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TO: Paul A. Gaist ( CN=Paul A. Gaist/0U=0PD/0=E0P [ OPD ])
READ:UNKNOWN

TEXT:
Here's some initial info for you, Paul. Look at it before you print it 
out -
it's almost 200 pages because I (perhaps foolishly), downloaded the 
full-text of
the articles where possible. I have some other references to go through, 
which
I will probably e-mail to you later today. (Looks like you've got your 
weekend
work ahead of you.)
Karen

...... Original Message......
From: Paul_A._Gaist@opd.eop.gov [mailto:Paul_A._Gaist@opd.eop.gov] 
Sent: Thursday, July 29, 1999 11:34 AM 
To: Smith, Karen (OD/ORS)
Subject: RE: REQUEST

Karen:

Yikes - this is something that would be so helpful to me if you could do 
this before you leave at the end of this week (nice how 1 put that huh, 
since the "end of the week" is tomorrow!). I need to find the literature 
(research and otherwise) that addresses the efficacy/effectiveness of 
public services annoucements (often referred to as "PSAs") — yes - the 
focus is on HIV/AIDS PSAs, but if there are pieces that speak to the 
efficacy of PSAs in a generic sense, that would be potentially useful as 
well. Much of the HIV PSA work has been done by CDC and other non-Govt 
orgs, but it is probably that research/evaluation studies have been 
conducted and published on these PSA campaigns.

Sorry for the time line, but this came to me 10 minutes ago, with a time to 
give a synopsis report (with back up materials) 9 a.m. Monday morning.

Much much appreciated - Paul

1 am at an all day meeting(s) - but you can reach me by cell phone (240) 
432-8657; if 1 don't answer, leave a message and I'll call you back asap.

- Paul
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\par
} {\plain \fs20 Georgia\_Pacific Stresses Hygiene \par
}{\plain \fs20 (Georgia\_Pacific creates Georgia\_Pacific *Health* Smart Instit 
ute to \par
} {\plain \fs20 provide guidance on sanitary practices; places *Health* Smart



label on \par
} (\plain \fs20 various paper products) \par 
} {\plain \fs20 Brandmarketing, v VI, n 4, p 34 \par 
} {\plain \fs20 May 1999 \par
}{\plain\fs20 DOCUMENT TYPE: Journal ISSN: 0018\_3660 (United States) \par
} {\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par
} {\plain \fs20 WORD COUNT: 503 \par
}{\plain \fs20 \par
}{\plain\fs20 TEXT: \par
}{\plain \fs20 By RICHARD TURCSIK \par
}{\plain \fs20 \par
}{\plain \fs20 ATLANTA \_\_ Did you know more than a billion germs can grow on 
that sponge \par
} (\plain \fs20 sitting on your kitchen sink counter after just one day? \par 
}{\plain \fs20 \par
}{\plain \fs20 Thanks to the Georgia\_Pacific Health Smart Institute, millions 
of consumers \par
} {\plain \fs20 are now learning about this and other not\_so\_fun germ facts. T 
hey are also \par
} (\plain \fs20 learning about how using paper towels, napkins and other paper p 
roducts can \par
}{\plain \fs20 substantially reduce the incidence of food\_borne illness at horn 
e and on the \par 
} {\plain \fs20 road. \par 
} (\plain \fs20 \par
}{\plain \fs20 Georgia\_Pacific created the Health Smart Institute to evaluate 
and \par
} {\plain \fs20 facilitate ways to improve personal and family hygiene practices 
, including \par
} {\plain \fs20 using disposable paper products, like paper towels, toilet tissu 
e, facial \par
} (\plain \fs20 tissues and napkins. \par 
} (\plain \fs20 \par
}{\plain \fs20 The promotion is being guided by the Institute's Advisory Board, 
which is \par
}{\plain \fs20 composed of five leading health experts in the hygiene, infectio 

us\par
}{\plain \fs20 diseases, infection\j3revention and control, food\_borne pathoge 

ns and \par
}{\plain \fs20 microbiology fields. The experts are paid a stipend for helping 

\par
} {\plain \fs20 Georgia\_Pacific develop the guidelines. \par 
}{\plain \fs20 \par 
} {\plain \fs20 photo omitted \par 
) {\plain \fs20 \par
}{\plain \fs20 To educate the public, Georgia\_Pacific here has placed a Health 

Smart logo \par
}{\plain \fs20 on all its packages of Sparkle, Angel Soft, Coronet and MD paper 
products. \par 

} (\plain \fs20 \par
}{\plain \fs20 The logo began appearing on the packaging late last summer, foil 
owed by a \par
}{\plain \fs20 public\_relations campaign in the fourth quarter. Television com 

mercials and \par



}{\plain \fs20 print ads broke on Valentine's Day, and in\_store materials, inc 
luding floor \par
} {\plain \fs20 ads, are available. \par
} (\plain \fs20 The ads tout the benefits of using paper products to combat germ 
s and \par
} {\plain \fs20 disease. Tips are also printed on the back of the packages. The 
campaign is \par
}{\plain \fs20 also being backed with a toll\_free phone number (1\_877\_GPCLEA 
N) and a Web \par
}{\plain \fs20 site (www.gphealthsmart.com). \par 
}{\plain \fs20 \par
} (\plain \fs20 And the effort has begun to pay off. \par 
}{\plain \fs20 \par
}{\plain \fs20 "We are experiencing double\_digit growth and we are outpacing t 
he category \par
} {\plain \fs20 in gaining market share," Rob Lorys, director of marketing for t 
he Packaged \par
}{\plain \fs20 Products Group at Georgia\_Pacific, told Brand Marketing. \par 
} (\plain \fs20 \par
}{\plain \fs20 He said the campaign is breathing life into a previously mature 
category \par
} (\plain \fs20 that only saw growth from new product introductions, like double 
rolls of \par
}{\plain \fs20 toilet paper or ultra paper towels. \par 
}{\plain \fs20 \par
} {\plain \fs20 "This new positioning platform for all of our brands will benefi 
t the \par
} {\plain \fs20 entire paper category \_\_ toilet tissue, paper towels, facial t 
issue, paper\par
}{\plain \fs20 napkins," Lorys said. \par 
}{\plain \fs20 \par
} {\plain \fs20 "We have percentage growth estimates that this positioning platf 
orm will \par
} {\plain \fs20 result in more people using paper products because of the messag 
es we are \par
) (\plain \fs20 sending out there to the effectiveness of paper in removing germ 
s," he \par
}{\plain \fs20 noted. \par 
} (\plain \fs20 \par
}{\plain \fs20 For example, according to the Health Smart Institute, washing an 
apple in \par

} (\plain \fs20 water removes about 75% of its contaminating germs, but rinsing 

and drying \par
} {\plain \fs20 with a paper towel can remove up to 99% of germs. \par 
} (\plain \fs20 \par
} (\plain \fs20 The Institute also suggests drying your hands with clean paper t 
owels after \par
} (\plain \fs20 washing, and using paper towels to turn the faucets on and off.
\par
}{\plain \fs20 \par
} {\plain \fs20 Barry Michaels, product development manager at Georgia\_Pacific, 
said the \par

} {\plain \fs20 idea for the Home Health Institute originated from a similar pro 

gram \par



} (\plain \fs20 Georgia\_Pacific had developed for its commercial paper division 
in 1993, \par

} {\plain \fs20 shortly before the Jack\_In\_The\_Bbx E. coli incidents on the W 
est Coast. \par 
}{\plain \fs20 \par
}{\plain \fs20 "We did research and realized how important paper products could 
be in \par
}{\plain \fs20 terms of personal health," Michaels said. \par 
}{\plain \fs20 \par
} {\plain \fs20 Copyright 1999 Fairchild Publications, a division of C 
apital \par
} {\plain \fs20 Cities Media, Inc. \par 
}{\plain \fs20 \par 
} {\plain \fs20 \par
} (\plain \fs20 COMPANY NAMES: GE0RGIA\_PAC1FIC CORP \par 
} {\plain \fs20 INDUSTRY NAMES: Paper products \par
} {\plain \fs20 PRODUCT NAMES: Tissue paper and stock including sanitary (2620 

56)\par
} {\plain \fs20 CONCEPT TERMS: All market information; Marketing campaign \par

} {\plain \fs20 MARKETING TERMS: All campaign; All general; All media; All prod 

uct\par
} {\plain \fs20 marketing; Campaign *effectiveness*; General product marketing 

; \par
}{\plain \fs20 Point\_of\_purchase; *Public* ^service* ^advertising* \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\

par
}{\plain \fs20 \par 
} {\plain \fs20 \par
} {\plain \fs20 15/9/2 (Item 2 from file: 9) \par 
} {\plain \fs20 DlALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par 
} {\plain \fs20 \par
}{\plain\fs20 02262624 01675391 (THIS IS THE FULLTEXT)
\par
} (\plain \fs20 3 ACKLING POOR COMMUNICATION \par
}{\plain \fs20 (*Health* Authorities ad campaigns to educate public about appro
priate use \par
}{\plain \fs20 of GPs viewed) \par 
}{\plain \fs20 Community Pharmacy, p 14 \par 
} (\plain \fs20 October 1998 \par
} (\plain \fs20 DOCUMENT TYPE: Journal ISSN: 0960\_376X (United Kingdom) \par

} {\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par 
} {\plain \fs20 WORD COUNT: 511 \par 
} {\plain \fs20 \par 
} {\plain \fs20 ABSTRACT: \par
}{\plain \fs20 Article presents re\_education efforts of two *Health* Authoriti 
es (HAs) for \par
}{\plain \fs20 local populations in order to improve eommunication and reduce \ 

par} (\plain \fs20 inappropriate use of primary healthcare providers and out\_oE_h 

ours GP \par
}{\plain \fs20 calls, which currently cost the NHS some UKPdl4 mil. Twelve HAs



in the \par
}{\plain \fs20 Northern & Yorkshire region and the regional office implemented 
a \par
}{\plain \fs20 UKPd 100,000 TV campaign produced by professionals in order to im 
prove \par
}{\plain \fs20 patients' propriety in using GPs. This was followed up with a UK 
Pdl 1,000 \par
}{\plain \fs20 *evaluation* study. The HA statistics showed that patients aged 
20\_50 \par
} {\plain \fs20 accounted for nearly 25% of the out\_oA_hour calls in the Teess 
ide area, \par
}{\plain \fs20 making ofAjeak TV the medium of choice. The Somerset HA joined 
up with \par
}{\plain \fs20 North & East Devon, South & West Devon, Cornwall & Isles of Scil 
ly to \par
}{\plain \fs20 provide UKPd57,000 for a local campaign that used a cartoon HUTH 
Y(HelpUs\par
} (\plain \fs20 To Help You) family in TV and radio ads. The article reports on 
the\par
} {\plain \fs20 successes of each program. \par 
} {\plain \fs20 \par 
} {\plain \fs20 TEXT: \par
}{\plain \fs20 Speakers at the PAGB’s NHS 50th Anniversary Debate, where the fi 
ndings of\par
}{\plain \fs20 the PAGB Everyday Healthcare Study were aired, believe the basis 
for \par

} {\plain \fs20 pharmacy's PR crisis lies with patients' confusion over the role 
, and \par
} (\plain \fs20 training of the pharmacist. But much can be done to redress a si 
tuation of \par
}{\plain \fs20 poor communication. Inappropriate use of the primary healthcare 
team and \par
} {\plain \fs20 unnecessary out\_oA_hours GP calls currently cost the NHS aroun 
d#14\par
}{\plain \fs20 million. Here, two Health Authorities, on different budgets, sho 
w how they \par
}{\plain \fs20 re\_educated their local population. \par 
} {\plain \fs20 \par
} {\plain \fs20 Northern & Yorkshire HAs \_ a regional campaign \par 
}{\plain \fs20 \par
}{\plain \fs20 Twelve Health Authorities in the Northern & Yorkshire region, pi 
us the\par
}{\plain \fs20 regional office, clubbed together to run a #100,000 professional 
ly\_ \par
}{\plain \fs20 produced regional TV campaign to encourage people to make more a 
ppropriate \par
}{\plain \fs20 use of GPs. They followed up the promotion with an #11,000 evalu 

ation \par
}{\plain \fs20 study. \par
} {\plain \fs20 According to HA statistics, the 20\_50 year old age group accoun 
ts for \par
} {\plain \fs20 almost 25 per cent of out\_oA_hours calls in the Teesside area. 
OfAjeak TV \par

} {\plain \fs20 was, therefore, felt to be the most appropriate and value\_for\_



money target \par
}{\plain \fs20 medium. Back\_up included: GP surgery leaflets, posters, a leafl 
et drop and \par 
}{\plain \fs20 PR. \par 
}{\plain \fs20 \par
}{\plain \fs20 Market research revealed a 40 per cent recall of the primary adv 
ertising \par
} {\plain \fs20 message: 'Call your doctor up before you call your doctor out' a 
nd a 40 per \par
} (\plain \fs20 cent increase in the number of people who said they would accept 
advice \par

} {\plain \fs20 over the telephone if the GP did not believe a visit was necessa 
ry.\par
}{\plain \fs20 Campaign organisers said pooling resources resulted in a high co 
St campaign \par
}{\plain \fs20 at minimal individual cost. Key to the success was careful resea 
rch into \par
}{\plain \fs20 the target audience's beliefs and motivations. \par 
}{\plain \fs20 \par
}{\plain \fs20 South and West \_ a local campaign \par 
}{\plain \fs20 \par
}{\plain \fs20 Somerset HA linked with North & East Devon, South & West Devon, 
Cornwall & \par
} (\plain \fs20 Isles of Scilly in 1996 to pool #57,000 for a local campaign tha 
t \par
}{\plain \fs20 followed\_up a second national initiative encouraging better use 
of primary \par

} {\plain \fs20 healthcare professionals. \par 
}{\plain \fs20 \par
}{\plain \fs20 Its campaign centred around a fictional cartoon HUTHY family (an 
acronym of \par
}{\plain \fs20 Help Us To Help You) who appeared in a 30\_second local TV and r 
adio \par
}{\plain \fs20 campaign, advertising a consumer self\_help leaflet. Following t 
he campaign, \par
}{\plain \fs20 the number of requests for leaflets and the number of night visi 
ts were \par
}{\plain \fs20 tracked and county GP practices, pharmacies, opticians and denti 
sts were \par
}{\plain \fs20 sent a feedback questionnaire. In the immediate campaign afterma 
th, 781 \par
}{\plain \fs20 calls were logged, predominantly from the Somerset and Devon are 
as. At the \par
} {\plain \fs20 time of the HUTHY campaign in Somerset, the number of calls to t 
heGPfell\par
}{\plain \fs20 by 34 per cent compared to the previous week and night visits fe 
11 5.25 per \par
} {\plain \fs20 cent to 16,439 and later to 15,840. While other initiatives were 
also \par

} {\plain \fs20 on\_going during this period, the steep drop was attributed to t 
he campaign. \par 
}{\plain \fs20 \par
}{\plain \fs20 The anecdotal feedback was mixed, however. Generally, it was fel 
t that \par



} {\plain \fs20 patients were not aware of the eampaign, nor had read the guide.
Around 27 \par

} (\plain \fs20 per cent did think the campaign had affected the number of inapp 
ropriate \par
} (\plain \fs20 call\_outs and 17 per cent felt that it had promoted better use 
of the \par
}{\plain \fs20 primary healthcare team. \par 
}{\plain \fs20 \par
} {\plain \fs20 A fifth felt it had inereased the home treatment of minor ailmen 
ts. \par
}{\plain \fs20 \par
} {\plain \fs20 Copyright 1998 Miller\_Freeman pic \par 
}{\plain \fs20 \par
} {\plain \fs20 INDUSTRY NAMES: *Health* care delivery; Insurance; Retailing no 
n\_food \par
}{\plain \fs20 PRODUCT NAMES: Drug stores and proprietary stores (591000); Ho 
spital and \par
}{\plain \fs20 medical service plans (632400); Health care services (800000 
); \par
} {\plain \fs20 Administration of publie health programs (943000) \par 
} {\plain \fs20 CONCEPT TERMS: All product and service information; Costs \par

}{\plain \fs20 MARKETING TERMS: All campaign; All general; All media; Associat 
ion \par
} {\plain \fs20 advertising; Cooperative campaign; ^Public* *service* *adverti 
sing*; \par
}{\plain\fs20 Radio; TV advertising; Ad volume \par
}{\plain \fs20 GEOGRAPHIC NAMES: European Union (EUCX); United Kingdom (UNK) 
; Western \par
} {\plain \fs20 Europe (WEEX)\par 
}{\plain \fs20 \par 
}{\plain \fs20 \par
} (\plain \fs20 15/9/3 (Item 3 from file: 9) \par 
} (\plain \fs20 DlALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (e) 1999 Resp. DB Svcs. All rts. reserv. \par 
}{\plain \fs20 \par
}{\plain \fs20 02239992 01631782 (THIS IS THE FULLTEXT)
\par
}{\plain \fs20 Mich. AFD Starts Drive For Safer Food Handling \par 
}{\plain \fs20 (Associated Food Dealers of Michigan launches state\_wide food s 
afety \par
} (\plain \fs20 campaign that follows guidelines of nationally sponsored Fight 
BAC! \par

' } (\plain \fs20 safety campaign) \par 
} {\plain \fs20 Supermarket News, v 48, n 36, p 33+ \par 
}{\plain \fs20 September 07, 1998 \par
}{\plain\fs20 DOCUMENT TYPE: Journal ISSN: 0039\_5803 (United States) \par 
}{\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext\par 
}{\plain\fs20 WORD COUNT: 717\par 
}{\plain \fs20 \par 
} {\plain \fs20 ABSTRACT: \par
}{\plain \fs20 The Associated Food Dealers of Michigan has begun a state\_wide 

food safety \par
}{\plain \fs20 campaign that follows the guidelines of the nationally sponsored



