Session No. 10

Course Title: Crisis and Risk Communications
Session 10: Risk Communication Strategies
Time: 3 hours

Objectives:

Provide an overview of how campaign strategies are designed

Define campaign settings and explain how appropriate campaign settings are determined

Define communication channels and explain how communicators select appropriate channels for the target audience

List and describe the different methods through which risk communication takes place, and explain how communicators select appropriate methods for the target audience

Discuss the role of the communicator in risk communication, and explain how appropriate risk communicators are selected

Introduce how communicators select appropriate channels and methods 

Scope:

During this session, students will learn how a comprehensive campaign strategy is formed.  The session discussion will center around the specific communication elements that define how the risk messages, which are detailed in Session 11, are transmitted to target audience members – namely the settings in which communication takes placed, the channels through which messages are transmitted, and methods by which that transmission is made.  The role of the communicator, and the influence of the communicator’s identity on target audience credibility and trust, will both be discussed as well. The instructor will conclude the session with an explanation of how communication planners assess and select different communication channels and methods to be utilized in the campaign, which largely drives the development of messages and materials (as described in Session 11).    

Readings: 

Student Reading:

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 127-167.

National Cancer Institute. 2004. Making Public Health Communications Work: A Planners Guide. Washington, DC. National Institutes of Health. Stage 1: Planning and Strategy Development. http://cancer.gov/cancertopics/cancerlibrary/pinkbook/page5 

Substance Abuse and Mental Health Service Administration (SAMHSA). n/d. Strategic Communication Planning. Communication Resource Center. Pages 15-18. http://www.sprc.org/library/GLSWorkbook.pdf 
Instructor Reading:

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 127-167.


National Cancer Institute. 2004. Making Public Health Communications Work: A Planners Guide. Washington, DC. National Institutes of Health. Stage 1: Planning and Strategy Development. http://cancer.gov/cancertopics/cancerlibrary/pinkbook/page5 

Substance Abuse and Mental Health Service Administration (SAMHSA). n/d. Strategic Communication Planning. Communication Resource Center. Pages 15-18. http://www.sprc.org/library/GLSWorkbook.pdf 

General Requirements:

Provide lectures on the module content, facilitate class discussions, and lead class exercises that build upon the course content using the personal knowledge and experience of the instructor and students.

Objective 10.1: Provide an overview of how campaign strategies are designed
Requirements:

Lead a classroom lecture that provides students with a broad understanding of the purpose for drafting a campaign strategy document, and the components that typically make up this document.  Lead a class or group exercise that challenges students to identify different components of the campaign strategy from actual risk communication products, and facilitate student interactions as required to further illustrate the lesson materials. 
Remarks:

I. Throughout this course, the lecture discussions and student exercises have repeatedly addressed the fact that there almost always exist a range of ways in which risk communication can take place.  


A. While there are no definitively ‘correct’ or ‘incorrect’ ways to communicate risk information, there are certainly methods and messages that are preferable to others in each unique situation, as dictated by the various factors surrounding the problem itself (namely the hazard or hazards in question, the target audience being communicated with, and the proposed solutions through which risk and vulnerability are addressed.)
B. It is through the formulation of a comprehensive campaign strategy, and ultimately the drafting of a communication plan, that communicators consider how they may best communicate the particular hazard risk reduction solutions they have identified through the conduct of the previous steps of the systematic risk communication process described in this course (see Slide 10.3).
C. The campaign strategy is therefore not just merely a conceptual document, but also a defined reference point captured in hard copy (as a memorandum or report, for example) that campaign planners may use to ensure that all stakeholders are operating under the same assumptions and in pursuit of the same goals.
II. The development of a campaign strategy follows naturally from the outcome of the audience and market research efforts conducted by communicators in the early phases of campaign planning (see Slide 10-4).

A. Research conducted into the audience members themselves, and about the media, social, and other environments within which these audience members work, live, and otherwise exist, informs communicators about which of the many methods and means by which messages are transmitted will be most likely to bring about actual behavioral or attitudinal changes among target audience members.
B. In conjunction with the goals of the organization, and the resources (financial, human, and logistical) available for use in the campaign, this information will help to determine the most appropriate and effective course of action.

III. Just as the campaign strategy is dictated by the research efforts that are conducted in support of development, the campaign strategy dictates the nature of the project as it progresses forward.

A. Ultimately, communicators will seek to create actual messages that transmit certain knowledge, whether factual (awareness) or action-based (operational).

B. However, the crafting of the point of the message, and wording (or depictions) that are utilized, are functions of the context within which they are transmitted.  In other words, the communicator must have an idea of (see Slide 10-5):

1. Where the communication is taking place, also known as communication settings
2. What medium is being used to transmit the message, also known as communication channels
3. Within that medium, what tools or methods are being applied

4. What individuals (or characters) are doing the actual communicating (called communicators)
C. Moreover, communicators must understand the timing of the communication effort, both as a factor of the timespan that the campaign will be conducted, and how often messages will be transmitted. 

IV. A campaign strategy is drawn up in order to ensure the campaign develops in a manner that is structured and organized.

A. The campaign strategy profiles the processes and procedures by which the communication program intends to achieve its risk reduction goals. 
B. When creating a campaign strategy, planners are able to consider in a more organized manner each of the following (see slide 10-6):

1. Resources available to communicators
2. Restrictions in time
3. Logistical capacity
C. The campaign strategy outlines the guiding principles behind all of the campaign’s messages, materials, events, and activities. 
D. To begin, the strategy provides planners with sufficient detail each of the following factors that drive the settings, channels, and methods selected (see Slide 10-7): 
1. The target audience profile
2. The hazard risk(s) being addressed
3. The desired behavioral changes and benefits expected as a result of the campaign

4. The actions that can be performed to bring about those changes
E. In doing so, this helps to ensure that all program elements are compatible with the campaign goals and objectives, and with each other (see Slide 10-8). 
F. But what is especially important is that it gives the program’s creative staff the direction they require to develop messages and materials that best convey the intended knowledge. 
V. The campaign strategy, as a campaign planning tool, must be developed in a way that ensures the best interests of the target audience.

A. Campaign planners must keep in mind that target audience members, or those who advocate on their behalf, may very well (and likewise should) have an opportunity to view and comment on the strategy.

