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The Communication The Communication 
CountermeasureCountermeasure

An Overview for Managers

The National Media Forum on Highway Safety

Bill Smith
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Define the problem rightDefine the problem right

Appropriate Marketing StrategyAppropriate Marketing Strategy
Long Term     Systems  Approach     Target of Opportunity     BeLong Term     Systems  Approach     Target of Opportunity     Be Realistic Realistic 

Audience Behavior CenteredAudience Behavior Centered

Promotes benefits Message

Channels
Source/ 
Evidence

COMMUNICATION

Reach and Frequency
Credible
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Above Sprint, IBM, 
Sony, Coke,
Nestles

Right Below McDonald’s

Big Bucks for Communication & Big Bucks for Communication & 
Social ChangeSocial Change

(Year 2000)

US government advertising         $1.2 billion

18th ranked Anti-drugs

Military
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Why do we think 
Communication works?

Teen Smoking in US

'75        '80         '88         '90          '96

12th Graders/Smoking Daily

26.9%
18.1%

22.2%

8th Graders 30 Day Prevelance

14.3%
21.o%

Annual Number of New HIV 
Infections in SF

'87'50 '95

0

8000

200

HIV HIV Prevention

Rise in 
young gay 
men

 

SIDAS Sudden Infant Death Syndrome

10%

55%

27%

Pro Prone Campaign          AntiProne    

Netherlands

New Zeland
44%

3%

1 yr.

3 yrs

 

Reyes Syndrome  
Use of aspirin in small children
Soumerai et.al 1992

Use of aspirin

Public 
Debate

Changes in Policy & 
Labeling

Window of 
Change
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63%

81%

73%

80%

No MediaNo Media
Enforcement Enforcement

And MediaAnd Media
Enforcement

Seat Belt Use
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Context of enforcement:
We’re not just on the highway
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Norms: Leverage partner 
credibility with part-time users
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Current Use Rate:

80%
Americans 

wearing 
seat belts
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Where we stand

But wide differences between states
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Australia Skin Cancer Prevention
Smith, Ben,et.al., Health Promotion International 2002

Nov.  CAMP#1  Feb      Nov    CAMP#   Feb.           CAMP#3  Jan.
1998                          1999                              2000

Sunscreen

Clothing

Shade

Hats

TV/ Radio
News
Billboards
Print

Noise

•Repeated campaigns needed to sustain effect

•Repeated campaigns increase effect overtime

•Not all behaviors respond the same to communication
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Ignorant          Apathetic             Resistant

Seat Belts

Car Seats

Booster Seats

Communication poses different 
strategies for different problems. 

Promotion

Promotion plus     
access

Targeted 
research and 
incentives

ENFORCEMENT
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Managing Communication 
is about making a deal.
I’ll make you popular to your kids…             
…if you take them to Disneyland

I’ll make men want you…                       
…if you wear this dress.

I’ll make you a young man again...                   
…if you use Viagra.
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63%

81%

73%

80%

No MediaNo Media
Enforcement Enforcement

And MediaAnd Media
Enforcement

Seat Belt UseI’ll bust you……if I catch you!

I’ll bust you……if I catch you!



16

Other 
possible 

deals.
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I’ll make you cool…
If you drink milk again!
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0
1000
2000
3000
4000
5000
6000
7000
8000
9000

10000

1994 1995 1996 1997 1998 1999 2000

Consumption Media Buy Awareness

Got Behavior Change?

300 million dollars later…300 million dollars later…
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Who drinks milk in America?

Who buys milk in America?

What has changed in America since the 50’s?

Do consumers have more alternatives?

Are they any negatives associated with milk?

What has industry done?
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In Chicago where “chugs” 
were introduced, milk sales
increased

269%.
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I’ll make milk smaller, more convenient, 
flavored and easier to find, plus 
you get to eat it with Orioles…

…if you will buy milk.  

I’ll make you cool…
If you drink milk again!

Success depends on the
quality of the deal you make, 

not the dollars you 
spend on advertising alone.
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It’s About             
Your Health

Environmental  
Smoke

Corporate 
Crooks

Education                                 Restrictions          Law Suits

AntiAnti--smokingsmoking
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It’s for            
safety

You’ll get             
busted

Seat BeltsSeat Belts
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•Educated builders  
about profits
•Train how to sell
•Marketing help

•Brand name
•E.E. Mortgages
•Social value of      
saving energy
•Saves money

1800 partnerships

PushPush

PullPull

Werling,, Collison, Hall, 2000

Easy access
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Consumer: 
I’ll give more home for the price… 
..if you buy energy star.

Seller: 
I’ll give you more margins (profit)…
…if you sell higher priced 

Energy Star bulbs.

Let’s make a deal.

Got the deal right!

Branded for trust.

Targeted to create tipping points in 
specific geographical areas.

