Cross is a national leader in social media. The organization has
multiple social media tools. It has a blog which provides forum for
discussions, immediate actions to help others, and information about
emergencies. Its Disaster Online Newsroom offers the most updated
information on disasters worldwide. With its Facebook page, Red Cross
engages with community members, provide relief assistance and
updates. Its Facebook page has more than 386,000 fans. With its Twitter
account, Red Cross shares disaster and preparedness updates daily.
Red Cross has more than 564,000 followers.
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Participant Guide

Example: Slide shows examples of Red Cross’ social media tools
used for communication: Facebook, Twitter, Blog, and Disaster

Online Newsroom.
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T S = American Red Cross’ photostream

Slide 4-20. Additional online presence

Participant Guide

Example: Slide shows examples of additional online presence of
Red Cross on social media platforms: LinkedIn, Flickr, and

YouTube.
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@redcross Digital Volunteers

« Anew pilot program to
expand ARC's reach

« Uses ARC volunteers
« 4-hour shifts
« Role:
— Monitor questions
— Track trends or issues

« Provide disaster operations
reporting to improve
situational awareness

e i =\
Photo by Chuck Haupt/ American Red Cross

Participant Guide

Slide 4-21. @redcross Digital Volunteers

Red Cross launched a new pilot program to expand its community reach.
@redcross Digital Volunteers are volunteers who work in 4-hour shifts.
They monitor questions and track trends or issues on social media sites.
At the end of their shift, Digital Volunteers provide disaster operations
reporting to improve situational awareness. Not only do Red Cross
volunteers assist in disaster sites, but they also work virtually and assist

online.

Example: Slide shows an example (top picture) of Digital
Volunteers working online to monitor social media sites. Bottom
picture shows an example of a Twitter account for a Digital
Volunteer. The blue check to the right of the name shows that the

Red Cross verifies the volunteer.
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City/County Government

Slide 4-22. City/County Government

Participant Guide

San Francisco Department of Emergency Management (SFDEM) is a

city/county government that incorporates social media in its
communication strategy.
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strategy
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- a - Closely engages w_|th other
SAN FRANCISCO DEPARTMENT government agencies, key

OF EMERGENCY MANAGEMENT partners and the Community

» Uses interagency
coordination to provide
regular content to City and
County Facebook pages

* Promotes SFDEM
personality through photos

Slide 4-23.

SFDEM bases engagement on an integrated communications strategy. It
works closely with other government agencies, key partners, and the
community. It uses interagency coordination to provide regular content to
City and County Facebook pages. Additionally, it promotes SFDEM
personality through photos shared on social media sites.
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» Twitter near 40,000 followers, post regularly
either alerts and notifications or
preparedness announcements

SAN .FMMEISEGII RTMENT
OF emeRcELLY manaseuEnT -« Facebook promotes preparedness

messages, alerts and warnings, post
pictures

+ Blog conducts more in-depth message
delivery and reflects core messages,
variations for target audiences and support
partner efforts; includes a call to action

« Smart phone application leverages social
reward mechanisms to educate and
motivate public emergency and disaster
preparedness.

Slide 4-24.

SFDEM integrates various tools in its communications strategy. On
Twitter, SFDEM has nearly 40,000 followers. SFDEM posts regularly
either alerts and notifications or preparedness announcement on Twitter.
On Facebook, SFDEM promotes preparedness messages, alerts and
warning, and posts pictures. On its blog, SFDEM conducts more in-depth
message delivery. Blogs reflect core messages, variations for target
audiences and support partner efforts.
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THE PREPAREDNESS MOVEMENT
COMMUNICATIONS STRATEGY

E

Slide 4-25.

Example: Slide shows examples of SFDEM'’s The Preparedness
Movement Communications Strategy, which includes the use of
Facebook, blog , and Twitter account.
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SF Heroes: an innovative
smart phone application

— Leverages social reward
mechanisms to educate and
motivate public emergency
and disaster preparedness

— Connects with Facebook,
Twitter and other social
channels

— Application inspires people to
take steps to prepare by tying
rewards and social incentives
to meaningful real-life
activities.

Slide 4-26.

SF Heroes is an innovative smart phone application that leverages social
reward mechanisms to educate and motivate public emergency and
disaster preparedness. SF Heroes connects with Facebook, Twitter, and
other social media channels. The application inspires people to take steps
to prepare by tying rewards and social incentives meaningful real-life
activities.

» Example: Slide shows examples of SF Heroes application.
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Community Based Organization

Slide 4-27. Community Based Organization

Collaborating Agencies Responding to Disasters (CARD) is a community-
based organization (CBO) that incorporates social media in its
communication strategy.
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CoLLaBorating Acencies Responping To DisasTers

Fear-free preparedness for nonprofits, faith agencies, and vulnerable communities.

CARD serves as the single

point of contact for nonprofit and
faith agencies in the Alameda
County in Oakland, CA.
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Slide 4-28. Collaborating Agencies Responding to Disasters

CARD serves as the single point of contact for nonprofits and faith
agencies in the Alameda County in Oakland, California.
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- Provides emergency
preparedness and disaster
response resources for
community based
organizations (CBOs) that
serve the most vulnerable
residents

* Help service providers get
prepared and respond in an
emergency

* Provide training in disaster Mc-smwnuc
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preparedness for CBOs that Ve
work with special needs -~ D
individuals

Slide 4-29.

CARD provides emergency preparedness and disaster response
resources for CBOs that serve the most vulnerable residents. They help
service providers get prepared and respond in an emergency. Also, they
provide training in disaster preparedness for CBOs that work with special
needs individuals.
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Slide 4-30.

Participant Guide

CARD extensively uses social media as a high-leverage, immediately
beneficial access point for serving nonprofits. It reaches people who are
considered “hard to reach” such as seniors, children, and the disabled.

Module 4

Page 124



Social Media for Natural Disaster Response and Recovery
Training Support Package

Participant Notes:

October 2011

Social Media for Natural Disaster

Response and Recovery

Principles and Best Practices
Social Media in Disaster
Communications

Participant Guide

Slide 4-31. Principles and Best Practices

This section will cover some on the principles and best practices of social

media in disaster communications.
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Build a reputation

Create a Presence

Stay Involved and
Current with Information

Provide access to first
source of information

Slide 4-32. How to Build Credibility with Social Media

Emergency managers need to build credibility on social media platforms.
It is important to build credibility with the public users because in times of
emergencies, citizens will know that your organization is a trusted source
to go to on social media platforms. By understanding the social medium,

social media managers can effectively use platforms.

Some of the ways that social media managers build social media
credibility include building a reputation for using social media as a
channel of communication, creating a presence on social media
platforms, staying involved on social media sites, staying current with
their information provided on social media sites, and providing access to
initial source of information.
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Basic Communication Outreach
Guidance Still Applies!

* Multiple sources

» Multiple communication channels

» Trusted networks

» Consistency (saying the same thing)

* Visual cues and reminders

* “Over the long haul” message delivery
* Tailoring messages to target audiences

Slide 4-33. Basic Communication Outreach Guidance Still
Applies!

Basic communication outreach guidance still applies to organizations to
develop an effective communications strategy. Organizations need to get
information from multiple sources, have multiple communication channels
and trusted networks, consistency amongst its communication channels
so that it is all saying the same thing, visual cues and reminders on its
social media sites, “over the long haul” message delivery, and must tailor
messages to target audiences.
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Making Social Media Work!

+ Make SM efforts message driven, not channel
driven

* Embrace every possible teaching moment so
social media networks grow

* Tap into all available resources

+ Keep messages brief and pertinent

+ Make sure you can receive public input

+ Use social media to support a unified message
* Have aPlan B

Slide 4-34. Making Social Media Work!

Some tips on making social media work in an organization:
-social media should be message driven, and not channel driven
-embrace every teaching moment so social media networks grow
-tap into all available resources

-keep messages brief and pertinent (right to the point)

-make sure the public can contribute and share information

-use social media to support a unified message

-have a back up plan
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Making Social Media Work!

+ Forge partnerships for sharing methods and
messages.

* Focus on people (when formulating com plan)

* Avoid elitism or belief that people in charge know
more and general public is prone to misbehavior

* New technologies are not simply new types of media
with which to do the same old things

+ Avoid “shiny new object syndrome”

Slide 4-35. Making Social Media Work!
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*  Handling misinformation

« Structure messages so that users can easily get to
the source

— Provide link to first source
+ Unverified messages could cause the public to panic

— Emergency managers need to monitor messages for
intentional false information, misinterpretation of
words, or intensified information

— Need to correct and control immediately
+ Coordinate through single point-of-contact
« Speak with one voice, one message, many channels

Slide 4-36. Handling misinformation

Social media may have the potential of rapidly spreading misinformation.
Emergency managers must be aware of this potential effect. Social media
managers need to structure messages so that users can easily get to the
source. Organizations can provide link to first source to avoid
misinformation.

