
Session No. 11


Course Title: Crisis and Risk Communications

Session 11: Risk Communication Messages and Materials

Time: 2 hours 


Objectives:

11.1	Introduce risk message creation and explain the overarching goal behind the risk message.

11.2	List and explain the primary factors driving risk message design.

11.3	Describe how risk message crafting parallels patterns in audience behavior, and perform an exercise in crafting a risk message.

11.4	Explain how targeted risk communication materials are created.

11.5	Explain what pre-testing and adjusting is, and discuss why it is an important part of message and materials development.


Scope:

During this session, students will learn how to create risk messages and design campaign materials that most effectively address the communication preferences of their target audience. This session will discuss the processes through which targeted messages and materials are developed, and will present a number of examples of each. The planning of events and activities, which are a common method of transmitting risk messages, is also discussed. The importance of social norms is presented. Finally, the session materials will give an overview of the processes through which campaign planners pre-test their messages and materials and make any necessary adjustments before actual communication with the target audience begins.


Readings:

Student Reading:

Commission on Physical Sciences, Mathematics, and Applications. 1989. Improving Risk Communication. National Academy of Sciences. Pp. 80–89.

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 167–174. 

Instructor Reading: 

Commission on Physical Sciences, Mathematics, and Applications. 1989. Improving Risk Communication. National Academy of Sciences. Pp. 80–89. 

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 167–174.

Environmental Protection Agency. 2007. Risk Communication in Action: The Tools of Message Mapping. Office of Research and Development. Publication EPA/625/R-06/012. 


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 11.1: Introduce risk message creation and explain the overarching goal behind the risk message.

Requirements:

Lead a classroom lecture that introduces the task of message creation in the context of previous campaign planning tasks. Discuss how messages are created first and foremost in pursuit of the program goal of risk reduction. Initiate classroom discussions that challenge students to consider message goals using a widely popular risk messaging campaign.

Remarks:

I. Introduction

A. Risk communication, as the term implies, requires that communicators transmit a message or messages to their audiences.

1. While this simple statement may seem obvious to students, the instructor should take a brief moment to provide a refresher on the purpose of risk communication – namely why the communicators are in fact communicating about hazard risks
(Slide 11-3).

2. Students will likely remember that risk communication seeks to bring about a reduction in risk, related to one or more hazards, among a target population that faces risk from this or these hazards.

3. The communication efforts attempt to elicit some change in audience behavior that results in either a lower likelihood that recipients encounter the hazard, or, if they do, reduced consequences as a result (by definition, a reduction in risk).

B. 
Students also discussed in previous sessions that there are a great many factors that together mandate careful thought and consideration go into any communication that is made
(Slide 11-4).

1. These include an overload of communication, the presence of competing information; the competing interests of audience members; differing perceptions about risk; personal preferences; the financial, physical, and cognitive capacities of audience members; and much more.

2. For all of these reasons, communication must be designed in such a way as to be tailored specifically to these individual target audience needs and preferences.

C. The communication process, as described up to this point in this course, has required that communicators perform research in pursuit of the following:

1. Determining the problem at hand (as faced by audience members);

2. Understanding the nature of the audience members themselves;

3. Identifying the most appropriate solutions for these audience members (to bring about risk reduction); and

4.	Comparing the different settings, channels, and methods through which the audience members may be reached.

D.	At this last juncture in the planning process, using all of the information gained thus far through planning and research, communicators are finally able to begin forming the actual messages that will be used to “speak” directly to the audience members.

II.	The goal of a risk message (Slide 11-5)

A.	Unfortunately, it is rarely the case that a communicator can simply tell an audience to do something, and they comply. 

1. However, risk communicators have a great many options and tools available as they work to craft their messages.

2. Students should remember that risk messages are not necessarily vocal, written, or language-based constructs, per se.

3. Rather, a message is anything that transmits information and ideas from one person to another.

4. Regardless of how communicators decide to construct their risk messages, it is of the utmost importance that they do not lose sight of the primary reason that they are communicating – to reduce risk.

B. The communication effort may have many different measureable objectives, quite possibly related to the informing of different audiences, or about completing a certain number of actions, for example.

1. However, there is always one central purpose, or goal, that is guiding the campaign, and this goal focuses on the outcome of all of these individual objectives – namely a reduction or elimination of risk.

2. Therefore, any and all risk messages crafted in the course of the campaign must first and foremost work towards this one central goal. 

3. Oftentimes, communicators confuse the goal of their campaign with the achievement of the objectives identified as helping to achieve that goal.

4. For instance, while it may seem that informing a population about risk is the purpose of communication, it is not necessarily the informing of a population that reduces a risk.

i. If informing audience members is what is needed to get them to take a certain action that results in risk reduction, then, by default, the communication serves the purpose of reducing risk.

ii. However, if a message is able to elicit risk-reduction behaviors among members of the target audience even without necessarily informing them of their risk, then the goal is nonetheless achieved.

5. Because simply informing people is rarely, if ever, the goal of a campaign, such objectives become secondary to anything more effective in bringing about the stated risk-reduction target.

C. In the National Academy of Sciences publication, Improving Risk Communication, it is written that: 

1. “Successful risk communication […] makes for better-informed decision-makers, both individuals and public or private officials.”

2. “A ‘successful’ risk message, in contrast, is not always one that increases the understanding of decision makers.”

3. “For risk messages, success is commonly interpreted in relation to the goals or purposes of the message source.”

4. “The sources of risk messages sometimes aim to inform the recipients, but sometimes they aim to influence their beliefs or actions.”

5. “A risk message designed to influence may be judged successful even if it does nothing to add to the audience’s understanding (italics added).”

6. As this statement implies, it is not necessarily the goal of risk communicators to inform target audience members through their messages, unless in doing so they increase the chances that risk will be reduced as a result.

