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ABSTRACT  

The Department of Emergency Management is responsible for national emergency management 

coordination and as such its’ mandate and programme focuses on the development, 

implementation and evaluation of the national emergency management initiatives under the 

Comprehensive Disaster Management Strategy and Framework.  

Social media has become a vital asset to many organizations in improving their relationships 

with consumers and customers. In 2020, the Department of Emergency Management 

conceptualized a Social Media and Visibility Strategy in an effort to enhance the capacity of the 

Department in delivering public awareness and education for disaster risk management and 

increasing the organization’s profile presence among various audiences.  

The purpose of this review of the DEM Social Media and Visibility Strategy and Plan, was to 

determine the relevance of each of the Department’s social media channels as well as to evaluate 

the effectiveness of digital communication, with a view of providing structured analysis and 

recommendations for strengthened implementations and thus orchestrate the best way forward. 

An online questionnaire was facilitated via Survey Monkey and in addition, two (2) focus groups 

sessions were held, the first one with students between the age of 18-24 and the second with 

adults between 25 and 50 to gain their insights with regards to social media.  

A total of  289 persons completed and submitted the questionnaire, with the majority being 

women. The results drew insights into where the DEM was lacking with respect to their online 

reach in Barbados with major age groups being younger adults (below 25). Key 

recommendations stemmed from the results  and were focused at how the DEM could expand its 

reach to a wider range of audiences and age groups 
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INTRODUCTION 

 

The Department of Emergency Management is responsible for national emergency management   

coordination and as such its’ mandate and programme focuses on the development,  

implementation and evaluation of the national emergency management initiatives under the  

Comprehensive Disaster Management Strategy and Framework. The objectives of the 

Department include: 

§ identify the hazards to which Barbados is vulnerable; 

§ educate and warn the population about these hazards; 

§ initiate measures to deal with hazards at all stages of the disaster continuum: prevention 

and mitigation, preparedness, response and recovery; 

§ evaluate and update Disaster Management Plans and Standard Operating Procedures 

through simulation exercises; 

§ coordinate national emergency operations to ensure that the country is returned to a state 

of normalcy in the shortest possible time; 

§ encourage the development and implementation of disaster risk reduction practices; 

§ guide the national recovery efforts following a major hazard impact; and 

§ actively participate in the Caribbean Disaster Emergency Management Agency 

(CDEMA) initiatives and to maintain the central Sub-Regional Disaster Emergency 

Operational Unit.  

(Department of Emergency Management Strategic Plan 2019-2023, DEM GOB 2020) 
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As such, it is imperative that the Department of Emergency Management remains present in the 

public realm in order for their information to reach their targeted audiences, and aid persons in 

the preparation and management when a disaster event occurs. With the constant changes and 

advances in technology, social media has become an alternate but important communication 

medium over the last few years. Companies are shifting from traditional methods to the Internet 

to advertise and market their products and services (Gil-Or, 2010). With these shifts to sharing 

information or advertising electronically, the advantages outweigh those from traditional 

methods.  E-marketing or digital marketing has many advantages over traditional marketing such 

as low cost, time efficient, customizability and enhanced reach (Media, 2018; Sharma and Sheth, 

2005). E-marketing changes the focus from supplier’s perspective to customer’s perspective, 

thus e-marketing has been changing the marketing theory and practice (Sharma and Sheth, 

2005).  

The business world is becoming increasingly interactive and dynamic with the uses of digital 

communication via social media. This allows consumers to communicate effortlessly and can 

prove to be quite advantageous for companies, by receiving first hand feedback and interactions 

with their audiences, enabling companies to understand the needs of their consumers and vice 

versa. Companies can also build upon these relationships formed which can in term aid in their 

success.  

The Department of Emergency Management has observed the importance of digital 

communication and as such created a presence on Instagram, Facebook, Twitter and YouTube. 

However, as an organization, it has been agreed that the social media presence can be improved 

upon and enhanced.  
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Previous research has found evidence that higher levels of social engagement is associated with 

higher firm performance. Additionally, there is consistent evidence of the positive impact of 

social media technologies on firm performance.  

 

PURPOSE  

The purpose of this research was to identify the relevance and reach of each of the Department of 

Emergency Management’s Social Media pages, including Instagram, Twitter, YouTube and 

Facebook, as well as to evaluate the effectiveness of digital communications and to chart the way 

forward for the Department.  

