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Executive Summary

The King County Office of Emergency Management (KCOEM), under Department of Homeland Security (DHS), Urban Areas Security Initiative (UASI) grant, is working with Belo Marketing Communications to design and implement an emergency preparedness campaign for Western Washington. The Home Team Ready: Building Emergency Resilient Communities campaign is a multi-faceted public education initiative that provides general preparedness tips in case of natural disaster and/or terrorist attack.

As the KCOEM continues to work with its media partners to design and deliver public education preparedness messages, the Director requested a review of the literature addressing the efficacy of media messages in influencing behavior change. In particular, four immediate questions were of interest. 

· To what extent has the influence of media messages on behavior change been evaluated and what do the evaluation studies tell us about the efficacy of media messages in influencing behavior change?
· What does the research literature reveal about the most effective strategies/approaches to influencing behavior change?
· How can messages be designed to enhance the likelihood that the message will influence behavior?

· How can message be delivered to maximize their credibility and thus enhance the likelihood of influencing behavior?

The goal of this White Paper is provide a brief synopsis of the social science research literature addressing the role of the media and media messages in influencing behavior change. The findings from this literature review should   assist the KCOEM in its on-going media campaign aimed at increasing the public’s awareness about the importance of emergency preparedness and ultimately influencing immediate and long-term behaviors.  
Findings.  Measuring the effectiveness of media messages in influencing behavior change is often difficult and complicated. Specifically, evaluators have been thwarted by:

· the challenges to separating a host of variables, other than the media message itself, which may account for the behavior change
· the lack of appropriate baseline data to chart the behavior change, and,

· the inability of evaluation instruments that measure both individual and societal impact.

Despite these inherent challenges to the definitive evaluation of the influence of media messages on behavior change, the social science research literature does provide invaluable information about message design and delivery strategies which may be very effective in influencing behavior change. These findings include:

1. Key behavior change factor or motivators for audiences include: 1.) the overwhelming power of the message itself; 2.) the immediate credibility of the message deliverer; 3.) the relative ease of adopting the changed behavior; and 4.) the altruistic rationale for changing behavior.

2. Social marketing principles, in particular the “customer-driven process” can guide media campaign developers to a ten step strategy for effective message design and delivery: 1.) talk and listen to consumers; 2.) segment the audience; 3.) position the product; 4.) know the competition; 5.) go where the audience is; 6.) utilize a variety of approaches; 6.) select the appropriate behavior change model; 8.) test the media message; 9.) build partnerships with key alliances; and 10.) evaluate the media campaign.

3. Behavior change requires the implementation of communication strategies which foster behavior change over time and encompass an understanding of how audiences change their behaviors, including: 1.) exposure to the message; 2.) awareness of the message; 3.) garnering of information from the message; 4.) persuasion by the message; 5.) desire to change behavior; 6.) acting to change behavior; 7.) sustaining the changed behavior over time.

4. Behavior change is influenced by the length of time of the media message—less exposure equals less likely to change behavior.

5. The amount of exposure may not be more important than the content of the message.

6. Behavior change should be presented as being simple to adopt in order to ensure compliance.

7. Message delivery should encompass an understanding of these five stages of behavior change: 1.) knowledge transfer; 2.) persuasion; 3.) decision; 4.) implementation; 5.) confirmation
8. Interpersonal communication, within the target audiences, can effectively support and augment behavior change media messages.   

Media messages which seek to foster behavior change, especially behavior change over time, must be designed and delivered with a sound understanding of the customer-driven processes of social marketing, an appreciation of the techniques of persuasion, an understanding of how audiences are motivated to change behaviors, and the interplay between the media message and interpersonal communication in behavior change.                             
Introduction and Background

The King County Office of Emergency Management (KCOEM), under Department of Homeland Security (DHS), Urban Areas Security Initiative (UASI) grant, is working with Belo Marketing Communications to design and implement an emergency preparedness campaign for Western Washington. The Home Team Ready: Building Emergency Resilient Communities campaign is a multi-faceted public education initiative that provides general preparedness tips in case of natural disaster and/or terrorist attack.