Unverified messages can cause the public to panic. Emergency
managers need to monitor sites because messages, once posted, are
hard to control. By monitoring sites, emergency managers can look for
intentional false information placed on social media platforms by the
public; misinterpretation of words used by social media users; and
through intensified information seeking. Organizations need to monitor
sites to correct and control misinformation immediately.

Organizations should coordinate through a single point-of-contact to avoid
multiple contacts within an organization, and speak with the same voice
and message throughout all its channels.
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Communication Objective
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Slide 4-37. Matching the Platform to Your Communication

Objective

This section addresses matching the platform to your communication

objective.
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match objectives

facebook
More features, integrated Simple, open, low
discussion threads, structured, friction

permission centric

Rachel Racusen, Federal Emergency Management
Administration — “Our Twitter followers [16,492] tend to be interested
in news and information. The Facebook page [15,409] offers more
opportunity for discussion among and feedback from the public. And, we

receive helpful comments on FEMA policies.”

Slide 4-38. Choose the right platform to match objectives

Due to the design of the Facebook platform, Facebook provides a place
for public discussion and community building. It provides more
opportunity for interaction between users. On the other hand, Twitter
provides more updates and is more commonly used by users to receive
information. Both platforms provide alternative communications channel
for users. However, each platform provides a different means of
communicating with the public.
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149 million U.S.  16.4 million
users (Feb. U.S. users
2011) (March 2011)

More users on Facebook than Twitter, but communication
dynamics for each platform.

Slide 4-39. Choose the right platform to match objectives

In an article by TechCruch, Facebook contains 149 million U.S. users
(February 2011). Twitter reported 16.4 million U.S. users in March 2011.
Although there are a significantly larger number of U.S. users on
Facebook than Twitter, both platforms consist of different user
demographics. Thus, emergency managers may use either platform
depending on the target audience.
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Objective

Disseminate Closed network, but larger Open access to all
information quickly and number of users users, instant
effectively

Chi Kong Lui, American Red Cross of Greater New York -"We do
see a difference between people who use Facebook versus Twitier under
normal circumstances. Twitter is a bit faster paced and noisier. We don't
subject our Facebook fans to the real-time daily disaster updates that appear
in our Twitter. That being said, when a major disaster or emergency strikes,
the users want useful and relevant information as quickly as possible and in
whatever format they can get it. So during a disaster, I think we would look

to provide as much updates to both platforms as quickly as possible.”

Slide 4-40. Choose the right platform to match objectives

Both Facebook and Twitter can disseminate information quickly and
effectively to the public. Facebook is a closed network, which contains
more security and privacy settings, and can impede on the opportunity to
send information to the most amount of people despite Facebook’s higher
number of U.S. users. Twitter, on the other hand, is open access to all
users and individuals can view accounts on Twitter without having to sign
up for an account. Both platforms reflect real-time, which allows
emergency managers to immediately notify the public compared to
traditional methods that goes through a longer process for the message
to be relayed to the public.

v Knowledge Check: Which is the most appropriate platform for
emergency managers to use?
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Using Twitter in
Disaster Management

Slide 4-41. Using Twitter in Disaster Management

This section addresses using Twitter in Disaster Management.
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Slide 4-42. Twitter Quake Map

The visualization in the slide above shows the rate and spread of Twitter
messages about the earthquake in Virginia within the 80 seconds after it
hit. The location and density of the Tweets radiated out from Virginia.
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Using Twitter

* Open platform, everyone can get involved
* Uses short messages: 140-character limit
* Enables following other users’ messages

» Enables building a following: Have other people
follow you

» Send direct private messages
« Can repost other users’ messages

» Can reply to a message
« Can create a specific event using a hashtag (#)

Slide 4-43. Using Twitter

Twitter has an open platform where everyone can get involved. Twitter
uses short messages with a 140-character limit, enables following other
users’ messages, enables building a following by having other people
follow you, and send direct private messages. Users can also repost
other users’ messages, reply to a message, and create a specific event
using a hashtag.
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Why Twitter matters in disaster
+ communications outreach?
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Slide 4-44. Why Twitter matters in disaster communications
outreach?

Based on the calculations of one way to approximate reach, which will be
presented later in this section, with 7 Followers, a user can reach about
24,000 people. Without taking into account overlaps, a user can reach
about 240,000 people with 70 Followers. This is why Twitter matters in
disaster communications outreach because of the potential to reach a
multitude of people through your Followers.
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Slide 4-45. About Twitter

When users post a status update on Twitter, it is called a Tweet. A
Message is a private message sent via Twitter to one of your Followers.
Definition of Followers will be explained in the following slides.
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Slide 4-46. About Twitter

A retweet is when a user shares a Tweet by another user with their
Followers. A reply is any update posted by clicking the “reply” button on
another Tweet. The reply will always begin with @username (the name of
the person you are replying to), which will automatically appear when you
select the “reply” button.
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Slide 4-47. What is following on Twitter?

Following someone on Twitter means you are subscribing to their Tweets
as a Follower. The updates on the user you are following will appear in
your timeline. The user you follow will also have permission to send
private Tweets (also known as Direct Messages) to you.

It is beneficial for Organizations to follow users for monitoring purposes
because Tweets from the users they follow will appear in the
Organization’s timeline.
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Slide 4-48. What are followers on Twitter?

Followers are people who receive your Tweets. If someone Follows you,
they will receive your Tweets on their home page, phone, or any
application that they use.

It is beneficial for organizations to have many Followers (users Following
the Organization) because this implies that when an Organization posts a
Tweet, the update will appear in the timeline of all of their Followers. By
having more Followers, organizations have potential to reach more
people when they post a Tweet.
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Slide 4-49. What are hashtags (“#” symbols)?

Hashtags are used to categorize Tweets according to a specific keyword
or topic. It represented by a “#” symbol, and can be used anywhere in the
Tweet. It is used before relevant keywords within a Tweet. Anyone can

create a hashtag. Hashtags will be discussed further later in this module.
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Slide 4-50. Online tools to research Twitter users

These are some of the online tools to research Twitter users.
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Slide 4-51. Twitter Grader

Twittergrader is a tool that can be used to identify geographically focused
Twitter participants. It provides the top users by location based on grade.
The grade is measured by the impact of a Twitter account, which is
influenced by the number of followers a Twitter user has (first-order
followers) in addition to all of their followers (second-order followers).
Twitter users with a large influence on social media sites have the power
to reach out to large number of people. Influence measures the potential
of an action of a user to initiate a further action by other user.

Thus, identifying these top users with large influence will allow emergency
managers to reach out to millions of people.

According to Twitter Grader, its algorithm to calculate its grade includes
the number of followers, power of followers (people with a high Twitter
Grade following), number of updates, update recency, follower/following
ratio, and engagement.

Example: Slide shows an example of the search result of the top
users on Twittergrader for Honolulu, Hawaii. Top users are listed
based on the highest grade.
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Slide 4-52. Twitaholic

Twitaholic is another analysis tool to identify geographically focused
Twitter participants. It provides the top users based on the number of
followers in a given geographic area.

Example: Slide shows an example of the search result of the top
. users on Twitaholic for New York, New York. Top users are listed
based on the highest number of followers.
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Slide 4-53. Advanced Twitter Search

In addition to the Twittergrader and Twitaholic, Advanced Twitter
Search—an advanced search option of Twitter—is another analysis tool
to identify geographically focused Twitter participants. This tool allows
users to search for Twitter users within a certain distance from a
geographic location. Advanced Twitter Search provides the most recent
people who tweeted from a geographic area.

Advanced Twitter Search can be found through Twitter's Website under
the Search tab of the Help Center or at www.http://search.twitter.com/.

Example: Slide shows an example of the search result of the
most recent people who tweeted on Twitter within 15 miles of
Honolulu, Hawaii.
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Slide 4-54. Guidelines to build a geographically focused
network

To build a geographically focused network, emergency managers need to
search for top users in geographic area using the tools mentioned in the
previous slides. Adding top users of Twitter will allow emergency
managers to reach out to an exponentially larger number of people (which
will be explained in the following slide). Adding users in a geographic
location on Facebook will allow emergency managers to reach out to a
wider audience than traditional channels of communication may reach out
to.
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Slide 4-55. One method to approximate social media reach

One method to approximate social media reach is by using the following
calculation. The total number of followers of the top seven users, as
shown above, is about 208,602. Based on the study mentioned earlier in
the course, about 11.75 percent of a user’s followers consist of
geographically relevant users. Thus, multiplying 11.75 percent by 208,602
is approximately 24,510. This implies that roughly about 24,510 people
are reached via Twitter by having these seven top Twitter users follow
your Twitter page.
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Slide 4-56. Percent of followers from geographically relevant
area

The slide above shows a list of top Twitter users in Honolulu and the
number of followers of each Twitter user that is from Honolulu (out of 50).
Approximately 11.75 percent of followers are from the geographically
relevant area.
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Slide 4-57. Examples of Best Practices

Emergency managers need to determine where to get immediate access
to post to Web pages. Delay in posting to Web pages will negate one of
the advantages of using social media: to disseminate information quickly.

