
Please wait... 
  
If this message is not eventually replaced by the proper contents of the document, your PDF 
viewer may not be able to display this type of document. 
  
You can upgrade to the latest version of Adobe Reader for Windows®, Mac, or Linux® by 
visiting  http://www.adobe.com/go/reader_download. 
  
For more assistance with Adobe Reader visit  http://www.adobe.com/go/acrreader. 
  
Windows is either a registered trademark or a trademark of Microsoft Corporation in the United States and/or other countries. Mac is a trademark 
of Apple Inc., registered in the United States and other countries. Linux is the registered trademark of Linus Torvalds in the U.S. and other 
countries.


FEMA Form 008-0-22 (4/15)			
Page  of 
OMB Control Number. 1660-NEW
Expiration: MM/DD/YYYY
DEPARTMENT OF HOMELAND SECURITY 
DEPARTMENT OF HOMELAND SECURITY 
Federal Emergency Management Agency
Federal Emergency Management Agency
READY PSA CAMPAIGN CREATIVE TESTING RESEARCH
PAPERWORK BURDEN DISCLOSURE NOTICE
Public reporting burden for this form is estimated to average 75 minutes per response. The burden estimate includes the time for reviewing instructions, searching existing data sources, gathering and maintaining the data needed, and completing and submitting the form. This collection of information is voluntary. You are not required to respond to this collection of information unless a valid OMB control number is displayed in the upper right corner of this form. Send comments regarding the accuracy of the burden estimate and any suggestions for reducing the burden to: Information Collections Management, Department of Homeland Security, Federal Emergency Management Agency,
500 C Street, SW, Washington, DC, 20472, Paperwork Reduction Project (OMB Collection1660-NEW). NOTE: DO NOT SEND YOUR COMPLETED FORM TO THIS ADDRESS.
 
PAPERWORK BURDEN DISCLOSURE NOTICEPublic reporting burden for this form is estimated to average 75 minutes per response. The burden estimate includes the time for reviewing instructions, searching existing data sources, gathering and maintaining the data needed, and completing and submitting the form. This collection of information is voluntary. You are not required to respond to this collection of information unless a valid OMB control number is displayed in the upper right corner of this form. Send comments regarding the accuracy of the burden estimate and any suggestions for reducing the burden to: Information Collections Management, Department of Homeland Security, Federal Emergency Management Agency,500 C Street, SW, Washington, DC, 20472, Paperwork Reduction Project (OMB Collection1660-NEW). NOTE: DO NOT SEND YOUR COMPLETED FORM TO THIS ADDRESS. 
The order of presentation will be rotated across sessions (both the order of the campaign concepts shown and related media).  There will be two campaign concepts to discuss and the media to show will include TV storyboards, radio ads, and billboards.
 
 
(10 MIN)         MODERATOR INTRODUCTION/OVERVIEW OF SESSION
·         Explicitly mention OMB details, including OMB #, sponsors and procedures if participants have questions about the research.
·         Remind participants of confidentiality: no personal information shared and groups being video-taped for reporting purposes only.
·         We're going to spend time today talking about your family and emergency preparedness. Could you give me a little background on your home and who lives there with you?
 
(25 MIN)         CONCEPT A DISCUSSION
 
OVERALL REACTION
Moderator will instruct respondents to answer the first two questions by writing their responses down before sharing aloud.  This will ground respondents in their initial reaction as the discussion with the group begins. 
What is your first reaction to this? What is the main idea of this?What made you think that?Any specific ideas, words or images stick out to you?  What are they saying to you? What do you think about that idea? Is this main idea believable?What about it makes it believable (or not)?Is this ad appealing to you?  What about it is appealing?Is there anything confusing or unclear about this idea?  What, if anything, are they asking you to do?What do you think about that? Would you do anything specifically after seeing this advertising? (CHECK on a) potential to talk to their family about a plan to meet, and b) to visit to web site)When/how soon would you take this action? (LISTEN for immediacy)(If going on web) What would you search for if you wanted to learn more? (LISTEN for key search terms, etc.)Would you talk to your friends and other family members outside of your household about this? What would you tell them?·         Who is bringing you this message? (LISTEN for government, FEMA)
Is that a good thing/bad thing? (CHECK for impact of perceived sponsor, if any)CONCEPT A: EMOTIONAL CONNECTION / RELEVANCE
What do you like/dislike about this idea?  What is the best part of the idea?  What, if anything, would you change?What is the mood or the tone of the advertising?  How does this make you feel? Is that good or bad?Is this advertising speaking to you, personally?Is it relevant to you? Can you relate to it?Does it make you want to talk to your family about what to do in the case of disaster? Visit the website? Both? Why or why not?If it is not for you, who do you think the “target” for the advertising is?  
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DISCUSSION GUIDE
CONCEPT A: SALIENCE/RESONANCE
Would this ad catch your attention if you saw it?What about it grabs your attention?(If not) What keeps it from grabbing your attention?Is this different from how you think currently?  How so? 
(15 MIN)         CONCEPT B DISCUSSION:  REPEAT SEQUENCE FROM CONCEPT A
 
Note: The first exposure to an execution is always the most in-depth and longest part of the discussion.  Exposure to remaining executions typically elicits much shorter discussion because respondents will compare all remaining executions to the first (e.g. “this ad has the same message” or “I like this one better because”).  
 
(15 MIN)          DISCUSSION OF ALL IDEAS
 
After all ideas have been discussed, the moderator will expose all executions.
·         Which approaches/ads grab your attention the most?
·         What about them makes them the most attention grabbing?
·         Which one speaks to you most directly?
·         What about that one makes it the most relevant to you?
·         Any ideas that really doesn't work at all for you?
·         What's causing the breakdown?
·         Anything we can `steal' from one idea to incorporate to another idea?
·         Is there anything that we shared with you that surprised you? What specifically? And, is that good or bad?
 
         (5 MIN)          QUESTIONS FROM BACK ROOM AND MODERATOR WRAP-UP /THANK YOU
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