Session No. 12

Course Title: Crisis and Risk Communications
Session 12: Implementing and Evaluating the Campaign
Time: 1 hour

Objectives:

12.1 Discuss Campaign Launch and Conduct


12.2 Explain How and Why Campaign Evaluation is Performed

Scope:

During this session, students will learn how campaigns are launched and subsequently maintained.  Campaign evaluation methods (and their justification) will be presented and explained.    

Readings: 

Student Reading:

Coffman, Julia. 2002. Public Communication Campaign Evaluation: An Environmental Scan of Challenges, Criticisms, Practice, and Opportunities. Communications Consortium Media Center. The Harvard Family Research Project. May. http://www.mediaevaluationproject.org/HFRP.pdf.

Coffman, Julia. 2003. Lessons in Evaluating Communication Campaigns: Five Case Studies. Harvard Family Research Project. June. http://www.mediaevaluationproject.org/HFRP2.pdf. 

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 179-197.


Robert Wood Johnson Foundation. 2007. Evaluating Communication Campaigns. Conference Proceedings. 2007 Research and Evaluation Conference. September 27-28. http://www.rwjf.org/files/research/evaluatingcommcampaigns2008.pdf. 

Instructor Reading:

Coffman, Julia. 2002. Public Communication Campaign Evaluation: An Environmental Scan of Challenges, Criticisms, Practice, and Opportunities. Communications Consortium Media Center. The Harvard Family Research Project. May. http://www.mediaevaluationproject.org/HFRP.pdf.

Coffman, Julia. 2003. Lessons in Evaluating Communication Campaigns: Five Case Studies. Harvard Family Research Project. June. http://www.mediaevaluationproject.org/HFRP2.pdf. 

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 179-197.
Robert Wood Johnson Foundation. 2007. Evaluating Communication Campaigns. Conference Proceedings. 2007 Research and Evaluation Conference. September 27-28. http://www.rwjf.org/files/research/evaluatingcommcampaigns2008.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 12.1: Discuss Campaign Launch and Conduct
Requirements:

Lead a classroom lecture that explains how risk communication campaigns, once planned and developed, are launched.  Discuss what might be involved in the ongoing conduct of a communication campaign.  Initiate classroom discussions that challenge students to consider the tasks involved in campaign launch and maintenance.  
Remarks:

I. With a campaign strategy established, communication materials produced, and possibly even some events and/or activities planned, the risk communication project team will finally be ready to set their campaign in motion and begin communicating their risk messages to the audiences to which they are targeted.


II. The Campaign Launch (see slide 12-3)


A. Official commencement of formal risk communication with the target audience is often marked with a ceremonial event called a campaign launch.


B. The campaign launch serves more than just a ceremonial purpose, however.


C. While there is a celebratory nature to the launch of a campaign in that it is marking the completion of many weeks or months of planning on the part of the planning team, it goes beyond mere ritual.  The launch is more notable in that it sets the stage for the remainder of the communication messages and actions that follow, and establishes a forward trajectory that must be maintained or even increased.  


D. Like first impressions, there is often only one chance to launch a campaign.  


1. As such, by the time occurs, the planning team should have completed all the necessary steps required to minimize the likelihood that any significant changes to the message or materials are required. 


2. In other words, the risk communication effort should be set in motion with the confidence that its existing suite of messages and materials are capable of attaining the goal and objectives sought.  


i. Planners should already have some research-based evidence that shows their messages and materials are effective in meeting the goal and objectives as determined through pre-testing, rather than using the actual campaign as a test of their effectiveness.


ii. While it may seem that skipping the pre-testing phase and moving forward with implementation is both a time and cost saver, the impacts to the organization or agency’s reputation that could result from ineffective materials or inaccurate assumptions are much more costly in the end (and therefore a risk that is rarely worth taking).