7. If, on the other hand, it is determined that providing more information does nothing to help, or even reduces the chances that positive behavioral changes will result, then it is not in their best interest to inform the audience members in such a manner.
8. The instructor can illustrate this concept by initiating a discussion with students about very popular anti-drug campaigns that have occurred in the past.

i. One of the most famous Public Service Announcements (PSAs) created for this campaign was the “This is your brain on drugs” advertisement that aired in the 1980s.

ii. In this television advertisement, a communicator shows the audience a raw egg and says, “This is your brain.” He then picks up a frying pan and says, “This is drugs.”

iii. A moment later, the raw egg is cracked into the frying pan, where it begins to bubble and congeal. The communicator concludes by simply stating that, “This is your brain on drugs.”

iv. The instructor can ask the students, “What actual information about the risks associated with drug use does this message provide to audience members?”

v. The instructor can find the original PSA on the internet if audio-visual resources are available in the classroom.

vi. An alternative version of the message has a famous actress (Rachel Leigh Cook) smashing the egg with the frying pan, and then destroying the kitchen she is in, stating with each swing some other aspect of life (e.g., “this is your money”, or “this is your family”.)

9. Risk messages, therefore, are designed in such a way as to achieve the greatest progress towards the purpose of the campaign, rather than best informing the target audience.

Supplemental Considerations:

In a paper entitled Preparedness Needs a New Message, The Emergency Preparedness Institute describes a situation in America where citizens are failing to prepare despite the vast amount of risk communication that is targeting them. Moreover, the article states that key catastrophic events like the 9/11 terrorist attacks and Hurricane Katrina have done little to increase preparedness rates among individuals and businesses. The authors contend that it is the use of fear to influence target audience members that is resulting in such low rates of behavior change. They state that the current approach to encouraging preparedness is ineffective, and as such, a new method of communicating the importance of developing business and personal preparedness plans is needed. Their solution, drawn from this paper, follows:

The Rationale for a New Means of Conveying the Message

A shift must be made to help people think differently about preparedness. A new point of view is needed to crystallize the notion that a disastrous event has a definite probability of occurring, which calls for a definitive preparedness effort. 

According to Paul McGhee, PhD, trust is important in presenting ideas that are new, or asking people to do something different, to think outside of the box. Trust is essential, too, if it requires people to make an effort and take action that they are not used to taking (Paul McGhee, PhD, www.LaughterRemedy.com).


Professor McGhee says it is important to promote a message that will remove roadblocks to listening and increase acceptance of new ideas from others. He suggests the use of humor to avert shutdown to new ideas by putting people in a better mood and making them more receptive to listening.

The use of “humor lubricates the channels of communications and self-directed humor is effective. Humor minimizes the element of risk and promotes listening and develops emotional attachment to the speaker.”

McGhee continues to suggest that a lighter approach is also an effective tool for easing into sensitive or awkward topics; the reaction of the listener (audience) tells you whether it is safe to proceed with a more serious statement about the tough topics.

Dr. Steven M. Sultanoff says that “Humor facilitates communications…reduces stress, provides
perspective…and energizes.” An example of providing perspective might be this: Consider a “Ziggy” cartoon where Ziggy is lying on the psychiatrist’s couch and the psychiatrist is saying “The whole world isn’t against you---there are BILLIONS of people who don’t care one way or another.”

Another example comes from San Diego State University where “a sense of humor is a key ingredient of a pilot “Cover Your Assets!” disaster readiness project…” This is the “testing ground” for a project “that mixed light-hearted jabs at duct tape, shrink wrap and color coded terrorism alerts with serious advice and a practical new way to stay prepared.” “Don’t leave home without it” is a six-minute video produced by the university’s students about a handout that folds up about the size and shape of a credit card. It stores emergency phone numbers and other information giving people access to information usually stored on cell phones. In a real emergency or disaster, access to cell phone service may not always be available.

Comedian W.C. Fields said, “There comes a time in the affairs of [life] when we must take the bull by the tail…and face the situation.”

Humor is a great stress reliever because it makes people feel good, and they can’t feel good and feel stress simultaneously. Humor allows them to shift their thinking from one channel to another, even if it involves incongruity.

Humor: 
· Eases emotional pain
· Generates interest in what is being said
· Increases participation
· Makes difficult topics more accessible
· Strikes an emotional chord

As humor is used in the discussion and promotion of issues involving tough topics such as preparedness, its full meaning might spread contagiously to others throughout the country, and people will begin to see the “lighter side of preparedness.”

Naturally, the use of humor must be appropriate. Using humor to motivate people when the “alarm sounds” in the face of a fire or hurricane or other disaster is not appropriate.

Author George Bernard Shaw said, “If you’re going to tell people the truth, you’d better make them laugh, otherwise they’ll kill you.”

Author Edward de Bono says that reason can only sort out perceptions, but the humor process is involved in changing them.
Actor John Cleese once said, “If I can get you to laugh with me, you like me better, which makes you more open to my ideas. And if I can persuade you to laugh at the particular point I make, by laughing at it, you acknowledge its truth.”

Our approach then is to conduct workshops, provide keynote speeches, media interviews, podcasting, blogging, public relations messages, and other verbal and written communications around the country to promote “preparedness” using a humorous approach. The Emergency Preparedness Institute will release it as our solution to the problem we’ve brought to their attention. We will engage in an ongoing campaign to develop the presentation and build awareness of our new approach.


Objective 11.2: List and explain the primary factors driving risk message design.

Requirements:

Lead a classroom lecture that provides students with a broad understanding of how message content is composed. Discuss how messages typically blend a mix of information and influence, and explain how influence is used in messaging. Lead a class or group exercise that challenges students to create messages of their own using some of the methods presented in the lecture materials.

Remarks:

I. Communicators must craft or design their message in such a way as to achieve the greatest amount of behavioral change for the purposes of reducing risk.

II. When crafting their messages, they must consider that the message needs to accomplish the following (Slide 11-6):

A. Reach the audience (this was determined through the research into settings, channels, and methods described in Session 10): The message must appear in a place or situation where the audience member will see or hear it.