 

RESEARCH OBJECTIVES  

The objectives for this research as outlined in the Terms of Reference included: 

§ Review the Department of Emergency Management Social Media and Visibility Strategy 

and Plan 2020-2023; 

§ Review the 2020 Social Media Analytics Reports to fully understand the current 

performance and the basis of the research; 

§ Develop research questions based on an assessment of the strategy; 

§ Conduct research using a diverse methodology to obtain information to answer the 

research questions; 

§ Convene necessary survey, focus groups and any other activity as per the requirements of 

the tasks assigned; 
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§ Analyse research findings and transcribe into a report format to be used by the 

Department; 

 

RESEARCH QUESTIONS  

The following questions were designed in an effort to fulfil the research objectives as well as 

guide the research process.  

§ How present is the Department of Emergency Management on Social Media? 

§ How can the Department of Emergency Management increase their presence on social 

media? 
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METHODOLOGY 

The research was primarily conducted virtually with the use of Survey Monkey. Email blasts 

were sent out to government employees inviting to follow the link to Survey Monday to 

participate in the research. Participation was completely voluntary and participants could exit the 

questionnaire at any time. Invitations to participate in the research were also posted via social 

media. 

Two focus groups sessions were conducted in order to ascertain the feedback of two age groups. 

The first group were young adults between the ages of 18 and 24, the second group were adults 

who follow the Department of Emergency Management on social media between the ages of 25 

and 50. 
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RESULTS / FINDINGS 

QUESTIONNAIRE  

DEMOGRAPHICS 

The results represented 289 persons, of which 77.2% were female and 22.8% were male. The 

respondents ranged from less than 25 years (1%) to over the age of 65 (0.7%). 35.3% of the 

respondents fell between the ages of 45 and 54, with a further 28.4% being from 35 to 44 years 

of age. The age range of 55 to 64 years represented 24.9% of the respondents, and the remaining 

9.7% were persons between the age of 25 and 34.  

    
Figure 1      Figure 2 

 

There were 22.5% residing in the parish of Christ Church, 19.4% from St. Michael, 16.6% from 

St. Philip and 14.5% from St. James. Smaller percentages were represented by St. George, St. 

Thomas, St. Peter, St. Joseph, St. John, St. Lucy and St. Andrew with 8.3%, 6.2%, 4.5%, 2.1%, 

2.1%, 1.7% and 1.7% respectively.  



 10 

 
Figure 3 

 

Majority (44.3%) of the respondents had a post graduate degree. A further 41.5% and 13.1% 

reported having an undergraduate and secondary education respectively. The remaining 1% have 

doctoral degrees. 

 
Figure 4 

 

90.7% of the respondents are employed. The remaining 9.3% was split between unemployed 

(3.1%), self-employed (3.1%), stay-at-home (1.4%), retired (1%) and student(0.7%) 
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SOCIAL MEDIA 

YouTube was ranked number one among 33.2% of the respondents, Facebook followed with 

27.3%, Instagram with 26.3% and Twitter with 4.5%. Twitter was ranked fourth by 50.5% of 

the respondents. When asked to identify the reasons for the rankings, 64.7% noted that it was 

easier to use and more user friendly, 62.6% stated that it is easier to get information, 59.5% 

indicated that it keeps them updated. A further 38.1% noted that it is more entertaining and 

27.3% stated they have more friends using it. Fewer members (14.5%) said it was more useful 

for their job and 5.2% said it is easier to follow celebrities.  

When asked to identify the reason they engage in ads on social media, 42.9% noted attractive 

visuals and 40.8% said they engage due to interactive content. 24.2% are interested in 

giveaways, and 23.5% calls to action. Only 3.8% engage in brands due to celebrities and 

influencers.  

 
Figure 5 

 

40.8% of respondents are mostly likely to search Facebook for information. 22.1% are likely to 

engage on Instagram. A further 15.9% are likely to use YouTube or none. A lesser amount 

(2.8%) of persons are likely to go to Twitter for information. 
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Figure 6 
 

When asked how much time is spent on social media, 35.6% of the indicated 1 to 3 hours per 

day, 21.1% of the respondents noted that they spent more than 3 hours per day on social media. 

18.7% of the respondents don’t check social media every day. The remaining 17.3% and 5.9% 

spend 30-60 minutes and less than 30 minutes per day on social media. 

 
Figure 7 
 

The most time is spent on social media at night between the hours of 8pm and 12am, this is 

followed by evening between the hours of 4pm and 8pm with 34.3% and 32.9% of respondents 
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respectively. 15.9% indicated that they spend the most time on social media during the early 

morning, between the hours of 6am and 10am. 5.9%, 5.2% and 4.2% indicated that they spend 

the most time on social media during the fore day morning (12am-6am), mid-morning (10am-

12pm) and afternoon (12pm-4pm) respectively. 