B. As such, the planners should ensure that the language that is used, the actions that are advocated, and the messages prescribed, are all written or otherwise reported in a manner that would be favorably-viewed by these individuals if and when they are given such a chance.  
VI. While the specific components that make up a campaign strategy may be determined at the discretion of the communicators themselves to meet their individual needs, the National Institutes of Health identifies the following standard components (see Slide 10-9):
A. A definition and description of the target audience or audiences
B. A description of the recommended action or actions the intended audience members should take as a result of exposure to the communication
C. A list of any obstacles to taking action 
D. The perceived benefit (among target audience members) of taking the action
E. A description of the support that will make the benefit, and its ability to attain it, credible to the intended audience. (In this case, support is something that can be provided through hard data, peer testimonials, demonstrations, or statements from organizations the intended audience finds credible.)
F. The ideal settings, channels, and methods to reach intended audience members when they will be receptive to or able to act upon the message
G. The image that the program plans to convey through the tone, look, and feel of messages and materials
1. NIH writes that the goal should be to convey an image that: 
a) Convinces intended audience members that the communication is for them; and 
b) Is culturally appropriate
2. For instance, printed materials convey image through typeface, layout, visuals, color, language, and paper stock used. 
3. Web materials convey image through design, typeface, color, layout, and ease of use. 
4. Audio materials convey image through voices, language, and music; in addition to these details, video materials convey image through visuals, characteristics of the actors (including their clothing and accessories), camera angles, and editing.
VII. The instructor can conduct a group exercise with the class that reinforces the nature and value of the campaign strategy document to students.

A. The required reading from the text Communicating Emergency Preparedness by Coppola and Maloney provides an example of a campaign strategy document that the instructor can use to illustrate each of the strategy components addressed in this objective.  

B. Students can be challenged to examine actual risk communication materials, and discuss what each of the campaign strategy elements might be based upon this end product.

C. The instructor can divide students into smaller groups, and provide each with an example of a communication product, or provide them with a preparedness website if the classroom has the hardware and internet services to support website access.  

D. Examples of communication products suitable to this exercise include:

1. FEMA Disaster Preparedness Coloring Book (http://www.fema.gov/pdf/library/color.pdf)

2. Atlantic City Electric Bill Insert (http://www.atlanticcityelectric.com/_res/documents/Rebranded%20brochures/safety/gen_coldweather_Atlantic.pdf)
3. Deseret Morning News Article “Play like you practice works for emergencies, too”: http://www.deseretnews.com/article/700222433/Play-like-you-practice-works-for-emergencies-too.html.) 

4. San Joaquin County Public Health Services “Beat the Heat” poster in Spanish (English poster also provided for translation purposes): http://www.sjcphs.org/emprep/documents/Beat_the_Heat_Poster_Spanish_w_logos.pdf 
English Version: http://www.sjcphs.org/emprep/documents/Beat_the_Heat_Poster_w_logos.pdf 
5. National Association of Broadcasters Emergency Preparedness PSA: http://www.youtube.com/watch?v=bD8ZL41FXGE  or http://www.youtube.com/watch?v=I7x2a4YJ5y4&feature=related
6. FloridaDisaster.Org Hurricane Preparedness PSA: http://www.youtube.com/watch?feature=endscreen&NR=1&v=pWVeTALLBLw 
Supplemental Considerations

n/a

Objective 10.2: Define campaign settings and explain how appropriate campaign settings are determined
Requirements:

Lead a classroom lecture that defines communication settings, and lists the different factors that together characterize a setting.  List and describe the different setting types typically employed in the communication of risk messages.  Facilitate student interactions to further illustrate the lesson. 

Remarks:

I. Settings are the first of three factors that are described in this session that communicators use to frame their preparedness message. 


A. As the name suggests, settings are the situations in which communication occurs (see Slide 10-10). 


1. The instructor can introduce the concept of settings by presenting settings of much more familiar or more commonly-occurring events in participants daily lives.


2. For instance, the instructor can ask students to describe the typical setting of a marriage.


a. It is not important at this time if students immediately recognize the three components of settings described just following this exercise in this objective (time, location, and situation).


b. However, students should be able to identify that marriages typically occur in the summertime, though there are a great many exceptions to this.  They typically happen in the late afternoon or early evening, and they are performed in a special location, whether religiously-based or considered aesthetically pleasing (e.g., a beach).  As for the situation, it may be difficult for students to recognize that a marriage typically happens during a wedding ceremony.


3. Other examples that can challenge students to think about settings include:


a. Birth of a child


b. Parade


c. Political debate


4. The instructor can ask the students to imagine each of these events occurring in a highly-unusual setting, and to describe how this changes their impression of what has occurred.  Consider the following:


a. A wedding in a prison.


b. The birth of a child in the back seat of a car.


c. A parade on a cold snowy evening in February.


d. A political debate held during the half-time show of a major league sporting event.


5. Despite that the event in each of these cases is the same, the setting significantly changes how the listener interprets what has happened (or is happening) in their mind.


6. Like our interpretation of these events, the way we receive communicated information is similarly affected by the setting in which it occurs.


B. Research has shown that learning is by no means uniform in all settings (see Slide 10-11).


1. While certain settings can hinder the communication process, others can be highly effective at fostering the reception and application of a message.


2. The same setting, however, can have a positive impact for one audience type, yet be considered distracting or prohibitive to another. 


3. The instructor can ask the students now to imagine two communication settings in order to consider how the setting itself might affect how the communicated information is received and set to memory.


a. Students should be instructed to imagine two groups of 8th grade students.


b. The first group is given a lesson on biology in a laboratory classroom.


c. The second group is given the lesson while seated together in a shopping mall cafeteria. 


C. While this example presents two strikingly-different examples of two ways similar information is communicated, in reality the differences between different communication settings might not be so obvious. 


1. However, for almost every audience, and every message, there are settings that foster communication and settings that hinder it.


2. Identifying what settings are most appropriate for an audience is therefore key to increasing the success of the campaign. 


II. There are three primary factors that distinguish settings:


A. Time


1. The success with which communicated messages are received by audience members is impacted by when the messages are transmitted.


2. For instance, many instructors are aware of the fact that the hour or so after lunch (i.e., 1pm) can be a difficult teaching environment because students are drowsy after eating from the biological effects of digestion.


3. The same can be said of teaching conducted at any time of day on the day prior to a long vacation (such a summer vacation or spring break, for instance).


4. Television networks maintain detailed statistics about when viewers are most likely to be able to, and be interested in, watching television (often called ‘primetime’), and they schedule their most successful shows at this time to support advertising revenue.