The public education campaign strategy consists of:

· A pre-campaign survey to determine the public’s general understanding of disaster preparedness and other related issues

· Creating disaster preparedness messages with a “local feel” that describe how viewers can establish a preparedness plan

· Airing of messages on local television stations throughout Western Washington

· Online messaging on two local news websites (king5.com and nwcn.com) with links back to OEM’s website

· Online interactive emergency preparedness quiz (on king5.com) designed to serve as a tool for gauging public understanding of preparedness and provide the public with correct answers to preparedness questions

· Web driven campaigns designed to link viewers to emergency-specific websites; and
· A post-campaign survey to assess the effectiveness of the public education campaign.

The Home Team Ready campaign was launched in 2004.   

The KCOEM is engaged in a number of continuous public education and outreach efforts to not only increase the public’s understanding of the importance of preparedness but also to encourage Washingtonians to take specific steps to ensure that their families, homes and businesses are prepared in case of a natural or man-made disaster.  Recognizing the inherent difficulty of changing behavior, OEM’s Director describes a three-pronged approach to preparedness as “going from basic preparedness, to better, to best.” Furthermore, as the KCOEM continues to work with its media partners to design and deliver public education preparedness messages, the Director requested a review of the literature addressing the efficacy of media messages in influencing behavior change. In particular, four immediate questions were of interest: 

· To what extent has the influence of media messages on behavior change been evaluated and what do the evaluation studies tell us about the efficacy of media messages in influencing behavior change?
· What does the research literature reveal about the most effective strategies/approaches to influencing behavior change?
· How can media messages be designed to enhance the likelihood that the message will influence behavior?

· How can media messages be delivered to maximize their credibility and thus enhance the likelihood of influencing behavior?

The goal of this White Paper is provide a brief synopsis of the research literature addressing the role of the media and media messages in influencing behavior change. In conducting this research, Circle Solutions, Inc. (Circle) conducted a broad search of the health, education, social marketing, and public safety literature sources, including published and fugitive sources. Both the health education/outreach and social marketing literature sources provided a substantial body of information addressing the questions above.  

Organization of the White Paper
This White Paper is divided into the following Sections:
· Section 1: A brief overview of the use of the media in public education initiatives designed to influence behavior change.
· Section 2: A discussion of the challenges in measuring the efficacy of the media in influencing behavior change.
· Section 3: A discussion of the principles of social marketing and the development of “customer-driven” messages—ten strategies to influencing behavior change.
· Section 4:  A discussion of models of message design and delivery which may be effective in influencing behavior change.
Section 1: Using Media and Messages to Influence Behavior

The media, especially television and radio, have long been viewed as powerful tools to enhance knowledge, influence attitudes, and modify or promote specific behaviors. In the past 50 years, media messages from product promotion, public election campaigns and public service announcements have become a staple of American life.  In fact, some public education media messages (and the visuals which accompanied them), designed to influence behavior change, are indelibly etched in our national memory:

· “Friends Don’t Let Friends Drive Drunk”—a national campaign to reduce drunk driving
· “This is Your Brain….This is Your Brain on Drugs”—a national campaign to reduce illegal drug use
· “Buckle-Up…It’s the Law!”—a national campaign to encourage the use of seat belts in automobiles.

Most recently, media campaigns, such as the Ready Campaign launched by the Department of Homeland Security (DHS), have sought to educate the American public about current terrorist threats and prepare citizens for man-made and/or natural disasters.  