Tweets should include links to Web pages so that Twitter users can go
directly to the initial source of the information. This will eliminate the
possibility of imposter tweets. Thus, users can distinguish between official
sites from unofficial sites. Emergency agencies may choose to use
standard conventions such as naming all official city related sites with the
name of the city as the first word (i.e. Honolulu Department of
Emergency Management, Honolulu Department of Information
Technology, Honolulu Fire Department).

Social media managers should establish guidelines for users who retweet
other tweeters’ tweets Retweets should include the agency’s name from
which the tweet is being retweeted and the link to it. Using apps such as
TweetDeck and Hootsuite, which feed messages directly to multiple
networks may save time for emergency managers from having to go to
individual social media sites to post updates.
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Slide 4-58. Practical Exercise

This section covers the practical exercise, which will provide hands-on
training online.
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Slide 4-59. Log onto http://twitter.com/

Log in to your Twitter account at http://twitter.com/.
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Slide 4-60. Post a Tweet using hashtags

1. Type your Tweet into the "What's happening?" box at the top of your
screen (shown below).
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Slide 4-61.

2. Make sure your update is fewer than 140 characters. Remaining
characters show up as a number below the box.

3. Click the Tweet button to post the Tweet to your profile.
4. You will immediately see your Tweet in the timeline on your homepage.
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Slide 4-62. Hashtags: Texas fire in September 2011

Examples of Tweets with hashtags used during the Texas fire in
September 2011. Some hashtags included #txfire and #CentralTXfire. As
shown, the hashtags include the location and disaster event.
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Slide 4-63. Follow another user

You can follow people in any of the following ways:
- via the web

- via SMS/text message

- via the mobile website (mobile.twitter.com)

- via third-party application

1. Select the Who to Follow tab on the top menu bar of your page.

2. Enter the name or organization into the search box. Then, click the
Search button.

October 2011 Module 4 Page 157



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster

Who to follow fomal Sewch
Results for: fema
S (¢ lorem][B |« Click on
. 8 —*”/ button
) s Qram 3 i
Follow
user

Slide 4-64.

3. Alist of the results should appear after you enter the name or
organization in the search box.

4. Select the Follow button next to the user or organization you
want to begin to Follow.
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Slide 4-65. Send a Message

1. Log in to your Twitter account.
2. Click the Messages button on the top menu bar of your page.

3. You'll land on a page showing your private messages history. Click the
New Message button. Click to send a new message.
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Slide 4-66.

4. In the pop-up box, type the name or username of the person you wish
to send to.

5. Enter the message you wish to privately send, and click Send.

Please note: t.co links, even those shared via DM, are neither private nor
public. Anyone with the link will be able to view the content.

Tip: Make sure that user follows you. You may only send a direct
message to your followers.
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Slide 4-67. Retweet (RT)

1. Hover over a Tweet.

2. Click the Retweet link.

3. Confirm the pop-up by clicking the Retweet button.

4. The Tweet will then be shared with all of your followers.
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Slide 4-68. Reply to a Tweet

1. Find the Tweet you want to react to on Twitter.

2. Hover your mouse over their message and click the Reply icon.
3. Complete your Tweet in the box that pops up.

4. Click Tweet to send it.
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Slide 4-69. Build disaster management social media network

This media list provides contact information for your geographic area
during an emergency. To determine your social media contacts, you need
to build your geographically relevant social media network. The following
slides will show how to build your social media network.
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Slide 4-70. Build your geographically relevant social media
network

To build your geographically relevant social media network, use search
tools such as Twitter Grader and Twitaholic to find top users within a
geographic area.
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Slide 4-71. http://tweet.grader.com/top/location

To search for the top users by location on Twitter Grader, go to
http://tweet.grader.com/top/location.
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Slide 4-72. Search top users by location

1. Enter location to search top users by location.
2. Select the Go button to get the list of top users in a certain area.
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Slide 4-73. Top users for Asheville, NC

Top users will be shown based on highest grade
get more information about the user.
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Slide 4-74. Information about the user

After clicking on the user's name, the information about the user will show
up. In order to go directly to the user’s Twitter page, click on the user’'s
Full Name.
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Slide 4-75. Follow user on Twitter

After arriving at the user’s Twitter page, select the Follow button in order
to start following the user on Twitter.
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Slide 4-76. Social Media Contacts

These top users should be added to your social media contact list to help
get the word out in times of emergency. As illustrated earlier in our reach
analysis, these contacts will help you distribute your emergency
information.
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Slide 4-77. Using Facebook in Disaster Management
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Slide 4-78. About Facebook: Incorporate into your organization

Throughout Module 3, implications of how social media have been used
previously during disasters have been presented. The following slides will
demonstrate how to incorporate one of the social media platforms,
Facebook, into your organization. Twitter will be covered in Module 4. The
following slides will explain the difference between an individual profile
page and an organization’s Facebook Page; the structure of Facebook
Pages; and various settings that may be important to understand.
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Slide 4-79. Facebook Profile vs. Page

Individual Facebook profiles are for individuals. On the other hand,
organization Pages are separate from individual profiles and are intended

for organization’s to have a presence on Facebook.
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Slide 4-80. About Facebook Pages

Unlike individual profile pages, organization Pages allow users to become
Fans and “Like” the page. However, organizations have limited access to
the individual profile pages that “Like” their organization. Organizations
cannot invite Friends, but only “Like” other organizations.

Example: Slide shows an example of the “Like” button for the
Page for New Jersey Office of Emergency Management. As
shown to the right, about 7,500 Fans “Like” them, which means
that these Fans can see the status updates by New Jersey Office
of Emergency Management on their News Feed.
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Slide 4-81. About Pages

Organizations can only maintain a Fans list, and not a Friends list.
Organizations can update their status on their wall pages, which will
appear in the News Feeds of people who like their page. It also allows
organizations to upload pictures, videos, create discussion boards, use
applications, and create wall posts and groups.
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— Need individual profile page to create a Fan
page

Slide 4-82. Requirements to create a Page

In order to create an Organization/Fan Page, organizations need to have
an individual Profile Page first. This individual Profile Page will be linked
(act as administrator) to the Organization Page.
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Slide 4-83. Facebook page structure
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» Privacy controls for Facebook page

« Page administrators
— Switch from profile to use Facebook as Page

« Requirements for usernames for Pages
— Branding and conventions for usernames

Slide 4-84. Settings

Organizations can control privacy setting on its Facebook Page. They can
control users ability to comment or post on their Page and assign
administrators (which would be discussed further in the Practical
Exercise).

Organizations can switch from their personal profile page to “Use
Facebook as Page” which allows the user to use the Organization’s Page
as a user (i.e. if the user leaves a comment on a Wall, it would show that
the Organization left a comment and not the user’s personal profile page).

In order to attain a unique username for an Organization, the
Organization’s Page must acquire 25 Fans before it can sign up for its
username. Usernames allow public entities to easily promote your
presence on Facebook with a short URL. This username can be used in
an organization’s marketing communications, company website and
business cards. An example of a username is the phrase
"fbsitegovernance” as used in the web address
http://www.facebook.com/fbsitegovernance.

Organizations should be mindful when choosing a name for their
Organization’s Page as it may help to build credibility and prevent fake
accounts.
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Slide 4-85. Practical Exercise

Participants will need to use their individual profile Facebook account to
create an Organization Page. Participants should understand that
creating a page from their personal Facebook account means that the
Page they create will always be linked to their account. It is suggested to
create another individual Facebook account that can be passed on to
other people to use. This may require a new e-mail account also.

Participants will conduct hands-on exercises of how to edit information on
their Page (including managing Page and settings), share a link on Wall,
comment on another organization’s Wall, and send friend request via their
personal profile page.
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Create a Page for Organizations

Hew Pasimrsre

Slide 4-86. Create a Page for Organizations

To create a page for organizations:

Participant Guide

1. Log onto Facebook using your individual account you just created.
2. Click on “Create a Page”, as shown red box on the bottom right corner.
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Slide 4-87. Select the type of Page

Select the type of Page to create: Local Business or Place; Company,
Organization, or Institution; Brand or Product; Artist, Band, or Public
Figure; Entertainment; Cause or Community.
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Slide 4-88. Choose category and enter name

Choose category and enter name.
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Slide 4-89. Follow steps...

Follow steps shown in slide above. It will guide participants on how to
upload an image, get Fans, and input basic information.
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Slide 4-90. Edit info

To edit information, go the home page and select the Edit Info tab on the
top of the page. A screen similar to the one shown in the next slide should
appeatr.
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Y

Select different
tabs to edit various
information

Slide 4-91. Select tabs to edit

Users can edit different categories of information as shown on the left
side of the page. Tabs include basic information, profile picture, manage
admins, and settings.
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Slide 4-92. Edit: Manage Permissions

Under the Manage Permissions tab from the left column menu, users
can change settings to allow posting abilities from their Fans. Also, other
settings include age restrictions, page visibility, and blocklist.
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Slide 4-93. Edit: Manage Admins

Under the Manage Admins tab from the left column menu, users can
invite or remove Admins for the Page. Admins have the ability to edit
information and manage the Page (sharing posts on your page’s Wall,
update your status, post photos, share a link, record/upload a video). A
Page can have multiple administrators. Each Page administrator will need
to have his or her own business account or personal account. Every
admin can manage the Page from their own Facebook account using the
"Page Manager" application that will appear in the left hand column of the
Applications section once they become an admin for a Page. Every admin
has equal access to and the same abilities as the other admins for a
Page.