Fight BAC! \par
}{\plain \fs20 safety campaign. Independent retailers in Michigan are using the 
program to \par
}{\plain \fs20 train workers and educate consumers on how to prevent bacterial 
\par
} {\plain \fs20 contamination of food and food\_borne illnesses. Over 100 retail 
ers are \par
}{\plain \fs20 participating in the program, which emphasizes 4 main points abo 
ut\par
}{\plain \fs20 preparing and storing food safely. The Associated Food Dealers h 
as also \par
}{\plain \fs20 issued press releases offering a free Fight Bac! brochure to con 
sumers. \par
}{\plain \fs20 Hollywood Supermarkets (Detroit), a 4\_unit retail chain, began 
using the \par
}{\plain \fs20 Associated Food Dealers' program 3 months ago. It also uses Figh 
t Bac! \par
}{\plain \fs20 graphics in shopping circulars in which the self\_service meat a 
nd deli \par
} (\plain \fs20 departments are featured. \par 
} {\plain \fs20 \par
}{\plain \fs20 Meanwhile, the Detroit Free Press released a report on several f 
ood safety \par
}{\plain \fs20 violations and *health* department infractions at some supermark 
ets in the \par
}{\plain \fs20 Detroit area. It based its ratings on the letter\_grade *evaluat 
ion* system \par
} {\plain \fs20 used by regulators to determine inspection priorities and decide 
how often \par

} {\plain \fs20 a store should be inspected. Stores with the lowest rating are i 
nspected \par
} {\plain \fs20 every 2 months due to a relatively high number of citations duri 
ng a\par
}{\plain \fs20 previous visit. One of the retailers mentioned in the Detroit Fr 
ee Press\par
} {\plain \fs20 articles as having received a poor rating was VOS Buying Group's 
(Warren, \par

} {\plain \fs20 MI) Vegas Foods. Frank Ancori, president of VOS Buying Group, a 
12\_unit \par
} {\plain \fs20 chain, said that the company has made food safety a primary focu 

s and \par
} (\plain \fs20 trains its employees to use Fight Bac! materials. \par 
} {\plain \fs20 \par 
} (\plain \fs20 TEXT: \par 
} (\plain \fs20 By MINA WILLIAMS \par 
} {\plain \fs20 \par
} (\plain \fs20 SOUTHFIELD, Mich. (FNS) \_\_ As the Associated Food Dealers of M 

ichigan here \par
} {\plain \fs20 embarked on its own state\_wide food safety campaign, the Detroi 
t Free Press \par
} {\plain \fs20 reported a number of food safety violations and health departmen 

t \par
} (\plain \fs20 infractions at area supermarkets. \par 
}{\plain \fs20 \par



} {\plain \fs20 To area retailers' dismay, the newspaper based its stories on a 
letter \par
}{\plain \fs20 evaluation system regulators use to establish inspection priorit 
ies. This \par
}{\plain \fs20 A\_through\_E system helps health department officials determine 
how \par
}{\plain \fs20 frequently a store should be inspected. E\_rated stores, for exa 
mple, are \par
}{\plain \fs20 inspected on a two\_month schedule because they received a relat 
ively high \par
} {\plain \fs20 number of citations during a prior visit. \par 
}{\plain \fs20 \par
} {\plain \fs20 With the increase in highWisk foods being sold at supermarkets 
, more and \par
}{\plain \fs20 more retailers are trying to establish policies and practices th 
at will \par
) (\plain \fs20 reduce the risk of bacterial contamination. \par 
}{\plain \fs20 \par
} {\plain \fs20 The food safety campaign mounted by the AFD follows the guidelin 
es of the\par
){\plain \fs20 nationally sponsored Fight BAG! food safety campaign. Area indep 
endents are \par
} {\plain \fs20 using the program to train a revolving labor pool and educate cu 
stomers \par
} {\plain \fs20 about preventing bacterial contamination. \par 
} {\plain \fs20 \par
}{\plain \fs20 More than 100 retailers are participating in the program, whieh 

stresses \par
}{\plain \fs20 four key principles for safely preparing and storing food: washi 
ng hands\par
}{\plain \fs20 and surfaces often, preventing cross contamination, cooking food 

s to proper \par
}{\plain \fs20 temperatures and refrigerating food promptly. In addition to the 

retailer \par
}{\plain \fs20 materials, the AFD issued press releases offering consumers a fr 
ee Fight \par
}{\plain \fs20 BAG! brochure that explains the four steps in easy\_to\_understa 

nd and \par
} (\plain \fs20 simple\_to\_remember terms. \par 
}{\plain \fs20 \par
}{\plain \fs20 "Food safety is the No. 1 concern for those in the food industry 

in this \par
} {\plain \fs20 country," said Joe Sarafa, president of the AFD. "We are taking 

it to the \par
}{\plain \fs20 next level in Michigan and making sure the details are in place 

to help \par
} {\plain \fs20 prevent cases of food\_borne illness that can be prevented in th 

e home." \par 
} {\plain \fs20 \par
}{\plain \fs20 Participating retailers view the AFD's effort as a way to keep f 

ood safety \par
} {\plain \fs20 on the minds of retail associates and consumers. \par 
} {\plain \fs20 \par
} {\plain \fs20 "We want to be proactive," said Torn Welsh, owner of Hollywood \



par
}{\plain \fs20 Supermarkets, a four\_unit chain in the Detroit area. "We starte 
d using the \par
} {\plain \fs20 program three months ago. Our department managers are trained so 
far, but \par

} {\plain \fs20 we are just getting started. We want to do it right at the store 
level and \par

} {\plain \fs20 get this information to our consumers." \par 
} {\plain \fs20 \par
}{\plain \fs20 To reach consumers, the operator also uses Fight BAG! graphics i 
n \par
} {\plain \fs20 circulars, on the center spread where the self\_service meat and 
deli \par

} {\plain \fs20 departments are featured. The color logo and safe handling tips 
give \par
}{\plain \fs20 consumers information they may not have had before, Welsh said. 
\par
}{\plain \fs20 \par
} (\plain \fs20 The fact that the meat and deli departments are service\_oriente 
d gives\par
} {\plain \fs20 associates an opportunity to use the information in consumer edu 
cation \par
} (\plain \fs20 efforts. \par 
}{\plain \fs20 \par
} {\plain \fs20 "The program has forced.us to aggressively determine the need fo 
r our staff \par
} {\plain \fs20 to make food safety a priority and a primary focus," said Frank 
Ancori, \par
}{\plain \fs20 president of 12\_unit VOS Buying Group, Warren, Mich. Employees 
of VOS are \par
}{\plain \fs20 trained to use the Fight BAG! materials. \par 
}{\plain \fs20 \par
}{\plain \fs20 VOS' Vegas Foods was one of the retailers mentioned in the newsp 
aper\par
} {\plain \fs20 expose. Ancori told SN that one unit's D rating was based on the 
fact that \par

} {\plain \fs20 a deli clerk did not his wash hands between customers, even thou 
gh the \par
} {\plain \fs20 clerk did change gloves. Inspectors found dust on the ceiling an 
d a cracked \par 
} (\plain \fs20 wall tile. \par 
}{\plain \fs20 \par
} (\plain \fs20 "(As) opposed to maggots in the meat grinder, which placed anoth 

er\par
} {\plain \fs20 operator's store in the same poor rating, my infractions were mi 
nimal and \par
}{\plain \fs20 were immediately corrected. We were in full compliance the next 
\par
}{\plain \fs20 inspection," said Ancori. \par
}{\plain \fs20 While sales remain unaffected following the report, Ancori did s 
ay \par
}{\plain \fs20 customers were questioning the articles. "One customer asked how 
she could \par

} (\plain \fs20 be shopping in the store for four years and not see anything wro



ng, and now \par
}{\plain \fs20 she is reading that the store got a poor rating," he said. "The 
stories do \par
} (\plain \fs20 not indicate how we received the rating, only what the rating wa 
s." \par
}{\plain \fs20 \par
} {\plain \fs20 Welsh also expressed concern that the newspaper reports wrongly 
implied \par
} {\plain \fs20 that the letter ranking \_\_ designed merely to set the frequenc 
y of\par
}{\plain \fs20 inspections \_\_ grades the actual cleanliness of facilities. On 
e of his \par
} {\plain \fs20 units producing salads for the rest of the chain, and he fears i 
ts lower C \par
}{\plain \fs20 or D rank might be misinterpreted by the public as an actual foo 
d safety \par
}{\plain \fs20 grade. \par 
}{\plain \fs20 \par
) {\plain \fs20 In the wake of the media reports, the Michigan Food and Beverage 
\par
} (\plain \fs20 Association has asked Gov. John Engler to make food safety a top 
priority. \par 
}{\plain \fs20 \par
} (\plain \fs20 Copyright 1998 Fairchild Publications, a division of C 
apital \par
} (\plain \fs20 Cities Media, Inc. \par 
} (\plain \fs20 \par 
}{\plain \fs20 \par
}{\plain \fs20 COMPANY NAMES: ASSOCIATED FOOD DEALERS OF MlCFllGAN; HOLLYWOOD S 

UPERMARKETS\par
} {\plain \fs20 ; VOS BUYING GROUP \par
} {\plain \fs20 PRODUCT NAMES: Food stores (540000) \par
}{\plain \fs20 CONCEPT TERMS: All company; All market information; All product
and \par

} {\plain \fs20 service information; Joint venture; Marketing campaign; Number 
outlets; \par

} {\plain \fs20 Public relations; Quality \par
}{\plain \fs20 MARKETING TERMS: All general; All media; Association advertisin 

g; Print \par
} {\plain \fs20 advertising; *Public* ^service* *advertising* \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA) \ 

par
} (\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 15/9/4 (Item 4 from file: 9) \par 
} {\plain \fs20 DlALOG(R)File 9:Business «& Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Sves. All rts. reserv. \par 
} {\plain \fs20 \par
}{\plain\fs20 02226188 (THIS IS THE FULLTEXT) \par
}{\plain \fs20 Education and Prevention Evidence that *HIV* Prevention Saves Li
ves and \par
} (\plain \fs20 Dollars Presented \par
}{\plain \fs20 (Study finds only 3,995 *A1DS* infeetions must be prevented annu 

ally to \par



} {\plain \fs20 result in cost\_savings from education and prevention programs 
)\par
} {\plain \fs20 AIDS Weekly Plus, p N/A \par 
} (\plain \fs20 August 10, 1998 \par
}{\plain \fs20 DOCUMENT TYPE; Newsletter ISSN: 0884\_903X (United States) \pa 

r
} (\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par 
} {\plain \fs20 WORD COUNT: 859 \par 
}{\plain \fs20 \par 
} (\plain \fs20 ABSTRACT: \par
}{\plain \fs20 According to findings on *A1DS* education and prevention, presen 
ted by the \par
}{\plain \fs20 US Centers for Disease Control and Prevention (CDC), *AIDS* prev 
ention has \par
}{\plain \fs20 been *effective*, saving both money and lives. Using economic mo 
deling \par
}{\plain \fs20 tools developed by CDC scientists which compare lifetime treatme 
nt costs \par
}{\plain \fs20 against current national investment in *H1V* prevention to deter 
mine, the \par
}{\plain \fs20 study found that only 3,995 infections must be prevented annuall 
y to result \par
) {\plain \fs20 in cost\_savings, and only 1,255 infections must be prevented fo 

r the \par
}{\plain \fs20 investment to be cost\_*effective*. David Holtgrave, PhD, NCHSTP 

, and \par
}{\plain \fs20 colleagues estimate current lifetime treatment costs for *H1V* n 
ow averages \par
} {\plain \fs20 $154,402, representing the money saved per infection averted thr 
ough\par
}{\plain \fs20 prevention. Full text looks at *A1DS* prevention programs and co 

St savings \par
}(\plain \fs20 resulting from such programs. \par 
}{\plain \fs20 \par 
} (\plain \fs20 TEXT; \par
} {\plain \fs20 Cost\_effectiveness estimates, combined with the most comprehens 

ive\par
}{\plain \fs20 evaluation to date of available prevention research, leave no do 

ubt that \par
}{\plain \fs20 the nation's efforts to prevent HIV infection have paid off. The 

U.S.\par
} {\plain \fs20 Centers for Disease Control and Prevention (CDC) believes the fi 
ndings, \par
}{\plain \fs20 presented at the 12th International AIDS Conference, held in Gen 

eva, \par
} (\plain \fs20 Switzerland, June 28 \_ July 3, 1998, will help HIV prevention p 
rograms make \par
} (\plain \fs20 the best use of limited resources by basing program decisions on 

the\par
}{\plain \fs20 science of what works best for populations at risk. "We have mor 
e evidence \par
}{\plain \fs20 than ever before that prevention works and that it saves dollars 

in \par
}{\plain \fs20 addition to lives," said Helene Gayle, MD, M.P.H., CDC. CDC scie



ntists have \par
} (\plain \fs20 developed tools for estimating the economic impact of HIV preven 
tion \par
} {\plain \fs20 programs in the era of advanced combination therapies. The econ 
omic model \par
}{\plain \fs20 estimates lifetime treatment costs (based on treatment scenarios 
), and \par
} {\plain \fs20 balances those costs against the current national investment in 
HIV \par
) {\plain \fs20 prevention to determine what level of success is needed to save 
the nation \par
}{\plain \fs20 money. The findings indicated that only 3,995 infections must be 
prevented \par
}{\plain \fs20 annually to actually result in cost\_savings, and only 1,255 inf 
ections must \par
}{\plain \fs20 be prevented for the investment to be cost\_effective. "We found 
that even \par

} {\plain \fs20 if only a relatively small number of infections are prevented ea 
ch year, \par
){\plain \fs20 HIV prevention programs save money," said David Holtgrave, Ph.D. 
,NCHSTP.\par
} (\plain \fs20 "Given what we know about prevention effectiveness, we believe t 
hat the\par
} {\plain \fs20 number of infections actually prevented greatly exceeds the cost 
\_saving \par
}{\plain \fs20 level." Holtgrave and colleagues estimate that the present cost 
of lifetime \par
}{\plain \fs20 treatment for HIV now averages $154,402. This amount represents 
the money \par

} {\plain \fs20 saved per infection averted through prevention. By dividing the 

national \par
}{\plain \fs20 prevention budget of $616.79 million by the resources saved per 
infection \par
} (\plain \fs20 prevented, he is able to determine the minimum number of infecti 
ons that\par
} {\plain \fs20 would have to be prevented to save money. To determine the numbe 

r of\par
}{\plain \fs20 infections that would have to be averted in order to conclude \p 

ar}{\plain \fs20 cost\_effectiveness, researchers add to the medical costs an est 
imate of\par
} {\plain \fs20 what society is willing to pay per year of life saved. This est 
imate is \par
}{\plain \fs20 derived from analysis of investment in other life\_saving interv 

entions, \par
} {\plain \fs20 such as kidney dialysis and mammography. Researchers believe th 

at the \par
} {\plain \fs20 greatest benefit of these models are to program planners attempt 
ing to make \par
} {\plain \fs20 tough decisions about which prevention programs can make the big 

gest \par
}{\plain \fs20 impact. "Combining this tool with research on which intervention 

s work most \par
}{\plain \fs20 effectively to prevent infection will allow those who allocate r



esources to \par
}{\plain \fs20 ensure they are used most appropriately," stressed Holtgrave. Ot 
her CDC \par
} {\plain \fs20 presentations at the eonference presented the most comprehensive 
evidence \par

} {\plain \fs20 to date that HIV prevention programs are effective. CDC researc 
hers have \par
} (\plain \fs20 assimilated and analyzed all available studies to date that eval 
uate the \par
} {\plain \fs20 impact of prevention programs and created a database called Prev 
ention \par
}{\plain \fs20 Research Synthesis (PRS). The PRS database incorporates all wel 
l\_conducted \par
}{\plain \fs20 evaluations of the full range of HIV prevention programs, from s 
chool\_based \par
} {\plain \fs20 education to street outreach for injection drug users. By conduc 
ting a\par
}{\plain \fs20 meta\_analysis on these studies, researchers can determine their 
overall \par
}{\plain \fs20 impact. CDC researcher Ellen Sogolow, Ph.D., presented the over 
all \par
}{\plain \fs20 findings, based on 46 U.S. studies of more than 18,000 individua 
Is, \par
}{\plain \fs20 indicating that participants significantly reduced their risk be 
haviors \par
}{\plain \fs20 following the program interventions. "The picture that results i 
s clear. \par
} (\plain \fs20 Well designed HIV prevention programs have had a positive impact 
." said \par
} {\plain \fs20 Sogolow, "And they have made a difference for a wide range of po 

pulations \par
}{\plain \fs20 at risk." CDC behavioral scientist. Salaam Semaan, Dr. PH., pres 
ented a \par
) {\plain \fs20 subset of the overall analysis that looks at the impact of progr 
ams \par
}{\plain \fs20 designed to reduce sexual risk behaviors among injection drug us 
ers, one of \par
} {\plain \fs20 the most difficult to reach populations. Because of the dangero 
us\par
}{\plain \fs20 intersection of drugWelated and sexual risk behaviors, program 
s for \par
} {\plain \fs20 injection drug users must strive to reduce not only drugWelate 
d risks, but \par
} {\plain \fs20 also sexual risks. Semaan and colleagues analyzed the combined i 
mpactof\par
} {\plain \fs20 twenty\_nine studies on the risk behaviors of over 11,000 inject 
ion drug \par
}{\plain \fs20 users and found an overall positive effect. The vast majority o 

f the \par
}{\plain \fs20 interventions were effective in reducing sexual risk behaviors a 

mong \par
}{\plain \fs20 injection drug users, and none of the interventions were harmful 
. "Our \par
}{\plain \fs20 findings suggest that effective behavior change programs can slo



w the \par
}{\plain \fs20 sexual spread of HIV among injection drug users and their partne 
rs," said \par
} {\plain \fs20 Semaan. "Our challenge will be to help communities design progr 
ams that \par
}{\plain \fs20 combine these approaches with the most effective interventions f 
or reducing \par
} {\plain \fs20 drug\_related risks." An analysis of the effectiveness of progra 
ms to reduce \par
} {\plain \fs20 drug\_related risk behaviors is underway and expected to be comp 
lete in the \par
}{\plain \fs20 coming months. Sogolow discussed several CDC systems for putting 
the best\par
}{\plain \fs20 prevention research into the hands of communities affected, incl 
uding the \par
}{\plain \fs20 PRS database. Sogolow also presented CDC prevention modules whic 
h help \par
}{\plain \fs20 communities reproduce effective HIV prevention programs. Severa 
1 \par
}{\plain \fs20 prevention modules were discussed, including a video\_based disc 
ussion group \par
}{\plain \fs20 intervention for minority women at high risk and an outreach pro 
gram to \par
} {\plain \fs20 influence peer opinion leaders that reach young gay men. "CDC's 
role is to \par
}{\plain \fs20 provide communities the best science available to guide preventi 
on \par
} {\plain \fs20 efforts," said Sogolow. "Pulling the best prevention research t 
ogether\par
} {\plain \fs20 into a tool that can be used to analyze, evaluate, and replicate 