3. In addition to developing and pre-testing messages and materials, careful consideration should have been made about the potential obstacles that exist.


i. Plans of action (formal or information) should have been developed to address predicted obstacles in order to ensure the campaign staff are prepared if such obstacles are encountered.  


ii. Planning for obstacles increases in difficulty as the complexity of the campaign increases given the number of factors that must be considered.  Any such preplanning requires considerable foresight and analysis.

III. The Project Launch Kickoff Event (see slide 12-4)


A. Many risk communication campaigns are launched with a high-profile kickoff event. 


B. Like is true with the project planning kickoff meeting described in Session 5, a campaign launch kickoff event is designed to build excitement about the project and to draw attention to its messages and materials.


1. The campaign launch is unique in its ability to draw attention due to the fact that it is new and newsworthy.


2. Risk communication campaigns, like any public communication campaign, cannot successfully persuade its target audience if the members of that audience are not exposed to its messages. 


3. Therefore, the kickoff event exploits the opportunity to attract the news media in order to get free airtime, or piques the interest of the organizations and groups that represent, serve, or otherwise work with the target audience.  Both of these actions help to create interest and exposure. 


C. Campaign planners must always keep in mind at the kickoff and at every future juncture that despite the importance they see in their message, it will be but one of thousands or more critical issues competing for news coverage that day (and every day that follows). 


1. Therefore, campaign planners must appreciate that the kickoff will create an opportunity if and only if they are able to create something exciting and new, and that grabs people’s attention in a positive manner. 


2. Whatever the kickoff event entails, it should always be closely tied to the campaign’s issue and allow ample opportunity to expose people to the campaign’s message. 


D. Two things that campaign planners should also set out to do when planning their kickoff event include:


1. Establish ‘brand recognition’ for their messages and materials


2. Increase community support for the campaign cause


E. The instructor can ask students what brand recognition might be in the case of a preparedness campaign.  The students should be encouraged to think of existing campaigns to support their answers.


1. Students should be able to provide examples of preparedness campaign names, mascots, imagery, or phrases.


2. Examples include the website URL ‘Ready.Gov’, or a tagline (e.g., “See Something, Say Something”) that people can easily recognize and remember.


IV. The role of the media in launching a risk communication campaign (see slide 12-5)


A. While the media is an important partner at every juncture in the field of risk communication, it is during the campaign launch that the media offers the greatest opportunity for message exposure and to bring positive attention to the key risk messages.


B. As will be discussed in much more detail later in this course, although the various News Media organizations are strong partners in all aspects of emergency management, they have certain key requirements upon which their operations depend.


C. By understanding and meeting these operational requirements, risk communicators are much more likely to enjoy positive media exposure, which could ultimately provide incredible value to their campaign.  


D. Press releases and media kits are the most common mechanisms for satisfying the needs of the news media.


E. The Press Release (see slide 12-6)


1. Perhaps the most important communication tool upon which media involvement hinges is the press release.  


2. The press release is a one- to two-page document that succinctly summarizes all of the important facts about the campaign that would be important to the public, including:


i. Why it is being conducted


ii. What organization or agency is conducting it


iii. What risk(s) it is addressing


iv. What message(s) is/are being communicated


v. What outcome communicators home to achieve


vi. Who may be contacted for more information


vii. Other key data as required


3. The process for forming media contacts and submitting press releases for consideration is addressed later in this course.


F. Media Kits (see slide 12-7)


1. Media kits, which are created to market news to the media, and to make the job media professionals easier, typically include the following components:


i. Samples of the communication materials, if they exist (such as pamphlets, posters, surveys, or give-aways)


ii. A press release to make the job of writing an article much easier


iii. Background research and statistical information about the issue as it pertains to the target audience of the media outlet, complete with charts, graphs, and other visuals that can be used in a news story (print, online, or on the television) 


iv. Background information about the problem and the proposed solutions, including any academic or media articles


v. Credibility-enhancing background information about those associated with the campaign


vi. Any endorsements from celebrities, community stakeholders, or other individuals or organizations


2. Media kits are relatively simple to make, but can be expensive (as they should be of high quality in order to grab the attention of the media ‘gatekeepers’.)  Oftentimes, communicators will distribute media kits only to media outlets for which there is a high likelihood that coverage will result in order to conserve project funding.  