A recent survey by the Ad Council reported that, “58 percent of Americans have taken at least one step to prepare for emergencies.”
 Furthermore, the Ad Council’s report notes that individual preparedness has also increased as evidenced by the fact that:

· 36 percent of survey respondent noted that they now have an emergency supply kit-- an increase of 10 percent since the start of the campaign
· 24 percent of survey respondents report having made a family emergency plan-- an increase of 9 percent since the start of the campaign
· 16 percent of survey respondents have sought more information about what to do in an emergency, an increase of 11 percent since the start of the campaign
 

Since the campaign’s release, “210 million people have seen or read about the campaign, which has generated $310 million in donated media support.”
  Additionally, the campaign website has had 1.8 billion “hits”; there have been 214,180 calls to the toll-free telephone information line; and 3.6 million requests for brochures have been made.  The Ready Campaign recently launched a sub-campaign, “Ready Business” in an effort to include businesses in raising awareness about emergency preparedness.  A new campaign “Ready Kids”, aimed at children in grades 4-8 and their families, is in development.  Finally, partnering with 1,400 Citizen Corps Councils and other community-based organizations nationally, these grass-roots campaigns are all designed to help raise awareness for community preparedness.  Accordingly, the Ad Council concluded that the Ready Campaign is one of the most successful media public education efforts in the past 62 years. 

What constitutes an effective media public education effort in influencing behavior change?  Is the content of some messages more effective than others in influencing behavior?  Do the delivery methods used to convey messages impact how an audience might receive a message and subsequently influence behavior change?  How can the principles of social marketing guide the design and implementation of behavior changing media messages?

A number of empirical research studies have explored the relationship between media messages and their impact on changing individual and public behavior.  In order to apply the findings from these studies, it is helpful to consider the challenges of evaluating the effectiveness of the media in influencing behavior change. 

Section 2: Measuring the Effectiveness of Media Messages in Influencing Behavior Change: Challenges to Evaluation 

While media public education campaigns have addressed a broad range of public safety, community awareness, and public health issues, the task of assessing the role of media messages in influencing behavior change remains difficult for a number of reasons:

Multiple Variables, Including the Media Message, May Account for the Behavior Change.  The three media campaigns noted above
 are often cited as some of the most effective in influencing behavior change. However, it is worth noting that these campaigns were also followed by, and may have received immeasurable support from, a series of federal and state laws addressing drinking and driving, illegal drug use, and seat belt use.  Thus, researchers have been cautious in crediting the media messages alone with influencing behavior change. Rather, the potential for legal sanctions or the combination of the media messages and the potential sanctions may have both increased knowledge of the dangers of drinking and driving, illegal drug use, or driving without a seat belt and motivated some audiences to change their behavior. 
Media messages which are not augmented by legal sanctions invariably must rely on other factors/motivators to influence the desired behavior. These key factors/motivators include:
· The overwhelming power of the message itself- Recently, national news outlets have reported on a Montana state-wide campaign aimed at eliminating methamphetamine use among youth. Financed by a software billionaire, the campaign is characterized by graphic depictions of the effects of methamphetamine within the context of youth interpersonal relationships.
· The immediate credibility of the message deliverer-On-going health messages are delivered during regular evening news broadcasts on King 5 by Jean Emerson, a locally well recognized and respected newscaster with a reputation for addressing health-related issues, especially women’s health issues.
· The relative ease of adopting the “changed” behavior—A strategy of the “Buckle Up for Safety” campaign emphasized the ease with which one could buckle a seat belt. The message—for the second it takes, the action could “save your life or the life of someone you love.”  Similarly, campaigns to encourage drivers to lock their cars or not leave their keys in their cars when running errands stress how simple and easy it is to “take your keys with you.”
· The altruistic rationale for changing behavior-These campaigns  are often targeted at long-term global goals, such as  environmental campaigns aimed at reducing global warming by encouraging the use of alternative fuels sources or campaigns aimed at reducing the wearing of natural furs.           
Lack of Baseline and Other Data to Chart Behavior Change.  Often, the evaluation component of media campaigns is not implemented from the outset, resulting in the lack of baseline data against which to measure the effectiveness of the campaign. Stephanie Shipman, Assistant Director of the Center for Evaluation Methods and Issues at the General Accounting Office (GAO) suggests that in order to effectively measure a campaigns’ effectiveness, a baseline needs to be measured prior to, and after the launch of a campaign
. For example, the anti-drug initiative coordinated by the White House Office of National Drug Control Policy (ONDCP) similarly found that media campaigns were challenging to evaluate since “many agencies lacked sufficient data to accurately study changes in social behavior.”
 In response to this problem, officials working on the campaign created a longitudinal survey to measure three different groups of children’s perceptions of the effects of this campaign overtime.
  Results from this study are currently ongoing.
  Not unlike the Ready Campaign, another campaign by the National Cancer Institute called “Five a Day for Better Health,” promotes the idea of healthy eating by trying to persuade Americans to eat five servings of fruits and vegetables a day.
  This campaign is “straightforward and provides specific guidance for the public to follow.”
 Additionally, this campaign engages both the public and private sectors as co-sponsors in outreach and used periodic measures to evaluate its success.

