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Disclaimer

The opinions expressed in this presentation are the 
author's own and do not reflect the view of the 
Centers for Disease Control and Prevention, the 
Department of Health and Human Services, or the 
United States government. 



Gratuitous confusing graphic



Theoretical background: Diffusion of Innovations

 Attributes of the innovation:
 Relative advantage

 Compatability

 Complexity

 Trialability

 Observability



Theoretical background: Diffusion of Innovations

 What type of decision?
 In your case, Optional/individual

 Others: collective, authority

 Communication channels
 Mass media

 Interpersonal media

 Social media



Theoretical background: Diffusion of Innovations

 The nature of the social system
 Accepted norms

 Degree of interconnectedness

 Extent of change agent efforts
 Credible

 Homophilous

 Degree of contact



But . . .

That’s fine in practice, 
but it doesn’t work out 
in theory



The audience’s questions (some questions you 
need to answer)

 How is this better than what I do now?

 How does this fit into my everyday life?

 Can I do this?

 Can I try it first without committing to it?

 Can I watch others do it and see how it works for them?

 What does my community expect me to do?

 Who wants me to do this?



Questions to ask yourself

1. Who are your target consumers?  Describe them.

2. Who is critical to your success?  What do you need 
from them?

3. What is the action the consumer needs to do?



Questions to ask yourself

4. What is the reward for the consumer?

5. What can you credibly promise the consumer?

6. How will you disseminate your message?  What 
openings—that match your budget—are available?



Questions to ask yourself

7. What’s your brand?  

8. Be the audience advocate.  Build consensus, not 
support.

9. Test-Test-Test



Some useful links

CDCynergy: 
http://www.cdc.gov/healthcommunication/
cdcynergy/editions.html

Making Health Communications Work: 
http://www.cancer.gov/cancertopics/cancerl
ibrary/pinkbook/Pink_Book.pdf

Theory at a Glance: 
http://www.cancer.gov/cancertopics/cancerl
ibrary/theory.pdf
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