\par
} {\plain \fs20 scientifically sound programs is the first step toward extending 
their \par
}{\plain \fs20 reach." \par 
} {\plain \fs20 \par
} {\plain \fs20 Copyright 1998 Charles W. Henderson \par 
}{\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 INDUSTRY NAMES: Pharmaceutical \par
} {\plain \fs20 PRODUCT NAMES: AIDS therapeutic agents (283403); Administratio 

n of public \par
} {\plain \fs20 health programs (943000) \par
} {\plain \fs20 CONCEPT TERMS: All government; All product and service informat 
ion; Costs; \par
} (\plain \fs20 Government assistance \par
}{\plain \fs20 MARKETING TERMS: All general; ^Public* ^service* *advertising*
\par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\ 

par
}{\plain \fs20 \par 
} {\plain \fs20 \par
} {\plain \fs20 15/9/5 (Item 5 from file: 9) \par
}{\plain \fs20 DlALOG(R)File 9:Business & Industry(R) Jul \par
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par



}{\plain \fs20 \par
} {\plain \fs20 02194750 (THIS IS THE FULLTEXT) \par
}{\plain \fs20 Michigan legislation designed to increase organ/tissue donation
goes into\par
}{\plain \fs20 *effect* July I \par
}{\plain \fs20 (*Effective* 7/1/98, Michigan will try to increase awareness of 
the need \par
} {\plain \fs20 for organ/tissue donors, hoping to add 500,000 names to the cu 
rrent \par
} (\plain \fs20 16,000 registered donors) \par 
}{\plain \fs20 Transplant News, v 8, n 12, p 6 \par 
} (\plain \fs20 June 30, 1998 \par
} {\plain \fs20 DOCUMENT TYPE: Newsletter ISSN: 0005\_2I75 (United States) \pa 

r
} (\plain \fs20 LANGUAGE: English RECORD TYPE: FuIItext \par 
} {\plain \fs20 WORD COUNT: 421 \par 
} {\plain \fs20 \par 
} (\plain \fs20 TEXT: \par
}{\plain \fs20 A package of bills designed to improve organ and tissue donation 
rates in \par

} {\plain \fs20 Michigan will go into effect on July 1. \par 
} {\plain \fs20 \par
}{\plain \fs20 Michigan lags far behind the national per capita rate of organ d 
onation, \par
}{\plain \fs20 ranking 45th of 50 states. The new law seeks to increase rates b 

y \par
}{\plain \fs20 identifying potential organ and tissue donors through the driver 
's license \par
) {\plain \fs20 application and renewal process and by heightening public awaren 
ess of\par
}{\plain \fs20 donation and transplantation. Currently, only 16,000 Michigan re 

sidents \par
}{\plain \fs20 have signed organ donor cards. It is hoped the legislation will 
add nearly \par
} (\plain \fs20 one\_half million new names, said Tammie Havermahl, public educa 

tion \par
}{\plain \fs20 director of the Transplantation Society of Michigan. \par 
}{\plain \fs20 \par
} (\plain \fs20 Havermahl said she has a goal of getting the 500,000 names on th 
e registry \par
} {\plain \fs20 by next spring. \par 
}{\plain \fs20 \par
} {\plain \fs20 In a related action, the Michigan secretary of state's office an 
nounced a \par
}{\plain \fs20 pilot program intended to expand the Gift of Life Donor Registry
• ''par
}{\plain \fs20 Postage\j3aid, pre\_addressed postcards will be provided to resi 
dents\par
} {\plain \fs20 renewing a driver's license or state identification card. Those 
wishing to \par
) (\plain \fs20 have their names placed on the registry need only fill out the c 
ard and \par
} {\plain \fs20 mail it to a central depository in Lansing, where it will be opt 
ically \par



} {\plain \fs20 scanned and transferred to the registry. The registry is queried 
upon each \par

} {\plain \fs20 death in the state. \par 
} (\plain \fs20 \par
}{\plain \fs20 Nationwide, demand for anatomical gifts far exceeds supply. Whil 
e80%of\par
}{\plain \fs20 the U.S. population indicates support of organ donation, nationa 
lly only \par
} {\plain \fs20 30% of persons\_\_20% in Michigan\_\_are potential donors. Curre 
ntly, 2,400 \par
}{\plain \fs20 Michigan patients are on transplant waiting lists; 40 have died 
so far this \par
} {\plain \fs20 year waiting for donor organs. \par
}{\plain \fs20 "Public education and endorsement, together with family discuss! 
on, are key \par
} {\plain \fs20 to eliminating this public health crisis," said Tom Beyersdorf, 
executive \par
} {\plain \fs20 director of the Transplantation Society. "This law helps clarify 
and \par

} {\plain \fs20 promote the use of the Michigan driver's license as a means of i 
ndicating \par
} {\plain \fs20 one's intent to become an organ and tissue donor, encourage fami 
ly \par
} {\plain \fs20 discussion, and allow potential organ and tissue donors to enrol 
1 in the \par
} {\plain \fs20 donor registry." \par 
} {\plain \fs20 \par
}{\plain \fs20 Pennsylvania, Florida, and Illinois lead the way in state initia 
tives to \par
} {\plain \fs20 raise donation rates. Programs in the three states feature drive 
r's license \par
} {\plain \fs20 registries as well as funding for public education and mass medi 
a \par
} {\plain \fs20 advertising. The programs also mandate that hospital personnel a 
ctively \par
}{\plain \fs20 facilitate donation at every opportunity. \par 
}{\plain \fs20 \par
} {\plain \fs20 "Whether it is through the registry or via the back of the drive 
r's \par
}{\plain \fs20 license, our process remains the same," said Beyersdorf "The do 
nation \par
}{\plain \fs20 information is presented to the family. The family must provide 
written \par
} {\plain \fs20 permission for organ recovery. When the wishes of the deceased a 
re known, \par
}{\plain \fs20 the family invariably will honor those wishes." \par 
}{\plain \fs20 \par
} {\plain \fs20 Copyright 1998 Transplant Communications, Inc. \par 
}{\plain \fs20 INDUSTRY NAMES: ^Health* care delivery \par 
} {\plain \fs20 PRODUCT NAMES: Flealth and allied services, misc (809900) \par

}{\plain \fs20 CONCEPT TERMS: All government; All market information; Marketin 
g campaign; \par
} {\plain \fs20 New laws; Users \par



} {\plain \fs20 MARKETING TERMS: All campaign; All general; *Public* *service*
\par
} {\plain \fs20 *advertising*; Regional campaign \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\ 

par
}{\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 15/9/6 (Item 6 from file: 9) \par 
} {\plain \fs20 DIALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par 
}{\plain \fs20 \par
}{\plain \fs20 02132961 (THIS IS THE FULLTEXT) \par 
}{\plain \fs20 Drug Money: Part 2 \par
} (\plain \fs20 (A look at whether the $2 bil to be ponied up for drug preventio 
n \par
} {\plain \fs20 advertising and education will really work) \par 
} {\plain \fs20 Brandweek, v 39, n 17, p 20+ \par 
} {\plain \fs20 April 27, 1998 \par
}{\plain\fs20 DOCUMENT TYPE: Journal ISSN: 1064\_4318 (United States) \par 
} {\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par 
} {\plain \fs20 WORD COUNT: 2094 \par 
}{\plain \fs20 \par 
} {\plain \fs20 ABSTRACT: \par
} (\plain \fs20 The ONDCP strategy involves a three phase effort; the first, hav 
ing begun \par
}{\plain \fs20 in January and still running, is a 12\_city test of $20 million 
in paid \par
} {\plain \fs20 anti\_drug ads, during which the office is *evaluating* its tact 
ics based on \par
}{\plain \fs20 focus groups, phone interviews and community feedback. Phase Two 
expands\par

} {\plain \fs20 the campaign nationally, with $65 million in paid ads starting i 
n May or\par
}{\plain \fs20 June, 1998. Phase Three, which starts in the fall of 1998, alloc 

ates $93 \par
){\plain \fs20 million in paid integrated media.The integrated media plan will 
utilize \par
}{\plain \fs20 high\_impact media, sports and entertainment events and "non\_tr 
aditional" \par
}{\plain \fs20 media such as video trailers, video\_store handouts, mall arcade 

s and even \par
}{\plain \fs20 basketball backboards. Porter Novell! (Washington, DC) is implem 

eting Phase \par
}{\plain \fs20 One, with ads that encompass five strategic themes, based on stu 

dy of\par
}{\plain \fs20 academic papers, data and other research material supplied by th 

e PDFA, as \par
} {\plain \fs20 well as on two two\_day conferences of ad people, physicians and 

public \par
} (\plain \fs20 *health* experts: 1. Instill belief that drug use is not common;
2. enhance \par

} {\plain \fs20 negative social consequences of use; 3. the positive aspects of 

being \par
}{\plain \fs20 drug\_free; 4. enhance the variety of personal and social skills



; 5.\par
}{\plain \fs20 positive use of time. Why, for example, aren't beer, liquor and 
tobacco \par
}{\plain \fs20 included in the PDFA's and ONDCP's mandate, when, historically, 
youth are \par
} {\plain \fs20 curious about and start out on those substances before they try 
marijuana \par
} {\plain \fs20 or are tempted by their first mushrooms. Add to that the hundred 
s of\par
}{\plain \fs20 millions of dollars a year spent by advertisers of those product 
s to reach \par
}{\plain \fs20 kids, and it's hard to justify their exclusion. But then, this i 
s where the \par
}{\plain \fs20 moral highWoad runs smack into the rocky cliff of political pr 
agmatism.By \par
}{\plain \fs20 not including them, for whatever reason, the *effectiveness* of 

the\par
} (\plain \fs20 campaign may be weakened. But it only further blurs a picture al 
ready made \par
) {\plain \fs20 fuzzy by a dearth of sound research and, thus, the most basic "a 
ccount\par
} {\plain \fs20 supervision." This anti\_drug effort may well be the model for o 
ther public \par
}{\plain \fs20 causes co\_funded by the public and private sectors, and it coul 
d prove a \par
} {\plain \fs20 poor precedent. \par 
} (\plain \fs20 \par 
) (\plain \fs20 TEXT: \par 
} {\plain \fs20 ONDCP STRATEGY \par
}{\plain \fs20 The ONDCP strategy involves a three phase effort; the first, hav 

ing begun \par
}{\plain \fs20 in January and still running, is a 12\_city test of $20 million 

in paid \par
}{\plain \fs20 anti\_drug ads, during which the office is evaluating its tactic 

s based on \par
}{\plain \fs20 focus groups, phone interviews and community feedback. That said 

, one \par
) {\plain \fs20 highWanking executive involved in the program terms it superfi 
cial at \par
} {\plain \fs20 best. Phase Two expands the campaign nationally, with $65 millio 

n in paid \par
} (\plain \fs20 ads starting in May or June. Phase Three, which starts in the fa 

11, \par
} {\plain \fs20 allocates $93 million in paid integrated media. \par 
} {\plain \fs20 \par
} {\plain \fs20 The integrated media plan, as with any brand image push these da 

ys, is to \par
} {\plain \fs20 get the money "to look bigger" than what the paid and donated me 

dia time \par
}{\plain \fs20 adds up to, this through high\_impact media, sports and entertai 
nment events \par
}{\plain \fs20 and "non\_traditional" media such as video trailers, video\_stor 

e handouts, \par
}{\plain \fs20 mall arcades and even basketball backboards. The idea is to crea



te an \par
}{\plain \fs20 "effective, continuous presence" for the messages, said Michael 
Marks, \par
} {\plain \fs20 senior vice president of Creative Media, N.Y. \par 
}{\plain \fs20 \par
}{\plain \fs20 "We have to keep hammering the message home, just like the Nike 
swoosh," \par
} (\plain \fs20 said Judy Cushing, president of National Family Partnership, Por 
tland, \par
} {\plain \fs20 Ore., an organization of concerned parents. \par 
}{\plain \fs20 \par
}{\plain \fs20 For Phase 1, being implemented by Porter Novell!, Washington, ad 
s encompass \par
} {\plain \fs20 five strategic themes, based on study of academic papers, data a 
nd other \par
}{\plain \fs20 research material supplied by the PDFA, as well as on two two\_d 

ay \par
}{\plain \fs20 conferences of ad people, physicians and public health experts;
\par
} (\plain \fs20 \par
} {\plain \fs20 1. Instill belief that drug use is not common; that kids overest 
imate the \par
}{\plain \fs20 prevalence of use. Debunk the myth that everyone is doing it to 

keep kids \par
}{\plain \fs20 from trying in the first place. ("Four out of five kids don't sm 
oke pot.") \par 
} {\plain \fs20 \par
}{\plain \fs20 2. Enhance negative social consequences of use. (Girl storming o 

ut of\par
} (\plain \fs20 pothead ex\_boyfriend's room.) \par 
} {\plain \fs20 \par
}(\plain \fs20 3. The positive aspects of being drug\_free. (Rad skateboarder i 
n action.) \par 
} {\plain \fs20 \par
}{\plain \fs20 4. Enhance the variety of personal and social skills. Yes, refus 

al skills, \par
} {\plain \fs20 but also future\_oriented skills needed to have a bright future.
(1 need to \par
}(\plain \fs20 graduate, 1 need to have fun, 1 need a job, 1 need to be a kid.)
\par
}{\plain \fs20 \par
}{\plain \fs20 5. Positive use of time. (Girl winning firsEjlace in a gymnast 
ics meet.) \par 
} (\plain \fs20 \par
} {\plain \fs20 Are they on target? \par 
}{\plain \fs20 \par
} {\plain \fs20 "This is your brain on drugs" is the best recalled anti\_drug ad 

in the \par
}{\plain \fs20 history of the genre; a new ad has extended that equity, showing 

a woman in \par
}{\plain \fs20 a kitchen holding up an egg, "This is your brain," and smashing 

the egg \par
}{\plain \fs20 with a frying pan, "This is your brain on heroin." She then rans 

acks the \par



}{\plain \fs20 rest of the room with the cast\_iron pan to show the devastation 
that heroin \par
}{\plain \fs20 wreaks on home, career and family. Another ad shows a middle\_ag 
ed mother \par
}{\plain \fs20 feeding someone, presumably a baby, oatmeal by spoon. The payoff 
is that \par

} {\plain \fs20 she's actually feeding her teenage son whose brain has been frie 
d by \par
} {\plain \fs20 inhaling household chemicals. \par 
}{\plain \fs20 \par
} {\plain \fs20 While ad agencies' good intentions are as true as any other part 
ner in the \par
} (\plain \fs20 mix, most are also too taxed to put the same level of rigorous r 
esearch and \par
} {\plain \fs20 account planning into a PDFA ad that they might for a paying cli 
ent. lf\par
}{\plain \fs20 they do read the research, chances are it's supplied by the PDFA 
. Most \par
} {\plain \fs20 agencies, in fact, view the experience as merely a creative exer 
cise in the \par
}{\plain \fs20 name of good citizenry. But a lack of the checks and balances pr 
oper\par
} {\plain \fs20 research can provide may lead to work that, while creative, can 
hinder the \par
} (\plain \fs20 desired effect. \par 
}{\plain \fs20 \par
}{\plain \fs20 A 1996 ad by agency Hampel Stefanides, N.Y., used a young woman' 
s account\par
} (\plain \fs20 of her and her boyfriend's heroin addiction. Parents to an infan 
t, he \par
} {\plain \fs20 succumbed to an overdose, and the young mother called for help.
She quite \par
}{\plain \fs20 credibly says she lost custody of her baby and wails, "I'm not a 
Mowed to \par
} (\plain \fs20 see her." Problem is, the scene runs counter to social work theo 
ry and \par
}{\plain \fs20 practice in just about any U.S. Jurisdiction. Addicted parents a 
re \par
} {\plain \fs20 encouraged, even required, to visit their children in foster car 
e; failure \par
} (\plain \fs20 to do so is a good way to permanently lose custody. Hampel Stefa 

nides\par
} {\plain \fs20 creative director Dean Stefanides said the story line was delibe 
rately \par
} {\plain \fs20 "fuzzy," so as to protect any real addicts' identity. \par 
}{\plain \fs20 \par
} {\plain \fs20 "No one knows what's made up or not," Stefanides said. "If it's 
incorrect, \par
} {\plain \fs20 it's all done to have kids stay off drugs. Maybe there should be 
more \par