Evaluation Tools May Not Accurately Measure Behavior Change. When evaluating the impact of media messages on behavior change, researchers use tools that focus on either the individual, or on the societal (public) impact of a media campaign. Essential to effective evaluation is:

· The design of instruments that measure both individual and societal impact; and.

· Instruments measure the same variables (i.e. behavior) on the individual and societal level. For example, when measuring a variable such as behavior, the same tools (i.e. surveys) need to be use to measure the behavior of individuals as well as societal behavior.       

Despite the challenges to assessing a correlation between a media message and subsequent behavior change, social science researchers and experts in social marketing have noted that using media to change behavior begins with an understanding of the audience and their motivation to change behavior.

Section 3: The Principles of Social Marketing: Ten Steps to Influencing Behavior Change
The principles of social marketing, particularly the reliance on a “customer-driven process,” offer intriguing strategies for influencing behavior change through media messages. 
 This “customer-drive approach” contends that, “all the aspects of the media campaign must be developed with the wants and needs of the target audience as the central focus.” 
 To identify audience needs and motivations, Weinreich (1995) suggests that developers of media campaigns follow ten steps. 

Step 1: Talk and Listen to the Consumer. Talking and listening to  consumers involves getting to know the target audience and asking them what they want to see or hear in a media message designed to change behavior. 
 Employing an ethnographic approach, this step allows media campaign developers to conduct focus groups, interviews and participant observations.  Thus, develops are able to chart the target audience’s attitudes, beliefs, and behavior in response to a series of hypothetical situations. 

Step 2: Segment the Audience. This approach involves catering to the specific characteristics of the audience and developing appropriate strategies to address their needs. An audience can be grouped according to: sex, socioeconomic class, gender, race, ethnicity, ability, and geographical location, and age. 
 Audiences may also be categorized by behaviors. For example, as opposed to targeting an audience such as adolescents, a category may be more focused in specifically targeting African American adolescents who may be engaging in high-risk behaviors. Additionally, this approach may be useful in segmenting people who are in a secondary group to the target audience. 
 For example, if the target audience relies on doctors or family members for information about their health, this approach suggests developing campaigns that are targeted at doctors and/or family members to dispense pertinent information. 

Step 3: Position the Product.  “Products.” in social marketing, refer to changing people’s attitudes and behaviors. 
 Marketing attitudes and behaviors can be a difficult and long-term process. Changing, or altering, people’s attitudes and behaviors requires commitment from the target audience in regards to “a person’s time and effort (to attend a class or use services), giving up things he/she likes (high fat fast food), embarrassment or inconvenience (buying and using condoms), or social disapproval (resisting peer pressure to smoke.)” 
 To address these potential resistance factors, developers of media messages must be aware of these resistance factors and develop specific strategies to address each one of the factors. Another aspect of positioning your product is to identify and situate your product in a way that it compares favorably to the competition. 
 Finally, the positioning of a product is a give and take relationship. People want to know “what will it do for me?” or “how difficult is it for me to do?” 
 This relationship may be explored in the field by engaging in a dialogue with the target audience to explore what people find meaningful, or difficult about the attitude or behavior process.