To add another admin to your Facebook Page:

1. Go to your page and click the Edit Page button in the upper right
corner.

2. From the left column menu, click Manage Admins.

3. Type the names of other people you'd like to add in the open field and
click Save Changes. You'll need to enter your password to confirm the
change.
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Slide 4-94. Edit: Page Insights

Under the Page Insights tab from the left column menu, users can view
insights about their page, which includes daily active users, weekly daily
users, monthly active users, new likes, and post views.
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Slide 4-95. How to share a link on Wall?

Users can share a link on their Wall (as shown in the slide above).
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Slide 4-96.

To share a link on the Wall, users need to select the Wall tab from the left
column menu, and then select the Link tab. Insert the link in the box and

select the Attach button to post the link.
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Slide 4-97.

After selecting the Attach button, users can enter a description to share
about the link. Users can also choose who can see the link (everyone or
customize). Finally, users need to select the Post button.
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Slide 4-98.

If users selected the Customize option, users can make the link visible to
Fans within a certain location or language.
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Slide 4-99. Comment on Wall

To comment on Wall, users need to select the Wall tab from the left
column menu. Then, write a comment to post directly on Wall. If users
want to comment on a previous post on Wall, then write the comment in
the box that is provided below the comments as shown in the slide above.
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Slide 4-100. Send Friend requests on Profile page

To send a Friend request, enter name of the person you want to add in
the search box on the top of the page. Then simply click the Add Friend
button. Organization Pages cannot add Friends, only individual Profile
pages can add Friends.
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Summary

» Social media must integrated into an overall
communications strategy.

+ Good examples of implementation exist—follow them!

» The rules of communications outreach still apply in social
media.

» Twitter is faster paced and users are more interested in
news and updates.

+ The structure of Facebook encourages more community
building and discussion.

« Emergency managers need to find geographic relevant
users to increase social media reach.

Slide 4-101. Summary
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Module 5: Using Social Media to Identify Trends, Monitor
Data, and Conduct Simple Data Mining of Information in
Disaster Management

Socieﬂ Media for Natural DisaSter
Response and Recovery

Module 5: Using Social Media to Identify Trends, Monitor Data, and

Slide 5-1. Using Social Media to Identify Trends, Monitor Data,
and Conduct Simple Data Mining of Information in Disaster
Management

Duration
45 minutes

Scope Statement

Participants will learn how to measure their social media efforts and improve their social media
credibility.

Terminal Learning Objectives (TLO)

Participants will apply best practices and proven methods to gain insights into public reactions
to disasters.
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£ Enabling Learning Objectives

5-1 ldentify tools used to leverage disaster
related social media data

5-2 ldentify tools using social media data to
investigate and analyze disaster related
information and trend

Slide 5-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

5-1 Identify tools used to leverage disaster related social media data
5-2 Identify tools using social media data to investigate disaster related information and
trends.

Resources

e Module presentation slides

e Laptop with presentation software installed and CD-ROM capability
e Wi-Fi Internet access

e Two audio-visual (A/V)

e Two projector screens

e FEasel
¢ Easel pad
e Markers

e One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access

Instructor to Participant Ratio
1:25
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Leberecht, Tim. “Twitter grows up in aftermath of Haiti earthquake.” CNet News. January 19,
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Murphy, Tom. “Data Mining: Using Predictive Analysis And Social Network Analysis.” New Tech
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Practical Exercise Statement

An instructor-led discussion on measuring social media efforts. At the end of the module,
participants will utilize some online tools to achieve a high overview of the types of relevant data
that can be accessed using social media tools. Hands on exercises analyzing actual data from
periods during recent disasters will be used.

Assessment Strategy

Practical Instructor observation of participants’ involvement in the classroom discussion.
e Instructor-led discussion to ensure that participants understanding of module lesson
topics
¢ Hands-on computer training
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Social Media for Natural Disaster Response and Recovery

Icon Map

v Knowledge Check: Used when it is time to assess the learners’
understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

<~ N9

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction
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Participant Guide

Slide 5-3. What is data mining?

Data mining, also known as knowledge discovery, is the extraction of
information from raw data to find hidden patterns within the data. These
patterns can be later summarized into useful information. Data mining
tools help to analyze data, but are not required to use social media

effectively.

This module will discuss tools to conduct simple data mining of
information related to disaster management on social networks.

v Knowledge Check: Define data mining.

v Knowledge Check: Is data mining required to use social media

effectively?
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+ Using social media data to
investigate information and trends

» Use sites to search for real-time
and historical disaster related ‘-
information and trends

» Monitor social media sites to get a
better understanding of situation
on the ground during a crisis

+ Monitor sites for misinformation

Slide 5-4. Using social media to investigate information and
trends related social media data

Social media data can be used to investigate information and trends.
Sites can be used to search for real-time and historical disaster related
information and trends. Emergency managers can monitor social media
sites to get a better understanding of situation on the ground during a
crisis and to monitor for misinformation.
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Tools to Leverage Data

Slide 5-5. Tools to Leverage Data

This section will discuss tools that organizations can use to leverage data.
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Tools to leverage data

+ Streamdin

— http://streamd.in/
+ Twitter Search tHE ARCHIVISt ™

. Save and analyze tweets
— http://twitter.com/#!/search-home

+ Trendistic
— http://trendistic.indextank.com/

* The Archivist
— http://archivist.visitmix.com/

{"’
?:% Streamdin

TRENDISTI

See what the world is downg — tight now

Slide 5-6. Tools to leverage data

Tools to leverage data are shown in the slide above. Links to its
respective site are also displayed on the slide.
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» Provide latest Tweets from a geographic location
using Google Maps

« Emergency managers can use tool to monitor
Tweets for information within a geographic location

S

Slide 5-7. Streamdin

Participant Guide

Streamdin provides a visual map with real-time tweets from a geographic
location. Emergency managers can use Streamdin as a tool to monitor

real-time tweets within an area.

' Example: Slide shows an example of a search for Tweets near

Honolulu on Streamdin Web site.
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Twitter Search

* Provide real-time results for trending topics on
Twitter

« Emergency managers can use tool for situational
awareness purposes

=

Real-time S et e e
results for ——
trending
topic

Slide 5-8. Twitter Search

Twitter Search provides real-time results for any trending topics.
Emergency managers can use this tool to monitor for misinformation and
gain situation awareness from tweets from the public about a specific
topic during a crisis.

» Example: Slide shows an example of a search result for keyword
‘earthquake’ on Twitter Search. To the left of the page, real-time results
for tweets including keyword ‘earthquake’ are listed. To the right of the
page, the top ten trending topics are listed.
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* Track trends

« Shows frequency of keywords over time (up
to 180 days)

‘ Magnitude 6.0
in New Zealand

Slide 5-9. Trendistic

Trendistic is a tool to track trends in Twitter. It graphs the frequency that a
keyword is mentioned on Twitter. Trendistic provides both historical and
real-time trending results, including up to 180 days of historical results.
Emergency managers can use Trendistic as a tool to search for pre-
defined keywords during a crisis to attain a better understanding of the
situation, as Trendistic also provides the tweets is associated with the
keywords.

» Example: Slide shows an example of a search result for keywords
‘earthquake’ and ‘New Zealand’ on Trendistic. The red line depicts the
frequency that the keyword ‘earthquake’ was tweeted over a seven-day
period, while the blue line represents the frequency that the keyword
‘New Zealand’ was tweeted. The graph shows that tweets including both
the keywords increased when a magnitude 6.0 earthquake occurred in
New Zealand.
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Participant Guide

Slide 5-10. 5.8 Earthquake in Virginia and Social Media

. Example: Slide shows an example of trends for “earthquake” on
the Trendistic Web site. There is a spike in the percentage of Tweets
including the word “earthquake” approximately the same time that a
magnitude 5.8 earthquake hit Virginia on August 23, 2011. This is
implication that the public is turning to social media channels to discuss or

seek information during a disaster.
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Slide 5-11. Hurricane Irene’s path

» Example: Slide shows an example of trends for “hurricane” on the
Trendistic Web site. The graph shows the percentage of Tweets that
mentioned “hurricane”. The increase in the percentage of Tweets
including the word “hurricane” is consistent with the path of Hurricane
Irene when it made its first landfall in Puerto Rico on August 22" its
second landfall in North Carolina on August 27" and its third landfall in
New Jersey on August 28". This is implication that the public is turning to
social media channels to discuss or seek information during a disaster.
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Aug. 22 Hurricane Irene makes 1* landfall in Puerto Rico

Slide 5-12. Tweets about Puerto Rico

. Example: Slide shows an example of trends for “Puerto Rico” on
the Trendistic Web site. There is a spike in the percentage of Tweets
including the word “Puerto Rico” approximately the same time that
Hurricane Irene made its 1% landfall in Puerto Rico. This is implication that
the public is turning to social media channels to discuss or seek
information during a disaster.
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Tweets about North Carolina

TRENDISTIC (’ see trends in twitter

Slide 5-13. Tweets about North Carolina

. Example: Slide shows an example of trends for “North Carolina”
on the Trendistic Web site. Percentage of Tweets including the word
“North Carolina” is the highest approximately the same time that
Hurricane Irene made its 2™ landfall in North Carolina. This is implication
that the public is turning to social media channels to discuss or seek
information during a disaster.
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Aug. 28 Hurricane Irene makes 3" landfall in New Jersey

Slide 5-14. Tweets about New Jersey

Participant Guide

. Example: Slide shows an example of trends for “New Jersey” on
the Trendistic Web site. Percentage of Tweets including the word “New
Jersey” is the highest approximately the same time that Hurricane Irene
made its 3" landfall in New Jersey. This is implication that the public is

turning to social media channels to discuss or seek information during a

disaster.