} {\plain \fs20 research." \par 
} {\plain \fs20 \par
) {\plain \fs20 He referred other questions to the ad's director, Bobby Sheehan 
of Pure\par



}{\plain \fs20 Film. "I don't make documentaries," Sheehan said. "I make film s 
tories. The \par
}(\plain \fs20 intention is not to deceive, but hopefully to make a dramatic po 
int." \par
}{\plain \fs20 \par
} {\plain \fs20 Which might be fine, except that the hyperbole seems to be takin 
g on a life \par
} {\plain \fs20 of its own. In a recent Newsday op\_ed item, Steven Donziger, po 
licy \par
} (\plain \fs20 director of the Partnership for Responsible Drug Information, re 
called one \par
}{\plain \fs20 PDFA newspaper ad that claimed "20% of all children have tried a 
n inhalant \par
}{\plain \fs20 by the eighth grade." First, Donziger quotes a 1996 U.S. Flealth 
and Human \par
}{\plain \fs20 Services survey that only 5.9% of children aged 12\_17 had ever 
tried an \par
}{\plain \fs20 inhalant. Second, he states, the "everybody's\_doing\_it" taglin 
e "virtually \par
) {\plain \fs20 invite(s) children to try inhalants." \par 
}{\plain \fs20 \par 
} {\plain \fs20 photo omitted \par 
}{\plain \fs20 \par
}{\plain \fs20 Another critic, Kendra Wright of Falls Church Va.\_based Family 

Watch, a \par
}{\plain \fs20 network of organizations concerned about drug policy, said one a 
d she saw \par
} {\plain \fs20 in the Washington test area worries her. "My 15\_year\_old step\
_son had no \par
} (\plain \fs20 idea that you could get high on household cleaners until he saw 

the ad \par
} {\plain \fs20 warning against their use." \par 
}{\plain \fs20 \par
}{\plain \fs20 One anti\_heroin ad, according to critics, may have simply compo 

unded \par
} (\plain \fs20 problems for one of the campaign's target markets. The TV spot f 

eatures a \par
}{\plain \fs20 teenage boy decrying the drug's destruction of his life, from un 
employment \par
} {\plain \fs20 to homelessness to what's presented as the extreme degradation:
"...and now \par
} {\plain \fs20 1 have sex with men for money to support my drug habit." This st 
irred the \par
} (\plain \fs20 ire of the Gay & Lesbian Alliance Against Defamation (GLAAD), wh 

ich called \par
}{\plain \fs20 the ad "patently homophobic." GLAAD maintained the ad used "homo 

sexuality \par
}{\plain \fs20 as a scare tactic" and potentially "exacerbate(d) higher\_than\_ 

average risks \par
} (\plain \fs20 gay and lesbian youth face for substance abuse and suicide by im 

plying that \par
} {\plain \fs20 being gay is worse than being addicted to heroin." Once the civi 
1 rights \par
} {\plain \fs20 watchdog group started whipping up a protest campaign, PDFA agre



ed to \par
} {\plain \fs20 excise the offending portions of the commercial. \par
}{\plain \fs20 Finally, the most famous PDFA mistake involved the brain wave su
pposedly of \par
} {\plain \fs20 a pot smoker. It turned out the flat line was either that of a c 
oma \par
} {\plain \fs20 patient, or the monitor just wasn't hooked up to anyone. Account 
s differ. \par
}{\plain \fs20 Either way, these sorts of misguided efforts undercut the PDFA's 
\par

} {\plain \fs20 effectiveness. \par 
} {\plain \fs20 \par
}{\plain \fs20 "Like most pro bono groups, the PDFA won't do disaster checks on 
rough cuts \par
}{\plain \fs20 or the finished ads," said Flarvard's DeJong. Fie feels the PDFA n 
eeds more \par
}{\plain \fs20 input from behavioral scientists who know how to translate publi 
c health \par
}{\plain \fs20 theory into messages that produce behavioral change. "But the PD 
FA is \par
} {\plain \fs20 resistant, they want to restrict it to advertising folks," he sa 
id.\par
}{\plain \fs20 \par
} (\plain \fs20 Vermont's Worden agrees. A behavioral scientist might better gau 
ge if an ad \par
} (\plain \fs20 is too abstract for a particular age. One ad in particular, whic 
h shows a \par
}{\plain \fs20 good\_looking boy on a skateboard head across his comfy suburb t 
o share a\par
}{\plain \fs20 Joint with a friend, would've been flagged by a good public heal 
th maven, \par
}{\plain \fs20 Worden said. "That's just too much modeling of the activity in t
00 \par
} {\plain \fs20 attractive a way," he said. \par 
}{\plain \fs20 \par
} (\plain \fs20 PDFA's creative chief Doria Steedman said focus group testing of 
finished \par

} {\plain \fs20 ads is now being done, and retorts that her organization gets al
1 the\par
}{\plain \fs20 advice it can from everyone it can. "It's not done by two guys s 
itting \par
} {\plain \fs20 around a room," she said. \par 
} (\plain \fs20 \par
} {\plain \fs20 ZERO TOLERANCE \par 
}{\plain \fs20 \par
} {\plain \fs20 Another big area of credibility with the youth audience is the p 
rogram's \par
} {\plain \fs20 focus on marijuana as a gateway drug to more serious abuse, long 
a puritan \par
}{\plain \fs20 mantra but hardly an established fact. Public health experts, in 
eluding Dr. \par
} {\plain \fs20 Johnston's research, say that approximately 18% of youth who try 
marijuana \par
}{\plain \fs20 go on to more serious drugs. \par



}{\plain \fs20 \par
}{\plain \fs20 photo omitted \par
}{\plain \fs20 \par
} {\plain \fs20 "Pot is hardest (of drugs to depiet) because it's so accepted, s 
o \par
}{\plain \fs20 normalized," said the ONDCP senior advisor Alan Levitt. "It's gi 
ven a wink \par
} {\plain \fs20 and a nod in society. Kids see ballplayers getting caught smokin 
g marijuana \par
} (\plain \fs20 and not suffering any real consequences. We need to depict that 
four out of \par
} (\plain \fs20 five don't use it." \par 
} {\plain \fs20 \par
}{\plain \fs20 Still, the basic consideration of how many kids start substance 
abuse with \par
} {\plain \fs20 alcohol, especially beer, and tobacco, before they get near thei 
r first \par
} {\plain \fs20 Joint, raises a huge issue: Whether a zero\_tolerance position i 
s tenable, \par
} {\plain \fs20 when ad dollars might be spent on warnings against more addictiv 
e, more \par
}{\plain \fs20 lethal drugs, and especially when the communication of a zero\_t 
olerance \par
} {\plain \fs20 message comes off as wantonly puritanical in the viewer's eyes, 
poisoning \par
} (\plain \fs20 the well for the entire campaign (see accompanying story, page 2 
9). A \par
} {\plain \fs20 report sponsored by the Ford Foundation debunks educational effo 
rts \par
} {\plain \fs20 "emphasizing the horrors of addiction and lumping all drugs toge 
ther as \par
}{\plain \fs20 leading to the same ultimate doom. Virtually all experts now agr 
ee that\par
}{\plain \fs20 such tactics have not proved effective. Indeed, in many cases, t 
hey have \par
}{\plain \fs20 been counterproductive, causing disrespect, skepticism and resis 
tance to \par
} (\plain \fs20 all advice on drugs." \par 
}{\plain \fs20 \par
} {\plain \fs20 The PDFA and ONDCP are on a mission to, as Professor Johnston ph 
rases it, \par
} (\plain \fs20 get the country speaking in one voice in the fight against drugs 
. The words \par
} {\plain \fs20 and images that copywriters and strategists use are crucial in t 
he process. \par
}{\plain \fs20 Even ONDCP director McCaffrey has conceded, despite his Army bac 

kground,\par
} {\plain \fs20 that we need to stop calling the fight "A War on Drugs," as if i 
t could be \par
}{\plain \fs20 won like a methodical military campaign. In fact, in his recent 
PBS \par
}{\plain \fs20 documentary. Addiction, Bill Moyers took McCaffrey's lead and co 
mpared the \par
}{\plain \fs20 "war" on drugs to the quagmire of Vietnam. \par



}{\plain \fs20 \par
} {\plain \fs20 Though it undoubtedly took a lot of manhours to create the mammo 
th \par
} {\plain \fs20 advertising program to come, it has not been hard to generate th 
e necessary \par
}{\plain \fs20 backing for the cause. Who, after all, could be against keeping 
more \par
} {\plain \fs20 children from damaging themselves with drugs? It is in such a \p 

ar
}{\plain \fs20 consensus\_filled rose garden, though, that short\_cuts can be t 
aken and \par
}{\plain \fs20 dissenting opinions quashed. \par 
}{\plain \fs20 \par
} (\plain \fs20 Why, for example, aren't beer, liquor and tobacco included in th 
e PDFA's \par
}{\plain \fs20 and ONDCP's mandate, when, historically, youth are curious about 
and start \par

} {\plain \fs20 out on those substances before they try marijuana or are tempted 
by their \par
}{\plain \fs20 first mushrooms. Add to that the hundreds of millions of dollars 
a year\par

} {\plain \fs20 spent by advertisers of those products to reach kids, and it's h 
ard to \par
} {\plain \fs20 justify their exclusion. But then, this is where the moral high\
_road runs \par
}{\plain \fs20 smack into the rocky cliff of political pragmatism. \par 
}{\plain \fs20 \par
}{\plain \fs20 "To include them (tobacco and alcohol), the program wouldn't hav 
e gotten \par
} {\plain \fs20 through Congress," said the ONDCP's Levitt. "Plus, with the amou 
nt of money \par
} {\plain \fs20 we have to spend, it would have dissipated our message. It's not 
in our\par

} {\plain \fs20 mandate." \par 
}{\plain \fs20 \par
}{\plain \fs20 By not including them, for whatever reason, the effectiveness of 
the \par

} {\plain \fs20 campaign may be weakened. But it only further blurs a picture al 
ready made \par
}{\plain \fs20 fuzzy by a dearth of sound research and, thus, the most basic "a 
ccount\par
}{\plain \fs20 supervision." This anti\_drug effort may well be the model for o 
ther public \par
}{\plain \fs20 causes co\_funded by the public and private sectors, and it coul 
d prove a \par
} (\plain \fs20 poor precedent. \par 
} {\plain \fs20 \par
}{\plain \fs20 But marketing, if even better conceived and implemented, is obvi 
ously no \par
} {\plain \fs20 panacea. It starts with family and a kid's environment, and thos 
e issues \par
} {\plain \fs20 are less of the Wonder World of commercial culture than of the f 
abric of \par
}{\plain \fs20 society. "Prevention experts say we must acknowledge why people



are drawn \par
}{\plain \fs20 to mind\_altering substances," said Harvard's DeJong. "It flies 
in the face \par
} {\plain \fs20 of their experience to not talk about this." \par 
}{\plain \fs20 \par
} {\plain \fs20 What works is parents," said drug counselor Mary Dailey, student 
assistance \par

} (\plain \fs20 coordinator at New Trier High School in Wimmetka, 111. "Fear of 
parental \par
) {\plain \fs20 disapproval, parents talking repeatedly and imposing consequence 
s. Parents \par
} {\plain \fs20 need to monitor their kids and wait up for them to come home. Th 
ey need to \par
}{\plain \fs20 know who their friends are, and their friends' parents. And most 
of all, \par

} {\plain \fs20 they need to be role models themselves." \par 
}{\plain \fs20 \par
} {\plain \fs20 In the end, the question of whether or not ads work to deter dru 
g use seems \par
} {\plain \fs20 an unwieldy one to answer despite the certainty expressed\_\_if 
not\par
}{\plain \fs20 proved\_\_by the PDFA and ONDCP. Doubters like Berkeley's Wallac 
k claim the \par
} {\plain \fs20 campaign thus far does little more than raise awareness of the i 
ssue of \par
}{\plain \fs20 drug use. "They take a complex, multi\_causal problem and reduce 

it to a \par
} {\plain \fs20 matter of the wrong decisions, without going into causes," he sa 

id. \par
}{\plain \fs20 Of course, one might argue that such rhetorical reduction is wha 

t \par
} {\plain \fs20 advertising does. And some might argue back, that might be the f 

irst \par
} {\plain \fs20 impetus for more scrutiny of this expensive crusade. \par 
}{\plain \fs20 \par
}{\plain \fs20 Daniel Hill is a New York\_based freelancer who writes on social 
policy \par
}{\plain \fs20 issues. \par 
} {\plain \fs20 \par
} {\plain \fs20 Copyright 1998 BPl Communications, Inc. \par 
} {\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 PRODUCT NAMES; Administration of public health programs (94300 

0)\par
} {\plain \fs20 CONCEPT TERMS: Ad budget; All company; All market information; 
Corporate \par
} {\plain \fs20 strategy; Marketing campaign \par
}{\plain \fs20 MARKETING TERMS: All general; All media; All research; Consumer 
behavior; \par

} (\plain \fs20 *Public* ♦service’^ *advertising*; Ad volume \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\ 

par
}{\plain \fs20 \par 
}{\plain \fs20 \par



} {\plain \fs20 15/9/7 (Item 7 from file: 9) \par 
} {\plain \fs20 DIALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par 
}{\plain \fs20 \par 
}{\plain\fs20 01821360 \par
} {\plain \fs20 Best way to promote *health* is to market it \par
}{\plain \fs20 (Samaritan ^Health* Partners (Dayton, OH) uses relationship\_bas
ed, social \par
} {\plain \fs20 marketing to supplement traditional media advertising) \par 
} |\plain \fs20 Marketing News, v 10, n 31, p 12 \par 
}{\plain \fs20 May 12, 1997\par
}{\plain \fs20 DOCUMENT TYPE: Journal ISSN: 0025\_3790 (United States) \par 
} {\plain \fs20 LANGUAGE: English RECORD TYPE: Abstract \par 
} {\plain \fs20 \par 
} {\plain \fs20 ABSTRACT: \par
}{\plain \fs20 Samaritan *Health* Partners (Dayton, OH) is using relationship\_ 
based,\par
}{\plain \fs20 social marketing to supplement traditional media advertising, be 
cause large\par
} {\plain \fs20 "image" campaigns to promote hospitals have not proved to be cos 
t\_ \par
} {\plain \fs20 *effective*. Due to the emergence of managed care environments, 
hospitals \par
}{\plain \fs20 are being asked to account for their spending and to show how th 

e \par
}{\plain \fs20 expenditures benefit their communities. Samaritan ^Health* Partn 
ers and its \par
}{\plain \fs20 affiliated hospital. Good Samaritan Hospital, use traditional me 

dia \par
}{\plain \fs20 advertising to maintain awareness and direct mail and newspaper 
advertising \par
}{\plain \fs20 to provide marketing support through the promotion of *health*\_ 

related \par
}{\plain \fs20 educational opportunities. The Samaritan *Health* Update campaig 

n includes \par
} {\plain \fs20 a quarterly direct mail calender of community helath programs, m 
onthly \par
}{\plain \fs20 half\_page ads in the local and suburban newspapers and small, t 
argeted \par
} (\plain \fs20 mailings that concern specific ^health* problems. Mailing lists 

for the \par
}{\plain \fs20 direct mail program are prepared from the Ask\_A\_Nurse database 

. Callers \par
} (\plain \fs20 with concerns about various *health* issues can contact a nurse 
for \par
}{\plain \fs20 information. A record of these calls is kept in the database. Th 

e \par
}{\plain \fs20 Ask\_A\_Nurse service gets about 18,000 calls/mo. Program\_speci 
fic mailings \par
}{\plain \fs20 are usually limited to 2,000\_10,000 pieces and the hospital's * 

health* \par
}{\plain \fs20 programs are often filled to capacity. Besides hospital\_coordin 

ated \par
}{\plain \fs20 programs. Good Samaritan is also involved in many community even



ts. \par
}{\plain \fs20 Community response to the marketing campaign has been excellent.
Of inbound \par

} {\plain \fs20 calls, 42% of callers request ^health* information packets and 5 
8% register \par
} {\plain \fs20 for a *health* program. Some 93% of all calls are responses to t 
he\par
} (\plain \fs20 Samaritan *Health* Update direct mail campaign or newspaper ads.
\par
}{\plain \fs20 \par
}{\plain \fs20 COMPANY NAMES: GOOD SAMARITAN HOSPITAL & HEALTH CENTER (DAYTON 

OH); \par
} {\plain \fs20 SAMARITAN HEALTH PARTNERS \par 
} {\plain \fs20 INDUSTRY NAMES: ^Health* care delivery \par 
}{\plain\fs20 PRODUCT NAMES: Hospitals (806000) \par
}{\plain \fs20 CONCEPT TERMS: All company; All market information; Corporate s 
trategy; \par
} {\plain \fs20 Marketing campaign; Trends; Users \par
} (\plain \fs20 MARKETING TERMS: All general; All media; All research; Consumer 
behavior; \par