B. Capture the attention of the audience: The audience member must not just be exposed to the message – rather, he/she must focus his/her attention on it to a degree that he/she is able to process what it is saying.

C. Appear credible to the audience: The audience must be able to trust that the communicator (whether it is an actual person, or whether it is merely the “source” of the communication as would be the case in a poster or sign, for example) is working in their best interests, and that the basis of the message itself is accurate and truthful, such that they feel they can believe what they are seeing or hearing.

D. Convince the audience: The audience need not only believe what is being said, the message must also have the ability to alter the way that they think about a topic such that they feel newly compelled to take some action in favor of risk reduction.

E. Instruct the audience: The audience, primed by the message they have received, must be able to walk away fully prepared with all the instructions and tools they need to take the prescribed risk-reduction actions.

III. 
When creating messages that meet this five-step requirement, communicators typically consider two factors as they work up the text, imagery, sounds, and other aspects of message design. These include (Slide 11-7):

A. Information

B. Influence

IV. Risk messages must balance these two factors in such a way as to achieve the greatest risk reduction among target audience members.

V. Each of these factors is described below.

A. Information (Slide 11-8)

1. Information on a topic provides the recipient with an understanding of that topic, and is based on facts and data related to the topic.

2. In the case of risk reduction, information may pertain to any of the following (among others):

i. The source of the hazard’s risk

ii. The likelihood component of the risk

iii. Vulnerability factors associated with the risk

iv. Consequences of exposure or contact with the hazard

v. Consequences of inaction in the face of risk

vi. Actions that may be taken to prepare for or reduce the risk

vii. Consequences of taking action to reduce the risk (both positive and negative)

viii. How the risk affects individuals of different demographic backgrounds

3. However, as was previously mentioned in this session’s materials, information about the risk can either help or hinder a risk-reduction effort, and communicators must be aware of this in forming their messages.

i. The National Academy of Sciences writes that, “A practical goal for information is for the recipient to gain understanding, within the limits of available knowledge that is adequate to make appropriate choices given his or her values.”

ii. 
This publication follows that, “Adequate understanding does not require knowing everything that is known about an issue, only enough to be able to make choices in one’s own best interest. If more precise information would enable members of the audience to make choices that would better approximate their desires, it should be provided; if it would not aid in decision making, more precision is unnecessary.”

4. The instructor can initiate a group discussion with students that allows them to consider what information might be helpful, and what information might be a hindrance, in the crafting of risk messages about particular hazards.

i. The instructor can divide the class into small groups of three or four students each.

ii. Each group should be assigned a hazard and a target audience.

iii. Examples of hazards appropriate for this exercise include:

a. Nuclear power plant accidents

b. Hurricanes

c. Power outages

d. Floods

e. Pandemic influenza

f. Earthquakes

iv. Examples of target audiences appropriate for this exercise include:

a. Children

b. Senior citizens

c. Business owners

d. Parents of small children

e. Transient populations (e.g., tourists, business travelers)

v. Each group should consider, for the hazard and target audience they have been assigned, five things about the hazard that are important to communicate, and five things that serve no helpful purpose in bringing about a reduction in risk.

B. Influence (Slide 11-9)

1. Risk messages, through their words or imagery, can influence the actions or behaviors of a target audience through a number of techniques.

2. In the discussion about the anti-drug commercials of the 1980s, students discussed an example of using frightening imagery to bring about a certain change in behavior (the desire to avoid drugs).

3. While this imagery had nothing at all to do with drugs or audience members’ brains, it did have an impact on behaviors and, to this day, remains one of the most memorable and influential ad campaigns of all time.

4. The National Academy of Sciences writes that:

i. “A spectrum of techniques is available for designing risk messages that go beyond pure information and that can be used to influence an audience.”

ii. “The most extreme techniques involve outright deception: strategies such as ‘lying, withholding information, true assertion that omits a vital qualification, and misleading exaggeration to cause persons to believe what is false.”

iii. “But many influence techniques do not do such violence to the truth.”

5. The instructor can ask the students, “Is it ever okay to lie or deceive in order to bring about a reduction in risk among target audience members?”

6. The instructor can ask the students if it is okay to withhold information, or to exaggerate such things as the likelihood of hazard occurrence or the consequences that might occur in order to bring about a change in behavior.

i. Oftentimes, in efforts to get a child or friend to avoid a certain risky behavior, parents or friends will only tell one side of the story or will focus on the extremes of risk consequence while negating the remoteness of such extremes.

ii. By its nature, this is the use of influence over information in that it does not accurately reflect the situation as it exists in reality. 

iii. The instructor can ask the students if they have seen any disaster or hazard awareness campaigns that may have employed this technique. Students should be encouraged to think of all hazards, not just natural hazards.

7. There are many forms of influence that are used in risk messaging. The forms (or methods) of influence described in the National Academy of Sciences publication, Improving Risk Communication, include:

i. Highlighting facts (Slide 11-10)

a. Risk communicators cannot use all of the information available when communicating with an audience. They must therefore pick and choose what they feel is both relevant and effective in bringing about behavioral changes.

b. 
It is the information that is chosen, or highlighted, that determines how much influence is exacted upon the recipient.

c. As was previously described in the example about parents talking to their children, communicators may choose to highlight the worst-case scenarios, or highlight the risks associated only with certain populations rather than all populations, for example.

d. Highlight also relates to the visual aspects of the messages that accompany, or even take the place of, the written or spoken message. This might include images that evoke certain feelings or fears, colors that capture attention to certain words or phrases, or other techniques.

e. Tone of voice can be used to highlight as well, focusing on certain words or phrases, or using intonation that infers a feeling (such as fear or anger).

ii. Framing information and decisions (Slide 11-11) 

a. Framing refers to the way that information is presented in order to influence the recipient’s perception of that information.

