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Empower individuals and communities, 

threatened by natural hazards, to act in 

sufficient time and in an appropriate 

manner so as to reduce the possibility of 

personal injury, loss of life and damage to 

property, or nearby and fragile 

environments  

IDNDR 1997 

Early Warning System 



Four Elements of an Effective EWS  
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Early Warning System 



Dissemination and communication 

 

 Communicate risk information and early warnings 

 

*  Warning must reach all of those at risk 

   *  People must understand the risks and warnings 

   *  Information should be clear and simple 

   *  All levels of communication must be identified 

   *  One authoritative voice, one message  

 

Early Warning System 



•  Clear and simple to be understood by     

         population at risk 

•  Timeliness 

•  Widest dissemination possible 

•  Site-specific 

•  Hazard-tailored warning 

•  Should reach lowest level of community 

•  Reliable communication 

Early Warning System 



BEHAVIORAL RESPONSE 

“Multistage decision-making process.”   

1. Hearing the warning. 

2. Believing that it is credible.  

3. Confirming the warning. 

4. Deciding if it pertains to the recipient.  

5. Determining if protective action is necessary.  

6. Deciding if protective action is feasible.   

7. Determining which action to take. 

 
Mileti 1999 



BEHAVIORAL  RESPONSE 

People often wait to act while confirming the 

message  

 Various groups tend to turn for confirmation 

information.  

 Social networks are critical resources for 

confirming the personal relevance of a message. 

This appears to be especially true for women and 

men and some racial and ethnic groups. 

 



BEHAVIORAL  RESPONSE 

 To motivate the desired behavioral response, 
the message must be personalized  
 If we want people to heed risk communications, then 

“warning messages must mean something to them” 

Message recipients enter a final decision-
making stage if they need to act.  
 Previous disaster experience will motivate compliance.  

 Prior experience also serves as a framework for 
comparing one’s current opinion.  

 



Role of Mass Media 

 Assist in the dissemination of warnings, advisories, and 
bulletins from official sources to threatened communities.    

 Assist in warning and empowering people to take practical 
steps to protect themselves from natural hazards. 

 Translate highly technical information into simple, concise 
and understandable  pieces of information (‘laymanizing’). 

 Provide information on preparedness measures for future 
similar disasters (disaster prevention rather than response). 

 



TROPICAL STORM “ONDOY” (SEP 2009) 



SUPERTYPHOON “YOLANDA” (NOV 2013) 



Hagupit ng Habagat (Aug 2012 , 2013 and 

2014) 



 GMA News public service campaign, was launched 
in October 2010 in time for the first anniversary of 
Ondoy.  

 A cohesive and comprehensive task-preparedness 
campaign with one primary objective – to reassure 
and remind people to take precautionary 
measures against flood and rain-induced 
emergency situations.  

 

I M READY 



 Instill a proactive attitude of preparedness by giving 
viewers practical tips on what to do before, during and 
after the rains.   

 

 Provide information that will help people prepare for 
potential disasters brought about by the typhoon 
season. 
 

I M READY 





I AM READY 
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IM Ready Tips 





I AM READY EXPLAINER  AND WEBCAST 

VIDEO_bagyo_av_fina

l.mov 

VIDEO_bagyo_av_final.mov
VIDEO_bagyo_av_final.mov


• Laymanize  

• Interactive graphics for different weather hazards 

• Wind  and rainfall intensity 

• Storm surge 

• Init factor 

• Most people hate numbers and graphs 

• Use of social media (Facebook, Twitter, etc.) 

• More explainers 

• Regular webcasts 

• Accurate forecast is not enough. Communication and 

understanding are the key elements. 

 
 

Challenges -  



MARAMING SALAMAT PO!!! 