Module 5

Page 211



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster
Response and Recovery

The Archivist

» Find and archive e ancHvISE
tweets -

* Does not -
represent ;
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after you save an
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Slide 5-15. The Archivist

The Archivist is a tool that finds and archives tweets. However, it does
represent a complete historical record of a keyword. Once a keyword is
entered, the Archivist begins to monitor and analyze that specific
keyword. Emergency managers can use the Archivist as a tool to monitor
pre-specified keywords that are popularly used during an emergency.
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Tweet Volume Over Time Top Users Tweet Vs. ReTweet

Slide 5-16. Archive on Hurricane

' Example: Slide shows an example of an analysis for keyword
“Hurricane” on the Archivist Web site.
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Amrvre started Amcrvve status. Aschive last updated Visuniizations updated
9/8/2010 Archiving 27 hours ago on 4/3/2011

*=Tha data diapluyed may not inchuda sl besets with the sarch term. Read the FAQ to understand mom. ™

Tweet Volume Over Time Top Users Tweet Vs. ReTweet

Slide 5-17. Archive on Earthquake

' Example: Slide shows an example of an analysis for keyword
Earthquake” on the Archivist Web site.
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Archive: hurricane irene
T rd

Avchive cantairs Amrive saee Archive stats Archive last updated Visusizations upcated
13,988 Tweets  8/23/2011 Archiving 40 hours ago  on 9/11/2011

“The datn iagairyod may ot inciuse Bl Subats Wi e SOMEN b, Ran M FAC 10 Udermiane meorm, ™

Tweet Volume Over Time Top Users

4\,

Tweet Vs. ReTweel

Top Words

Slide 5-18. Archive on Hurricane Irene

' Example: Slide shows an example of an analysis for keyword
“Hurricane Irene” on the Archivist Web site.

v Knowledge Check: List different online tools to leverage (i.e. to
research useful information on past Tweets).
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How to analyze disaster related
social media data?
» Use analysis tools to monitor trending

topics related to disaster

* Use keywords related to disaster to gain
information from the public

» Use historical social media data from
disasters to understand best practices

Slide 5-19. How to analyze disaster related social media data?

Emergency managers can use analysis tools to monitor trending topics
related to disaster. Managers should search for keywords to gain
information from the public, and use historical date to understand best
practices of the use of social media during disasters.

y Knowledge Check: How can your organization benefit from
incorporating these online tools to leverage data?
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Monitor for disaster misinformation

= Study shows anxiety and
informational uncertainty contributes
to rumor theory

* Due to the nature of social media, it
can quickly spread rumors and '
misinformation which will cause
unnecessary panic

Information with credible sources will suppress
level of anxiety, which will control rumors and
quality of information (Oh, Kwon, and Rao, 2010)

Slide 5-20. Misinformation for disaster information

A study done by Oh, Kwon, and Rao (2010) shows that anxiety and
informational uncertainty contribute to rumor theory. Social media sites
are vulnerable to spreading rumors and misinformation because of the
nature of these social media sites. Rumors, misinformation, and
propaganda on social media sites can be widely, and quickly,
disseminated; thus, causing unnecessary panic and making the work of
emergency responders and other agencies more difficult (Homeland
Security Newswire, 2011).

(‘ Key Points: Information with credible sources will suppress the
level of anxiety of the public, which will help control the level of rumors
and quality of information (Oh, Kwon, and Rao, 2010).

» Example: After the Haiti Earthquake in 2010, rumors started that
UPS was offering free shipping to Haiti for any box with a postage fee of
$50 or less. UPS was able to quickly control this misinformation by
monitoring and communicating on its social media sites to correct the
rumor.
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Exercise

Using tools to identify trends and monitor
data

Slide 5-21. Exercise

Participants will utilize online tools to achieve a high overview of the types
of relevant data that can be accessed using social media tools.

Using online tools, such as Twitter Advanced Search, Trendistic and The
Archivist, participants will search for trends and patterns with disaster
related keywords. Keywords may include flooding, earthquake, tsunami,
hurricane, fire, and storm.
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Temer £ Adsunced Baaren

mnTwitter Advanced Search

IO B b Whimrsion USTRIAB S84 Mabdlad G Mo et G117 e APTES
T ) it sean

Advanced Search

Go to http://twitter.com/#!/search-advanced

Slide 5-22. Twitter Advanced Search

Go to Twitter Advanced Search, http://twitter.com/#!/search-advanced.
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(D) Enter

keyword to
search

\/

Select to search e sr—
Dgsts L (e
on Twitter e

Slide 5-23.

Enter keyword to search on Advanced Search, then click on the Search
button.
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Search trends on Trendistic

TRENDISTIC /' see s s memer

Go to www.trendistic.com

Slide 5-24. Search trends on Trendistic

Go to Trendistic website, www.trendistic.com, to search for trends within
the last 24 hours, 7 days, 30 days, 90 days, or 180 days.
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Search for keywords

bk | Fuloss um o Tt | Login it

TRENDISTIC #* ses e i tier
C )

S

Enter
keyword and
click “show
trends” ip witcamm. comyBymn

Slide 5-25. Search for keywords

Enter keyword in the top left box and click Show trends. Graph will show
trends on found on Twitter for the keyword entered.
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Understanding the data

Click on

graph to view ;/
Tweets from i

that day poosem

Juiuake
\ o :
ey =

Slide 5-26. Understanding the data

By clicking on the graph, a list of Tweets from that day will appear below
the graph. Users can also point their mouse on the graph and the
percentage of tweets relating to the keyword will appear.
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n Social Media for Natural Disaster
¥ Response and Recovery

Relating data to events

Select “24 hours” Select 7 days

TRENDISTIC /* see rends n wiver

Select “30 days”

Magnitude 7.0 . /‘
Honshu, Japan

Participant Guide

Slide 5-27. Relating data to events

Users can view the data from 24 hours, 7 days, 30 days, 90 days, or 180
days. As shown in the slide above, by selecting 30 days, users can view
the historical trend of Tweets with the keyword #earthquake. A spike in
tweets with keyword #earthquake appears around the same time that a
Magnitude 7.0 earthquake occurred near Honshu, Japan.
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The Archivist

Analyze Archives

L business, brand,
f) or interests.

e e i w4 e 1 i) 'D-av‘allna‘;-l’n.f;

Go to http://archivist.visitmix.com/
Slide 5-28. The Archivist

Another tool to use to analyze historical data is The Archivist,
http://archivist.visitmix.com/.
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Analyze Tweets

Sign In To Twitier

@ Select

/ : *om mmmunm-wm-%
" 2

SHE ABCHVISE™ @Inscrt keyword

Start analysis

Slide 5-29. Analyze Tweets

Users can enter keyword to search for, and then click the Start analysis
button. An analysis of the keyword entered will appear, including graphs
and charts.
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+

Summary

 Various tools can be used to identify
disaster related social media information

» Use keywords to find trends and monitor
data to investigate disaster related
information

Slide 5-30. Summary
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Module 6: Incorporating Advanced Social Media Monitoring
and Data Mining Techniques

Social Media for Natural Disaster
Response and Recovery

Module 6: Incorporating Advanced Social Media Monitoring and Data Mining

Techniques
Version 1.0

Slide 6-1. Incorporating Advanced Social Media Monitoring
and Data Mining Techniques

Duration

45 minutes

Scope Statement

Participants will learn about advanced social media monitoring and data mining techniques and
what is required to implement them.