Step 4: Know the Competition. In social marketing, environmental factors such as competing messages may impact the target audience. For example, people may choose fried foods over a healthy balanced meal despite knowing that the healthier choice may be more beneficial. Social marketers can promote their product and compete by creating media messages/slogans that immediately and powerfully capture the target audience’s attention. For example, to counter a series of  commercial images which portray smokers as attractive and “healthy” individuals engaged in what appear to  be “dating” activities , a Seattle firm has produced a billboard depicting of a young woman biting into a rat, with the underlying slogan—“kissing a smoker is just as gross.”  Clearly, the developers of this message are hoping to counter the image of socially desirable smoking.    
Other environmental factors may impact how audiences receive the message. Political changes may require new approaches, news events may change the context in which audiences hear the message, and work done by other organizations field may affect how a message is portrayed. 
 For example, the 2005 hurricanes of the Gulf Coast have spurred numerous emergency preparedness messages, particularly messages addressing the importance of having sufficient supplies for at least 72 hours—the average time before emergency responders may be able to provide relief.    
Step 5: Go to Where Your Audience Is. To reach a target audience, the message needs to be advertised in places where it can be received. In the field, social marketers may identify possible sources to advertise their message. For example, when talking to people in the field, ask them what media sources they rely upon for information such as newspaper, television, or radio. In this regard, social marketers can “match your target group’s characteristics with their favorite media”. 
       

Step 6: Utilize a Variety of Approaches. This approach advocates for the use of multiple sources to engage the audience through the mass media, the community, and on an individual level to reach the target audience. These sources may include advertising via television, radio, print ads, at community events, a toll-free hotline, or through classes. The most effective way to advertise in these venues is to maintain a consistent “look” and “slogan” for the advertisements. 

Step 7: Select the Appropriate Behavior Change Model. Social marketers have designed a number of models to depict the process of influencing behavior change. One of the most effective behavior change models is the “Stages of Change Model.” 
 This theoretical model consists of a series of steps that is presented in a continuum of behavior change. The first stage is pre-contemplation. In this stage, the target audience may perceive that a particular “problem behavior” applies to them. Thus, the target audience sees no reason or value to changing behavior. To move the target audience to the next stage, contemplation, the audience must be aware of the “problem behavior” and risk factors associated with the “problem behavior.” 
 The third stage involves action. During this phase media messages should show the benefits of the intended “positive” behavior.  For example, the content of the messages should portray people engaging in the “positive” behavior, agreeing with the behavior, and demonstrating the behavior. The final step is maintenance, which involves encouraging the target audience to consistently act on the “positive” behavior. 
     
  

Step 8: Test, Test, Test. Media messages need to be tested with the target audience to measure their potential response. Focus groups, normally consisting of 8-12 people who share similar characteristics are often employed to test messages. 
 Using test focus groups assists the developers of media campaigns to identify how the potential audience may think, talk, and react to the behavior change message.  Another instrument used to evaluate reaction is surveys. Surveys are most effective when asking the audience “yes and no” questions to understand generalized ideas and perceptions concerning a product. 
  Regardless of the methods, continuous testing of messages and their delivery modes is essential to ensuring that the behavior change messages remain fresh, relevant to the target audience, and reach the target audience through the most efficient and cost efficient vehicles.

Step 9: Build Partnerships with Key Alliances. Collaboration with the community-based organizations is essential to effectively disperse a message. Partnerships with public and private organizations, businesses, schools, and government agencies that are working towards similar efforts can complement and bring credibility to the messages that social marketers are trying to convey. Some suggestions to network and form effective partnerships may include: developing relationships with reporters, pitching stories to news sources, providing fact sheets about an issue, and offering one-on-one consultations to discuss the information. 
    

Step 10: See What You Can Do Better Next Time. This step involves evaluation to determine the positive and negative aspects of a media campaign and to serve as a guide for how to improve the campaign. On-going evaluation, conducted throughout the media campaign, can be invaluable in developing, monitoring, and refining behavior change messages. 
 Some of the ways to consistently assess a campaign is to ask a series of questions throughout the process such as: “How many brochures were disseminated; how many ‘hits,’ or mentions of your program, did you achieve; and is your target audience aware of the campaign; what is the target audience’s perception of the effectives of the campaign; and what audiences (if any) have not been reached by the campaign?” 