5. In risk communication, settings typically consider three factors related to time:

a. Time of day (e.g., morning, afternoon, evening)


b. Day of the week (e.g., weekday, weekend, Sunday)


c. Time of year (e.g., hurricane season, during summer vacation, wildfire season, early winter)


6. For each and every message, there may be one or more ideal combinations, determined by a number of factors that might never be fully understood by the communicators. 


7. To illustrate how different individuals, even within the same class, might have different ideal times during which they are likely to receive information, the instructor can ask the students to imagine a disaster preparedness website awareness campaign that advertised their website address using a banner dragged by a small airplane.  The campaign has been given permission to fly over the main business district in the community, but not over residential areas.


a. The instructor can ask, through a show of hands, how many students would be likely to see the banner if it were flown during each of the following times in the location as indicated.  Students can raise their hands multiple times.


1) Weekdays from 10-11am


2) Saturday mornings from 5-6pm


3) Sundays from 9-10am


4) Weekdays from 6-7pm


b. Based on the responses, students can determine what is (are) the best time(s) to fly the banner.


B. Location 


1. The place where communication occurs is something that also has a significant influence on if and how a message is received by target audience members.


2. Ideally, messages are transmitted in places where the audience members are most likely to be physically present, or where the message is likely to reach them eventually through some other indirect means.


a. In the previous example of the preparedness website address being flown on an airplane-towed banner, students considered the location of a downtown business district.  


b. The instructor can ask students to consider how their responses to times presented might change if the location was changed to residential neighborhoods (and whether this change would impact their impression of the website being advertised for any reason).


3. Locations selected should address not only where an audience member is, but also where they are more likely to pay attention to the message, and heed its advice.


4. Classic examples of communication settings include:


a. At school


b. At work


c. On vacation


d. In a car


e. At the doctor’s office


f. At a friend’s house


g. In a store


h. In a government building (e.g., the Post Office or the town hall)


i. In a community center


5. The instructor can ask the students to consider other locations that pertain to their own lives, and to state which of these are best suited to their own disposition (with regards to their likelihood of receiving and paying attention to a message). 


C. Situation 


1. The third and final factor that defines the setting is the situation in which the communication is taking place, or what is ‘going on.’


2. Even within the same location, there may be different situations that occur that influence our ability or willingness to receive a message and/or heed the advice being communicated.


3. Concurrently, even for the same type of situation, there are different times and locations where communication may be ignored, and others when there is a high likelihood of target audience members paying attention.


a. Consider the situation of ‘eating dinner’, for instance.


b. In the first example, if we consider a telemarketers call during family dinner, most people will react negatively to the interruption of quality time.


c. However, if we consider the situation of a hosted dinner, such as an awards night or a monthly meeting of a civic organization (such as might be hosted at a community center, for example), it would not be unusual for a speaker to present on a topic to an attentive audience.  


4. Examples of situations often targeted by communicators include:


a. Shopping


b. Waiting in a waiting room


c. Commuting (on a subway, for example)


d. Eating breakfast with family


e. Attending a sporting event


f. Gathering with peers


g. Visiting a county fair


5. The instructor can ask the students to consider other situations that pertain to their own lives, and to state whether or not they might be receptive to communicated messages as these are going on.


D. Disaster events as settings (see Slide 10-13)


E. One of the most ideal settings for risk communication is the occurrence of an actual disaster event.  


1. It is during these times that the topic of disaster preparedness is simultaneously at the forefront of both the media’s and the public’s attention. 

2. Unfortunately, while plans can be made as to what communication will be conducted at these times, very little can be done to plan when such opportunities to communicate will arise.  


F. Non-disaster events as settings


1. There are, however, many different non-disaster times throughout the year when public interest in the topic of preparedness may also be raised to a comparable degree by the media’s similar attention to the issue. 


a. While not as salient as an actual disaster, the news media can be encouraged to recognize and pay attention to the issue and its importance.


b. With the right strategy and with the right support, the media will give coverage by reporting on events, using material from press releases, requesting interviews from key officials in the organization, and attending preparedness-related events. 


c. A campaign kickoff event, in which a key official announces the start of a preparedness or other effort at a planned ceremony, can be very effective at drawing positive media attention. 


d. National Preparedness Month is probably the single greatest time of the year for an organization to hold a disaster-related kickoff event. 


e. Of course, any time of the year is appropriate, as long as there is a campaign, event, or other news to announce. 


2. Disaster seasons


a. Disaster seasons are times during the year when the risk associated with a particular hazard increases for one or more reasons.  


1) While not all hazards have designated times of year when their likelihood goes up, many do. 


2) Hurricane season, for instance, lasts from June 1 to November 30 on the East Coast, and from May 15th until November 30th on the West Coast. 


3) As would be expected, extreme heat tends to occur in the summer, while extreme cold typically occurs in the winter.


4) The instructor can ask the students to think of different hazards and discuss whether or not they have ‘seasons’.


b. During these times, the need for risk communication rises because there are many actions people can take to prepare for, mitigate, or otherwise reduce their risk when the need is greatest.  


1) Because the topic grows in salience, the media may show interest in reporting on what is being done or may provide information on what the public can do to prepare themselves (this is a key role of the media that many people often forget).


2) The media grasp upon the opening of a season, which can provide communicators with an opportunity to draw them to an event or get them to pay attention to a website and/or materials. 


3. Anniversaries of Disasters


a. Anniversaries of major disasters, especially in the first years following that disaster, can draw equal (if not more) attention as disaster seasons. 


b. More than a decade after the September 11 attacks in New York and Washington, there is a marked increase in media attention to terrorism during the weeks surrounding that important date. 


c. Late August has drawn attention to hurricane preparedness every year since Hurricane Katrina. 


d. The flurry of preparedness activity in 2006 that surrounded the 100th anniversary of the Great 1906 San Francisco Earthquake proved that events do not need to be recent. 


4. Piggybacking


a. Piggybacking is achieved by injecting a preparedness message into another important event or activity that is salient and therefore in the media spotlight. 


b. Communicators must always be aware that the impression recipients have of their message may be tied to the event or activity they are piggybacking, so great thought must be put into ensuring the match is a good one.


III. Selecting a setting


A. The key to selecting a setting is to determine not only where and when you can best reach the target audience, but also where and when they are most likely to be attentive to, receive, understand, and act upon your message. 


1. The best places are those that help to establish message credibility. 


2. Unfortunately, it is often the case that times, places, or situations that are ideal for reaching the audience are not ideal for delivering the message. 


B. By understanding and assessing different communication channels, the topic of the next objective, communicators can make a much more informed selection that considers the receptivity of target audience members. 

