Summary of 2008 Colmar Brunton research findings

The April/May 2008 survey shows that the campaign has continued to have an impact on levels of awareness and preparedness. Awareness of the advertising remains high, and the advertisements continue to be effective at getting people to either think about taking action, or taking action to be more prepared.

· The advertising itself is well-received, with 97% of those surveyed understanding the message of the advertisements, 92% agreeing that this message was relevant to them, and 92% saying they found the information helpful.

· One in every four New Zealanders (26%) are now prepared for an emergency when at home – one in every five (21%) were prepared at home just prior to the start of the campaign.

· One in every ten New Zealanders (10%) are now fully prepared for an emergency ie when at home and away from home – one in fourteen (7%) were fully prepared just prior to the start of the campaign. 

· Also on the positive side, there was a reduction in the number of people saying that “there’s nothing we can do about the possibility [of disaster]” to 3% of those surveyed, compared with 11% in 2007 and 22% in the benchmark survey.

· The vast majority of New Zealanders (98%) agree that it is their responsibility to look after themselves and their family in a disaster. Less than one third agree that there will always be adequate warning before disaster hits (30%).

· The advertisements remain very effective. Three quarters of those who have seen the ads (74%) have been prompted to think or take action to prepare for a disaster. Nearly one third (30%) have been prompted to make a survival kit and nearly one quarter (24%) have been prompted to make a survival plan.

· Schools have seen an increase as sources of information about disasters since the last measure (8%, compared to 4% at the 2007 measure). This is possibly a reflection of greater awareness of the ‘What’s the Plan Stan’ school programme.
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