b. When communicators frame the information they are communicating, they present it in such a way as to guide the audience members’ interpretation in a certain way that is aligned with the communicator, rather than seeking the recipients to make a completely unbiased interpretation of their own. In other words, the frame is an intentional manipulation of interpretation.

c. For instance, consider the following two ways that the same information is framed: (a) In Springfield, there were only 2 deaths attributable to house fires in 2008, and only 5 deaths attributable to them in 2009. In both years, this amounted to a rate well below the national average.(b) In Springfield, deaths attributable to house fires more than doubled from 2008 to 2009.

d. Recipients of the first message might walk away feeling like the risk of fire-related deaths in the community is low, while those who receive the second are likely to perceive a significant problem. 

iii. Risk comparisons (Slide 11-12)

a. The statistical risk associated with hazards is often difficult for people to understand.

b. Oftentimes, individuals use knowledge they already have about the risk to make determinations of how severe it is. This might include such things as how many people they know who have been impacted by the hazard, whether or not they have personally been impacted by it, or whether it is something that they have a strong perception to because of a prevalence of coverage in the media or in books or movies.

c. As such, it is common practice for communicators to compare a poorly understood hazard risk to a more commonly understood one. In doing such, it gives a tangible frame of reference to the audience member where none existed before.

d. However, there are almost always strong positive or negative connotations associated with the compared risk that inherently transfer to the risk being communicated.

e. Consider the following two examples of risk comparisons: (a) Over the course of your life, you have a much greater risk of dying from a fall down the stairs than being killed in an earthquake, and (b) The risk of dying in an earthquake is greater than the combined risk associated with being eaten by a shark, struck by lightning, or killed in a terrorist attack.

f. In the first example, the risk is shown as less severe than something the audience member likely does several times a day without even thinking about it. In the second example, the risk is being compared as more dangerous than something most people fear, and which brings about strong emotional reactions.

iv. Persuasive use of facts (Slide 11-13)

a. As was previously mentioned, risk communicators must pick and choose the facts they will present in a risk message given limited time and space.

b. Because risk communicators wish to influence the audience members’ perceptions about a certain hazard-related topic, they will not only be selective in the facts they present, but also selective in the manner in which they defend these facts.

c. Rhetorical persuasion is a method that is often used to make or break an argument. Other examples include: (a) Describing hypothetical “counter-arguments” and then discrediting them with facts that support the communicator’s point, and (b) Listing supporting statements by number to make a point that the facts are lined up in favor of the argument.

v. Appeals to authority (Slide 11-14)

a. People only have a limited time to consider all of the decisions they must make in their lives. Risk communication oftentimes just adds more decisions to this mix.



b. In light of this burden, it is common for people to look to others—whether people they know personally or public personalities whom they respect or trust—to see what decisions they have made on a topic. They use this information to make their own decisions, rather than taking the time to perform extensive research themselves.

c. Such tendencies are the basis of spokespersons and endorsers, which are used in private-sector marketing as well as in PSAs and other forms of communication.

d. By highlighting in a message that a highly respected public figure has taken a stance in favor of, audience members may be influenced to take the same stance themselves. This is the case even if the authority or celebrity figure’s situation does not closely or even remotely match their own.

e. Of course, there may be as many or even more respected or authoritative figures who did not take the same action, or who have an opposing opinion on the topic; however, these opinions are not featured in the communication.

f. Moreover, in many cases, the authority figure featured in the message has been paid to take the action or to lend their support on a certain argument (thought this is not as common a practice in risk communication as it is in product marketing).

vi. Appeals to emotion (Slide 11-15)

a. Straight facts often appeal to our intellect, but if they do not also appeal to our emotion, then their impact may not be great in terms of effecting behavior changes.

b. For instance, a risk message that explains using scientific terms and imagery that most wood-framed houses are incapable of withstanding the destruction associated with tornadoes is not likely to change any minds on the topic.

c. However, by relating an anecdote about, for instance, three young siblings who were killed while sleeping in their beds because their parents had failed to purchase a weather radio, or by showing images of broken toys, tattered stuffed animals, and waterlogged photo albums as the facts about wood-frame housing’s vulnerabilities, audience members are more likely to psychologically place themselves in that situation.

d. Appeals to emotion may target a number of different emotions, including:

i. Fear

ii. Pride

iii. Guilt

iv. Anger

v. Empathy or sympathy

vi. Community spirit  

VI. Social Norms (Slide 11-16)

A. Social norms are implicit or explicit rules that define what behaviors are acceptable or expected within a population, society, or group.

B. Messages that are influential often seek to appeal to one or more social norms.

C. By appealing to a social norm, the communicator is able to tie a certain risk-reduction behavior to something the audience member sees as being “normal” or “responsible” behavior. 

D. There are three categories of norms that risk messages often appeal to, and each impacts audience member behavior in a different manner:

1. Subjective Norms

i. Subjective norms refer to a person’s perception of what others who are important to them expect them to do.

ii. A message used in an attempt to persuade with a subjective norm should seek to remind or reveal to the target audience that the people closest to them, such as family and friends, expect them to engage in the behavior being promoted.

iii. For example, an emergency preparedness campaign might include messages reminding the target audience of their children’s expectations for them to have a plan to keep them safe in the event of an emergency.

2. Injunctive Norms

i. Rather than just considering what importance others expect, injunctive norms involve the types of behaviors of which importance others approve and disapprove.

ii. It is generally expected that behaviors that are in line with the injunctive norm will be socially rewarded, and behaviors that go against the injunctive norm will be socially punished.

iii. A message used in an attempt to persuade with an injunctive norm should seek to remind or reveal to the target audience that the people who are most important to them approve of or disapprove of the behavior in discussion.



iv. For example, an emergency preparedness campaign might include messages revealing to the target audience the percentage of their peers who think that they ought to talk to their children about the plan of action in the event of an emergency.