} {\plain \fs20 Corporate advertising; Direct mail; Public opinion; Print adve 
rtising; \par
} {\plain \fs20 *Public* *service* *advertising* \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\ 

par
}{\plain \fs20 \par 
} {\plain \fs20 \par
} {\plain \fs20 15/9/8 (Item 8 from file: 9) \par 
} {\plain \fs20 DIALOG(R)File 9:Business «& Industry(R) Jul \par 
} (\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par 
} {\plain \fs20 \par
}{\plain\fs20 01512505 (THIS IS THE FULLTEXT) \par
}{\plain \fs20 GOLD WINNER, 1996 EFFIE AWARDS, BY CATEGORY: GOVERNMENT/INSTITUT 

lONAL: Mass \par
} {\plain \fs20 Dept of Public *Health* \par
} (\plain \fs20 (Antismoking campaign handled by Houston Effler Herstek Favat fo 

r Mass Dept \par
} {\plain \fs20 of *Health* targeted teens; wins 1996 Gold Effie Award) \par 
} (\plain \fs20 Brandweek, v XXXVll, n 24, p sl8\par 
}{\plain\fs20 June 10, 1996\par
}{\plain\fs20 DOCUMENT TYPE: Journal ISSN: 1064\_4318 (United States) \par 
} (\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par 
}{\plain\fs20 WORD COUNT: 177\par 
} (\plain \fs20 \par 
} (\plain \fs20 TEXT: \par
}{\plain \fs20 This anti\_smoking campaign sough to "make teenagers aware of ho 

w the \par
}{\plain \fs20 tobacco industry manipulates them and information about smoking,
" explains \par
}(\plain \fs20 Shepley Metcalf account supervisor at what's now called Houston 

Herstek \par
} {\plain \fs20 Favat. Kids get angry when they realized they've been manipulat 
ed, he \par
}{\plain \fs20 says. A "truth squad" including a former Lucky Strike model wit



h throat \par
} {\plain \fs20 cancer, a former tobacco lobbyist and an R.J. Reynolds heir all 
spoke of \par
} {\plain \fs20 how they regretted their erstwhile pro\_cigarette ways. With TV 
spots and a \par

} j\plain \fs20 tour of secondary schools Financed by a 25\_cent\_a\_pack tax, t 
he campaign \par
}(\plain \fs20 reached unaided awareness levels comparable to tobacco advertisi 
ng; overall \par
} {\plain \fs20 cigarette consumption rates have dropped 15 percent. \par 
}{\plain \fs20 \par 
} {\plain \fs20 Company \par 
} {\plain \fs20 \par
} {\plain \fs20 Massachusetts Department of Public Health \par 
}{\plain \fs20 \par 
} {\plain \fs20 Brand \par 
}{\plain \fs20 \par
} {\plain \fs20 Massachusetts Department of Public Health \par
}{\plain \fs20 \par
}{\plain \fs20 Brand Team \par
}{\plain \fs20 \par
}{\plain \fs20 Dr. Gregory Connolly director. Mass. Tobacco Control Program; Jo 
y Rosen, \par
} {\plain \fs20 assistant commissioner of finance; Richard Earle, consultant to 
the MDPH \par 
}{\plain \fs20 \par 
} {\plain \fs20 Agency \par 
}{\plain \fs20 \par
}(\plain \fs20 Houston Effler Herstek Favat, Inc. \par 
}{\plain \fs20 \par 
} {\plain \fs20 Agency Team \par 
}{\plain \fs20 \par
}{\plain \fs20 Lisa Unsworth, evp\_director of marketing services; Anne Miller, 
vp\_account\par
}{\plain \fs20 director; Peter Favat, evp\_creative director; Rich Hersteck, ev 
p\_creative \par
}{\plain \fs20 director; Dave Gardiner, vp associate creative director; Stu Coo 
perrider, \par
} {\plain \fs20 vp associate creative director \par 
}{\plain \fs20 \par
} {\plain \fs20 Copyright 1996 BPI Communications, Inc. \par 
} {\plain \fs20 \par 
} (\plain \fs20 \par
} {\plain \fs20 COMPANY NAMES; HOUSTON EFFLER HERSTEK FAVAT; MASSACHUSETTS DEPA 

RTMENT OF \par
} {\plain \fs20 PUBLIC HEALTH \par
} {\plain \fs20 INDUSTRY NAMES: Business services; Tobacco \par 
}{\plain\fs20 PRODUCT NAMES; Cigarettes (211000); Advertising agencies (731 

100); \par
} {\plain \fs20 Administration of public health programs (943000) \par 
} {\plain \fs20 CONCEPT TERMS: All company; All market information; All product
and \par
}{\plain \fs20 service information; Marketing campaign; Orders; Quality; Yout 
h market \par



}{\plain \fs20 MARKETING TERMS: Account activity; All agency; All campaign; A1 
1 general; \par
} {\plain \fs20 All product marketing; Campaign awards; Campaign design; Campa 
ign \par
} {\plain \fs20 *effectiveness*; PositioningWepositioning; *Public* ^service 
* \par
} {\plain \fs20 *advertising* \par
}{\plain\fs20 GEOGRAPHIC NAMES: North America (NOAX); United States (USA)\ 

par
} {\plain \fs20 \par 
}{\plain \fs20 \par
){\plain\fs20 15/9/9 (Item 9 from file: 9) \par 
} {\plain \fs20 DIALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All its. reserv. \par 
}{\plain \fs20 \par 
} {\plain \fs20 01416340 \par 
} {\plain \fs20 CAUSE FOR CONCERN \par
} {\plain \fs20 (India reportedly needs awareness campaigns on *A1DS* and popula 

tion) \par
} {\plain \fs20 Business India, p 147 \par 
} {\plain \fs20 February 25, 1996 \par
}{\plain\fs20 DOCUMENT TYPE: Journal ISSN: 0254\_5268 (India) \par 
} (\plain \fs20 LANGUAGE: English RECORD TYPE: Abstract \par 
}{\plain \fs20 \par 
} {\plain \fs20 ABSTRACT: \par
}{\plain \fs20 The need for social advertising is as strong as ever. Many socia 

1 issues \par
}{\plain\fs20 need expertise in communication. Awareness eampaign on *AIDS* 

and \par
}{\plain \fs20 population are in need. However there is lack of instinct 
for \par
}{\plain \fs20 social advertising. Here there is no product, adverting sh 
ould sell\par
}{\plain \fs20 an idea. So a good social advertising should have good commun 

icative \par
}{\plain \fs20 idea, good feedback mechanism well researched and *effective*. S 

ince social \par
} {\plain \fs20 advertising is not paying the advertising agency, a commercial 
client \par

} {\plain \fs20 gets priority. Most of the publications and media do not give a 
ny diseount\par
} {\plain \fs20 for social advertising. Once the copy is ready, the selling is p 
ain is \par
} {\plain \fs20 more than pleasure. In most of the cases even non govern 
mental \par
} (\plain \fs20 organisations are not prepared or there is lack of clear focu 

s or they\par
}{\plain\fs20do not convey what they want from the advertising ageney.
As a \par
}{\plain \fs20 result such advertisements will hit wrong target audiences. So 

cial \par
}{\plain \fs20 advertising is a ehallenge to the communication expert, (nl) \pa 

r
}{\plain \fs20 \par



} {\plain \fs20 INDUSTRY NAMES: Business services \par
}{\plain\fs20 PRODUCT NAMES: Advertising (731000)\par
}{\plain \fs20 CONCEPT TERMS: All company; All market information; Marketing c
ampaign; \par
} {\plain \fs20 Public relations \par
}{\plain \fs20 MARKETING TERMS: All campaign; All general; National campaign; 
*Public* \par
} {\plain \fs20 *service* *advertising* \par
}{\plain\fs20 GEOGRAPHIC NAMES: India (IND); Southern & Eastern Asia (SSAX) 
\par
}{\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 15/9/10 (Item 10 from file: 9) \par 
} {\plain \fs20 DIALOG(R)File 9:Business & Industry(R) Jul \par 
}{\plain \fs20 (c) 1999 Resp. DB Svcs. All rts. reserv. \par 
} (\plain \fs20 \par
}{\plain\fs20 01338032 (THIS IS THE FULLTEXT) \par 
} (\plain \fs20 Study Finds Tours Turn Kids Toward 5 a Day \par 
}{\plain \fs20 (Tours promoting 5 a Day fruit and vegetable campaign successful 
with kids, \par

} {\plain \fs20 study finds) \par 
} {\plain \fs20 Supermarket News, v 45, n 47, p 26 \par 
} (\plain \fs20 November 20, 1995 \par
} (\plain \fs20 DOCUMENT TYPE: Journal ISSN: 0039\_5803 (United States) \par 
} {\plain \fs20 LANGUAGE: English RECORD TYPE: Fulltext \par 
} {\plain \fs20 WORD COUNT: 690 \par 
} {\plain \fs20 \par 
) (\plain \fs20 ABSTRACT: \par
}{\plain \fs20 A study released by the Utah Department of *Health* here offers 

evidence \par
}{\plain \fs20 that retailers can help steer kids toward the produce department 
by using \par

} (\plain \fs20 the 5 a Day campaign. The study tracked 3,570 third\_graders acr 
OSS the \par
} {\plain \fs20 state who participated in 5 a Day tours sponsored by their super 
markets. \par
}{\plain \fs20 The tours, designed to encourage kids to eat at least five servi 
ngs of \par
}{\plain \fs20 fresh fruits and vegetables daily, had a positive *effect* on ea 

ting \par
}{\plain \fs20 habits, the study reported. Retailers participating in the progr 
am also \par
}{\plain \fs20 reported positive results.Following the tours, the number of kid 

s eating \par
}{\plain \fs20 fruits and vegetables every day increased by 28% to 56.2%, the s 
tudy found. \par
}{\plain \fs20 The study also found that, following the tours, the number of ki 
ds who knew \par
}{\plain \fs20 about the campaign's central message "very significantly increas 

ed." \par
}{\plain \fs20 \par
} (\plain \fs20 Before the tours, 46.2% of third\_graders knew how many servings 

of fruits \par
} (\plain \fs20 and vegetables they needed each day. Afterwards, 87.6% said the



y were \par
} (\plain \fs20 aware of the 5 a Day recommendation. By contrast, the level of 
awareness \par
}{\plain \fs20 of the 5 a Day message among adults in Utah is about 10%, accord 
ing to the \par
}{\plain \fs20 state *health* department. \par 
}{\plain \fs20 \par 
}{\plain\fs20 TEXT: \par 
} (\plain \fs20 By AMY 1. STICKEL \par 
}{\plain \fs20 \par
} ^plain \fs20 SALT LAKE CITY \_\_ As any parent knows, kids have a big effect 
on a family's \par
}{\plain \fs20 grocery shopping habits. And a study released by the Utah Depar 
tment of \par
} {\plain \fs20 Health here offers evidence that retailers can help steer kids t 
oward the \par
} {\plain \fs20 produce department by using the 5 a Day campaign. \par 
} {\plain \fs20 \par
} {\plain \fs20 The study tracked 3,570 third\_graders across the state who part 
icipated in \par
}{\plain \fs20 5 a Day tours sponsored by their supermarkets. \par 
} (\plain \fs20 \par
} ^plain \fs20 The tours, designed to encourage kids to eat at least five servi 
ngs of \par
}{\plain \fs20 fresh fruits and vegetables daily, had a positive effect on eati 
ng habits, \par
}{\plain \fs20 the study reported. \par 
} {\plain \fs20 \par
}{\plain \fs20 Retailers participating in the program also reported positive re 
suits. \par 
} {\plain \fs20 \par
} {\plain \fs20 "We're very pleased with the tours," said Tim Hallows, assistant 
produce \par

} (\plain \fs20 manager for Associated Food Stores, based here. "We're going to 
continue \par

} {\plain \fs20 the program." \par 
}{\plain \fs20 \par
}{\plain \fs20 Hallows said that, as a cooperative, Associated is encouraging i 
ts members \par
}{\plain \fs20 to take part in the program. In the stores that participated, t 
he feedback \par
}{\plain \fs20 from kids and their parents has been excellent, he said. \par 
}{\plain \fs20 \par
} {\plain \fs20 The kids were polled both before and after they took the tour, t 
0 see what \par
}{\plain \fs20 they learned or how their attitudes changed. \par 
} {\plain \fs20 \par
}{\plain \fs20 Following the tours, the number of kids eating fruits and vegeta 
bles every \par
} {\plain \fs20 day increased by 28% to 56.2%, the study found. \par 
} {\plain \fs20 \par
}{\plain \fs20 The study also found that, following the tours, the number of ki 
ds who knew \par
}{\plain \fs20 about the campaign's central message "very significantly increas



ed." \par
}{\plain \fs20 \par
} {\plain \fs20 Before the tours, 46.2% of third\_graders knew how many servings 
of fruits \par

} {\plain \fs20 and vegetables they needed each day. Afterwards, 87.6% said the 
y were \par
} {\plain \fs20 aware of the 5 a Day recommendation. By contrast, the level of 

* awareness \par
}{\plain \fs20 of the 5 a Day message among adults in Utah is about 10%, accord 
ing to the \par
} {\plain \fs20 state health department. \par 
}{\plain \fs20 \par
} {\plain \fs20 The tours also encouraged more kids to track the number of fruit 
s and \par
} {\plain \fs20 vegetables they eat every day. More than 59% of the third\_grad 
ers said \par
}{\plain \fs20 they were counting their daily servings of produce after the tou 
r, up 31 % \par
}{\plain \fs20 from before the tour. \par 
}{\plain \fs20 \par
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} {\plain \fs20 the tour. \par 
}{\plain \fs20 \par
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After the \par
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o liked \par
} {\plain \fs20 vegetables a lot increased by 17% following their tour, to 53.3%
. \par
} {\plain \fs20 \par
} {\plain \fs20 "Perhaps eating raw vegetables in the store turned them on \_\_ 
many kids \par
}{\plain \fs20 just don't like the overcooked mushy vegetables they might get a 
t home. Or \par
} {\plain \fs20 they learned vegetables were really good for them and decided to 
eat them. \par

} {\plain \fs20 Or they learned to say what we want them to say," the study's au 
thors\par
} {\plain \fs20 speculated. \par
} {\plain \fs20 5 a Day tours also helped third\_graders understand the importan 
ce of\par
} {\plain \fs20 vitamin A and sources of vitamin C and fiber, according to the s 
tudy.\par
} {\plain \fs20 About 62% of postUour third\_graders said they knew about the 
importance of \par
} (\plain \fs20 vitamin A, up from 46%. \par 
} {\plain \fs20 \par
}{\plain \fs20 Knowledge of fruits as a source of vitamin C also increased, fro 

m 50.7% to \par 
} {\plain \fs20 60.5%. \par 
} {\plain \fs20 \par
}{\plain \fs20 Fiber was apparently a little trickier concept for the third\_gr 
aders \_\_ \par



} {\plain \fs20 following the tour, 34.8% knew plants are a source of fiber, up 
from 32.7% \par 
}{\plain \fs20 \par
} {\plain \fs20 "We think the message may not have been clear, or perhaps too mu 
ch \par
} {\plain \fs20 information was presented," the study's authors wrote. "The imp 
lication is \par
} {\plain \fs20 that we need to make the information very simple and easy to und 
erstand, so \par
}{\plain \fs20 we don't confuse the kids." \par 
} {\plain \fs20 \par
}{\plain \fs20 Teachers praised the educational value of tours. Of 121 teacher 
s who \par
} {\plain \fs20 participated, about 93% said the tours were either "beneficial" 
or"very \par
} {\plain \fs20 beneficial." \par 
}{\plain \fs20 \par
}{\plain \fs20 "This is very much a local project," said Rachel Jones, communit 
y health \par
} {\plain \fs20 specialist for the Utah Department of Health. She credited loca 
1 health \par
} {\plain \fs20 departments for working in conjunction with supermarkets to arra 
nge the \par
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e have set \par
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s of a \par
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ess*,\par
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threat \par
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} {\plain \fs20 moderating response to threat communications, supporting the arg 
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}{\plain \fs20 Through the 1980s, drug use among teenagers declined stead 
ily, but a \par
}{\plain \fs20 recent upsurge in drug use is cause for alarm. Since 1992, marij 
uana use \par
} (\plain \fs20 among eighth graders has quadrupled and the number of teenagers 
who have \par
} {\plain \fs20 smoked marijuana at least once in the past year has nearly doubl 
ed. In \par
}{\plain \fs20 1995, one in three high school sophomores (a 63% increase since 
1992) and \par
}{\plain \fs20 nearly four in 10 seniors (a 44% increase since 1992) had used a 
n illicit \par
} (\plain \fs20 drug at least once in the past year (Levine 1996). Although publ 
ic service \par
}{\plain \fs20 announcements (PSAs) were implemented to discourage drug consump 
tion, \par
}{\plain \fs20 little is known about how young people respond to those messages 
. The \par
}{\plain \fs20 prevailing antidrug appeal attempts to scare the target group in 
to attitude \par
}{\plain \fs20 and behavior changes through the use of physical threat messages 
(King and \par
}{\plain \fs20 Reid 1990; Schoenbachler and Dsilva 1993). The almost exclusive 
reliance on \par
} (\plain \fs20 threat appeals in antidrug messages and the alarming increase in 
drug usage \par

} {\plain \fs20 suggest a need for both theoretical and pragmatic guidance on th 
e use of \par
} (\plain \fs20 such messages. \par
}{\plain \fs20 Tanner, Hunt, and Eppright (1991) proposed a model of thre 
at appeal\par
} {\plain \fs20 effectiveness that may increase understanding of adolescents' re 
actions to \par
}{\plain \fs20 threat messages. Using the topic of sexually transmitted disease 
(STD) \par