 
Figure 8 

 

The respondents were asked to identify the type of publications they are likely to share, 35.6% 

are likely to share picture posts, 24.6% are likely to share video posts and 15.9% are likely to 

share texts. 22.1% indicated that they tend not to share any publications. 
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Figure 9  

 

Majority (63.7%) of the respondents indicated that they prefer to see the brands they follow 

posting high quality content and 2.1% prefer frequent posting. 22.8% prefer to see both high 

quality content and frequent posting and 10% prefer neither.  

 
Figure 10 

                                        

The main reasons for unfollowing a brand on social media was noted as the content being too 

boring, this was followed by the content of the posts being irrelevant to the brand with 56.7% 

and 56.4% respectively. 24.6% of the respondents unfollow brands when they posts too often 
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and 9% unfollow when the brand does not post often enough. 13.5% of the respondents noted 

other reasons for unfollowing brands including loss of interest, untrustworthy information and 

information not new or updated regularly.  

 
Figure 11 

 

In the completing the survey questionnaire, 67.5% of the respondents learnt of the research via 

email invitation. 13.5% and 13.1% came to the questionnaire via GIS Barbados and Social 

Media Post respectively.  

 
Figure 12 
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When asked if the respondent was aware of the Department on social media, 50.5% said no and 

49.5% responded with yes. Of the 50.5% of those not aware of DEM on social media, 79.4% of 

them said they would follow the page if they were aware. 7.1% indicated they would only follow 

if there was a disaster. Other responses included, that the information is readily available via 

other main stream media sources.  

40.1% of the respondents don’t follow the Department of social media. 32.2% of the 

respondents follow the Department on Facebook, 20.1% follow on Instagram, 6.2% follow on 

YouTube and 2.8% follow on Twitter. 

79.3% of the respondents indicated that they use tips with regards to hazards and 78.7% said the 

information posted by DEM has been useful to them.  

When thinking of disasters, 69.8% seek information from DEM.  

The most popular reasons persons claim to follow the Department on social media are to receive 

general disaster tips (50.2%) and for weather updates (41.9%). Lesser amounts follow to learn 

about community events (10.7%), to learn about DEM (7.3%) and to win prizes (1.7%).  

 
Figure 13 
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Thematic Analysis – Focus Groups  

Among the young adults interviewed during the focus group session, there was a general 

understanding of the meaning of the term disaster management. They defined it to be putting 

things in place so there is no catastrophe in the event of a storm or hurricane. They also 

explained disaster management to be preparation, mitigation and security of homes and families. 

The adults 25-50 echoed the sentiments of the under 25 adults by indicating disaster management 

to be adequate preparedness. They added that disaster management also included the clean up 

following the disaster.  

Twitter was unanimously the most popular option to receive information as it relates the hazards 

and disasters in Barbados among the young adults, they also expressed that twitter gets the 

information out to the public fastest. They occasionally turn to traditional news outlets including 

Barbados Today and The Nation newspaper. The older age group indicated that the radio and 

television were their main means of receiving information. Occasionally they would use 

Instagram and Facebook to receive their information. 

Generally, Twitter, Instagram and WhatsApp are the most frequented social media channels by 

the young adults. They indicated that they tend to visit these channels mainly at the beginning of 

the day and the end of the day between the hours of 6 and 7am and after 8pm respectively. 

Similar to the under 25 age group, the 25-50 age group uses Instagram the most, mainly 

throughout the day as well on evenings between 7 and 9pm.  

When asked to identify the types of content they are likely to share, the young adults 

unanimously stated memes and comedic posts. With respect to sharing news, the volunteers said 
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they would share news memes. Similarly, the older age group would share memes, funny videos 

and images.  

57% of the volunteers present in the under 25 age group had previously heard about the 

Department of Emergency Management, however, only one of the young adults follows the page 

on social media and indicating the reason being he studies in the field of Geography. The 

remaining respondents were unaware to the DEM’s presence on social media. None of the 

respondents indicated to having seen a post from DEM on social media. All of the older adults 

previously heard of DEM and follow them on social media. All of the older adults have seen 

posts from DEM and find themselves engaging with trivia posts, disaster tips and podcasts.  

The young adults indicated that influencers and or celebrities, graphics and engaging content 

would draw them to like or comment on DEM posts. They also noted that during the occurrence 

of a natural hazard induced disaster they would be more inclined to engage with content. 