Terminal Learning Objectives (TLO)

Participants will be exposed to advanced social media tools and techniques.
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g Response and Recovery

* Enabling Learning Objectives

6-1 Describe emerging role of Volunteer
Technical Communities

6-2 Sample live implementations of social media
reporting and monitoring using Ushahidi tool

6-3 Example configuration of advanced social
media monitoring tool

Slide 6-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

6-1 Describe emerging role of Volunteer Technical Communities

6-2 Sample live implementations of social media reporting and monitoring using Ushahidi
tool

6-3 Example configuration of advanced social media monitoring tools
Resources

¢ Module presentation slides

e Laptop with presentation software installed and CD-ROM capability
o Wi-Fi Internet access

¢ Two audio-visual (A/V)

e Two projector screens

e Easel
¢ Easel pad
e Markers

e One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access
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1:25

Reference List

O’Dell, Jolie. “IBM Debuts New Social Media Analytics Tool.” Mashable. May 11, 2010.
Accessed July 11, 2011. http://mashable.com/2010/05/11/ibm-social-media-analytics-tool/

Stephens, Kim. “Swift River: A tool for organizing Social Media Information.” Idisaster 2.0.
January 3, 2011. Accessed July 11, 2011. http://idisaster.wordpress.com/2011/01/03/swift-river-
a-tool-for-organizing-social-media-crisis-information/

Practical Exercise Statement

An instructor-led discussion on advanced social media monitoring and data mining tools. High
level hands on sample test cases will be run using discussed tools.

Assessment Strategy

e Practical Instructor observation of participants’ involvement in the classroom discussion.
e Instructor-led discussion to ensure that participants understanding of module lesson
topics
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Icon Map

v Knowledge Check: Used when it is time to assess the learners’
understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

<~ N9

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction
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Volunteer Technical Communities
(VTC)

» Nexus between convergent volunteers,
disaster managers and social media
globally

Critical new “player” in disaster
management

Based on “crowdsourcing”
Reflects global resources and impacts
Recognized by authorities

*

Slide 6-3. Volunteer Technical Communities

Volunteer Technical Communities (VTC) is a nexus between convergent
volunteers, disaster managers and social media globally. They are a
critical new player in disaster management that is based on
crowdsourcing. VTC reflects global resources and impacts, and is
recognized by authorities.
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Response and Recovery
* VTC Case Studies

» Crisis Mappers
» Crisis Commons
* Humanity Road

CRIS!S

mappers

.CrisisCommons_

Slide 6-4. VTC Case Studies

Participant Guide

This section will cover three example of VTC: Crisis Mappers, Crisis

Commons, and Humanity Road.
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VTC Case Study 1:
Crisis Mappers

The world's premier The Network catalyzes
crisis mapping hub communication and
collaboration between and
among crisis mappers with
Leveraging mobile the purpose of advancing the

platforms, computational | study and application of
linguistics, geospatial crisis mapping worldwide.
technologies, and visual

analytics to power rapid lLﬂUDCth in 2009 J

CFisis response
http://crisismappers.net/ ] [ACCCSSCd in 191 countries

Slide 6-5. VTC Case Study 1: Crisis Mappers

Crisis Mappers is the world’s premier crisis mapping hub. It was launched
in 2009 and accessed in 191 countries. The Network catalyzes
communication and collaboration between and among crisis mappers
with the purpose of advancing the study and application of crisis
mapping worldwide. It leverages mobile platforms, computational
linguistics, geospatial technologies, and visual analytics to power rapid
crisis response
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Response: Crisis Mappers and

* Ushahidi/Haiti

* What: Crisis Map of Haiti
represented the most comprehensive
and up-to-date crisis map of Haiti
available to the humanitarian
community. The information has been
mapped in “near real time.”

Slide 6-6. Response: Crisis Mappers and Ushahidi/Haiti

The Crisis Map of Haiti represented the most comprehensive and up-to-
date crisis map of Haiti available to the humanitarian community used in
the response phase of the disaster cycle. The information has been

mapped in “near real time.”
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*  Ushahidi & Crisis Mappers

* Who: Ushahidi deployment represents a joint
initiative with members of the International
Network of Crisis Mappers (CM”*Net).

+ Where: Volunteers at Ushahidi's Situation Room
at the Fletcher School, in Washington DC,
Geneva, London and Portland

CRISIS

mappers

Slide 6-7. Ushahidi & Crisis Mappers

Ushahidi deployment represents a joint initiative with members of the
International Network of Crisis Mappers (CM*Net). Volunteers are located
at Ushahidi's Situation Room at the Fletcher School, in Washington DC,
Geneva, London and Portland
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VTC Case Study 2:
Crisis Commons

* Global movement creating
virtual communities of
volunteers using their
technical expertise to help
respond to disasters and
improve disaster resiliency

« Based on “bar camps”
* http://crisiscommons.org/

CrisisCommons

Slide 6-8. VTC Case Study 2: Crisis Commons

Crisis Commons is a global movement creating virtual communities of
volunteers using their technical expertise to help respond to disasters and
improve disaster resiliency.
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.CrisisCommons

Blog

CrisisCommaons Interim Management Team...

CrisisCommons Interim Governance Introduction

ESS8 7.2 magnitude earthquake in Turkey —
[f#  CrisisCommons monitoring siuation

Follow what we're up 1o

ol ]

Slide 6-9.

' Example: This is an example of a blog for Crisis Commons.

October 2011
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Response and Recovery x
VTC Ca

‘muwvﬁ AL

e Study 3: Humanity Road

*

& Ve

Educates public before, during and after disasters
on how to survive, sustain and reunite with loved
ones.

http://www.humanityroad.org/

Slide 6-10. VTC Case Study 3: Humanity Road

Humanity Road educates public before, during and after disasters on how
to survive, sustain and reunite with loved ones.
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* Trains and equips volunteers to
use Internet and mobile
communications technology

* Volunteers collect, verify and
route public safety information
online during sudden onset
disaster

« Directs public to governmental
and aid agencies providing
assistance after disaster

* In 2010, responded to events in
33 U.S. states/ territories & 73
events worldwide

Slide 6-11.

Humanity Road trains and equips volunteers to use Internet and mobile
communications technology. Volunteers collect, verify and route public
safety information online during sudden onset disaster. It directs public to
governmental and aid agencies providing assistance after disaster. In
2010, Humanity Road responded to events in 33 U.S. states/territories
and 73 events worldwide
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Platforms for Crowdsourcing

Slide 6-12. Platforms for Crowdsourcing

This section addresses platforms for crowdsourcing.
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Social Media Reporting and Monitoring

Open Source software to

@.UShahidi collect, visualize and map

data (reports)

Free, hosted, Ushahidi

Platform to help make

" SWl:ftR iver sense / filter information.

Works with Ushahidi

Slide 6-13. Social Media Reporting and Monitoring

Several tools to crowdsource information include the Ushahidi platform,
Crowdmap, and the SwiftRiver platform. Crowdsource means to
outsource tasks to people externally to a company or organization,
usually via the Internet. Ushahidi is an open source software to collect,
visualize and map data. Crowdmap is the free, hosted version of
Ushahidi. SwiftRiver is the platform used with Ushahidi to help filter
information.

Ushahidi, the online crisis mapping platform, was first used in Kenya to
map political violence. However, Ushahidi was first used to map large-
scale natural disasters in Haiti.
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hat is Ushahidi?

;,(’ . - @

Slide 6-14. What is Ushahidi?

The video found on Ushahidi’'s Website, http://www.ushahidi.com/,
provides an overview of the Ushabhidi platform.
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Example Implementations

http://oilspill .labucketbrigade.org/
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Slide 6-15. Example Implementations

' Example: This is an example of Ushahidi's platform used to map

out the Oil Spill Crisis.

Module 6

Page 244



Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Participant Notes:

Social Media for Natural Disaster ’\ x
Response and Re y ~

Example Implementations

http://vtirene.crowdmap.com/

VTlrene
Crowdmap

o=

AL EATEGORIES
o

Slide 6-16. Example Implementations

' Example: This is an example of Ushahidi’s platform used to map
out damages and recovery coordination after Hurricane Irene in Vermont.
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http://stlouistornado.crowdmap.com/

5t Louis County and City Tornada

B REPORTED IMAURIES
TRUSTED REPORTS
W OTHERREPORTS

Y covmmes ToRIoe

Slide 6-17. Example Implementations

' Example: This is an example of Ushahidi’s platform used to map
out tornados in the St. Louis Region.
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Example Implementations

http://www.sinsai.info/

- -y

. . ®
sinsai.info [ ==

Slide 6-18. Example Implementations

' Example: This is an example of Ushahidi’s platform used to map
out information such as disaster areas, transportation, evacuation
centers, and support request areas in Japan following the Earthquake.
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Example Implementations

http://burgermap.org/

Participant Guide

> x>

a

I SUBMIT & REPORT
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B ORASS PED | OROANIC
AVAILABLE

VEGETARIAN FRIENDLY
FARE

Slide 6-19. Example Implementations

' Example: This is an example of Ushahidi’s platform used to map
out the world’s best burgers. Ushahidi can be use for disaster-related
information in addition to mapping out other types of information such as

best burgers.
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Example Implementations
http://libyacrisismap.net/

Libya Crisis Map u@)ocHA

Slide 6-20. Example Implementations

' Example: This is an example of Ushahidi’s platform used to map
out the crisis in Libya. Ushahidi's platform can be use to map out political
events as well as disaster-related information.
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Collapsed Structure Medical Equipment Medical Shelter Needed
and Supply Needs Emergencies

Slide 6-21. Crisis mapping software to assist in recovery
process

Ushahidi allows end users, such as responders in the field and citizen
volunteers, to supply information via social media networks, email, SMS,
or feeds in order to generate maps with many layers to give a clear, real-
time picture of the situation. Ushahidi places information on a map.