} {\plain \fs20 among college students, those researchers found support for a mo 
del\par
} {\plain \fs20 emphasizing the effects of emotion, social implications of respo 
nses, and \par
}{\plain \fs20 prior knowledge on response to threat communications. Although t 
he findings \par
}{\plain \fs20 supported many of their contentions. Tanner and his coworkers no 
ted the \par
}{\plain \fs20 need to confirm their findings in various threat situations and 
with other \par
}{\plain \fs20 populations. Hence, we decided to use their model to provide ins 
ights about \par
}{\plain \fs20 the psychological processes adolescents experience when exposed 
to physical \par
}{\plain \fs20 and social threat messages in an antidrug context. Antidrug comm 
unications \par
}{\plain \fs20 use threat messages extensively and make coping response recomme 
ndations \par
} (\plain \fs20 that are distinctly different from those in STD threat communica



tions. In \par
} {\plain \fs20 the STD case, the recommendation is to adopt a certain coping re 
sponse(use\par
} {\plain \fs20 a condom), but in antidrug threat communications the recommendat 
ion is to \par
}{\plain \fs20 not do something (don't use drugs). \par 
} ^plain \fs20 We also decided to extend the Tanner et al. model in two a 

reas. \par
} (\plain \fs20 First, those researchers found that the social context of a copi 
ng response\par
}{\plain \fs20 influences the effectiveness of a threat communication. In other 
words, the \par
}{\plain \fs20 possible responses to a threat communication may have social imp 
lications \par
} {\plain \fs20 for the adolescent that influence the response chosen. The adole 
scent may \par
} {\plain \fs20 select a response that results in the most socially acceptable o 
utcome, \par
}{\plain \fs20 rather than selecting a response that best minimizes the threat 
presented. \par
}{\plain \fs20 In the case of antidrug messages targeting adolescents, who are 
extremely \par
} {\plain \fs20 concerned about social acceptance, use of an alternative threat 
appeal, the \par
} (\plain \fs20 social threat appeal, may create the social context for the resp 
onse. That \par
} {\plain \fs20 is, the social threat message clearly indicates that the coping 
response, \par
}{\plain \fs20 not using drugs, will result in a socially acceptable outcome. A 
Ithough \par
} (\plain \fs20 social threat appeals have been used in drug prevention PSAs (Ha 
nneman and \par
} {\plain \fs20 McEwen 1973; Schoenbachler and Dsilva 1993), only minimal empiri 
cal\par
} {\plain \fs20 evidence supports their effectiveness in a drug prevention conte 
xt. \par
} {\plain \fs20 Second, Tanner et al. found that an individual's coping re 
sponse may \par
} {\plain \fs20 be based on prior experience or knowledge rather than the commun 
ication \par
}{\plain \fs20 itself Individuals may have a repertoire of coping responses th 
at can be \par
} (\plain \fs20 substituted for the coping response recommended in a threat comm 
unication. \par
} {\plain \fs20 We extended the work of Tanner et al. by examining the target au 
dience's \par
}{\plain \fs20 information processing capabilities and relevant personality var 
iables as \par
}{\plain \fs20 sources of coping response repertoires. This extension is suppor 
ted by \par
}{\plain \fs20 Rotfeld (1988), who suggested that responses to threat messages 
are \par
}{\plain \fs20 probably situation, topic, person, and criterion specific. \par



} {\plain \fs20 Another issue addressed in our research was the influence 
of level of\par
) {\plain \fs20 threat in a communication and whether arousing fear is necessary 
. The \par
} {\plain \fs20 Tanner et al. study, like very early threat appeal research (Jan 
is and \par
} {\plain \fs20 Feshbach 1953), showed fear arousal to be a prerequisite for att 
itude or \par
} {\plain \fs20 behavior change in response to a threat communication. However, 
recent\par
}{\plain \fs20 threat and persuasion research (Leventhal 1970; Rogers 1975) has 
\par
} {\plain \fs20 de\_emphasized the affective or fear component in inducing attit 
ude and \par
}{\plain \fs20 behavior change. Prior inconclusive findings on the importance o 
f level of\par
} {\plain \fs20 threat suggest that it may not be an important manipulation (Bos 
ter and \par
} {\plain \fs20 Mongeau 1984; Rotfeld 1988), but Burnett and Oliver (1979) and B 
urnett and \par
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Andrucci et al. 
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} (\plain \fs20 
1 and \par
}{\plain \fs20 practical guidance for threat appeal advertising by testing and 
extending \par
}{\plain \fs20 the ordered protection motivation model of threat appeal effect! 
veness\par
}{\plain \fs20 (Tanner, Hunt, and Eppright 1991) in the context of an antidrug 
public \par
}{\plain \fs20 service announcement. Our intent was to improve the generalizabi 
lity of the \par
}{\plain \fs20 0PM model through external validation in a different context wit 
h a\par
}{\plain \fs20 different population and to extend the Tanner et al. model in se 
veral key \par 
} {\plain \fs20 areas. \par
} {\plain \fs20 Ordered Protection Motivation Theory \par



} {\plain \fs20 Several paradigms have been used to describe threat appeal 
\par
}{\plain \fs20 effectiveness, including the fear drive paradigm (Janis and Fesh 
bach 1953,\par
}{\plain \fs20 1954), the parallel response theory described by Leventhal (1970 
), and \par
} {\plain \fs20 Rogers' (1975) protection motivation theory of threat appeals an 
d attitude \par
}{\plain \fs20 change. Each has value, but none of them include both affect and 
cognition, \par

} {\plain \fs20 consider individual difference variables, or consider the role o 
f prior \par
} {\plain \fs20 knowledge and experience. \par
} (\plain \fs20 In response to those shortcomings. Tanner, Flunt, and Eppri 
ght(1991)\par
}{\plain \fs20 developed an ordered protection motivation model of threat appea 
1 \par
} {\plain \fs20 effectiveness in light of evidence on the role of individual dif 
ferences \par
} {\plain \fs20 and emotions. Specifically, they developed the role of the socia 
1 context\par
}{\plain \fs20 of the coping response to a threat communication, introduced the 
notion \par

} (\plain \fs20 that responses may be due to factors other than the communicatio 
n itself, \par
} {\plain \fs20 and emphasized, rather than minimized, the role of emotion. The 
major \par
}{\plain \fs20 components of the 0PM model are discussed next. \par 
} {\plain \fs20 0PM and Social Context \par
} (\plain \fs20 Cognitive mediating processes or coping responses were fir 
St \par
}{\plain \fs20 identified by Rogers (1975) and are assumed to follow emotion in 
the Tanner\par
}{\plain \fs20 et al. modification. Those coping response or mediating processe 
s are \par
}{\plain \fs20 defined as either adaptive or maladaptive. Adaptive responses le 
ad to \par
}{\plain \fs20 behavior that minimizes both the threat presented and the danger 
. For \par
} (\plain \fs20 example, an adaptive response to a seatbelt appeal would be to u 
se a\par
} {\plain \fs20 seatbelt regularly. Both the threat and the actual danger are mi 
nimized. \par
} (\plain \fs20 Maladaptive responses minimize the threat without minimizing the 
danger. \par

} {\plain \fs20 For example, a maladaptive coping response to a seat belt threat 
\par
} {\plain \fs20 communication may be, "I've been driving for 20 years and never 
had an \par
}{\plain \fs20 accident. 1 don't need a seatbelt." That response reduces the th 
reat, but \par
} (\plain \fs20 the danger\_\_serious injury or death in an accident\_\_is still 
present. \par

} (\plain \fs20 Tanner et al. extended Rogers' threat appeal research by includi



ng the role \par
}{\plain \fs20 of social context. They proposed that responses to a threat comm 
unication \par
}{\plain \fs20 are evaluated in terms of their social implications. Even in sit 
nations \par
}{\plain \fs20 where fear is aroused and an adaptive coping response is indicat 
ed,the\par
}{\plain \fs20 social implications of that response may affect attitude and beh 
avior\par
} {\plain \fs20 change. For example, in the case of STD messages, the adaptive c 
oping \par
}{\plain \fs20 response, wearing a condom, may imply that one partner or the ot 
her has a \par
}{\plain \fs20 sexually transmitted disease. Therefore, the adaptive response h 
as a social \par
}{\plain \fs20 implication. \par
} {\plain \fs20 The proposed role of social implications in determining co 
ping \par
}{\plain \fs20 response selection and attitude and behavior change suggests tha 
t social \par
}{\plain \fs20 context could be manipulated in threat communications. Although 
most threat \par
}{\plain \fs20 research focuses on physical threat messages, social threat mess 
ages are \par
}{\plain \fs20 used extensively in advertising (e.g., for deodorant, dandruff s 
hampoo, \par
} (\plain \fs20 breath mints) and occasionally in an antidrug PSA context and ma 
y be useful \par
} {\plain \fs20 in constructing a social context for coping response adoption. \ 
par
} {\plain \fs20 The use of social threat appeals has been discussed in sev 
eral \par
}{\plain \fs20 conceptual articles (Spence and Moinpour 1972; Stuteville 1970) 
but\par
} {\plain \fs20 examined empirically in only two studies. Powell and Miller (196 
7) compared \par
}{\plain \fs20 the effectiveness of social approval, social disapproval, and ne 
utral \par
}{\plain \fs20 messages in encouraging blood donation to the Red Cross. They fo 
und that\par
}{\plain \fs20 both social approval and social disapproval messages were more e 
ffective in \par
}{\plain \fs20 ehanging attitudes toward giving blood than messages that implie 
d no \par
}{\plain \fs20 consequences. In addition, social disapproval messages were sign 
ificantly \par
}{\plain \fs20 more effective in changing attitudes than social approval messag 
es. Evans \par
}{\plain \fs20 et al. (1970) examined whether social approval messages are more 
persuasive \par

} {\plain \fs20 than physical threat messages. They presented groups of high sch 
ool\par
}{\piain \fs20 students with communications about tooth brushing that employed 

high \par



}{\plain \fs20 physical threat, low physical threat, or social approval. The ph 
ysical \par
} (\plain \fs20 threat messages were more effective when the dependent variables 
were \par

} {\plain \fs20 intention to comply with the message and self\_reported behavior 
, whereas \par
}{\plain \fs20 the social approval messages were more effective when actual beh 
avior\par
} {\plain \fs20 change was measured over time. Perhaps physical threat messages 
are \par
}{\plain \fs20 effective as a short\_term persuasion device, but have diminishi
ng influence \par
}{\plain \fs20 over time. \par
} {\plain \fs20 0PM and Coping Response Sources \par 
} (\plain \fs20 Rogers (1975) assumed that coping responses derive from th 
e threat \par
}{\plain \fs20 communication itself. Tanner and his coworkers (1991) amended th 
at \par
}{\plain \fs20 assumption, arguing that individuals may, through knowledge or p 
rior \par
} (\plain \fs20 experience, have a repertoire of coping responses. For example, 
the \par
}{\plain \fs20 individual may respond to a message about using seatbelts with a 
coping \par
}{\plain \fs20 response such as, "I've never had an accident before," "I'm a ca 
reful \par
} (\plain \fs20 driver," or "If there's a fire, you can't get out." Those respon 
ses may be \par
}{\plain \fs20 based on past experience or knowledge from some alternative sour 
ce. Tanner \par
} (\plain \fs20 et al. examined prior knowledge of STDs in their validation of t 
he 0PM \par
}{\plain \fs20 model, and found that prior knowledge did influence coping respo 
nse. The \par
} (\plain \fs20 implication is that additional sources of a repertoire of coping 
responses\par
}{\plain \fs20 to threat communications may affect response. \par
} {\plain \fs20 Sensation Seeking. The Tanner et al. model allows for the
\par
} {\plain \fs20 introduction of individual difference variables that influence t 
he\par
}{\plain \fs20 relationship between threat and persuasion (for a complete revie 
w, see \par
}{\plain \fs20 Boster and Mongeau 1984). We introduce one personality trait var 
iable that \par
}{\plain \fs20 may influence response to fear communications: sensation seeking 
. Zuckerman \par
}{\plain \fs20 et al. (1964) coined the term "sensation seeking" to describe in 
dividuals' \par
} {\plain \fs20 varying need for arousal. Zuckerman (1978;, 1983) contends that 
individuals \par
} {\plain \fs20 have an optimal level of arousal and that they seek or avoid sti 
mulation to \par
}{\plain \fs20 remain at the optimal level. \par



} {\plain \fs20 The high sensation seeker is receptive to novel \par
} {\plain \fs20 stimuli; the low tends to reject them, preferring \par
} {\plain \fs20 the more familiar and less complex. The high \par
} {\plain \fs20 sensation seeker's optimal level of stimulation may \par
} (\plain \fs20 depend on the levels set by the characteristic level \par

of arousal produced by novel stimuli. Anything \par 
producing lower arousal levels may be considered \par 
"boring." Apart from the voluntary avoidance of \par 
high intensities of stimulation, the low sensation \par 
seeker may have a type of nervous system that \par 
rejects such stimulation or inhibits cortical reactivity \

to high intensity stimuli (Zuckerman 1987, \par 
p. 181). \par
Prior research has consistently found a strong, positive r

}{\plain \fs20 
} {\plain \fs20 
} {\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain\fs20 
par
} {\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
elationship \par
}{\plain \fs20 between sensation seeking and drug use, cigarette use, and alcoh 
ol use \par
}{\plain \fs20 (Andrucci et al. 1989; Donohew 1988; Schierman and Rowland 1985; 
Zuckerman \par
}{\plain \fs20 and Neeb 1980). The relationship between sensation seeking and d 
rug use \par
}{\plain \fs20 suggests that high sensation seeking adolescents should be the t 
arget of\par
}{\plain \fs20 prevention PSAs. The high sensation seekers are more likely than 
other \par

} {\plain \fs20 adolescents to use drugs and can be considered an "at\_risk" aud 
ience. \par
} {\plain \fs20 In addition, past research has revealed that the high sens 
ation \par
} {\plain \fs20 seeker has different message preferences than the low sensation 
seeker, and \par
}{\plain \fs20 the differences can be used to develop effective PSAs. For examp 
le, high \par
} {\plain \fs20 sensation seekers prefer advertisements that leave the viewer "h 
anging," \par
}{\plain \fs20 whereas low sensation seekers prefer advertisements with closure 
(Rogus, \par
}{\plain \fs20 Palmgreen, and Everett 1990). Donohew et al. (1989) found that h 
igh \par
} {\plain \fs20 sensation seekers were more persuaded in terms of attitude towar 
d drugs and \par
}{\plain \fs20 behavioral intention to use drugs by antidrug PSAs with high sen 
sation \par
}{\plain \fs20 value. Similarly, low sensation seekers preferred messages with 
low \par
}{\plain \fs20 sensation value. PSAs having a motivational introduction were pr 
eferred by \par
}{\plain \fs20 both groups. \par
} {\plain \fs20 Adolescent Egocentrism. The target audience's unique cogni 
tive \par
}{\plain \fs20 processing capabilities also may influence response to threat \p 

ar



}{\plain \fs20 communications, especially in the case of young adolescents. Ado 
lescence is \par
}{\plain \fs20 a time of dramatic change in cognitive processing. Elkind (1967) 
suggests \par

} {\plain \fs20 that adolescents fail to differentiate their own thoughts from t 
houghts of \par
} {\plain \fs20 others, which leads to the development of two cognitive construe 
tions: the \par
}{\plain \fs20 imaginary audience and the personal fable. \par 
} (\plain \fs20 The imaginary audience is evident in actual or impending s 
ocial \par
} (\plain \fs20 situations, when the adolescent tries to anticipate the reaction 
s of other\par
} {\plain \fs20 people to himself/ herself. These anticipations, however, are ba 
sed on the \par
} {\plain \fs20 assumption that others are as admiring or as critical of the ind 
ividual as \par
} {\plain \fs20 he/she is of himself/herself (Elkind 1967). The adolescent belie 
ves he/she \par
} {\plain \fs20 is the center of attention, operating on a stage on which he/she 
is the \par

} {\plain \fs20 principal actor, and all the world is the audience (Looft 1971).
\par

} {\plain \fs20 In addition, the adolescent fails to differentiate between 
ideas that\par
}{\plain \fs20 are unique and ideas that are universal in a particular construe 
tion, \par
}{\plain \fs20 creating a personal fable (Elkind 1978). The adolescent's failur 
e to \par
}{\plain \fs20 differentiate between ideas that are unique to the self and thos 
e that are \par
} {\plain \fs20 universal to mankind leads to a belief that the adolescent is im 
mortal. \par
}{\plain \fs20 He/she is so special and so unique that although bad things happ 
en to \par
} (\plain \fs20 others, they will not happen to him/her (Elkind 1967). This aspe 
ct of the \par
}{\plain \fs20 personal fable can have negative consequences, as it can motivat 
e reckless \par
} (\plain \fs20 behavior. For example, the young man who plays "chicken" in a ca 
r has no \par
} {\plain \fs20 concern for the consequences. He is too special, too unique; he 
won't be \par
}{\plain \fs20 injured or killed (Elkind 1978). These two cognitive constructio 
ns may \par
} (\plain \fs20 direct the repertoire of cognitive coping responses available to 
the \par
}{\plain \fs20 adolescent. The personal fable provides responses such as "It wi 
II never \par
} {\plain \fs20 happen to me," and it represents a sense of immortality that may 
influence \par
}{\plain \fs20 response to threat eommunieations. The imaginary audience gives 
the\par
}{\plain \fs20 adoleseent an alternative repertoire of eoping responses to thre



ats. \par
}{\plain \fs20 Imaginary audience thoughts focus on what others, particularly p 
eers, will \par
} {\plain \fs20 think about the adolescent. Thoughts such as "What will my frien 
ds think?"\par
}{\plain \fs20 exemplify imaginary audience cognitions. Thus, the social implic 
ations of a \par
}{\plain \fs20 coping response become important. \par 
} {\plain \fs20 0PM and the Role of Emotion \par
} {\plain \fs20 Tanner et al. argue that the protection motivation model r
equires \par
} {\plain \fs20 reformulation in light of evidence on the role of individual dif 
ferences \par
}{\plain \fs20 and emotions. Specifically, they emphasize rather than minimize 
the role of \par
} {\plain \fs20 emotion. The emotion may or may not be fear as posited in past r 
esearch.\par
} {\plain \fs20 Boster and Mongeau (1984), for example, suggest that threat mani 
pulations \par
} {\plain \fs20 may bring about emotional responses other than fear that affect 
persuasion. \par
} {\plain \fs20 The Tanner et al. model suggests that the emotional respon 
se to a \par
}{\plain \fs20 threat message, usually fear, activates increased attention and 
\par
} (\plain \fs20 comprehension. The emotional processes are linked indirectly, th 
rough \par
} {\plain \fs20 cognitive mediating processes, to attitudes and behavior. Hence, 
fear \par