3. Descriptive Norms 

i. The use of descriptive norms to influence behavior is based on the idea that people often misperceive the prevalence of particular behaviors.

ii. Once they learn that most other people are engaging in a particular behavior, they are likely to adjust their own behaviors to match the norm.

iii. For example, college students often misperceive descriptive norms regarding drinking behavior among their fellow peers.

iv. Therefore, a number of schools throughout the United States have had success in reducing binge-drinking behavior by spreading messages about what a small percentage of people actually binge drink on a regular basis.

v. An emergency preparedness campaign might include messages that reveal what percentage of people in a neighborhood have already taken the proper actions and prepared their families for an emergency.

VII. The instructor can lead a class project that highlights the different types of information, influence, and appeals to norms that have been used to communicate in actual risk messages.

A. The instructor can perform this exercise as a group project by assigning each group one risk communication product to interpret, or the exercise can be conducted together as a class with the instructor first showing a communication product, and then discussing each as a class.

B. Examples of risk communication products that can be used include:

1. CDC Zombie Apocalypse Preparedness Campaign: http://xcentric.com/blog/are-your-people-prepared-for- the-zombie-apocalypse

2. Canadian H1N1 prevention poster: http://www.healthunit.biz/H1N1%20Influenza/HU%20Hand%20Poster%20lowrez%204WEB.jpg

3. DHS “If you see something, say something” campaign video: http://www.dhs.gov/files/reportincidents/see-something-say-something-public-service-announcements.shtm#1

4. Sacramento Flu Prevention PSA: http://www.youtube.com/watch?v=IkTTsgQ22ko

5. Flu.Gov Hand-Washing PSA: http://www.flu.gov/video/2009/08/hazmat.html

6. Minneapolis Snow Emergency PSA: http://www.youtube.com/watch?v=8INT84kx53M

7. Ready Wisconsin Preparedness Poster: http://readywisconsin.wi.gov/preparedness/docs/September_Preparedness_Poster_2.pdf


Supplemental Considerations:

N/A


Objective 11.3: Describe how risk message crafting parallels patterns in audience behavior, and perform an exercise in crafting a risk message.

Requirements:

Lead a classroom lecture that explains models of behavior change, and explain how message design works within those parameters. Facilitate a group exercise that challenges students to craft risk messages based upon assigned campaign strategies.

Remarks:

I. Students should recognize at this point that the crafting of risk communication messages involves more than simply stating information about the hazard, the risk, or about what needs to be done by audience members.

A. Message crafting is something of an art which requires a sound understanding of the target audience (Slide 11-17). 

1. This understanding should have been achieved through the target audience research.

2. By understanding their concerns, their preferences, their perceptions, and more, the communicators are better able to form an appeal directly to these specific traits.

3. And just as there exists no message that appeals to all populations, even among members of specific target audiences there are no messages that will be 100 percent effective in promoting positive behavioral changes. 

i. This is primarily because of the differences of individuals.

ii. One segment of the target population might consider a particular hazard or condition to be threatening, while another segment of the same population finds the same hazard or condition irrelevant or minor.

iii. It is for this reason that it is important to carefully identify and select the particular segment of the target audience that will be targeted with each message, or a specific aspect of audience preferences that messages will have the greatest success by appealing to it.

iv. The formative research conducted during earlier campaign planning stages, such as the holding of focus groups, provides valuable insight into what types of things the segment finds threatening and what kinds of barriers stand in the way of behavioral change geared toward threat reduction.

B. Campaign message targeting decisions are typically based on demographic information. 

1. Message content must take into account that communication recipients rarely transition from no action on a particular issue to the level of action sought by communicators.

2. Rather, audience members tend to begin somewhere on a spectrum between inaction and action, and incrementally ratchet up towards the desired level of action as risk messages have their intended effect.

3. The Transtheoretical Model of Intentional Behavior Change and the Diffusion of Innovations (DOI) Theory both help to explain how audience members transition towards the desired behavior.

4. The Transtheoretical Model of Intentional Behavior Change

i. The Transtheoretical Model of Intentional Behavior Change (Prochaska and DiClemente, 1983) suggests that individuals make decisions about behavior modifications through a series of behavior-change transitions called the “stages of change.” These stages include:

a. Precontemplation: People in the Precontemplation Phase have no intention of changing their behavior regarding the issue being promoted within the next 6 months.

b. Contemplation: Those in the Contemplation Phase still have no solid plans to make any immediate changes, but are starting to think about making behavioral changes involving the issue being promoted sometime within the next 6 months.

c. Preparation: Those who have moved from the Contemplation Phase to the Preparation Phase have not yet changed their behavior regarding the issue being promoted, but they plan to within the next 30 days.

d. Action: People in the Action Phase have taken behavioral action regarding the issue being promoted, but this change in behavior has occurred within the last 6 months. As a result, the behavior is not permanent; enactment still requires effort. Many emergency preparedness messages need to promote a single-time behavior, such as putting together an emergency preparedness kit or temporarily evacuating the home. Obviously, then if the behavior to be promoted only requires that people take a single action, the end goal is bringing people into the Action Phase.

e. Maintenance: Sometimes the action being promoted requires that the public consistently perform the action over time, such as updating the family preparedness plan as children get older and daily schedules change. In this case, the behavior being promoted needs to become a habit. The end goal of these types of messages is to bring people beyond the action phase into the Maintenance Phase in which people have consistently performed the action and it is now part of their routine.

ii. Practitioners can benefit from using these stages as a guideline for making decisions about targeting their messages and for setting realistic goals for the messages to achieve. 

a. For example, if a survey of the population of interest indicates that the vast majority of people know nothing about the behavior being advocated, they should probably be classified as being in the Pre-Contemplation Phase.

b. Depending upon people’s pre-existing attitudes toward the behavior and the number and size of the barriers that may prevent people from taking action, it may be realistic to believe that a set of messages could inspire people to move from the Pre-Contemplation Phase to the Contemplation Phase, the Preparation Phase, or possibly even the Action Phase.