3. For more established campaigns, media kits may involve significant graphic design efforts and utilize professional printing and production services.


G. Because mass media outlets receive an extensive amount of material from within the community and throughout the country, it is important that any media-focused products and resources are hand-delivered if possible, and contacts within the media organizations are notified of the delivery such that it receives priority attention. 

V. Ongoing campaign conduct  (see slide 12-8)


A. Few campaigns involve the release of a one-time message, or are over soon after they are launched.


1. For most risk communication efforts, communication with the public is something that must be maintained in order to achieve the stated campaign risk reduction goal.


2. The campaign launch and kickoff event are only likely to generate a small part of the exposure required to reach a critical population of which a threshold percentage will take the recommended action(s).  


3. Therefore, communicators must consider in their communication strategy how they will maintain the initial momentum and build a ‘toolbox’ of methods and activities to do so. 


B. The Campaign strategy should address the expected ongoing activities and actions associated with the campaign.  This might include:


1. A longer-term or living schedule of meetings, focus groups, event attendances, or other interactions with the target audience


2. A staggered release of different campaign materials, either to provide variety with a single message or to provide an additive effect to the overall message (rather than providing all of the information at once).


3. A media strategy that includes press releases, PSA airings, advertisements, billboards, and other media products that together provide diverse and continued exposure.


4. A list of important events or anniversaries that can be ‘piggybacked’ in order to regain some of the momentum that has waned since the kickoff or the previous campaign event.


5. The instructor can ask the students to consider other ways that campaign momentum may be maintained or increased.  Students should be considered to draw from their own experience or their knowledge about the communication field and other fields to support their answers.


C. The campaign management team will need to stay engaged in the communication process to the extent that the specific methods and materials require.


1. For instance, if the campaign depends on the distribution of preparedness curricula to grade schools, then there will be an ongoing effort to identify appropriate schools, produce materials as needed, make contact with relevant officials at these institutions, distribute materials, and track progress.


2. Campaigns that rely upon electronic information such as a website must consider the updating of information to ensure that the campaign messages remain relevant.

3. Campaigns that utilize community and organizational networks can always benefit from an ongoing effort to find and secure participation from partners willing to help.


4. The instructor can ask the students to think of other tasks that might be required during the ongoing conduct of a risk communication campaign.  Students should be encouraged to think about the different channels and methods they discussed in earlier sessions, and decide what requirements might exist for each.


D. The conduct of a campaign is never complete without ongoing campaign evaluation.


1. Campaign evaluation is what allows communicators to know during the campaign if they are doing the right thing or the best things possible, and to judge their effectiveness once the campaign has ended or at key points along the way.


2. Campaign evaluation is addressed in Objective 12.2.
Supplemental Considerations

The Launch Checklist

The NIH’s “Planner’s Guide to Making Health Communication Programs Work” provides a checklist, in the form of questions, that can be used before launching a campaign to ensure that everything about the campaign’s launch has been considered. Items on this checklist include: 

· Are our partners prepared for the launch?
· Have we invited all the necessary partners and stakeholders who have been involved in program development? 

· Have we prepared (or trained, if necessary) our staff and spokespeople? 

· Are program-related services (e.g., a hotline, inspection service) in place? 

· Do we have a list of media outlets we need to contact? 

· Are all of our promotional materials ready? 

· Do we have enough materials to start the program (e.g., PSAs and media kits) and respond to inquiries (e.g., leaflets for the public)? 

· Are reordering mechanisms in place? 

· Do we have mechanisms in place to track and identify potential problems? 

· Are emergency managers and other emergency service providers in the community aware of our program and prepared to respond if their constituents ask about it? 