} (\plain \fs20 arousal in response to a threat message would be necessary for c 
hangesin \par
}{\plain \fs20 attitude and behavior. Earlier theory, including Rogers' (1975) 
protection \par
} {\plain \fs20 motivation theory, discounts the role of emotion and argues that 
persuasion \par

} (\plain \fs20 can occur without an emotional link. The Tanner et al. study wit 
h STD \par
} {\plain \fs20 messages supports the contention that emotional arousal is a nec 
essary \par
} {\plain \fs20 prerequisite for persuasion. \par 
} {\plain \fs20 Hypotheses \par
} {\plain \fs20 Figure 1 illustrates the proposed relationships between ty 
pe of\par
}{\plain \fs20 threat, level of threat, sensation seeking and emotional respons 
es, \par
} {\plain \fs20 cognitive responses, and persuasion based on the Tanner et al. O 
PM. Tanner \par
}{\plain \fs20 et al. argue that the social implications of a coping response t 
o a threat \par
} (\plain \fs20 communication may influence response. For a target audience of t 
eenagers, a \par
}{\plain \fs20 group particularly sensitive to social acceptance, explicitly il 
lustrating \par
}{\plain \fs20 the social implications of a response may result in a more persu



asive \par
}{\plain \fs20 threat communication. The standard antidrug campaign uses physic 
ally \par
}{\plain \fs20 threatening messages and leaves the social implications to the r 
ecipient's \par
} {\plain \fs20 discretion. One alternative type of appeal is the socially threa 
tening \par
}{\plain \fs20 message in which the social implications are clearly defined. He 
nee, we \par
}{\plain \fs20 tested the following hypotheses. \par 
} {\plain \fs20 (Figure 1 ILLUSTRATION OMITTED) \par 
} (\plain \fs20 H1 a: Social threat communications produce more support argu 
ments and \par
} {\plain \fs20 fewer counter arguments than physical threat communications. \pa 

r
} {\plain \fs20 H1 b: Social threat communications are more persuasive than 
physical \par
}{\plain \fs20 threat communications in terms of attitude toward the communicat 
ion, \par
}{\plain \fs20 attitude toward drug use, and behavioral intention to use drugs.
\par
} {\plain \fs20 Tanner et al.'s provision that response to threat communic 
ations may \par
} {\plain \fs20 come from a repertoire of responses rather than from the communi 
cation \par
}{\plain \fs20 itself suggests responses may vary among target groups on some i 
ndependent\par
}{\plain \fs20 variables. One such variable, sensation seeking, is relevant whe 
n the \par
}{\plain \fs20 threat communication focuses on drug use. Fligh sensation seekers 
are \par
}{\plain \fs20 predisposed toward risky behaviors, tend to need intense stimula 
tion in \par
}{\plain \fs20 communications, and are difficult to arouse. Their experience wi 
th past \par
} {\plain \fs20 risky behaviors may contribute to their repertoire of coping res 
ponses, \par
} (\plain \fs20 which in turn may affect the persuasiveness of a threat communic 
ation. \par
} {\plain \fs20 Therefore: \par
} {\plain \fs20 H2a: Adolescents high in sensation seeking experience lower 
levels of \par
}{\plain \fs20 emotion (i.e., fear, guilt, shame) than those low in sensation s 
eeking in \par
}{\plain \fs20 response to threat communications. \par
} j\plain \fs20 H2b: Adolescents high in sensation seeking produce more cou 

nter \par
} {\plain \fs20 arguments and fewer support arguments than those low in sensatio 
n seeking \par
}{\plain \fs20 in response to threat communications. \par 
} {\plain \fs20 H2c: Adolescents high in sensation seeking have a stronger 
negative \par
} (\plain \fs20 attitude toward the communication, a more positive attitude towa 
rd drug \par



} {\plain \fs20 use, and a stronger intention to use drugs than those low in sen 
sation \par
}{\plain \fs20 seeking. \par
} {\plain \fs20 The unique cognitive processing nature of the adolescent m 
ay \par
} {\plain \fs20 contribute to the development of a repertoire of coping response 
s. The \par
}{\plain \fs20 imaginary audience construction leads to coping responses that a 
re socially \par
}{\plain \fs20 based. That is, the responses are based on what others will thin 
k. The \par
}{\plain \fs20 personal fable construction produces responses that reflect feel 
ings of \par
} {\plain \fs20 immortality, such as "It will never happen to me." Both types of 
coping \par

} {\plain \fs20 response are present in the adolescent's repertoire and can be a 
ccessed \par
} {\plain \fs20 when appropriate. The threat communication may direct the adoles 
cent toward \par
} {\plain \fs20 one or the other construction for an appropriate coping response 
. Socially \par
}{\plain \fs20 threatening communications, for example, direct the adolescent t 
o \par
}{\plain \fs20 peer\_related thoughts\_\_dominated by the imaginary audience. P 
hysically \par
} {\plain \fs20 threatening messages require responses to reduce physical harm, 
such as the \par
} {\plain \fs20 feelings of immortality typical of the personal fable. Hence: \p 

ar
} (\plain \fs20 H3a: Socially threatening communications produce more imagi 
nary \par
}{\plain \fs20 audience\_based coping responses than physically threatening com 
munications. \par
} (\plain \fs20 H3b: Physically threatening communications produce more per 
sonal\par
}{\plain \fs20 fable\_based coping responses than socially threatening communic 
ations. \par
} {\plain \fs20 Tanner et al. emphasize that emotion must be aroused for p 
ersuasion \par
) {\plain \fs20 to occur. Early research explored the role of varying levels of 
threat in \par
} (\plain \fs20 producing emotional response, with mixed results. The Tanner et 
al. model \par
}{\plain \fs20 suggests that the relationship between threat intensity and emot 
ion is \par
} {\plain \fs20 linear, and that the corresponding response in terms of persuasi 
on is \par
}{\plain \fs20 linear as well. Therefore: \par
} (\plain \fs20 H4: Increasing the level of threat in a communication from
low to \par
}{\plain \fs20 moderate and from moderate to high produces correspondingly stro 
nger\par
}{\plain \fs20 emotional responses in adolescents. \par 
} {\plain \fs20 Method \par



} {\plain \fs20 Subjects and Design \par
} {\plain \fs20 A three (level of threat: high, moderate, or low) by two ( 
type of \par
}{\plain \fs20 threat: physical or social) between\_subjects factorial experime 
ntal design \par
}{\plain \fs20 was used to test the hypotheses. Sensation seeking, a measured i 
ndependent\par
} {\plain \fs20 variable, was included in the analysis. We randomly assigned 371 
seventh\par

} {\plain \fs20 and eighth grade students in a metropolitan middle school to the 
six \par
}{\plain \fs20 treatment conditions. Table 3 summarizes the design and cell siz 
es. \par

Table 3 \par
Experimental Design and Cell Sizes \par 
\par

Level of Type of Threat

}{\plain \fs20 
} (\plain \fs20 
}{\plain\fs20 
}{\plain \fs20 
\par
}{\plain \fs20 
ial \par 
}{\plain\fs20 
}{\plain\fs20 
}{\plain \fs20
0 \par
} {\plain \fs20 
9 \par
} (\plain \fs20 
5 \par
}{\plain\fs20 
} (\plain \fs20 
} (\plain \fs20
1 \par
} {\plain \fs20 
4 \par
} (\plain \fs20 
0 \par
}{\plain\fs20 
} (\plain \fs20 
} (\plain \fs20 
} (\plain \fs20 
PSA, the \par
}{\plain \fs20 sensation seeking scale, and the dependent measures. They were a 
sked to \par
} {\plain \fs20 look at the PSA for one minute. Next, they were asked to complet 
e an \par
} {\plain \fs20 emotional response task. They were then given two and one half m 
inutes in \par
}{\plain \fs20 which to list their thoughts about the PSA (cognitive response t 
ask). Upon \par
} {\plain \fs20 completion of those tasks, subjects were asked to complete their 
booklet. \par

} (\plain \fs20 Stimulus Materials \par
} (\plain \fs20 The type of threat presented in an antidrug PSA (social or 
physical) \par

Threat Physical Soc

\par
High Sensation Seekers(a) \par

Low 38 3

Moderate 32 2

High 33 3

\par
Low Sensation Seekers(a) \par

Low 24 3

Moderate 28 3

High 27 3

\par
(a) Based on median split. \par 
Procedure\par
Subjects were given a booklet containing a print antidrug



}{\plain \fs20 and the intensity of threat presented (high, medium, or low) wer 
e the \par
}{\plain \fs20 manipulated independent variables. An advertising agency was emp 
loyed to \par
} (\plain \fs20 develop two print PSAs, one presenting a physical threat and one 
presenting \par

} (\plain \fs20 a social threat. The physical threat PSA featured a young person 
on a\par
){\plain \fs20 gurney being rushed down a hospital hall. The social threat PSA 
showed \par
}{\plain \fs20 several young people in a school hall. Two young people appeared 
to be \par

} (\plain \fs20 talking about a third individual in the photograph. The copy on 
these two \par
} {\plain \fs20 PSAs was varied to manipulate the intensity of threat. For the p 
hysical \par
}{\plain \fs20 threat condition, the copy indicated different outcomes for the 
young\par
} {\plain \fs20 person shown on the gurney. In the low threat condition, the you 
ng person \par
} (\plain \fs20 was ill as a result of drug use. In the moderate and high threat 
\par

} {\plain \fs20 conditions, the outcome was loss of an arm and death, respective 
ly. For the \par
}{\plain \fs20 social threat condition, the intensity of rejection was manipula 
ted. In the \par
}(\plain \fs20 low threat condition, the copy indicated change in one teen's be 
havior and \par
}{\plain \fs20 the teen's friends expressed concern. As the level of threat int 
ensified \par
} {\plain \fs20 from low to moderate and moderate to high, the friends indicated 
increasing \par

} {\plain \fs20 rejection of the teen using drugs. Thus, six PSAs were used in t 
he study: \par
}{\plain \fs20 high physical threat, medium physical threat, low physical threa 
t, high \par
}{\plain \fs20 social threat, medium social threat, and low social threat. \par

} {\plain \fs20 The PSAs were subjected to a series of pretests as recomme 
nded by \par
}{\plain \fs20 Fligbee (1969) and practiced by King and Reid (1990) to check the 
type of \par
}{\plain \fs20 threat and level of threat manipulations. The layouts were revis 
ed and \par
}{\plain \fs20 pretested until the manipulations were clearly identifiable. ANO 
VA revealed \par
}{\plain \fs20 significant differences (F(2,204) = 20.80, p (is less than) .000 
1) between \par
}{\plain \fs20 the means for the three level of threat manipulations (means 4.4 
, 5.4, and \par
}{\plain \fs20 6.0 for the low, moderate, and high threat conditions). Similarl 
y, analysis \par
} {\plain \fs20 of the means for the type of threat manipulations (4.2 and 2.1) 
revealed \par



}{\plain \fs20 significant differences. \par 
} (\plain \fs20 Measurement Instruments \par
} (\plain \fs20 Sensation Seeking. We measured subjects' need for sensatio 
n by using \par
}{\plain \fs20 Zuckerman's sensation\_seeking scale (SSS) Form V (Zuckerman, Ey 
senck, and \par
}{\plain \fs20 Eysenck 1978). A median split procedure distinguished high and 1 
ow \par
}{\plain \fs20 sensation seekers. The scale contains 40 forced\_choice items. S 
objects \par
} {\plain \fs20 chose one of two statements that best reflected their feelings.
Of each \par
}{\plain \fs20 item pair, one item indicated high sensation seeking and one ite 
m indicated \par
}{\plain \fs20 low sensation seeking. Sensation seeking was scored by giving on 
e point for \par
}{\plain \fs20 each high sensation seeking response and zero points for low sen 
sation \par
} {\plain \fs20 seeking responses. Thus, scores ranged from 0 to 40 (a = .86). \ 
par
}{\plain \fs20 Emotional Response. Consistent with King and Reid's (1990) 
work, \par

} {\plain \fs20 subjects' emotional responses to the PSAs were measured by using 
an \par
}{\plain \fs20 adaptation of Izard's (1979) differential emotions scale (DES II 
I). This \par
} (\plain \fs20 scale was developed to assess children's and adolescents' emotio 
ns at the \par
} {\plain \fs20 time of scale administration. \par
}{\plain \fs20 The DES III contains 30 phrases that describe an aspect of 
the \par
}{\plain \fs20 experience of 10 fundamental emotions. Three phrases are used to 
measure \par

} (\plain \fs20 each emotion and subjects respond to the phrases on a 5\_point s 
cale \par
}{\plain \fs20 anchored by "not at all" and "very much." In research on antidri 
nking PSAs, \par
}{\plain \fs20 the DES revealed that fear, sadness, anger, and disgust were evo 
ked in \par
}{\plain \fs20 response to physically threatening messages (King and Reid 1990)
. Those \par
}{\plain \fs20 four emotions, as well as shame/ shyness and guilt, were measure 
d in our\par
}{\plain \fs20 study. Shame/shyness and guilt are dimensions of emotion that ma 
y be \par
}{\plain \fs20 elicited in response to social threats ((Alpha) = .92). \par 
} {\plain \fs20 Cognitive Responses. Subjeets were given two and one half 
minutes to \par
} {\plain \fs20 list any thoughts they had in response to the PSA. Responses wer 
e coded by \par
}{\plain \fs20 two independent adolescent coders as support arguments, counter 
arguments, \par
}{\plain \fs20 or neutral. Counterarguments were defined as negative thoughts 
directed \par



}{\plain \fs20 toward the message ("1 know a lot of kids who do drugs and they 
don't look \par
} {\plain \fs20 like that"), PSA execution ("the ad was stupid"), or models in t 
he PSAs \par
}{\plain \fs20 ("the kid in the ad was a jerk"). Conversely, support arguments 
were \par
}{\plain \fs20 positive thoughts in response to the PSAs (e.g., "the picture is 
good," \par
}{\plain \fs20 "the girl in the ad is hot," "using drugs is stupid"). Intercode 
r agreement \par 
} (\plain \fs20 was .92. \par
} (\plain \fs20 Personal Fable. We assessed adolescents' personal fable or 
ientation \par
}{\plain \fs20 by using an adaptation of Rogers and Mewborn's (1976) probabilit 
y item \par
} (\plain \fs20 which measures subjects' perception of the probability of occurr 
ence of an \par
} {\plain \fs20 event depicted in a threatening communication. Subjects responde 
d to four\par
} {\plain \fs20 statements related to the probability of negative consequences o 
f drug use \par
}{\plain \fs20 on a 5\_point scale anchored by "strongly agree" and "strongly d 
isagree." \par
}{\plain \fs20 The scale was scored by averaging the responses to the statement 
s ((Alpha) \par 
} (\plain \fs20 = .56). \par
} (\plain \fs20 Imaginary Audience. We assessed adolescents' imaginary \pa 

r
}{\plain \fs20 audience\_orientation using an adaptation of Elkind and Bowen's 
(1979)\par
}{\plain \fs20 imaginary audience scale (IAS). To complete the IAS, subjects re 
ad a brief \par
}{\plain \fs20 scenario and then selected one of three responses that best indi 
cated what \par
} (\plain \fs20 they would do in the situation described. One of the three respo 
nse \par
}{\plain \fs20 choices, unwillingness to participate in a situation that would 
result in \par
} {\plain \fs20 disapproval or humiliation by peers, was scored 2. It indicated 
a strong \par
}{\plain \fs20 imaginary audience concern. The other response choices, indiffer 
ence to \par
}{\plain \fs20 participate and willingness to participate, were scored 1 and 0,
\par
} {\plain \fs20 respectively. The scores on each of the 11 items were summed to 
obtain a \par
} (\plain \fs20 total imaginary audience score ((Alpha) = .62). \par 
} {\plain \fs20 Attitude Toward the PSA. We measured attitude toward the P 
SA by using \par
}{\plain \fs20 five 5\_point semantic differential items: pleasant/unpleasant, 
good/bad,\par
}{\plain \fs20 useful/ useless, valuable/worthless, and beneficial/not benefici 
al. The \par
}{\plain \fs20 attitude toward the PSA score was determined by averaging the re



sponses to \par
} {\plain \fs20 the five items ((Alpha) = .86). \par
} (\plain \fs20 Attitude Toward Drug Use. Subjects were asked to express t 
heir \par
}{\plain \fs20 feelings in response to statements about using a seatbelt, burni 
ng the \par
}{\plain \fs20 flag, and using drugs. They indicated their feelings on five 5\_ 
point \par
}{\plain \fs20 adjective differential scales: extremely good/extremely bad, ext 
remely \par
} {\plain \fs20 pleasant/extremely unpleasant, extremely favorable/extremely unf 
avorable, \par
}{\plain \fs20 extremely valuable/ extremely worthless, and extremely acceptabl 
e/extremely \par
}{\plain \fs20 unacceptable. An attitude toward drug use score was obtained by 
averaging \par
} (\plain \fs20 the responses to the five items pertaining to drug use ((Alpha)
= .96). \par
} {\plain \fs20 Behavioral Intention to Use Drugs. For the same three issu 
es\par
} {\plain \fs20 presented in the attitude measure, subjects were asked to indica 
te on a \par
}{\plain \fs20 5\_point scale anchored by "extremely likely" and "extremely uni 
ikely" how \par
} {\plain \fs20 likely they would be to engage in the behaviors in the next week 
, the next \par
} {\plain \fs20 month, or ever. \par
} {\plain \fs20 Results \par
} {\plain \fs20 Social Context of Response \par
} {\plain \fs20 H1 a and H1 b predict main effects for type of threat on cogn 
itive \par
} (\plain \fs20 response (support or counter arguments) and effectiveness variab 
les \par
}{\plain \fs20 including attitudes toward the PSA and drug use and behavioral i 
mention. \par
} {\plain \fs20 Table 4 reports the results for these hypotheses. \par
} (\plain \fs20 
ar
}{\plain \fs20 
} (\plain \fs20 
}{\plain\fs20 
}{\plain\fs20 
}{\plain \fs20 
}{\plain\fs20 
} (\plain \fs20 
} (\plain \fs20 
} {\plain \fs20 
}{\plain \fs20 
} (\plain \fs20 
}{\plain \fs20 
} {\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
sup.2)\par

Table 4 Social Context and Type\_oA_Threat Main Effects \p

\par
Mean

Dependent Variable 
\par

Personal fable 
Imaginary audience 
Counter arguments 
Support arguments 
Attitude/PSA 
Attitude/drug use 
Behavioral intention, week 
Behavioral intention, month

Mean \par
(Social) (Physical) \par

2.43 
9.92 
.65 

2.34 
2.48 
4.57

1.59
1.60

Behavioral intention, ever 
\par

Dependent Variable

2.10

2.51 \par 
9.87\par 
.67 \par 
2.03 \par 

2.67 \par 
3.98 \par 

1.48 \par 
1.77 \par 

2.65 \par

((Omega).