c. In most cases, however, it is unreasonable to expect that a single set of messages promoting emergency preparedness is likely to move people from the Pre-Contemplation to the Maintenance Phase.

d. Therefore, if the pre-test measures suggest that most people in the target audience are in one of the earlier stages of change, it may be wise to plan on the circulation of multiple messages over time with smaller goals of moving people from the Pre-Contemplation Phase to the Contemplation Phase or from the Contemplation Phase to the Preparation Phase.

iii. This insight also has implications for message design. 

a. Obviously, messages with the goal of moving people from the stage of Pre-Contemplation to Contemplation are going to be different from those attempting to push people from Preparation to Action.

b. In the Pre-Contemplation and Contemplation Phases, it is likely to be important to raise awareness about the issue at hand and convince people that the issue is worthy of their time and consideration.

c. Once the importance of the issue has been established and people have moved from the Pre-Contemplation to the Contemplation and Preparation Phases, messages promoting action should emphasize the degree to which the benefits of the action outweigh the barriers associated with it.



d. These types of messages should also promote self- and response-efficacy— the beliefs among target audience members that they have the ability to perform the action being promoted and that this action will successfully offset the dangers associated with possible emergencies.

II. The instructor can lead a brief group exercise that allows students to attempt to create messages.

A. The instructor can begin by dividing the class into groups of no more than four students per group.

B. Each group should be assigned the task of creating a message to address a particular risk-reduction issue.

C. The group assignments, which the instructor should prepare in advance, must include the following pieces of information:

1. A hazard that is being addressed (e.g., power outage)

2. The target audience (e.g., business owners)

3. The identified problem (e.g., most businesses have no backup power sources. Without power, businesses will lose revenue and risk going out of business.)

4. An identified solution (e.g., purchase and installation of integrated propane backup generators)

5. A setting (in the business)

6. A channel (e.g., organizational and community channel)

7. A method (insert in the electricity utility bill)

8. A risk-reduction goal (e.g., reduce the number of businesses that fail in the aftermath of power outages)

D. Students should remember that messages do not necessarily have to involve the use of speaking, written words, voiceovers, or narration. Of course it is perfectly acceptable to use these tools if it is determined that they will be effective in bringing about change.

E. Following a short (5- or 6-minute) discussion, each group should present to the class the risk message it has designed, including: 

1. What, if any, words are written or spoken

2. What, if any, images are used

3. If the message is delivered through printed means, what the overall appearance of the message is



4. If the message is delivered by audio means only, what sounds (if any) accompany the message, and what tone of voice is used

5. If the message is delivered by video, what actions or images, sounds, or other audiovisual aspects are transmitted

6. If the message is delivered in an interpersonal manner, what conversations are will occur

7. If the message is transmitted by some other means, groups should describe how they would craft that message

Supplemental Considerations:

The U.S. Environmental Protection Agency describes a message creation and targeting methodology called “Message Mapping” in its publication Risk Communication in Action. The message map was developed in reference to crisis situations, but many aspects of this system apply to risk communication as well. The message map is described as follows:

What is a Message Map?

A message map is a detailed description of hierarchically organized answers to anticipated questions and concerns from stakeholders (e.g., the public, the media, and special interest groups) in the event of a disaster, crisis, or alarming situation. A well-constructed message map should bring focus and clarity to a potentially high-stress, high-concern, or emotionally charged situation. 

The three key goals of a message map are:

· To educate and inform the public (stakeholders)
· To build and maintain trust and credibility between the general public and decision makers during a crisis
· To create informed dialogue and decision making among the public and figures of authority

A message map is a template, containing three tiers of information. The first tier identifies the audience for the message map (called the stakeholder) as well as the questions or concerns that the message map is intended to address. The second tier of the message map contains three key messages pertaining to the situation. These key messages can serve as themes for a public presentation and sound-bites for the mass media. The third tier of the message map contains supporting information for the three key messages. The supporting information is blocked in groups of three under the key messages. Supporting information amplifies the key messages and provides additional facts and details. 

What Are the Benefits of Using a Message Map?

A message map is a useful organizational tool by providing guidance and clarity to both the authorities and the stakeholders in a high-stress situation. A well-designed message map helps multiple partners (e.g., the firemen, the police, the health-care workers and other authorities) speak with one voice, in a clear, concise manner. It minimizes the chances of speaker’s regret at an inappropriate comment, omission of pertinent following information, or disinformation that can confuse stakeholders. The three key messages and hierarchically organized supporting information provide talking points that a speaker can check off in order of importance.

In addition to providing guidance during a crisis, message maps are useful planning tools in anticipation of potential threats and crises. Organizations can develop these messages and test them through focus groups and surveys.

The Creation of a Message Map Can Be Separated into Eight Steps

Step 1: Identify stakeholders

The first step is to identify stakeholders. Stakeholders include the public at large as well as all interested, affected, or influential parties in a situation. Supposing the risk alert concerned influenza, stakeholders would include the public at large, healthcare workers, public health officials, as well as those most at risk for influenza (the elderly, for example).

Identifying stakeholders is also a crucial step of the message mapping process because risk communicators must adjust their messages to fit the needs and capabilities of an audience. A situation where the stakeholders are children/laypeople would yield a very different message map than a message map where the stakeholders are doctors or health workers.