Objective 12.2: Explain how and why campaign evaluation is performed
Requirements:

Lead a classroom lecture that discusses the different campaign evaluation methods, and explains why each is necessary.  Initiate classroom discussions that challenge students to consider the tasks involved in evaluating an ongoing or completed risk communication campaign.  

Remarks:

I. There should be no question among risk communicators about the importance of setting a project goal and measurable objectives for the risk communication campaign.  


A. The goal and objectives are what tell the communicators how well they are doing, and when they have achieved what they set out to accomplish.


B. Meeting the stated objectives is the entire purpose of the campaign, but one must be able to know when they have been achieved.  


C. It is through campaign evaluation that this occurs.


II. Campaign evaluation, as was just stated, is assessment performed to measure progress and success.


A. While it is likely that campaign staff will see arbitrary or anecdotal evidence that supports their success without having to conduct evaluation – especially if they are using channels and methods that involve direct interaction with their target audience – they cannot automatically assume that they have succeeded based upon these scattered stories.


B. Only properly planned and conducted evaluation can accurately measure the impact a campaign has had on an audience. 

C. Campaign evaluation both improves the odds that the program will be successful and reduces the likelihood that the program causes unintended harm. 


III. Campaign Effectiveness versus Campaign Effects (see slide 12-10)


A. Campaign evaluation can investigate two separate factors, namely:

1. Campaign effectiveness

2. Campaign effects

B. Academicians Salmon and Murray-Johnson describe campaign effectiveness and effects in their book Experimental and Quasi-Experimental Designs for Research on Teaching.

C. The authors describe these two factors as follows:

1. Campaign effectiveness

i. Campaign effectiveness is a measure of how well the campaign is at reaching the target audience with the campaign materials, and in communicating the campaign message. 

ii. When considering the many different objectives of a campaign, it is possible that it is effective at meeting some, while ineffective at meeting others, especially if there is use of different methods or different media formats.

2. Campaign effects

i. Campaign effects are any outcomes produced by the campaign. 

ii. A campaign can produce both positive and negative effects, and these may be intended or unintended and related or unrelated to the issue communicated. 

iii. Oftentimes, the communication team will see to some degree exactly what they expected in terms of knowledge or behaviors exhibited by the targeted population.

iv. Sometimes, however, they may see other effects that they did not expect, or that even run contrary to the purpose of the campaign. 

v. For example, campaigns that utilize fear can be so effective in ‘scaring’ the targeted population that they cause people to feel the situation is so dire that there is no hope.  This can actually result a decrease in preparedness levels even among those who had previously taken some preparedness actions.

3. A campaign may be highly effective in terms of generating message exposure, but highly ineffective in terms of meeting the project goal if it ultimately produces an effect that is opposite its intended objectives. 


i. For this reason, proper evaluation needs to detect both effectiveness and effect (and detect any contradictory effects in order to allow planners to stop them from spreading.)


IV. Evaluation Objectivity 


A. In order to ensure campaign planners do not skew the results of an assessment with their own biases, it is important that the campaign assessment methodologies be based as much as possible on achieving preset effects that are objectively measurable.


B. If we consider the three primary public disaster preparedness education goals, namely


1. Raising hazard or risk awareness


2. Causing positive changes in risk-reduction behaviors, including:


i. Pre-disaster risk reduction behavior


ii. Pre-disaster preparedness behavior


iii. Post-disaster response behavior


iv. Post-disaster recovery behavior


3. Warning the public


C. Then some examples of measurable effects may be:


1. An increase in the total number of hits on a preparedness website 


2. An increase in scores attained on a preparedness or risk reduction knowledge test (distributed among target audience members) 


3. An increase in the number of promoted safety or preparedness devices that are sold


4. The instructor can ask the students to try to imagine other examples of measurable effects.

D. Objectives based on these goals could include, for example: 


1. A 30 percent increase in the number of hits on a disaster preparedness website within 4 months of the campaign launch 


2. An average increase of 15 points on a hazard risk knowledge exam given to a random sample of high school students three months after a disaster reduction curriculum is initiated 


3. An increase of 10 percent in the number of people purchasing NOAA Weather Radios one year following the campaign launch

4. The instructor can ask students to provide measurable objectives to any of the effects they mentioned in the previous discussion.


