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Web Connections

Better Safe than Sorry: Using Your Web

Site to Promote Disaster Preparedness

By Merrily Orsini

Disaster preparedness is something
that frail people have to be even more
prepared for than the robust community
member. From medical to mobility is-
sues, as a home health agency, you can
really have a positive impact for your cli-
ents and your clients’ families.

A common theme of my regular ar-
ticles is how you can use your Web site
and the Internet as a communication tool
for your agency. Believe it or not, disaster
preparedness and your Web site can go
hand in hand. Being proactive with your
clients and referral sources will get them
thinking ahead of time, which is the big-
gest part of success for a disaster plan.
The focus of this article is how you can
use your Web site and other electronic
communication tools to get your clients
and referral sources ready for any natural
or manmade disaster.

The first step in any plan is to do your
research. You know your area better
than anyone. Make certain to only in-
clude information that relates to natural
disasters that can happen in your area.
For instance, it doesn’t really make sense
to have tornado planning in Southern
California. So, depending on where you
are in the country, make the informa-
tion relevant. Use the following ideas to
proactively use your agency Web site to
become a useful disaster preparedness
guide, and a helpful resource:
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1) Create an information page — Call
it your Local Disaster Preparedness
Resource and add it to your Web site
under a resource section or create a
button on your home page that links
directly to it. On this information
page list local resources (where appli-
cable) such as:

a. NOAA weather radio — Provides
early warning with an alarm.

b. Local weather and television station
Web sites — Chances are in most
natural disasters power will be out
and many people will use laptops to
access information on the Internet.
Having that information in one
convenient location on your Web
site will be a great tool.

c. Post a disaster checklist — Create
it in a format that your clients and
referral sources can download and
fill out. Make sure to include a sec-
tion on medical needs (prescription
medications and doctor informa-
tion) and emergency contacts.

d. Ability Self-Assessment — This is a
great tool to offer for the adult chil-
dren of any elderly clients. It will
help them determine exactly what
to do for their parent or loved one
in the event of a disaster and allow
them to make prior arrangements.

e. Breaking Disaster News — If you
have the human resources, make

sure someone from your agency
can post breaking news in the
hours after a disaster. Again, pull-
ing information into one place will
be invaluable for your clients and
their families.

2) Promote the information — Once you
have the informarion available on your
Web site, you have to spread the word.
Here are a few ideas that are inexpen-
sive and effective:

a. Newsletter — Include a paragraph
about the information page and
disaster preparedness in your next
e-newsletter. Include the link to
your resource page.

b. Email — Send out an email to your
client and referral source darabase
informing them of the informa-
tion and what a good idea it is to
prepare ahead of time.

c. Refrigerator magnet—Promotional
items such as magnets are very
easy and inexpensive to produce.
Create a magnet with the Web site
address of your disaster page and
mail it out to your clients and re-
ferral sources.

3) Host a free Webinar, at least once
a year — Consider hosting a free
Webinar as an online course for disas-
ter preparedness. Go through check-
lists, conversations that should occur,
and other preparatory exercises. Make
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sure to also have downloads of all perti-
nent documents such as checklists and
other information to accompany the
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The National Association for
Home Care & Hospice has partnered
with Georgetown University
to better understand the workforce
needs of our members, including:

* Hiring US workers

* Providing access to care for patients in
areas with nursing shortages

e Hiring immigrant workers

= Potential policies that could improve the
recruitment and hiring of foreign workers
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Please help with our research efforts by
answering our short survey (10 minutes)
about your workforce needs. The survey
is academic and anonymous, you will
never be identified.

www.nahc.org/workforce
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