Step 2: Identify anticipated stakeholder questions and concerns

Prepare a complete list of specific questions and concerns for each major group of stakeholders. The questions that are generated or anticipated are the first tier of the message map grid. Questions and concerns typically fall into three categories: overarching questions, informational questions, and challenging questions. Overarching questions are broad in topic and are developed by the organization to analyze the general status of a situation. Informational questions ask about a specific aspect of the situation. Challenging questions are often hostile/tense in tone. Examples are: 

1. Overarching questions: “What do people need to know?”
2. Informational questions: “What is the budget for your response?”
3. Challenging questions: “Why should we trust what you are telling us? How many people have to die before you take more aggressive action? Can you guarantee that people are safe? What are you not telling us?”
4. Lists of specific stakeholder questions and concerns can be generated through: 
a. Focus groups
b. Surveys
c. Media content analysis
d. Reviews of complaint logs, hot-line logs, toll-free number logs, and media logs
e. Focused interviews with subject matter experts
f. Public meeting records, public hearing records, and legislative transcripts

Step 3: Identify frequent concerns

Make an analysis of the list of specific concerns, and identify common groups of underlying general concerns. Case studies indicate that most high-concern issues are associated with no more than 15–25 categories of concern. As part of this step, it is useful to create a matrix or table matching the stakeholders (in order of priority) with their concerns. Here is a list of common sets of concerns: human health, trust, safety, environment, information, ethics, economics, responsibility, legal, process, pets/livestock, religion, fairness.

Step 4: Develop key messages

When preparing the messages, it is important to consider risk communication theories outlined in [the EPA document] (mental noise, negative dominance theory, etc.). During staff brainstorming sessions, key words should emerge for each message. Each issue should have no more than three key messages. These key messages fill in the second tier of the message map.

Step 5: Develop supporting information

The fifth step of constructing a message map is to develop supporting facts, information, or proofs for each key message. Suppose for a message map about influenza one key message was, “All high-risk groups must be vaccinated.” The supporting messages in this instance would be directed to the high-risk groups: the elderly, the immune-compromised, or healthcare workers.

These supporting messages fill in the third tier of the message map for this key message.

Step 6: Conduct testing

The sixth step of message mapping is to conduct systematic pre-testing. The message testing should start by asking experts on the topic at hand, who were not involved in the original message-mapping process, to validate the accuracy of the information. Subsequently, the message map should be tested on focus groups that are representative of target stakeholders. (For instance, supposing the message map was about influenza, a focus group could be elderly citizens planning to get the flu vaccine.)
 
Step 7: Overarching Message Map

An Overarching Message Map contains the organization’s core messages. The Overarching Message Map addresses:
 
· What people most need to know about the issue or topic
· What to put in the opening statement at a presentation or press conference relating to the issue or topic

One method for assuring that the message of the Overarching Message Map is delivered to the audience is bridging. Bridging is a tool used by risk communicators to connect statements and responses in a smooth, straightforward manner. During an influenza epidemic, an example of a bridging statement might be: “I want to remind you again that the influenza vaccine is easily available at all local hospitals and clinics...”

Step 8: Delivery

The key to successful delivery is anticipation, preparation, and practice. Once the message map has been pre-tested, it should be delivered through a trained spokesperson through suitable media (i.e., a news conference or a recorded reply in emergency telephone lines, etc.). The stakeholders must feel that their concerns are treated seriously. Audiovisual aids are often very helpful in a presentation.


The presentation sequence should follow these guidelines:

1. Introduction

Perceived empathy is a vital factor in establishing trust and building credibility, and it is assessed by your audience in the first 9–30 seconds. Include a statement of concern, a statement of organizational intent, and a statement of purpose and plan for the meeting.

2. Key messages and supporting data

Stress the three key messages you want the public to have in mind after the meeting. Then mention the supporting data, which amplifies, clarifies, or bolsters the key messages.

3. After the presentation

After the speaker has given all the information contained in the message map, he/she must answer questions from the media and stakeholders. The speaker should prepare beforehand answers to some common, anticipated questions and concerns from the press and stakeholders.

Source: Environmental Protection Agency. 2007. Risk Communication in Action: The Tools of Message Mapping. Office of Research and Development. EPA/625/R-06/012. 

													        


Objective 11.4: Explain how targeted risk communication materials, events, and activities are created.

Requirements:

Lead a classroom lecture that explores the thought processes and steps involved in the design and production of risk communication materials, and the planning of events and activities. Discuss the skill sets and resources involved in materials production and event and activity facilitation. Lead a class or group exercise that challenges students to create materials based upon the messages they created in Objective 11.3.

Remarks:

I. All risk communication campaigns will involve the production of materials, the planning of events or activities, or both.

II. Campaign Materials (Slide 11-19) 

A. The term materials in this sense has a broad connotation, and may involve anything that is designed and produced (or acquired) for the purposes of transmitting the risk message.

B. Campaign materials are tools, and just as the messages required a significant amount of consideration in light of the research that will have been conducted to date (most specifically on the audience population), campaign materials must be designed in such a way as to be effective in communicating with the target population.



C. Campaign materials might include any of the following (Slide 11-20):

1. Printed items, examples of which include:

i. Brochures

ii. Posters

iii. Factsheets/checklists/job aids

iv. Pocket cards

v. Magnets

vi. Advertisements (print)

vii. Booklets

viii. Keepsakes (e.g., buttons, pens, flashlights)

ix. T-shirts or jackets

x. Newsletters

2. Recorded materials, examples of which include:

i. PSAs 

ii. Advertisements (television/radio)

3. Instructional materials

i. Teacher curricula

ii. Facilitation guides

iii. PowerPoint presentations

iv. Conference booth posters

v. Exercise or drill manuals and protocols

4. Web-based materials

i. Website

ii. Podcasts

iii. Webcasts

iv. Webinars

5. Other types of materials

i. Costumes (for preparedness mascots, for example)

ii. Go-Kit backpacks

iii. Educational aids (e.g., mannequins or makeup for preparedness training)

III. Events and Activities (Slide 11-21)

A. Many channels require the planning of participatory events or activities that enable message transmission to occur.

B. Events and activities are situations that cater to the preferences and communication styles of the target audience in order to allow communicators to engage directly with the individual members of that audience.

C. Event and activities are planned to correspond with the channel and method prescribed. For instance: 

1. In-school assemblies

2. Disaster month fairs or open houses at fire departments

3. A community-wide testing of the emergency alert system or some other notification system

D. Event planning is a distinct skillset that should be considered when forming the Planning Team.

1. As was true with the selection of communicators, planners must consider the preferences and needs of the audience in the planning for risk communication events and activities.

