Communicating Air Quality Conference
Albuguerque, NM December 1 —3, 2005
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Changing Behavior to Effect
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Behaviors Desired: ~
>Buying.
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Esteern Needs

Belongingness & Love Needs

Safety Needs

- PhysiologicalNeeds
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2_Safety/security: out of danger

3 Belonging and Love: affiliate With
others, be accepted

mpetent
gain approval and recognition.




ognitive: to know,to

~_Understand, and explore

6 Aesthetic: symmetry, order,
and beauty

one's potential and
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To connect to something
beyond the ego or to help
others find self- fulfillment and

realize their potential.
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_ > Satisfaction of Needs Are
Underlying Motivators -

nstruct Messages Lo .
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§>_|51”T‘SIO|OQ1CH‘| "= health messages
> Safety = Security, protection
» Love = acceptance
» Esteem = “I'm Worth It”
» Cognitive = information
> ‘e‘sﬂthe’ﬂ'e-— everythlng [

WI|| make It.




» The right thing to do,. —
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Cancer Socilety’'s

Anil Smong Capnoelgn)
> 1954 — 1964'— Infiormation — NC
-~ Public Response

obacco Companies Respond with
“low tar” and filter cigarettes—use actors
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M ﬁ_oms and print ads show sophisticated

or “cool” people smoking 1920 - 60S
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Joan Crawford - Bette Davis - John Wayne

’i%yﬂg@r — “let’s have a cigarette on ‘



carly 70s — Ecuzal Tirmne FHile

_E_B_Loadca_’t‘ers Must Give Same

Amount of Time to Anti-Smoking
PSAs As Cigarette Commercials




» Opinion Leaders .
(sophisticates)
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> Self Esteem =
Vanity
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“Srmodng 1s Glarorous”

~ Used A Series of Wrinkled
Old Faces Smoking Cigarettes
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—While anti-smoking ads were
shown In the same number of
cigarette ads — dramatie =
decrease In cigarette sales
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E_anreu tte Sales Rlse After
Anti-Smoking Ads No
Longer Required.
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> Person Smoki ng Thrdﬁ
Hole in Neck
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» Personal Appeal from Smoker
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Art-Srro<dng Carrloelgr)

--_2._' 19505-60S - First Awareness
» 1970s — Strong Appeals
» 1980s - Non-Smoking Sections -

» 1990s - No Smoking Laws
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>There IS A Problem

»> It Is Important -

» You Can/Must Do Somethmg

=stablish Beliefs Ab Jﬂﬂii
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—_____Ajr Quality Health
Appeals
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Sacramento Metropolitan
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PUt or Pugolic’s Ageridal

> Media Sets Public’s Perception of
What’s Important — Also, Internet

o

> \Word of Mouth jes—
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__» Attention Given to What's .

Interesting or Important
» Retain Only What Is Important
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~—Key-to-Behavior Change

— Shape Propensity for Change .

— Shape Attitudes — Beliefs may
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- ransit IS not on time
Attitude = o

Transit IS Inconvenient i
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_Best marketing efforts cannot
change attitudes or beliefs If
the product or service does
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\ior Criairige CorltiriuLss,

- Neutral ATmﬂﬂes/Bellefs — Open
to Miessages

» Formed Attitudes/Beliefsi—
Barriers to Messages - Need
[ime to Convince

g

» Strong Attitudes/Beliefs — Need
Emotional Appeals Over Time






Other — Return Coupons, hekets,
Volume Figures, etc.
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For More Information
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Lucia lerettl
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