Ultimately, evaluation is concerned with a larger question, “did the media message “make the difference” in changing the behavior of the target audience?” 
 There are two ways to measure the impact of the media message or the “difference”. One method is to determine how many people, in the target audience, adopt the behavior as a result of the media campaign. The second method requires a longitudinal measure to assess if the behavior change has impacted the overall issue over time. 
 Both short term impact and long-term impact is important to understanding the messages and the variable that lead to behavior change. While long-term evaluations are often difficult to sustain, due to resources, and thus easy to forgo, the true test of the efficacy of a media message may lie in the message’s ability to foster behavior change over generations.

So, what constitutes an effective behavior change message and how is it best delivered to the target audience to have the desired effect? The literature addressing message design and delivery provides insight into the delicate and complex task of foster behavior change.          

Section 4: Designing and Delivering Behavior Change Messages 

Numerous studies of message design and delivery have focused on the factors which may significantly contribute to the adoption of intended behavior change, especially behavior change over time.  Among the most salient factors influencing the efficacy of long-term behavior change messages are developing communication strategies which foster change over time, strategic timing of the message, selecting the appropriate type of persuasion, and ensuring that the message is simple and accessible.    

Developing Communication Strategies Which Foster Behavior Change Over Time. It is simply not enough to increase the knowledge of an audience. Behavior change requires the implementation of a communication strategy which acknowledges the importance of the passage of time and the integration of behavior change messages into the daily life of the target audience. Backer, Rogers, and Sopory 
 suggest a model that addresses effective communication strategies for behavior change over time. In order for individuals to change their behavior in response to media messages, seven sequential stages must occur. The target audience must:
· have exposure to the message- the audience reports having contact with the message such as watching television, or reading an advertisement
· be aware of the message- the audience reports becoming conscious of the message 
· be able to obtain information from the message- the audience reports learning new facts from the message
· be persuaded by the message- the audience reports being influenced by the content of the message
· develop the desire to change behavior - the audience reports wanting to change behavior (s) as a result of the message
· change behavior—the audience reports acting as a result of the message, and
· sustain the changed behavior over time- the audience reports integrating the new behavior (s) into their lifestyle and maintains the behavior over time.

This model provides a useful guide to understand how behavior change occurs over time and the specific stages of change that audiences must experience as they change their behavior.

Strategic Timing of Messages. Timing has to do with the length of time that a message is broadcast. Brosius and Kepplinger 
 found that there are limits to behavioral change in response to media exposure. Results of this study revealed that the less exposure the audience has to the message, the less likely they are to change their behavior. 

Research data is mixed about whether the amount of exposure is more significant than the content of the message. 
 For example, one study found that behavior change is more likely to occur when media messages are newly launched, as opposed to exposure over time. 
 However, it is unclear what period of time is necessary for exposure saturation to occur. 

For example, one study explored the use of the mass media to promote physical activity. Researchers reviewed 28 previous studies to examine the effectiveness of print, graphic, audiovisual, and broadcast media forms on behavior change. 
 Results showed that the “recall of mass-media messages generally was high, but mass-media campaigns have very little impact on physical activity behavior.” 
  Campaigns that used print and/or telephone to discuss physical interventions were effective in impacting the target audience’s behavior in the short-term, but not effective in maintaining the behavior over time.
  These studies have implications for policymakers to determine how much media exposure is needed in order to assist people in changing their behavior.  

Selecting the Types of Persuasion. Media messages rely upon persuasion, or influence to assist the target audience in adopting a new behavior. There are two types of persuasion used in message design: rational and emotional.

Rational persuasion. Rational persuasion uses a scientific approach to legitimize the truthfulness, or facts as evidence to support media messages. This approach is useful in conveying facts and figures by presenting logical arguments. For example, a rational appeal may be used in an automobile ad to convey which vehicle produces the best mileage, or has the best safety inspection. Rational appeals are effective in creating reasonable arguments to persuade people to change their behavior, or purchase a specific product.