V. Evaluation Types (see slide 12-12)


A. There are four general categories of evaluation.  These are defined by when they occur in the course of the campaign, and what purpose they serve.


B. The four evaluation types, as defined by Coffman (2002), include:


1. Formative Evaluation


2. Process Evaluation


3. Outcome Evaluation


4. Impact Evaluation


C. Formative Evaluation (see slide 12-13)


1. Formative evaluation includes the collection of campaign planning data that was discussed in previous sessions.  This was referred to as audience research, market research, among other names.  

2. Together these methods constitute the formative research of the project.  

3. Formative research is conducted during the design of the campaign and is therefore typically completed well before campaign launch.  Its purpose is more to come up with effective messages and to eliminate roadblocks than to measure any impacts or effects of the messages themselves.  

4. Coffman writes that formative evaluation, “helps to define the scope of the problem, identifies possible campaign strategies, provides information about the target audience, senses what messages work best and how they should be framed, determines the most credible messengers, and identifies the factors that can help or hinder the campaign. Commonly this involves testing issue awareness and saliency through public polling, or messages and materials through interviews and focus groups” (Coffman, 2002).


D. Process Evaluation (see slide 12-14)


1. As its name suggests, process evaluation measures the mechanism by which communicators carry out their campaign, whether it that is in the midst of an ongoing campaign or after it has ended. 


2. Evaluations of this sort can be performed as many times throughout the campaign as the communicators see fit, with the goal in mind to keep the campaign on track to meeting the goal and accomplishing the objectives.

3. Process evaluation is important because it notifies the communicators well before it is ‘too late’ if things are going wrong.

i. For instance, if focus group questions are worded in a manner that is confusing to the target audience or even to the focus group facilitators, but this fact was not picked up during the pre-testing phase, then process evaluation will allow such problems to be discovered and addressed.

ii. If targeting practices for the distribution of materials is not actually reaching the target audience, such as might occur with grocery bag inserts for instance, it will still be possible to design and utilize alternative targeting methods.

iii. The instructor can ask the students to think about different ways in which communicators could measure the in-progress effectiveness of the different communication methods discussed in previous sessions.


4. A proper process evaluation helps to measure these effectiveness issues by answering the following three questions:


i. Is the target audience being exposed to the message? 

ii. Is the campaign producing any unanticipated adverse effects? 

iii. Is the campaign being conducted exactly as planned?

E. Outcome Evaluation (see slide 12-15)


1. Outcome evaluation measures the outcome of the campaign on the target population.

2. This typically requires pre-testing to understand what baseline of knowledge or behavior exists such that the various outcomes that are going to be measured during the campaign and after the campaign has finished.


3. The types of things measured might include:

i. Behavior

ii. Attitudes

iii. Actions

iv. Understanding

4. Outcome evaluation is more difficult than process evaluation because it requires a deeper understanding of the target audience, and the often only minimally-perceptible changes that occur as a result of message exposure. 

F. Impact Evaluation (see slide 12-16)


1. Impact evaluation is like outcome evaluation in many ways, with the added burden of measuring whether or not the campaign affected the outcomes that were measured.


2. While outcome evaluation will look at how much change has occurred, these changes might not be due to the campaign itself.


3. In order to fully and accurately assess the impact of the campaign, it is necessary to test a representative sample of the target audience who had no exposure to the campaign (also called a ‘control group’) which act as a baseline.

4. The control group must be tested at the same time as the group that was exposed to the campaign to ensure that there were no other factors that might influence outcomes. 

5. For instance, even though the control group will (should) have no exposure to the campaign, the ‘outcomes’ cannot be tested at the beginning of the campaign.  If some event, such as the onset of a disaster that was reported in the press, then these secondary exposures must be factored into the final result.