Example: Slide shows the process of end users supplying

» information via social media networks to produce maps as shown
in the figure. Slide includes examples of maps for collapsed
structure, medical equipment and supply needs, medical
emergencies, and shelter needed following the 2010 Haiti
Earthquake on Ushahidi.

v Knowledge Check: What is a tool that allows an end user to
supply information to generate maps with many layers to give a
clear, real-time picture of the situation?
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Practical Exercise

Demonstrate how to install your own Ushahidi
map to collect crowdsourced real time
reports.

@Ushahidi VTR TG ......... o

n-profit tech company that d
formation collection, visualizal

Slide 6-22. Practical Exercise
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Install Ushahidi using Crowdmap

Covered in this Other features:
module: « SMS integration
+ Create map « Email reporting

+ Set location « Software filtering

- Basic configuration . Conﬁgurmg Categories
« Implementing layers

+ Set Twitter hashtag « Broadcast site

* Submit report + Load mobile app
+ Approve report

Slide 6-23. Install Ushahidi using Crowdmap

Module 6 will cover how to create a map, set location, set Twitter
hashtag, broadcast site, create a sample report, and load mobile
application. Additional features that are available include integrating SMS,
using e-mail for reporting, software filtering, configuring categories, and
implementing layers onto the map.
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Create Ushahidi Crowdmap

* Go to: http://crowdmap.com/

&E5 cRowomAp

Crowdmap allows you to...

pukiell Sign Up For Free
What Exactly s (rowdmap? What C2a | Do With Cromémap?
Monitor S Map Crisis
Election ¥_9 information
[ -y s

aaaaaaaaaaaa

Slide 6-24. Create Ushahidi Crowdmap

Go to the Crowdmap website, http://crowdmap.com.
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Sign up for your free Crowdmap account
Fill out the form below to set up your own deployment of Crowdmap
0 Create Your Account
First name Dave
ot
Last name Kozuki - =l
Ema davekozuki@gmail.com 100 0 o Bopey st Bt
Password e
o

Slide 6-25. Create your account

In step 1, create your account by filling in your first name, last name,
email, and password.
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Create your account
& crowomae

R ———_—

o

© (Create Your Deployment Address

Each depk
This is pes

2s A's own web address. No spaces, use letters and numbers only
and cannot be changed.

htp// Oahutest crowdmap. com

Slide 6-26. Create your account

In step 2, create your deployment address.
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Create your account

T T ———

© Enter Your Deployment Details p

Deployment Name
NDPTC Qahu Test Deployment

Deployment Tagline

Test Tagline

0 Accept Terms

| have read and agree 1o the te Terms of Ut O trin e b

Fiush & Create Deployment

Slide 6-27. Create your account

In step 3, enter your deployment name and tagline. In step 4, check the
box to accept the Website Terms of Use, and click on the Finish &
Create Deployment button.
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Social Media for Natural Disaster r * X
¥ Response and Recovery

Create your account

Manage Your Account

Your Deployments «
p——

Slide 6-28. Create your account

The red arrow shows where your deployment name is located after you
have created your account. Click on the green arrow to view the
administration dashboard. When you click on it, another page will appear
which will require you to enter your username and password as shown in
the next slide.

October 2011 Module 6 Page 257



Social Media for Natural Disaster Response and Recovery

Training Support Package

Participant Notes:

October 2011

=, Social Media for Natural Disaster r * )‘
7 Response and Recovery

Administration: Set up map
* http://oahutest.crowdmap.com/login

) OahUteSt - NDPTC Oahu Test
. yOUF map name Deployment

Test Tagiine

Username:
davekozuki@gmail com

Password:

“'Stay logged in on this computer?

[Log Inf

Social Media for Natural Disaster ’ * A
? Response and Recovery

Administration: Dashboard

http:/foahutest.crowdmap.com/admin/dashboard

“View site” —

NDPTC Oahu Test Deployment F open 1 new
tab
Deshbonrd

Reparts Tinelin Quick Stats
Reports

Categories
@ Leew

sk B

Slide 6-30. Administration: Dashboard
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Social Media for Natural Disaster r * )‘

Response and Recovery

Standard configuration - Nairobi

B  (Click back

= :
s 7 button in
=3 = fi o browser to
§ return)

| =
= = "

Slide 6-31. Standard configuration-Nairobi

Social Media for Natural Disaster ’ * A

Response and Recovery

Administration: Settings

Watcome, Dave Korokll e Sie fhrPruflie = Lansw!.

NDPTC Oahu Test Deployment

Dashboard  Reports  Messages
Dashboard

Reports Timeline Quick Stats
& Reports

Not Approved

=g Categories

Slide 6-32. Administration: Settings
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Social Media for Natural Disaster r * X
Response and Recovery

Timezone / Twitter Search Terms

NDIFIC Onbu Test Deployment

Y e sl el B 8. e ™ e = 8 e

i et Set time

o et e £ 8 e et sy
zone
“testndptc”
Hashtag

Slide 6-33. Timezone/Twitter Search Terms

Social Media for Natural Disaster
Response and Recovery

Site Settings SAVESETTHGS  CANCEL

Slide 6-34. Select Map
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Social Media for Natural Disaster r
Response and Recovery * A
Administration: Choose location
on map

v
o
Couge -

Slide 6-35. Administration: Choose location on map

@ Social Media for Natural Disaster ' * A
Y Response and Recovery

Select and save map setting

Website Map Themes AP1 Eacebock \
Map Settings
ta ation t

f -
Map pr -
[ g\ e
E 8
] )
fromes
D .
Coige

Slide 6-36. Select and save map setting
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Participant Notes:

Social Media for Natural Disaster

Response and Recovery

Select View Site to see map

NDPTC Oahu Test Deployment

Dashboard Reports Messages Stats Addons

te Map sM5 Emall Theme

Slide 6-37. Select View Site to see map

Social Media for Natural Disaster

Response and Recovery Il l A

Map set to your location

NDPTC Cahu Test Deployment
Tes Tagme

3 suBmIT A REPORT

=

o= o whe]

a /| = e B0 B cAreackiy Use browser
= e Bl CATEGORY 2

- "-,_ L g S back button

Hew te Repart

e

Slide 6-38. Map set to your location
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Social Media for Natural Disaster
Response and Recovery

@g _ ALL CATEGORIES

@ - [l CATEGORY 1
e &
f [ CATEGORY 2
o B CATEGORY 3
L )

How to Report
Honokilu o —

@ o "

e 0251 | D

Slide 6-39. Submit a report

Social Media for Natural Disaster ’\ * x
Response and Recovery

Submit a report

j s
—

Test Down Town Report

Category 3 —

b L
i

Slide 6-40. Submit a report
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Social Media for Natural Disaster r * )‘
Response and Recovery

Submit a report

.
NDPTC QCahu Test Deployment
Submit & New Report
- e : -
——

Slide 6-41. Submit a report

Social Media for Natural Disaster ’ * A
Response and Recovery

Approve report

http://oahutest.crowdmap.com/admin

Dashboard

Reports Timetine

Slide 6-42. Approve report
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Response and Recovery

Approve report

Wolcome, Doy Kokl Yies i iy Prasils = Lasost

NDPTC Oahu Test Deployment

ashboard  Reports

View Reports cc

Show al

Slide 6-43. Approve report

Social Media for Natural Disaster
¥ Response and Recovery

:[-—- #1 codh |

Slide 6-44. Approve report
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Social Media for Natural Disaster
Response and Recovery

View report on map

NDPTC Oahu Test Deployment

Participant Guide

Social Media for Natural Disaster
Response and Recovery

View report on map

@ i 2011 e et

a
NDPTC Oahu Test Deployment
- - g
W AL CATEGORIES

# BEN e o

o o W cATEGORY |

- MR W caTEGORYZ

& t )

%

Slide 6-46. View report on map
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Social Media for Natural Disaster r * )‘

Response and Recovery

Resources
« http://ushahidi.com/ @ Ushahidi
!.}'.
* http://crowdmap.com/
CROWDMRP
* http://swiftly.org/ " SwiftRiver

Create a Crowdmap from scratch:

— http://www.youtube.com/watch?
v=GjPc390Xr6l&feature=player embedded

Slide 6-47. Resources
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Social Media for Natural Disaster r * X
Response and Recovery

Resources

» Create a Crowdmap from scratch:

— http://www.youtube.com/watch?
v=GjPc390Xr6l&feature=player embedded

» Next Steps:

Availabile on the iPhone

ana3012

e () App Store ﬁ market

Slide 6-48. Resources
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Response and Recovery

; Summary

« Advanced monitoring tools, such as
Ushahidi, allow emergency managers to
quickly and efficiently crowdsource
information

* New role in disaster management is the
volunteer technical communities (VTC)

Slide 6-49. Summary
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Social Media for Natural Disaster Response and Recovery Participant Guide
Training Support Package

Social Media for Natural Disaster
Response and Recovery

Module 7: Course Summary and Administration

Version 1.0

Slide 7-1. Course Summary and Administration

Duration
1.0 hour

Scope Statement

Participants will complete a post-test and course evaluation form and provide feedback on the
course instruction, content, and materials.