Supplemental Considerations

n/a


Objective 10.3: Define communication channels and explain how communicators select appropriate channels for the target audience
Requirements:

Lead a classroom lecture that provides students with an overview of the five overarching categories of communication channels that communicators can use to transmit messages to recipients.  Facilitate student interactions and group projects (including a class exercise) to further illustrate the lesson. 

Remarks:

I. A channel refers to the route or mechanism by which a communicated message is delivered to its recipient(s). 


A. There are several distinct categories of channels.


B. Within each category, there are a number of different individual subchannels from which communicators may consider in crafting how they will reach their target audience.


C. The five principal categories of channels include (see Slide 10-15):


1. Interpersonal channels


2. Group channels


3. Organizational and community channels


4. Mass media channels


5. Interactive digital media channels


II. Interpersonal Channels (see Slide 10-16)

A. Interpersonal channels are those that incorporate some form of direct (personal) interaction between the person communicating and one or more target audience members.  


B. As the name suggests, this channel draws its strength from the fact that there is a direct line of communication to the audience members themselves, and there are often opportunities for two way communication to occur.


C. As is true with all communication involving a communicator, the effectiveness of interpersonal communication is highly dependent on the reputation and the quality of the communicator.


1. The most effective interpersonal communicators are those who are already known and highly trusted by target audience members.


2. This is especially true if the communicator is a person who is considered an authority figure, or who is otherwise influential among target audience members.


D. Because of the personal involvement of the communicator in the life of a target audience member, this method tends to be highly successful in motivating people to change their behavior in a positive way (such that risk is reduced). 


1. Human interactions help to motivate and otherwise mobilize people to take action, and can also foster the social support required to maintain the behavior changes that are advocated. 


2. However, because of their reliance on high-effort one-to-one interactions, methods included in this category do not necessarily have the dramatic, immediate, and broad reach often seen as a result of other communication channels. 


IV. Group Channels (see Slide 10-17)

A. Group channels create or exploit gatherings of target audience members for the purposes of communicating a message.


B. The purpose of the group gathering can be to communicate the message, or for some other reason related or unrelated to the message. 


C. Like is true with interpersonal channels, communicators can benefit from the trust and influence that exists within the group when communicating their messages, but they will be able to reach a larger audience at once.


D. The instructor can ask the class to compare these first two types of channels – in terms of how they are similar, and how they are different, and to list any other advantages (and disadvantages) that may be associated with each (with regards to communicating a message).


1. For instance, by promoting discussions about the risk message among peers with similar wants and needs, communicators can help to alleviate many of the questions or doubts that might exist but otherwise go unrecognized (and likewise unaddressed).


2. If an audience member who is skeptical about the information being provided or a particular action that is prescribed sees their peers accepting the information or action, they may find the message to be more credible.  


E. With regards to the level of effort involved in reaching audience members, group channels are similar to interpersonal channels (in that the efforts required to reach large audiences over time are significant.) 


V. Organizational and Community Channels (see Slide 10-18)

A. Organizational and community channels are those which rely upon official, established entities operating within the community that are able to interact with members of the target audience to facilitate the communication of an intended message. 


B. There are a great many different stakeholders who together make up a community that communicators can work or otherwise partner with to get a message communicated to all or specific members within the community (specifically those of the target audience who interact with the stakeholder(s) partnered with).  


C. These stakeholders might include any of the following (among others):


1. Businesses


2. Nongovernmental organizations


3. Local or state government agencies and offices


4. Religious organizations


5. Civic groups


D. Unlike the communication that occurred in the interpersonal and group channels, communication in this channel is much less likely to involve at-length discussions.


1. Rather, communication is more often facilitated through these different components of the community through their allowing the communicator to post or distribute their materials at their facilities or to their employees, members, service recipients, or other.  


2. For instance, a grocery store may allow the hanging of disaster preparedness posters in their windows, or a church may allow a disaster preparedness flyer to be included in their weekly bulletin distributed to parishioners.  


3. The instructor can ask the students to consider the different stakeholders in their community, and provide one or more ways that each might be able to facilitate the communication of a risk message (whether for free or for a fee).


E. By communicating in a manner that exploits the position a stakeholder has in the community, and their reach with target audience members, communicators can reach a much larger group with their messages in a much shorter amount of time.  


F. Communicators also benefit from the trust and credibility that the stakeholder has among community members, because their connection with the communicated message often equates to an endorsement of what it says (but must also beware of negative impacts associated with reputations as well).  

VI. Mass Media Channels (see Slide 10-19)

A. Mass media channels include those that involve the broadcast of messages to large audiences through the traditional media components.


1. News media, which include print, radio, television, and internet news sources, are included in this category.  


2. Other components of mass media that are not so closely tied to the broadcast of traditional ‘news’ but still reach large audiences with communicated messages include:


a. Magazines 
b. Billboards
c. Direct mail systems


3. The instructor can ask the students to consider other ways in which information is transmitted to a large number of people.  The required reading includes several other examples.

B. Mass media channels almost always occur in only one direction – from communicator to target audience member (which is rarely the case with interpersonal and group channels, and often but not always the case with organizational and community channels.)   People cannot interact with a billboard, for instance; nor can they easily communicate with a local news station.


C. The news media are often the most effective way to transmit messages across wide audiences given that these organizations take great efforts to establish a ‘market presence.’  However, the ability of communicators to effectively harness use the mass media to transmit their messages is often insufficient.  


D. Other mass media channels as described above are much easier to access, but typically involve some cost (such as advertising fees).


VII. Interactive Digital Media Channels (see Slide 10-20)

A. Interactive digital media channels exploit the internet and other digital communication media to allow for direct interaction between communicator and recipient.


B. This category represents the most recent addition to the short list of communication channel categories. 


1. Websites commonly enable significant two-way interaction between communicator and target audience.


2. Message boards and forums allow communicators to interact with audience members, and audience members to interact with each other.


3. The growing prevalence of social media outlets, such as Twitter, Facebook, MySpace, allow communicators direct access to audiences that are often highly-segmented and self-subscribing.  


4. Interactive digital media channels also permit an ongoing interaction that can be modified as required for different messages and topics (such as for disaster seasons, impending disaster events, and other specific needs).


C. While this channel shows incredible promise in terms of its expanding communicators’ reach and success, there are several inherent problems that limit its effectiveness. 