Additionally, the use of tiktoks, and having disaster content would peak their interest. The older 

age group agreed that quizzes, something interactive and trivia type posts would draw them to 

like or comment. Additionally, posts with nice graphics appealing to the eyes would draw them 

to like and comment on DEM posts.  

When shown a DEM YouTube video, the young adults stated that the video was too long, 

however they noted it was interesting and fun and they learnt new things, although the 

information left them with questions. They would have liked to see more graphics, but the 

memes used caught their attention. They noted that the video was a good balance between 

comedy and information and they were drawn to learn more about disasters. The young adults 

indicated that they don’t use YouTube other than for music and would only share such a video if 

it in the moment of an ongoing disaster event. To the older age group, the video was a good 
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length for a YouTube video or for television but to long if placed on social media. They 

expressed the video contained good visuals and covered a lot of information in the time.  

On the DEM YouTube channel, the students indicated they would watch simulation based videos 

and general knowledge videos. The sentiments were echoed with the 25-50 age group, they also 

indicated that videos of actual disasters would be interesting.  

In terms of virtual activities, the young adults indicated that they would be interesting in game 

shows including trivia Tuesdays and podcasts using influencers. Similarly, the older adults noted 

that they would be interested in trivia, game shows and podcasts. They would also like to see 

more interactions, with interviews and panel discussion.  

“Real Talk in the Face of Danger” made the young adults think of persons in the situation of a 

disaster, getting the point across and speaking on their experiences. The older focus group stated 

“getting to the nitty gritty” and not holding back with the straight facts.  
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DISCUSSION 

The research process was conducted over the period of one month and the results indicated 

majority of the respondents were female and this was consistent with the followers of the 

Department of Emergency Management social media pages. The ages of respondents ranged 

from under the age of 25 to 65 years and older, this included 2 focus groups with young adults 

aged 18 to 24 and adults aged 25 to 50.  

Younger adults brought insights the show that Twitter is their main source to receive and share 

news and other information daily. This was followed by Instagram and WhatsApp. In terms of 

searching for information, Facebook seemed to the popular choice among the questionnaire 

respondents, Instagram and YouTube were also among the preferences. The results from the 

questionnaire showed that YouTube was the most preferred social media channel as it was 

ranked number 1 by 33% of the respondents, reasons for this ranking was that it was easier to use 

and get information. Like the focus group, the questionnaire results showed that persons engage 

with ads when they are attractive and interactive. The focus group of younger adults showed 

interest in influencers and celebrities as a means of capturing their attention to engage brands on 

social media.  

The most popular times for the use of social media is often during the evening and at night, after 

the hours of 4pm and throughout the night until 12am. This timing was consistent among the 

focus group volunteers as well.  

Of the respondents who would share posts on social media, they are more likely to share posts 

with pictures over texts and video posts. When following brands, the respondents prefer to see 

their brands posting high quality content over frequent posting. It was shown that when brands 
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post boring content or content is too repetitive or irrelevant to the brand, the chances of an 

unfollow are higher.  

The questionnaire data indicated that persons knowing of DEM on social media was evenly split 

between aware and unaware. Of those unaware of the social media pages, majority said they 

would follow if they knew they existed.  
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RECOMMENDATIONS 

A number of key recommendations have stemmed from the research process in an effort to 

increase the Department of Emergency Management’s social media presence and are listed 

below.  

Greater Awareness 

• Create simulation videos so persons can see the actual potential dangers of disasters 

• Post more tips on readiness for disasters 

• Post more competition type posts to increase interactivity  

• Partner with other companies to create awareness  

• Increase presence in traditional advertising (newspaper, radio) 

• Encourage more user - generated content for example persons post their disaster kits and 

tag DEM to win a prize, the entrant with the most likes would turn out the winner 

Reaching younger demographics 

• Increase posts on twitter 

• Make use of influencers to promote and share information from the Department 

• Game shows and trivia posts using Barbadian influencers  

• Create themes on Instagram pages to increase aesthetics  

• Schedule posts during peak hours for example at night 

• Create a promotion team including celebrities as ambassadors 

• Sponsor events targeted to youth for example being a title sponsor for one of the 

Barbados Secondary Schools Athletic Championship teams 
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• Engage younger persons in the DEM social presence, for example using upcoming 

photographers and DJs amongst others. 

• Use shorter videos and memes on Instagram 

• Outreaches to schools and community centres for example going into schools to educate 

and make students aware.  

Reaching male followers 

• Use sport personalities to promote and share information 

• Celebrity cricket / football matches  

 

 

 

 

 

 

 

 

 