Terminal Learning Objectives (TLO)

Participants will complete a post-test and course evaluation.
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Participant Guide

@, Social Media for Natural Disaster

@ Response and Recovery

Enabling Learning Objectives

7-1  Provide course summary

7-2 Provide feedback by completing a course
evaluation form

7-3 Successfully complete a post-test

Slide 7-2. Enabling Learning Objectives

At the conclusion of this module, participants will be able to:

7-1
7-2
7-3

Provide course summary
Provide feedback by completing a course evaluation form
Successfully complete a post-test

Resources

Module 7 presentation slides

Laptop with presentation software installed and CD-ROM capability

Wi-Fi Internet access

Two audio-visual (A/V)

Two projector screens

Easel

Easel pad

Markers

Instructor post-test (answer key)

One per participant of the following item:
o Participant Guide
o Computers with Wi-Fi access
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0 Scannable test answer sheet
0 Scannable course evaluation form
o Black pen

Instructor to Participant Ratio
1:25

Reference List

None

Practical Exercise Statement
Not Applicable

Assessment Strategy

e Post-test
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Social Media for Natural Disaster Response and Recovery

Icon Map
Knowledge Check: Used when it is time to assess the learners’

understanding

Example: Used when there is a descriptive illustration to show or explain

Key Points: Used to convey essential learning concepts, discussions and
introduction of supplemental material

Hint: Used to cover administrative items or instructional tips that aid in the
flow of the instruction

< N$S
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Social Media for Natural Disaster r * A.

Response and Recovery

Course Summary

« Understand the definition of social media
» Understand multiple applications but with
an emphasis on Facebook and Twitter
* Understand the need to use social media
as essential new media communication

channel

Slide 7-3. Course Summary
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Social Media for Natural Disaster ’ * %
Response and Recovery

Course Summary

» Methodologies to implement
— Facebook
— Twitter
— Ushahidi crowdmap
+ Keep watch for new trends
— Google+
« Make use of ecosystem applications
— Twitter Grader, Twitaholic

Slide 7-4. Course Summary
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Response and Recovery

Questions

Slide 7-5. Questions

Now is the time to ask questions concerning course content.
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Social Media for Natural Disaster

) Evaluation

ink
——— Please write
= — legbly

i Fill in bubbles
piaaas completely

Slide 7-6. Evaluation

The NDPTC would like to obtain participant feedback on this
course. For this reason, participants are asked to complete a
scannable course evaluation form. Participant observations are
extremely important in sustaining high-quality instruction and
identifying how the course might be improved. Participants should
answer these questions carefully.
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Test Answer Sheet

Use CAPITAL
QORISR letters and black

S S — ink

Fill in bubbles [p—
completely — -
Sy ..,',",_"" - '< " .
I T Bubble in
[ T T | POST-TEST

Slide 7-7. Test Answer Sheet

Participants should follow these instructions as they take the post-test
and indicate their answers on the scannable test answer sheet:

1. Use the black pens provided when filling out the scannable forms. If

the pen runs out of ink or is not working well, request a replacement

pen and discard the old one.

Use the correction tape dispensers provided to correct any errors.

Write clearly in uppercase letters.

Write each letter, number, or symbol in a separate box.

Use the same first name, last name, and date of birth provided on the

scannable participant registration form. This information will be used

to generate a unique ID number for each participant.

6. Complete the Test Date filed in the upper right hand portion of the

sheet by writing the day the test is given.

Fill in the Post-test bubble.

Fill in each bubble completely and make sure the answers are

correctly aligned on the scannable test answer sheet.

9. Write the test document ID number in the Test Doc ID field. (The ID
number is located in the footer of the test handout.)

arwn

© N

Participants have 20 minutes to complete the post-test.
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Thank you!

For further information please visit:
http://ndptc.hawaii.edu
808-956-0600

Slide 7-8.
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Social Media for Natural Disaster Response and Recovery
Training Support Package

Activity—Social Media optimization

Practical Exercise Statement

The exercise will allow participants to identify how social media can be incorporated into
an organization and which social media platform matches their organization’s needs.

Introduction:

Action to be Completed: Work with participants at your table to brainstorm ideas of
how social media can be used in an organization. Then, work individually to list social
media platforms that will best match your organization’s needs.

Rationale: The purpose of this exercise is to have participants start thinking of ways
that social media can be used in an organization, and more importantly, how social
media can be incorporated to suit organizational goals.

Time Necessary to Complete: 15 minutes

Findings: This activity will help participants develop a list of ideas of how social media
can be used in their organization, which will be useful to have when participants create

social media accounts in the following modules.

Total Exercise Time: 15 minutes
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Activity—Using Facebook

Participants should have created a Facebook account that will be shared with their
organization or business prior to the start of the course.

Practical Exercise Statement

Introduction: Participants need to use Facebook accounts to create a Page for an
organization or business. It is important that participants understand that creating a
page from a personal Facebook account means that the Page they create will always
be linked to their account. It is suggested that a new Facebook account be created and
accessible by others in their organization or business. Creating an additional Facebook
account may require a new e-mail account.

The following are examples of the functionality of Facebook:
e Status Updates to broadcast information to the public
e Comment Wall to interact with the public
e Discussions to facilitate two-way conversations

Action to be Completed: For this section, participants will follow along with the
instructor:

e Create a page for your organization (upload logo, get fans,

enter basic information)

e Edit information

e Share a link

e Comment on an Organization’s Wall

e Send Friend Requests

Rationale: This activity will familiarize participants with the capabilities of Facebook to
be a component of their organization’s disaster management social media network.

Resources: Facebook website

Total Exercise Time: 20 minutes
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Activity—Using Twitter

Participants should have created Twitter accounts that will be shared with their
organization or business prior to start of the course.

Practical Exercise Statement

Introduction: Emergency managers can use Twitter (along with other social media
platforms) to communicate and interact with the public. By building a disaster
management social media network, emergency managers can increase their
organization’s reach to the public. A disaster management social media network serves
as an additional tool to communicate to the public during emergency events. The
following are examples of the functionality of Twitter:

e Broadcast information by tweeting

e Search for keywords using hashtags

e Follow geographically relevant people

e Re-tweet to broadcast information to more people

¢ Reply to a tweet to facilitate two-way conversations

e Send direct messages

Action to be Completed: For this section, participants will follow along with the
instructor:

e Post a tweet using hashtags

e Follow another user

¢ Send direct messages

e Re-tweet

¢ Reply to a tweet

Participants should work individually to search for geographically relevant social media
users to build a geographically-focused network. Use social media tools such as
TwitterGrader, Twitaholic, and Advanced Twitter Search to identify the top social media
users in your area and then following these users on Twitter.

Rationale: The purpose of this exercise is to familiarize participants with Twitter, learn
about its capabilities, find geographically relevant social media contacts, build a network
using social platforms with these contacts, and learn to use social media platforms to
communicate with the public.

Resources: Media Contact List worksheet, Twitter, and sites with social media tools
(i.e. TwitterGrader, Twitaholic, etc.)

Total Exercise Time: 30 minutes
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Activity—Using tools to identify trends and monitor data

Practical Exercise Statement

Introduction: Data mining is a process of analyzing and summarizing data into useful
information. The analysis of data through various tools can provide emergency
managers with valuable information, which they can use to better understand and
respond to ongoing events.

Action to be Completed: Follow along as shown on the screen to search for trends
and patterns with disaster-related keywords. Work individually to search for historical
data using social media online tools such as Twitter Advanced Search, Trendistic and
The Archivist. Search for historical data for the following keywords:

e Earthquake

e Flooding

e Tsunami

e Hurricane

e Fire

e Storm

Rationale: The purpose of this exercise is to have participants search for historical data
using social media online tools.

Findings: This activity will help participants understand online tools to conduct data
mining.

Total Exercise Time: 30 minutes
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Activity—Using advanced social media tools to monitor,
conduct data mining, and crowdsource content

For this exercise, participants can follow along with the instructor by building their own
Crowdmap installation or watch the instructor build one live.

Practical Exercise Statement

The exercise will demonstrate how to install and use Ushahidi to collect crowdsourced
real-time data.

Introduction: Ushahidi is a platform that allows the public, or emergency officials, to
submit information in order to get a visual representation of the emergency situation.

Action to be Completed: Watch instructor or follow along to set up a functional
Ushahidi account via Crowdmap. Instructors will go through the following:

e Create crowdmap account

e Create map

e Set location

e Basic configuration

e Set Twitter hashtag

e Submit report

e Approve report

Rationale: The purpose of this exercise is to have participants understand the functions
of Crowdmap and how it can be used during emergencies.

Total Exercise Time: 1 hour
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