1. For instance, while the different methods contained in this category allow for greater matching of message to intended audience, the flood of information that comes through the same channels from other sources (including ‘spam’ for instance) means that many messages will be filtered by recipients or otherwise disregarded.


2. These channels often require the recipient to actively pursue the information, such as is the case with subscribing to a “Twitter Feed” or “Liking” a Facebook page.  Website-based materials, similarly, require the target audience member to click on a link from an email or other website, or to enter the website address themselves.


D. These methods do have significant advantages over other mass media methods, such as the ability for message recipients to easily and quickly interact with communicators if they so desire, and the social aspect means that peer-to-peer interactions are also possible.


E. Additionally, in comparison to other methods, interactive digital media communication can be much cheaper to develop (including website design) than communication through other channels.  


VIII. Channels exercise


A. The instructor can spur a discussion about the nature of each of these different channels by providing students with an example of each, or asking them to use the internet to find an example of each.


1. Students should be asked to describe what the point of the public education effort is, and how the effort utilizes one or more of the five channels mentioned in this objective.


2. The instructor can also ask what it is about the channel that students believe the communicators found appealing, and what benefits or problems (if any) may be associated with the other channels if the communicators decided to use them instead.  


B. Examples that can be used by the instructor to illustrate each of the channel categories include:


1. Interpersonal Channel


a. FEMA Disaster Preparedness and Mitigation Event in a local community: http://www.fema.gov/photolibrary/photo_details.do?id=52385


2. Group Channel


a. Emergency Preparedness Boot Camp: http://www.centralctahec.org/emergency-boot-camp.aspx 


3. Organization and community channel


a. McReady Oklahoma: http://www.ok.gov/mcready/index.html


4. Mass media channel


a. FEMA National Preparedness Month Press Release: http://www.fema.gov/news/newsrelease.fema?id=57516 


5. Interactive digital media channel


a. FEMA Facebook Page: http://www.facebook.com/FEMA 


Supplemental Considerations

n/a


Objective 10.4: List and describe the different methods through which risk communication takes place, and explain how communicators select appropriate methods for the target audience 
Requirements:

Lead a classroom lecture that explains to students how different communication methods may be employed to transmit the same message, and how methods may be adapted to function within each of the different categories of communication channels.  Facilitate student discussions and group exercises to further illustrate the lesson. 

Remarks:

I. Communication methods are what are used to transmit risk information from communicator to recipient (see Slide 10-21).  


A. The previous objective described communication channels, which are the broad categories of ‘routes’ or ‘mechanisms’ through which messages are communicated to recipients.


B. However, communicators must utilize actual, often tangible, communication tools to perform the communication of the message itself.


C. Channels and methods are very closely linked, but and often confused.  


1. Each channel has a number of associated methods through which communication may be performed.


2. A method may be associated with only one channel, but it also may apply to multiple channels.


3. The same method applied in a fashion applicable to different channels is, in fact, a different type of communication – even though the method itself, or the tool applied, is the same.


4. For instance, let’s consider the method of having a teacher communicate with a student as a communication method.


a. In one case, the teacher and one student have a one-on-one conversation, which places the method (teacher-student discussion) squarely in the ‘interpersonal’ channel category.  


b. This method takes advantage of the relationship of trust and authority that the teacher has with the student, and ensures that the recipient can have a direct two-way interaction with the communicator.   They do not have to share the teachers attention, nor do they have to fear the judgment of their peers.


c. In the second case, a teacher speaks to his or her entire class about a disaster preparedness topic.  This time, the method (teacher-student discussion) falls within the ‘group’ channel category.


d. This method takes advantage of the peer to peer relationship of students, and the fact that more target audience members are reached at the same time.  It also capitalizes on the teacher/student relationship of trust and authority.  However, each student must share the teacher’s attention with all of the other members of the group, and they also have to accept the observation or judgment of their peers.


II. There are a great many different communication methods that may be used in the transfer of risk messages.


A. Methods are not necessarily an action, per se, but may be an item, an interface, an event, or any other means through which communicators draw the attention of the recipient for the purposes of informing them of the behavior change that is necessary (or how to access that information). 


B. As was true with the settings and the channels selecting, communication methods must fall within the access, interests, and learning styles of the recipient audience members. 


III. The methods that may be used in the communication of a risk message are limited only by the creativity of the planning team.  Specific examples of methods, and descriptions of these, include (see Slide 10-22):


A. Brochures, fliers, fact sheets, newsletters, and inserts

1. The use of brochures, fliers, fact sheets, and newsletters is a method that is easy to conduct and in most cases is relatively inexpensive.


2. These tools can be useful in reaching a wide audience quickly through multiple distribution points and distributors. 


3. Oftentimes, communicators can work with local organizations or businesses who donate materials or services, thereby reducing the program cost of the method to zero or almost zero.  


4. If created and distributed electronically, such as through a website, email, or on a Facebook page, for instance, the cost of these materials is negligible and the speed of distribution is instantaneous.  


5. There are a number of requirements that should be followed in the production and use of these tools, whether they are printed or posted electronically.  


a. For instance, as is true with all publications, it is important that the language of the message and the layout of the components are reviewed for accuracy by appropriate staff, and tested for perception by members of the target audience. 


b. The instructor can ask students to discuss other requirements that might exist, and what negative impacts might result from not following each.  The required reading in the Coppola text includes other examples to generate discussion.


6. Distribution methods are diverse, and depend upon the channel or channels preferred.

B. Attendance at festivals, fairs, and other public events

1. Public events can help to enable communicators to quickly and easily reach large numbers of people in a relaxed and informal atmosphere. 


2. The events may be initiated and managed by the organization for the purposes of communicating with the public, or the organization may simply decide to participate in an event being managed by another organization for a related or unrelated purpose (piggybacking - such as at a county fair). 


3. There are many methods through which event participation can take place, including informational booths, speeches, performances, and demonstrations.  


4. Additionally, different channels can be utilized simultaneously at the same event.


5. A particularly beneficial aspect of this form of communication is that the event provides people with an opportunity to ask questions face-to-face.

C. Advertisements 

1. Advertisements involve the donation or purchase of time or space from a media outlet or a private or public firm for the purpose of spreading information.


2. Public education advertisements are among the most widely utilized methods for transmitting messages because the potential to reach very large, and often highly targeted populations is so great.


3. While advertising costs associated with most media outlets do tend to be prohibitively high, many different types of organizations are often willing to donate or otherwise provide advertising and other communications means to disaster preparedness programs. 


4. For instance, businesses might be willing to allow a preparedness campaign to print information on the boxes containing their products.