Verification to produce social 
benefits.

Werling,, Collison, Hall, 2000
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Manager
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1. Get the 
problem 
right

2. Listen to 
the research

3. Avoid 
Detours
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Creative Brief

PROBLEM:

OBJECTIVE: Action that will solve problem.

AUDIENCE: Specific segment to take action.

BENEFIT: What the audience gets that it wants.

BARRIERS: What the audience fears will happen.

Communication

Why should the audience believe you?    

Will they hear you?

Policy change and structural change 
needed to make adoption easy?

Are you promoting the benefit they care about?

Traffic Fatalities and Injuries

Traffic Fatalities due to poor seat belt use. 

Policy
Data

Data on targets of opportunity

Science of what works

Behavior data on the specific audience

What benefit matters most to them?
What barriers to using seat belt

are the biggest problem?

Evaluation

Behavior data on the specific audience
What benefit matters most to them?

What barrier to using seat belt
is the biggest problem?

Who do they trust?

C
om

m
unication

C
om

m
unication
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1. Get the 
Problem Right.

What specific behavior are you targeting?

Will that behavior help solve the social 
problem?

Is the audience segment large enough to move 
the needle?

Is this a behavior you think it is reasonable to 
influence given the resources you have available?

Are their external services/policies needed?
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I want….
…drivers to keep using seat belts all year long. 

…focus on three campaigns and sustain the effect 
at high risk holidays.

…to target the resistors.

…to keep my seat belt users motivated?

Reduce fatalities and injuries in highway crashes?

Reduce the number of highway crashes.
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2. Listen to     
the research

Is the audience research about the 
audience, or an influencer?

Is there more than one style of research?

Is there at least one survey?

Are the research results dramatically 
inconsistent?

Can you identify a clear benefit the audience 
wants?
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Confirmation BiasConfirmation Bias
I found just what I was looking for… 

…I told you didn’t I?...

…Listen to that women,…                              
she is what I was                       
talking about.
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Focus Groups

Pre-Testing Materials

Developing  concepts

Caution: Focus Groups Alone Can 
Be Harmful to Your Program

Individual Interviews

Surveys
How widespread an idea is. 
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Testing Questions

What do 
you like 
about it? 

•What good 
things happen?

•What bad things 
happen?

•Will it work for 
you?

•Who do you look 
to?
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Organize 
Consumer 
Panels

Test Markets
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Deliberative PollingDeliberative Polling

Select them (200)

Survey them

Information

Discussion

Experts

Re-survey

Publicize results



40

How important is cost when compared to:

Cost

Everyone having basic needs met

Enough electricity

Fewest outages possible

Pre                       Post

85%

59%

74%

53%

47%

70%

74% 64%

% of people ranking 
each factor 10 on a 
scale from 1-10
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Check for SurprisesCheck for Surprises
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43Partners

What problem 

of mine
are you solving?
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Drivers

Press
Partners

Policy Makers

Your Marketing QuestionYour Marketing Question

Drive Safely

Recognition

Participation

Policies
Funding

What are you offering them 

that they want?
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Do we have a specific 
audience?

Do we know exactly what we 
want them to do?

Do we know what benefits they 
care about?

Do we know what barriers are 
bothering them?
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3. Avoid Detours

Is it the same audience?

Is it a benefit the research showed that 
audience cared about?

Does the ad make the benefit clear 
and compelling to that audience? 

Is the emotional tone consistent with the 
benefit?
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Purpose:

Objective

Audience

Benefit Offered

Barrier Addressed

Emotional Tone

Channel 

The Deal:
Audience will do ____________________________

If I give them ______________________________
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Purpose:
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1. Get the 
problem 
right

2. Listen to 
the research

3. Avoid 
Detours
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Manager
Media buys

Messages

Segmenting audiences

Branding

Market Research
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http://www.nhtsa.gov/
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What specific behavior are you targeting?

Will that behavior help solve the problem?

Is the audience segment large enough?

Do you have enough resources?

What external services/policies are needed?

1. Get the problem right1. Get the problem right.

Is the research about the target audience?

Is there more than one type of research?

Is there at least one survey?

Are the results dramatically different?

Is there a clear benefit the audience wants?

2.Listen to the research2.Listen to the research.

Does creative address the audience?

Does it target the same benefit?

Does the creative make the benefit clear?

Is the emotional tone consistent with the 
benefit?

3. Avoid Detours3. Avoid Detours

Manager’s Guide

to success.

The Deal:

If you 
do___________________

We will____________________

Is it absolutely clear what the audience 
is supposed to do?

Problem.

Objective

Audience

Benefit

Barrier

Communication

Evaluation

www.aed.org
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1. Get the 
problem 
right

2. Listen to 
the research

3. Avoid 
Detours
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Manager
Media buys

Messages

Segmenting audiences

Branding

Market Research
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