2. Coppola (2009) offers several issues that must be considered when planning events or activities. These include (but are not limited to): 

i. Should the event or activity be standalone (e.g., a demonstration at a local elementary school), co-hosted by other organizations with similar interests (e.g., a public safety fair), or should the organization piggyback a larger event that is being planned and conducted by another organization (e.g., a county fair)?

ii. When should the event be held, at what time of day, and for what duration?

iii. What budget exists or should be allocated for the event?

iv. How many participants or attendees are expected to come, what is their demographic makeup, and what are their expectations and reasons for attending?

v. How will the event be advertised (press releases, or print, television, and radio ads), or will invitations be used?

vi. What type of venue is required to host the event (including size, accessibility, services, equipment, etc.), and what options exist in the community?

vii. What supplies (e.g., giveaways, paper, and pens) and equipment (e.g., audio/visual, communications) are needed to conduct the event or activity?

viii. What are the expected outcomes of the event or activity, and what methods for evaluation exist?

3. The instructor can ask the students to think of other considerations that must be made when planning events. The required reading from Coppola (2009) contains a number of examples, and students should be able to think of other factors not mentioned in the reading.

IV. Oftentimes, it may not be possible for the Planning Team to develop the preparedness campaign materials themselves, or to plan or run the events and activities. They must therefore turn to partners who are willing to donate materials, time or staff, or businesses that specialize in producing materials and/or planning and hosting events.

V. Planners may also need to enlist the assistance of specialized staff or businesses that will help to produce effective materials and plan and host successful activities and events. For instance: 

A. Marketing, advertising, and public relations firms specialize in the production of materials and messages that appeal to a specific target audience, and help to provide their clients with access to their target audience.

B. Graphic design firms specialize in producing materials that meet the exact specifications of their customer.

C. Video production firms have the equipment and staff that are able to produce professional-looking advertisements, PSAs, and videos.

VI. The instructor can conduct an exercise with students to critique different risk messaging materials. 

A. The instructor should provide students with printed materials (or an image of a printed material such as a photograph of a billboard), present videos, or play radio or other recorded PSAs.

B. Students can recall the lessons discussed thus far in this session to state their opinion on any strengths and weaknesses of the materials.

C. Students should consider such things as: 

1. The quality of the design (amateur versus professional)

2. The effect of the materials design in capturing attention

3. The ability of the design to portray a message accurately

4. Any other impressions students may have relative to message or materials design

D. Examples include: 

1. Printed materials: National Preparedness Month Poster (Handout 11.1)

2. PSA: Orange TV Hurricane Plan (http://www.orangetvfl.net/orange-tv/hurricane-psa-disaster-plan-video_d9f007ba8.html)

3. Video: Washington Emergency Management Division video “Securing a Bookcase” (http://www.emd.wa.gov/preparedness/videos/video_securing_bookcase.shtml)

4. Audiobook: Florida SERT Audiobook “30/30 Rule” (Handout 11.2 and Attachment 11.2)

5. Advertisement: CT DEMHS Be Prepared Spot (Attachment 11.3)

6. Press Release: FEMA “Be Aware of Severe Springtime Weather” (http://www.fema.gov/news-release/be-aware-spring-time-severe-weather)

7. New Jersey Family Preparedness Billboard (Handout 11.3)

Supplemental Considerations:

[bookmark: _GoBack]N/A



Objective 11.5: Explain what pre-testing and adjusting is, and discuss why it is an important part of message and materials development.

Requirements:

Lead a classroom lecture that explains to students how and why risk communicators pre-test their materials prior to releasing or distributing them as part of their risk communication campaign. Explain how pre-testing allows communicators to more closely meet the preferences of audience members. Lead a class discussion about the value of pre-testing and adjusting.

Remarks:

I. The creation of messages, and the development of materials, are both based upon many assumptions that communicators have about their audience (Slide 11-22). 

A. Even if extensive research has been conducted into the communication preferences of target audiences, only actual interaction between the audience member and the message or material will give an indication of how effective the message or material is in achieving the stated risk-reduction goal.



B. By working directly with representatives from the target audience to test materials, communicators will gain incredible insight into whether or not their messages and materials are effective, and what may need to be changed, added, or removed prior to launching the campaign.

C. Through the use of focus groups or other pre-test methods, communicators will move from assumption to experience-based knowledge.

II. Focus groups are meetings or interactions in which audience members are presented with the campaign messages and/or materials, and then asked to comment on various aspects of them (their reactions, their understanding, their feelings, and more). 

A. Focus groups were discussed previously in more detail in Session 8.

B. At this phase in the Planning Process, however, rather than asking questions about group members themselves, group moderators should probe for group members’ thoughts about each of the potential campaign messages.

C. Questions that communicators typically ask their focus group participants include 
(Slide 11-23): 

1. What do you think about when you see/hear/read this message?

2. Which message do you like best, and why?

3. Which message do you like least, and why?

4. Which font/color scheme do you like best, and why?

5. Which font/color scheme do you like least, and why?

6. Would you be motivated by this message to engage in the prescribed behavior?

III. Pre-testing can be highly informative in weeding out messages that are generally despised, despite being guided by theory and derived from the formative research on target audience members.

A. Moreover, even messages that are highly regarded by focus group members can still be improved upon.

B. The purpose of the pre-test meeting is to identify which of the messages would be most effective among group members and what changes can be made to the message to make it even more effective.

C. Based on the results of this exercise, campaign designers should select a single message design, make any final adjustments that may have been suggested within the group, and prepare for message distribution.

IV. The instructor can lead a mock focus group by presenting students with a sample risk communication product, and ask the students the previously mentioned questions (or other questions as created by the instructor).

Supplemental Considerations:

N/A
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