D. Formal education (in schools) 

1. Schools are natural places of learning, and as such they can foster effective disaster-specific public education among students. 


2. Schools are very often receptive to public education efforts aimed at decreasing the vulnerability of students. 


3. In-school programs often involve disaster safety mascots (such as Sparky the firedog), representatives from the emergency services (a firefighter or police officer), or other public official. 


4. In school, education is either classroom-based or performed in large auditoria. 


5. Some schools may allow posters to be hung on classroom and hallway walls, or to have representatives from the organization present at large events where a table or other educational venue can be set up. 


6. Educational materials that target student populations could include special disaster-specific courses (long or short), distributed materials and factsheets, information integrated into regular coursework, games, coloring books, and contests, among others.


E. Emergency drills and exercises 

1. Emergency drills and exercises test one or more aspects of disaster response by exposing participants to an imagined or recreated disaster scenario. 


2. Tabletop exercises involve the reading of a disaster narrative followed by questions and discussions. 


3. Functional and full-scale exercises involve action that is more realistic, oftentimes with actors playing the various roles involved in an actual response. 


4. Drills and exercises are effective on several levels, including their ability to raise awareness to a disaster, their ability to highlight deficiencies in preparedness, and the reinforcement of effective practices that save lives and property. Additionally, they tend to garner media attention. 


5. The greatest detriments to this communication method are the cost and planning difficulties it involves. 

F. Alternative media 

1. For most audiences, and most common messages, television, radio and print are the conventional methods of delivery. 


2. However, special media is required for some special needs audiences, such as Braille for the blind. 

G. Other examples of transmission methods include: 


1. Posters


2. Handbooks or manuals

3. Planning templates and checklists

4. Preparedness cartoons and comic books

5. Disaster information displays or kiosks

6. Disaster preparedness camps or workshops 

7. Public service announcements 
8. Disaster awareness events 

9. Branded merchandise 
IV. The instructor can illustrate the diverse range of communication methods, and the manner by which the same methods may apply to different communication channels, by leading a class activity.


A. In this activity, the instructor will ask students to try to think about different methods they have seen through which communication has taken place, and to determine whether that method can be used in each of the five different categories of communication channels.


B. The instructor can begin by writing on the white board, blackboard, or other teaching surface, the five channel categories discussed in Objective 10.3.


C. The instructor can explain to students that the purpose of the exercise is to consider the different ways that communicators can get their message across, and how that method of communication may be adapted to meet different channel preferences of target audience members.


D. The following examples may be used to get the discussion going:


1. Discussion between friends


a. If an individual speaks to their friend one-on-one about a preparedness topic (e.g., about how to make a disaster ‘go-kit’), then this falls under the interpersonal channel.


b. If an individual hosts a meeting of a neighborhood watch group at their home, and discusses the topic of making a go-kit at this meeting, this is a method within the group channel.


c. If an individual talks about their experience making a go-kit on their online blog, and their friends who read the blog learn about how to do this from the blog, this is an example of interactive online media.


2. Fill-in-the-blank family disaster plan template


a. If a child brings home a disaster plan template they were given in school and assigned to fill out with a parent as a homework assignment, communicators are fostering an interpersonal interaction.


b. If a local emergency manager speaks at a local Boy Scout or Girl Scout troupe and distributes the disaster plan template, they are using the group communication channel.


c. If a local grocery store stuffs a plan template in each customer’s grocery bag, this is an example of the organizational and community channel.


d. If a local news station interviews a local emergency manager and provides the website address where viewers can access the plan template, this is an example of the mass media channel.


e. If the local office of emergency management announces on their Facebook page to their subscribers that family disaster planning is important, and provides a link in the announcement that brings subscribers directly to a file containing the template, this is an example of interactive online media.


3. The required reading from Coppola contains numerous additional examples of communication methods that the instructor or students can use for this exercise.


4. The instructor can ask students to consider whether there are methods that only apply to one communication channel, and explain why that is true.


Supplemental Considerations

n/a


Objective 10.5: Discuss the role of the communicator in risk communication, and explain how appropriate risk communicators are selected
Requirements:

Lead a classroom lecture that explains to students the impact that speaker selection has on the communication process, and describe the different factors that define a communicator.  Facilitate student interactions to further illustrate the lesson materials. 

Remarks:

I. Oftentimes, communication messages require a communicator to ensure that target audience members receive the message.


A. A message communicator is, quite literally, any actual transmitter of the risk communication message (see Slide 10-23).


1. While it is most often the case that communicators are people, there are many instances where animals, objects (such as a talking smoke detector), or even hazard phenomena (such as a personified tornado or tidal wave) do the communicating.


2. Some of the most widely recognized and memorable hazard risk communicators are those who target kids, including:


a. The USFA’s “Sparky the Fire Dog”


b. The Forest Service’s “Smoky Bear”


c. FEMA’s “Rex the Mountain Lion and Family”


d. Chino, California’s “Oliver Ostrich”


e. West Point’s “Ready Raccoon”


II. Risk communication planners face a significant challenge in deciding who or what to use to communicate their message, if a communicator is used at all, because the communicators themselves very often influence the receptivity of the message (in either a positive or negative way). 


A. There exists such great diversity in the nature of risk communication that, in many ways, we are all risk communicators in one way or another, and we receive risk information from everyone we know – whether or not they are intending to communicate such information.

1. The risk communication messages themselves are so diverse that almost everyone, including children, parents, the elderly, educators, the illiterate, and employers are capable of communicating them. 


2. It is the variance between and particulars of message settings, channels, and target audience members that determine which of these various communicators is likely to be the most effective at bringing about actual behavioral change. 

B. It is often said by communication experts that the communicators are as important, if not more important, than the message itself.


1. For this reason, communicator selection is a task that merits careful consideration of a number of key factors.


2. Each communicator can be distinguished by a number of different characteristics relating to their appearance, their demographic, their speaking ability, their knowledge, their relationship to the target audience, and much more.


3. Planners must identify and effectively exploit one or more of these characteristics to their benefit in order to most significantly increase the likelihood of message reception and acceptance among different target audiences. 


4. However, they must be aware of many attributes of the communicator, not just the ones that seem to address their specific communication needs.


a. For example, while an individual may have an amazing ability to vocalize the message, some other factor relating to their background might impact their credibility with the target audience (such as is often the case with police officers and communities of undocumented immigrants). 


b. Additionally, attributes may make them more suitable for communicating through one channel more successfully than another.  For instance, while some communicators may be great public speakers and have the ability to sway the opinions of large audiences, others may be similarly effective working with individuals through interpersonal interactions. 