6. When both groups are tested at the same time, whether during the campaign or after it has ended, such secondary effects can be assumed to have affected both the experimental group (‘treatment’ group) and the control group, and therefore the campaign effects are isolated. 

7. While true experimental designs are the only way to rule out all other explanations for the effects produced by the campaign effort, in reality such standards are almost impossible to achieve.  However, for the purposes of measuring campaign effects it is possible to achieve a very good indication of the campaign’s impact.


VI. The following are different evaluation methods (see slide 12-17):


A. True Experimental Design

1. A true experimental design allows communicators to conclusively determine that the effects produced are due solely to the campaign. 

2. True experimental designs require that three conditions be met: 

i. A Treatment Group be used (a treatment group is the segment of the target audience that receives the campaign.)

ii. A Control Group be used (a control group is drawn from the target audience and is the same as the treatment group in all ways except for the fact that they are not exposed to the campaign.)

iii. There exist random assignment to conditions (this means that every person to be assessed in the final evaluation has an equal chance of being assigned to either the treatment or the control group.) 

3. Random assignment is what differentiates true experimental designs from “quasi-experiments”.

B. Quasi-Experimental Design

1. Practitioners can rarely withhold information from a certain segment of the population, such as those who are selected to serve as an experimental control group. 

2. Therefore, many communication campaigns choose to use a quasi-experimental design instead. 

3. Quasi-experiments are similar to true experiments in most respects, other than they do not fulfill all true experiment design requirements (usually because they do not assume random assignment to treatment and control conditions). 

4. Only true experimental designs allow for the attribution of effects to the campaign and not some other variable. However, under those conditions in which true experiments are not possible, quasi-experiments can still provide information about the target audience regarding the campaign’s dependent variable.

VII. The instructor can design a brief quasi-experimental design to illustrate for students how these work and what can be gained from using them.

A. The instructor should divide the students into two groups of equal size.

B. The instructor should begin by testing students’ knowledge about a particular hazard and things that can be done to prepare for that hazard.

1. This is, in effect, a pre-test. 

2. All students at this point can be considered as having had no exposure to the ‘campaign’.  

3. The instructor should design a written short answer test of five questions relating to knowledge about the hazard, including such things as:

i. What causes the hazard to result in a disaster

ii. What are the impacts of the hazard should a disaster occur

iii. What is the likelihood of the hazard manifesting as an actual event

iv. What causes vulnerability to the hazard

v. What can be done to reduce the consequences of the hazard

vi. What can be done to prepare to respond to the hazard

vii. Each test should have a number or letter that indicates whether the student is in the control group or the treatment group.  The letters A and B, or the numbers 1 and 2 are appropriate.

4. Students can be allotted five minutes or so to complete the tests.  The instructor should not ask students to grade or self-grade at this time, but rather they should pass in their tests (ensuring that they all understand this is an exercise and that the exercise poses no impact on their course grades).  The instructor should can collect the graded tests and ensure that they are separated into the treatment group and the control group.

5. Next, the instructor can provide each student in the treatment group with a one-page fact sheet that describes the hazard and instructs on what can be done to prepare for disasters caused by the hazard.  The control group can also be provided with a one page fact sheet that gives general information about emergency management, but nothing that pertains to the hazard.

6. After a 5-10 minute period of reading, all of the students should be given a 5-question post-test that measures their knowledge on the topic.  As was true with the pre-test, student test papers should indicate with a number or letter whether the student is in the control or the treatment group (and students should at no point during the experiment be told which group they are in).

7. The questions on the post-test should not be the same as the questions in the pre-test.

8. Upon collection of all tests, the instructor can check the average score of the two groups during the pre-test, and again during the post-test.  Any differences noted can likely be attributed to the ‘campaign’. 