Emotional persuasion. Emotional forms of persuasion require a connection between the message sender (advertiser) and receiver (audience). 
  By establishing an emotional link, the target audience may be more inclined to respond to the message. Emotional persuasion is more commonly used in the field of public health to influence people to change their behavior.  For example, one study found that behavioral interventions to prevent the spread of HIV/AIDS were most useful when the target audience reported being able to “relate” to the message sender, seeing the sender as “someone who could be me.”  
Another example of emotional persuasion is fear-based messages. 
 Research studies show that while fear-based messages can be effective in short term behavior change, their impact over time may wean, depending upon the target audience. For example, media messages aimed at reducing high-risk health behaviors among adolescents have been only slightly effective in changing behavior. While youth may report that media messages have increased their knowledge about health risks and may have changed their attitudes about the positive reasons to avoid risky behaviors, they have not been motivated to change behaviors as a result of the media message.  Researchers have noted that fear-based messages may only be effective with target audiences who perceive that they “have a lot to loose” by not changing behaviors.
 For example, in the summer of 2005 the European Union (EU) launched an anti-smoking campaign called Help: for a life without tobacco. 
 This campaign employs fear-based media messages and targets working adults with graphic images, including a man with cancerous growth on his neck and another image of a flopping cigarette to denote that smoking causes impotence. 
 By using fear-based images, the EU hopes to scare people into quitting smoking. Currently, no evaluation data is available on the impact of the campaign. 
Making Change Simple and Products Accessible. Behavior changes are more likely to occur if they are considered easy, or simple. The following two examples, show the importance of creating behavioral interventions that are accessible to people. 

In a study on Reye’s syndrome, parents quickly responded to giving their child Tylenol instead of aspirin to prevent the development of the disease. 
 Access to Tylenol and a slight behavior modification were thought to be contributing factors to ease parents into changing their behavior. 
 For example, when parents went to the grocery store, it was just as easy to pick up a bottle of Tylenol as it was to pick up a bottle of aspirin. In this way, the media campaign to persuade parents to use Tylenol incorporated pre-established belief systems (i.e. their child needed over the counter medicine) that were more effective then trying to introduce a new ideology (i.e. having to go to the pharmacy to get a prescribed medicine). 
  

Another study examined the usefulness of the mass media in promoting healthy milk consumption. 
 This study looked at the effectiveness of the “1% Or Less” campaign in Wheeling, West Virginia. The objective of this campaign was to encourage this community to switch from buying whole, or 2% milk to buying 1% milk. One intervention city and one comparison city were used. Data were collected according to the milk sales from local supermarkets. Telephone surveys were also conducted before and after the intervention. Results showed that in the intervention city, the purchase of 1% milk increased from 29% before the intervention, to 46% after the intervention. Follow-up surveys after 6 months revealed that the increase was maintained. Telephone surveys reported that in the intervention city, 34.1% of people who drank whole milk in the past changed to drinking 1% milk. In the comparison city, only 3.6% of people switched from buying whole, or 2% milk to 1% milk. This study suggests that the mass media played a large role in creating and maintaining behavior changes. 

Accordingly, researchers concluded that these media campaigns were successful in changing behaviors since the target audiences were able to  easily access the products in the campaigns and the target audiences were only required to slightly modify their behaviors.   

Delivering the Message.  In addition to providing insight into the design of media messages aimed at changing behavior, researches have sought to understand how to best deliver new ideas so as to foster behavior change.    

One of the most commonly used models to understand how an idea is communicated is called diffusion of innovations model. This model is useful in that it provides a way to understand how a new idea (innovation) is spread, or communicated to people in society (diffusion). The diffusion of innovation model includes five stages: 

· Knowledge – the target audience becomes aware of an innovation (new idea) and has some idea of how it functions
· Persuasion – the target audience forms a favorable or unfavorable attitude toward the innovation
· Decision – the target audience engages in activities (actions) that lead to a choice to adopt or reject the innovation
· Implementation –the target audience puts an innovation into use
· Confirmation—the target audience evaluates the results of the innovation and makes the decision to adopt the new idea. 