III. It is vital that communicators are appropriate for the communication required.


A. The goal of planners in selecting a communicator is to choose a person, animal, or other animate or inanimate object, is to best meet the combination of needs dictated by the ideal setting for communication, the channels preferred by the target audience, the methods of communication chosen, and the nature of and preconceptions held by the target audience.


B. Communicators must be able to reach the target audience, make them feel personally addressed, be understood by them, and, likewise, be taken seriously by them. 


C. When assessing and selecting communicators, the following measures may be used (see Slide 10-24):


1. Communicator’s speaking ability

a. Not all people can communicate a message in an effective and coherent manner in such a way as to convince the recipient of their message. 


b. One of the most common fears, in fact, is that of public speaking, and many communication methods require communicators to speak confidently in public settings, or in front of groups of people. 


c. Speaking ability may be tied to language ability if different languages are spoken by message recipients.


d. Speakers must also be able to speak in a manner that is appropriate for the target audience.  Methods that are appropriate for use when speaking to children, are not likely to have the same effect on university students, for example.


e. Because communication seeks to elicit a behavioral change from recipients, speakers must be able to present their arguments in a coherent manner as to prevent recipients from failing to see the point of their message. 


f. The instructor can ask students to consider whether they would feel comfortable in different communication roles, including:

1) Speaking one on one to a family member


2) Speaking one on one to a random stranger


3) Speaking to a group of children


4) Speaking to a group of adults at a town meeting


5) Speaking before an audience of 500 from a stage at a county fair


6) Being filmed for a PSA at a professional film studio


7) Being interviewed live for a local television news station


8) Being interviewed live on a local radio station


9) Doing a voiceover narration for an online slide presentation


g. Alternatively, the instructor can ask students to consider a certain well-known figure, such as an elected official, an actor, or some other celebrity, and consider them in each of the roles just mentioned, and then describe how appropriate that person may be in each of those roles.

2. Reputation among audience members (trustworthiness and credibility)

a. Message recipients will judge a message not only by its words, but also according to any preconceptions they have about the communicator. 


1) Communicators are asking individuals to make changes in their behavior, and these changes can and often are challenging to how or what they think, about how they do things or what they do, how much they have to spend, and even more in some instances. 


2) As such, target audience members are only likely to find the behavioral changes palatable if they are able to establish trust in the communicator of those actions.

b. Trust and credibility are not just a given attribute – each communicator will enjoy different levels of trust and credibility among different demographic groups, either by fault of their own or because of the preconceptions the target audience members have about who or what the individual represents.


1) Clearly, a communicator who is known for having betrayed the trust of a target audience, or who has been accused of doing such (whether or not they actually did), will have difficulty convincing that audience’s members.


2) However, determining whether or not the communicator would be credible is not usually so apparent as this.


3) Credibility, or the ability to be convincing, is related to trust and varies by audience for each communicator. 


4) For instance, a group of business professionals who measure the success of their peers on experience and accomplishment may find the words of an 18-year old to lack credibility simply because their age limits their opportunities to have the same a similar level of experience as their audience (regardless of whether their topic even relates to something the business professionals have previous knowledge of).


5) That same 18-year old individual may enjoy great credibility among students in a high-school class given their ability to directly relate to the communicator but also to understand that their slightly-greater age instills a sense of relative authority on just about any topic.  


c. The instructor can help students to think about credibility factors by asking them to consider who might be an ideal communicator for each of the following general audience types, and who might have a great deal of trouble establishing credibility among the same:


1) A young single mother


2) A young single father


3) A senior citizen


4) A pre-school aged child


5) An adult with a mobility impairment


6) A CEO of a large company


7) A local elected official


8) A stay-at-home parent


9) A college student


10) An undocumented immigrant


d. Students may have different answers for each audience type.  Each answer should have an associated justification for why a communicator would enjoy credibility among this audience type, or why they would lack credibility.

3. Subject matter knowledge

a. The amount of subject matter expertise required of a communicator differs significantly by the methods and channels used to communicate the message to the target audience.


b. For methods that require little or no interaction, such as a recorded audio or video advertisement, or a PSA, the communicator need only know the information they are communicating.  Of course, those who write the language of the message must be sure that the information contained is accurate and the language is appropriate for the subject matter as the communicator may have no knowledge of either.


c. For methods involving interaction, however, the communicator will need to have an understanding of the subject matter that goes far beyond what is communicated in the message.


1) In interactive methods, audience members will have questions or comments that go well outside the prepared message materials, and the communicator must be able to answer these in a confident manner with information that is accurate and actionable.


2) If the communicator is perceived as knowing little information outside of the prepared message, audience members will be wary of their intentions, or unsure about whether they should heed such advice (thinking, perhaps, about what the real source of the information might be given that the communicator is simply parroting the words of others).


d. If communicators waver at all in their understanding, or if they make even one factual error, the audience is likely to discredit them.  Even one small factual error, if discovered by the audience, will likely result in complete message failure.

4. Image of authority

a. People look to figures of authority on all topics in order to feel comfortable that the information they are receiving will help them.  


b. Authority and credibility, therefore, are closely linked.


c. In risk communication campaigns, target audience members tend to pay attention to the advice of a communicator online in the cases where they believe the communicator to not only be knowledgeable about a topic, but that they are more knowledgeable about the topic than they are. 


d. It is for this reason that the communicator’s credentials are often as important to audience members as the knowledge they are imparting to them. 


e. What constitutes authority varies by audience.  


1) For instance, children typically find any adult to be a figure of authority.  Coupled with the right appearance, a soothing tone of voice, and language delivered in a manner that is appealing to them, this authority helps the message.  


2) For parents of small children, those who can self-identify as being a parent, as having pediatrics experience, or as being a caregiver or educator of children, will likely garner the most credibility.  


f. The instructor can ask the students to describe how the position of authority associated with each of the following examples of communicators might impact their impression of the message they were receiving (were they to be a communicator of risk information):

1) Their own family doctor


2) A very young neighbor


3) A very old neighbor


4) A neighbor who appeared to be of the same age


5) A close friend


6) A complete stranger of the same age


7) The US President


8) A 10-year old Boy Scout or Girl Scout


5. Obvious lack of vested interest

a. People are very aware of the fact that much of the communication they receive, through the private sector in the form of advertisements or through the public sector in the form of political statements, is made with some known or unknown motive that ultimately benefits the communicator (or those the communicators represent).