Supplemental Considerations

Julia Coffman describes the difficulties associated with campaign evaluation in her article Public Communication Campaign Evaluation.  She writes that, 


“It almost goes without saying that the evaluation of public communication campaigns is hard work. More important, are the reasons why. 


“Some of the challenges that make comprehensive community initiative evaluation difficult (Connell, Kubisch, Schorr, & Weiss, 1995; Fulbright-Anderson, Kubisch, & Connell, 1998), similarly afflict public communication campaigns. These include:

· Horizontal and vertical complexity – Public communication campaigns often aim simultaneously for outcomes across a number of sectors – social, physical, economic, and political (horizontal complexity). They may also aim for outcomes at the cognitive, individual behavior, community, or systems levels (vertical complexity). As William Novelli (1998), former president of the National Center for Tobacco-Free Kids, says, “Change must be broad in order to be deep.”  Many campaigns aim simultaneously for 1) environmental change (through public policy and agenda setting); 2) community level change (by affecting norms, expectations, and public support); and 3) individual behavior change (through skill teaching, positive reinforcement, and rewards).


· The unpredictable nature of the “intervention” – While campaign designers may carefully plan their campaigns, at least some aspects of the intervention will almost always be unscripted and unpredictable. For example, as George Perlov noted, Ad Council campaigns have to deal with donated media time. As a result their ads do not get the push that paid advertisers get and the process for campaign rollout and results can be unpredictable and slow. Also, it is hard to determine with the diffuse media of television, radio, or the Internet who has been reached by the campaign and by what aspects of the campaign (the treatment) and how much (dosage). Measures are imperfect and the intervention may be different for every individual reached, making it difficult to understand what about the intervention worked and for whom.


· Context and confounding influences – Public communication campaigns are designed to affect outcomes that are affected by a complex and broad set of factors. “Reasonable behavior change expectations for which communications can be held accountable and evaluated to some extent include the usual hierarchy of effects: awareness, knowledge, attitudes, intentions, reported behavior, behavior. The further down this list, the more other variables come into play” (Balch & Sutton, 1997). As a result, it is difficult to isolate the effects of information campaigns on outcomes that are bombarded by many competing influences (Weiss & Tschirhart, 1994).


· Access to appropriate control or comparison groups – Campaigns typically have a broad scope and are intended to reach entire communities or segments of the population. The most rigorous research designs – experimental designs, which allow us to draw more definitive conclusions about the impact of a campaign, require random assignment of individuals to “treatment” and “control” groups. It can be difficult to create a control group of individuals who have not been reached in some way by the campaign. Quasi-experimental designs, which do not require random assignment but do require a comparison group or comparisons, face similar issues (though there are ways to deal with this as the section on methods illustrates). While experimental or quasi-experimental designs are not essential, without them it becomes difficult to say whether outcomes are the result of the campaign or would have occurred without it.


· Lack of knowledge or precision about outcomes – There is surprisingly little knowledge about appropriate outcomes for public communication campaigns, the different kinds of outcomes and their relative explanatory value, what to expect and when (short-term versus longer-term outcomes), and how those outcomes fit together using theory. This is one of the biggest problems for campaign evaluations, and especially for public will campaigns faced with the challenge of assessing policy change. In addition, common campaign outcomes, like attitudes or behavior, can in fact be quite tricky to measure. At times measures are not appropriate or get labeled incorrectly. Psychologists have been working for decades on how to measure behavior change and the many variables known to affect it, yet this knowledge often does not get applied in campaign evaluations. As a result, some evaluations make claims of success based on inappropriate assessments.


· Lack of the necessary tools – Gary Henry at Georgia State University notes that because we are still in the early stages of understanding how to evaluate campaigns better, the tools available for this work are "vastly deficient." These needed tools include appropriate methods for assessing communication technologies, and understanding what methods fit best with still poorly understood outcomes. An example of a new and potentially useful tool was employed by Henry & Gordon's (2001) who used of rolling sample surveys for assessing different types of outcomes like salience or other attitudes over time. 
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