While this model is useful in understanding how an idea is transformed into actions which lead to behavior change, the research literature also notes that media exposure alone is not enough. Audiences also need interpersonal communication (interaction between people) in order to act on changing their behavior.  Researchers have argued that while the mass media has proven to be effective at disseminating information, interpersonal communication (communication between individuals and family members, or individuals and community members) must occur for people to change their behavior. 
 For example, the mass media is used to provide information about products, or ideas, but remains dependent upon interactions between individuals and groups for transmission and adoption. 

In studying a reproductive health campaign in Bolivia, one study compared the effects of a mass media campaign to interpersonal influence in order to find out which form of communication is more effective. Researchers found that both the mass media campaign and the use of personal networks (talking with family members and friends about their health concerns) were both effective in behavior change. 

Another study explored the relationship between media messages and interpersonal connections about family planning information and practices in Peru. 
 This study proposed that the mass media’s impact on family planning fluctuates according to an individual’s behavior-change stage. 
 Over time, researchers found that as individuals began to change their behavior, they relied less on peers and more on “technical interpersonal communication networks” such as talking to doctors and healthcare providers for information. 
 

Thus, the research indicates that media campaigns aimed at behavior change should encompass strategies which encourage and allow target audiences to talk with each other about the issues presented in the media campaign. The studies above reflect that interpersonal communication plays an important role in how a message is received and acted upon.

Summary

The goal of this White Paper was to provide a brief synopsis of the research literature addressing the role of the media and media messages in influencing behavior change. In particular, we sought to examine:
· To what extent has the influence of media messages on behavior change been evaluated and what do the evaluation studies tell us about the efficacy of media messages in influencing behavior change?
· What does the research literature reveal about the most effective strategies/approaches to influencing behavior change?
· How messages can be designed to enhance the likelihood that they will influence behavior change
· How should messages delivered to maximize their credibility and thus enhance the likelihood that they will influence behavior change.
The social science research literature provides a significant body of information to guide our conclusions. While assessing the precise correlation between media messages and subsequent behavior change is inherently difficult, the research literature does shed substantial insight into the strategies which may increase the likelihood that media messages will lead to behavior change as well as the elements of message design and delivery which may facilitate behavior change. The review of the literature concludes: 

1. Key behavior change factor or motivators for audiences include: 1.) the overwhelming power of the message itself; 2.) the immediate credibility of the message deliverer; 3.) the relative ease of adopting the changed behavior; and 4.) the altruistic rationale for changing behavior.

2. Social marketing principles, in particular the “customer-driven process” can guide media campaign developers to a ten step strategy for effective message design and delivery: 1.) talk and listen to consumers; 2.) segment the audience; 3.) position the product; 4.) know the competition; 5.) go where the audience is; 6.) utilize a variety of approaches; 6.) select the appropriate behavior change model; 8.) test the media message; 9.) build partnerships with key alliances; and 10.) evaluate the media campaign.

3. Behavior change requires the implementation of communication strategies which foster behavior change over time and encompass an understanding of how audiences change their behaviors, including: 1.) exposure to the message; 2.) awareness of the message; 3.) garnering of information from the message; 4.) persuasion by the message; 5.) desire to change behavior; 6.) acting to change behavior; 7.) sustaining the changed behavior over time.

4. Behavior change is influenced by the length of time of the media message—less exposure equals less likely to change behavior.

5. The amount of exposure may not be more important than the content of the message.

6. Behavior change should be presented as being simple to adopt in order to ensure compliance.

7. Message delivery should encompass an understanding of these five stages of behavior change: 1.) knowledge transfer; 2.) persuasion; 3.) decision; 4.) implementation; 5.) confirmation

8. Interpersonal communication, within the target audiences, can effectively support and augment behavior change media messages.   

Media messages which seek to foster behavior change, especially behavior change over time, must be designed and delivered with a sound understanding of the customer-driven processes of social marketing, an appreciation of the techniques of persuasion, an understanding of how audiences are motivated to change behaviors, and the interplay between the media message and interpersonal communication in behavior change.                             
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