1) For instance, while an actor on a toothpaste advertisement may seem concerned about the whiteness of the viewer’s teeth, their real motive is to earn their money by selling them the product.


2) And while a political candidate may be telling viewers with a concerned voice about the voting record of an opponent, and how that will affect them, their primary concern is to garner the viewer’s vote for themselves.


b. In a risk communication campaign, the communicator (or those the communicators represent) must be able to convince their target audience members that they are being supplied with the helpful information for no other reason than to reduce their own risk or vulnerability.  


1) If the audience feels that the communicator has anything personal to gain from the action or behavior change they’ve been asked to make, including financial benefits or political ones, they will not be likely to make the prescribed or recommended changes.


2) For instance, people are not likely to purchase a disaster supply kit if from a company that is advertising the importance of making a kit while at the same time touting their own pre-assembled disaster kit product.


3) People are also unlikely to take action if they feel that the speaker will otherwise benefit from their action.  For instance, if a business developer is working to convince people to move out of the floodplain given the associated risks, but it is well-known that the developer is interested in building an industrial park nearby or in the area, they will not take the warnings seriously.


c. Communicators must be able to convince people very quickly that their intentions are not self-serving in any way, because the amount of time they have to address the issue itself is already very short. 
d. The instructor can ask students what they might look for in a communicator to decide whether or not there is some self-serving component of their message.  As an example, the instructor can ask the students if they are more likely to believe disaster preparedness information on a website with the suffix “.org”, “.gov.”, or “.com”, and explain why this is the case.

6. Ability to connect, sympathize, or empathize with the audience

a. Target audience members will have a much easier time believing and placing credibility in the message if they are able to relate to the communicator. 


b. The communicator can often achieve this through the exploitation of their personality, through common traits, or through characteristics they share with audience members.  They can also relate through experiences which may be familiar to or similar to that of their audience members.  


IV. There is no one communicator that will meet the preferences or match the needs of all audiences.  

V. The following are examples of different ways in which communicators may be characterized:
 

A. Peers (friends, people of the same age or gender, people of the same financial status, people of the same demographic, etc.) 

B. Family members (parents, children, brothers, sisters, etc.) 

C. Educators (teachers, professors) 

D. Employers (managers, business owners) 

E. Caregivers (for the elderly, the infirm, of very young children)

F. Advocates (union leaders, representatives) 

G. Retailers (local or national) 

H. Community leaders (elected officials)


I. Emergency services personnel (e.g., police officers, firefighters, EMS technicians) 

J. Religious leaders 

VI. The instructor can ask students to think of other types of communicators that may be used to communicate risk messages through one or more of the different communication methods that have been described in this session. 

Supplemental Considerations

Objective 10.6: Introduce how communicators select appropriate channels and methods
Requirements:

Lead a classroom lecture that describes for students the processes by which communicators assess and select communication channels and methods to be used in the transmission of risk reduction and preparedness messages.  
Remarks:

I. Selecting Communication Channels and Methods (see Slide 10-25)

A. Communicators select appropriate channels and methods primarily as a factor of two things:


1. How each channel and method impacts the way the target audience is likely to receive the information being communicated


2. What level or resources and abilities are required to utilize the channel or method in comparison to the resources and abilities possessed by the communication team.


B. Depending on the nature of the intended communication effort, planners may wish to select a single channel and/or method, or multiple channels and methods. 


1. Experience has shown that, in most cases, behavioral changes observed among target audience members are more significant if a combination of channels and methods are used to reach the same individuals, rather than relying on a single method or channel.


2. A combination of methods and channels helps to reinforce the message, make it appear more credible, and make its lessons more memorable.


3. When resources allow, communicators are able to vary the format such that it is communicated to the audience in many different ways, and as often as is possible and practicable. 


C. When it comes to exposure, more is typically better.


1. Most communication scientists believe that more channels and more methods translate to wider exposure. 


2. To maximize exposure, planners should focus on channels with which the target audience has regular contact, and which they perceive as credible. 


3. Familiarity with the channel and with the communicators themselves helps to build message acceptance. 


4. For instance, projects that use easily-recognizable and well-known songs, characters, taglines, or celebrities can be especially influential among audience members because they can identify with the artist, actor, heroine or hero, or idol, which in turn gives them a motivational push in the desired direction of change. 


5. Repetition is important because single interactions are often short-lived.  By exposing an audience member to the same message over and over, learning is more likely to occur.


6. Changing the imagery or wording of the message, without changing the point of the message, is also effective.


a. The images and messages on posters or PSAs, for instance, can become monotonous, causing target audience members to tune them out.  


b. As such, communicators should look at different ways to say the same thing, or to present the same information, including multiple methods even within the same channel category.


7. Whenever possible, human contact should be employed in the communication effort as it is indispensable - regardless of the channel or combination of channels selected. 


a. Personal consultation or motivation by a trusted caregiver can make all the difference between mere awareness of a topic, having a positive attitude toward it, and actually adopting the new behavior. 


b. Personal communication can strengthen the lessons learned through all other channels, and can fill in the gaps where mass media and other less personal channels fail to penetrate. 
D. Coppola and Maloney (2009) describe several questions that can be asked by communicators when assessing the appropriateness of different channels and methods for their campaign.  These include (see Slide 10-26): 


1. What access does your organization have to the channel or method?
2. How many people will be exposed to the message transmitted by the channel or method? 

3. Will target audience members pay attention to the method transmitted by the channel?

4. Does the intended audience accept and trust the channel or method? 

5. Can the target audience be influenced by the channel or method? 

6. Is the channel or method appropriate for conveying information at the desired level of simplicity or complexity? 

7. If skills need to be modeled, can the channel or method be used to model and demonstrate specific behaviors? 

8. Can the channel or method provide interactivity between the target audience and communicators? 

9. Using the channel or method, how long will the message last (i.e., will it be transmitted once, lasting seconds, or will it last for weeks or months as with signs or print materials)?

10. Can the channel or method allow the intended audience to control the pace of information delivery? 

11. Are there any opportunities for repetition with the channel or method?

12. Does the channel or method increase the likelihood that the target audience members will retain the message? 

13. Does your program have the resources to use the channel or method? 

14. Is the channel or method appropriate for the activity or material you plan to produce? 

15. Will the channel or method reinforce messages and activities you will develop through other routes (in order to increase overall exposure among the intended audiences)? 

Supplemental Considerations
n/a
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