} {\plain \fs20 \par 
}{\plain \fs20 Personal fable 
\par

} (\plain \fs20 
\par
}{\plain\fs20 
\par
}{\plain \fs20 
\par
}{\plain \fs20 Attitude/PSA

Imaginary audience 

Counter arguments 

Support arguments

\par
} {\plain \fs20 Attitude/drug use 
\par

.18 \_\_

.01 \_\_

.00 \_\_

2.03 \_\_

3.89(*) .01

6.32(*) .01

Behavioral intention, week .38 \_\_

.99 \_\_

Behavioral intention, ever 6.69(*) .02

(*) Significant at p < .05. \par
Hla is not supported. The social threat appeal did not pro

} (\plain \fs20 
\par
}{\plain \fs20 Behavioral intention, month 
\par
}{\plain\fs20 
\par
}{\plain\fs20 
}{\plain\fs20 
duce more \par
} {\plain \fs20 support arguments or fewer counter arguments ((F.sub. 1,356) = 2. 
03, n.s. \par
}{\plain \fs20 and (F.sub. 1,356) = .00, n.s. respectively) than the physical th 
reat \par
}{\plain \fs20 communication. Subjects either did not have more favorable cogni 
tive \par
}{\plain \fs20 responses or such responses were not captured adequately in the 
cognitive \par
) {\plain \fs20 response task. \par
} {\plain \fs20 FI 1 b, however, is supported. A significant main effect is f 
ound for \par
}{\plain \ft20 three, of the effectiveness variables; attitude toward the PSA \ 
par
} (\plain \fs20 ((F.sub. 1,358) = 3.89, p (is less than) .05, ((Omega).sup.2) = .
01) , \par
}{\plain \fs20 attitude toward drug use ((F.sub. 1,359) = 6.32, p (is less than)
.05, \par
}{\plain \fs20 ((Omega).sup.2) = .01), and behavioral intention to use drugs \ 
par
}{\plain \fs20 ((F.sub. 1,357) = 6.69, p (is less than) .05, ((Omega).sup.2) = .
02) . As \par
}{\plain \fs20 predicted in FI lb, subjects indicated a more favorable attitude t 
oward the \par
}{\plain \fs20 social threat PSAs in which the social implications of the respo 
nse were \par
}{\plain \fs20 clearly laid out. Subjects' attitudes toward drug use were more 
negative \par
} {\plain \fs20 after a social threat message than after a physical threat messa 
ge, and \par
}{\plain \fs20 subjects indicated they were less likely to ever use drugs after 
receiving \par

} {\plain \fs20 the social threat message. Omega squared, a measure of effect ma



2.01
.85

1.90
2.56
4.02

gnitude, is \par
}{\plain \fs20 reported for significant results. The effect sizes found are in 
the small \par
}{\plain \fs20 to moderate range (Cohen 1977). \par 
} {\plain \fs20 Coping Response Sources \par
} {\plain \fs20 H2a, H2b and H2c predict main effects for sensation seekin 
g on \par
}{\plain \fs20 emotional response, cognitive responses, and the effectiveness m 
easures. \par
} {\plain \fs20 Table 5 summarizes the ANOVA results. \par 
} {\plain \fs20 Table 5 Source of Coping Response: Sensation Seeking Main E 
ffects \par 
}{\plain\fs20 
}{\plain \fs20 
}{\plain \fs20 
} {\plain \fs20 
}{\plain\fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain\fs20 
} {\plain \fs20 
}{\plain \fs20 
}{\plain\fs20 
} {\plain \fs20 
}{\plain\fs20 
}{\plain \fs20 
} {\plain \fs20 
par
} {\plain \fs20 
} {\plain \fs20 
}{\plain \fs20 
}{\plain\fs20 
} {\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain \fs20 
}{\plain\fs20 
}{\plain \fs20 
} {\plain \fs20 
) (\plain \fs20 
} {\plain \fs20 
} {\plain \fs20 
ion seeking \par
} {\plain \fs20 on emotional response ((F.sub. 1,359) = .88, n.s.) or on the indi 
vidual \par
} {\plain \fs20 dimensions of emotion. Lack of support for this hypothesis was p 
articularly \par
}{\plain \fs20 surprising and led us to question whether the measure of sensati 
on seeking \par
} {\plain \fs20 was affected by having taken the measure immediately after expos 
ure to the \par
} {\plain \fs20 stimuli. To check for contamination, we ran a level by threat ty

\par
Mean Mean \par

Dependent Variable (High SS) (Low SS) \par 
\par

Emotional response 
Counter arguments 
Support arguments 
Attitude/PSA 
Attitude/drug use 
Behavioral intention, \par 
week 1.15

Behavioral intention, \par 
month 2.21

Behavioral intention, \par 
ever 2.93
\par

Dependent Variable

1.97 \par 
.44 \par 
2.51 \par 

2.49 \par 
4.72 \par

1.72 \par

1.48 \par

2.01 \par

((Omega).sup.2) \

.88 \par 
16.10(*) 
12.34(*) 

2.86 \par 
29.14(*)

.03 \par 

.03 \par

.07 \par

\par
Emotional response 
Counter arguments 
Support arguments 
Attitude/PSA 
Attitude/drug use 
Behavioral intention, \par 
week 16.24

Behavioral intention, \par 
month 16.03(*)

Behavioral intention, \par 
ever 15.10(*)

(*) Significant at p < .05. \par
Contrary to H2a, we found no significant effect for sensat

.04 \par 

.04 \par 

.04 \par



pe ANOVA \par
}{\plain \fs20 across sensation seeking. No significant main effects for level 
or type \par
){\plain \fs20 were found and the interaction was nonsignificant. Hence, the me 
asures were \par
}{\plain \fs20 not contaminated by the stimuli presentation. A more likely expl 
anation is \par
} {\plain \fs20 that a paper and pencil test of emotion (although widely used) m 
ay not have \par
}{\plain \fs20 adequately measured differential emotion. \par 
} {\plain \fs20 H2b predicts a main effect for sensation seeking on type o 
f cognitive \par
} {\plain \fs20 response. The type of thoughts in response to the PSAs (support 
or counter) \par
}{\plain \fs20 differed significantly for high and low sensation seekers. High 
sensation \par
} (\plain \fs20 seekers produced more counter arguments ((F.sub. 1,359) =16.10, 
p (is less \par
}{\plain \fs20 than) .05, ((Omega).sup.2) = .03) and low sensation seekers prod 
uced more \par
}{\plain \fs20 support arguments ((F.sub. 1,359) = 12.34, p (is less than) .05,
\par
}{\plain \fs20 ((Omega).sup.2) = .03). Thus, H2b is supported. \par 
} {\plain \fs20 The importance of sensation seeking as an individual diffe 
rence\par
}{\plain \fs20 variable affecting response is further supported by the signific 
ant main \par
}{\plain \fs20 effects on all persuasion variables. Consistent with H2c, high s 
ensation \par
}{\plain \fs20 seekers had more negative attitudes toward the PSA ((F.sub.l ,358 
) = 2.86, p \par
}{\plain \fs20 (is less than) .10, ((Omega).sup.2) = .01), had more positive at 
titudes \par
} {\plain \fs20 toward drug use ((F.sub. 1,359) = 29.14, p (is less than) .05, \p 

ar}{\plain \fs20 ((Omega).sup.2) = .07), and indicated a stronger likelihood of u 
sing drugs \par
} {\plain \fs20 in the next week ((F.sub. 1,358) = 16.24, p (is less than) .05, \ 

par} {\plain \fs20 ((Omega).sup.2) = .04), in the next month ((F.sub. 1,358) = 16.03 
, p (is\par
}{\plain \fs20 less than) .05, ((Omega).sup.2) = .04) and ever ((F.sub.l ,357) = 
15.10, p \par

}{\plain \fs20 (is less than) .05, ((Omega).sup.2) = .04) than low sensation se 
ekers. \par
} {\plain \fs20 H3a and H3b, predicting differences in coping responses in 

terms of \par
} {\plain \fs20 imaginary audience and personal fable by threat type, are not su 
pported. \par
} (\plain \fs20 The social threat did not lead to more imaginary audience respon 

ses\par
}{\plain \fs20 ((F.sub. 1,355) = .01, n.s.) and the physical threat did not incr 
ease \par
}{\plain \fs20 personal fable coping responses ((F.sub. 1,355) = .82, n.s.). App



arently, \par
} {\plain \fs20 the type of threat presented does not alter subjects' reliance o 
n these\par
}{\plain \fs20 distinct orientations for sources of coping response. However, a 
dolescents' \par
}{\plain \fs20 personal fable and imaginary audience orientations may not have 
been \par
}{\plain \fs20 measured adequately. Both measures had questionable reliability 
and past\par
} {\plain \fs20 efforts to measure the constructs have met with little success ( 
Cohn et al. \par
}{\plain \fs20 1988; Enright, Lapsley and Shukla 1979). \par 
} {\plain \fs20 Role of Emotion \par
} {\plain \fs20 H4, predicting a positive relationship between level of th
reat and \par
}{\plain \fs20 emotional arousal, is not supported. We found no significant dif 
ferences in \par
} {\plain \fs20 emotional arousal by level of threat ((F.sub.2.356) = 1.17, n.s.
). \par
} (\plain \fs20 Researchers have questioned the importance of threat level in th 
e \par
}{\plain \fs20 determination of threat message effectiveness (Boster and Mongea 
u 1984;\par
} {\plain \fs20 Hewgill and Miller 1965; Rotfeld 1988). We included level ofthr 
eat to test \par
} {\plain \fs20 Tanner et al.'s argument that arousal is necessary and in part t 
o ensure\par
} {\plain \fs20 that level effects would not mask the type of threat effects. In 
addition, \par
}{\plain \fs20 similar work (King and Reid 1990) had included the level of thre 
at \par
}{\plain \fs20 manipulation with significant results. We did not find evidence 
supporting \par
} {\plain \fs20 the importance of level of threat in influencing PSA effectivene 
ss. \par
}{\plain \fs20 Consistent with Boster and Mongeau's (1984) meta\_analytic findi 
ngs, the \par
} {\plain \fs20 level of threat in a communication had no significant effect on 
emotional \par
}{\plain \fs20 response. Failure to find significant level of threat and emotio 
n effects \par
}{\plain \fs20 may be partly a function of the minimal role of threat level whe 
n type of \par
}{\plain \fs20 threat is manipulated as well. Prior research showing significan 
tlevel of\par
} (\plain \fs20 threat effects manipulated only that factor in the stimulus mate 
rials \par
} {\plain \fs20 (i.e., Dabbs and Leventhal 1966; Janis and Feshbach 1953). Studi 
es in which \par
}{\plain \fs20 both threat level and some other message characteristic were var 
ied \par
}{\plain \fs20 revealed less potent level of threat effects (i.e., Chu 1966; Ki 
ng and Reid \par 
}{\plain\fs20 1990). \par



} {\plain \fs20 Limitations \par
} (\plain \fs20 As the primary concern in our experiment was to control in 
ternal \par
} {\plain \fs20 validity, certain limitations may affect the external validity o 
f the\par
}(\plain \fs20 findings and may account for the relatively small to moderate ef 
feet sizes. \par
} {\plain \fs20 Some of the limitations are the use of a single school as a sour 
ceof\par
} {\plain \fs20 subjects, the use of print rather than broadcast PSAs, and the u 
se of one \par
} {\plain \fs20 operationalization of each PSA. We took great care through prete 
sting and \par
} {\plain \fs20 manipulation checks to ensure that the stimuli used were effecti 
ve, but\par
}{\plain \fs20 future research should include two or three operationalizations 
of each\par
} {\plain \fs20 type of threat. It also should include measures of possibly rela 
ted or\par
}{\plain \fs20 confounding factors such as involvement or attitudinal differenc 
es. \par
}{\plain \fs20 Although actual reported drug use was used as a measure of impli 
ed \par
}{\plain \fs20 involvement, a better\_defined measure would allow for more care 
ful \par
} (\plain \fs20 examination of the possible role of involvement. \par 
}{\plain \fs20 Discussion \par
} {\plain \fs20 We used Tanner, Hunt, and Epprighf s (1991) ordered protec 
tion \par
}{\plain \fs20 motivation model to examine adolescent responses to threat messa 
ges. Three \par
}{\plain \fs20 hundred seventy\_one adolescents viewed antidrug public service 
\par
} {\plain \fs20 announcements in which the type of threat and the level of threa 
t were \par
}{\plain \fs20 varied. Sensation seeking, an individual difference variable, wa 
s also \par
} (\plain \fs20 measured. In general, our Findings provide some support for the 
overall \par
}{\plain \fs20 0PM. Of greater theoretical value, though, are the extensions an 
d the \par
}{\plain \fs20 evaluation of the critical role of emotion in threat communicati 
on \par
} (\plain \fs20 persuasion. \par 
} {\plain \fs20 Theoretical Implications \par
} {\plain \fs20 The findings support Tanner et al.'s notion that the social 
\par

} {\plain \fs20 implications of a response to a threat communication are importa 
nt \par
}{\plain \fs20 considerations. A social threat communication in which the socia 
1 \par
} {\plain \fs20 implications of a teenager's response were clearly laid out was 
more \par
}{\plain \fs20 persuasive than a physical threat communication from which teena



gers had to \par
} {\plain \fs20 draw their own conclusions about what others would think of them 
if they \par

}{\plain \fs20 chose a particular response. That finding provides a potential t 
heoretical \par
} (\plain \fs20 base for social threat effectiveness\_\_a topic that warrants fu 
ture \par
}{\plain \fs20 research. Social threat communications are used extensively in a 
dvertising \par
} (\plain \fs20 practice (especially for personal hygiene products), yet there h 
as been \par
} (\plain \fs20 little effort to identify theoretical bases for social threat \p 

ar
} (\plain \fs20 effectiveness. The notion that social threat effectiveness may b 
e a\par
) {\plain \fs20 function of the social implications aspect of 0PM can be used to 
develop \par
}{\plain \fs20 such a theory. \par
} {\plain \fs20 Tanner et al. provided evidence that coping responses to t 
hreat \par
} {\plain \fs20 communications may be due to factors other than the communicatio 
n itself\_\_a \par
} (\plain \fs20 distinct departure from other threat communication theory. Those 
\par
} {\plain \fs20 researchers found prior knowledge to be one important variable i 
n the STD \par
} (\plain \fs20 message context. Our research demonstrates that the key factors 
influencing \par
}{\plain \fs20 coping responses may be segment and topic specific. In our study 
, where \par
} {\plain \fs20 adolescents were the target and drug use was the topic, sensatio 
n seeking \par
}{\plain \fs20 emerged as a key variable affecting response. Apparently, an ind 
ividual's \par
} {\plain \fs20 need for sensation directs the development of a repertoire of co 
ping \par
} {\plain \fs20 responses that are evoked by a threat communication. The strong 
effects \par
} (\plain \fs20 found for sensation seeking suggest it may be an important perso 
nality \par
} {\plain \fs20 variable to consider in other threat communication research. In 
the context \par
}{\plain \fs20 of antidrug communication, sensation seeking is clearly an impor 
tant \par
} {\plain \fs20 targeting variable and should be included in future research exp 
loring \par
} {\plain \fs20 response to antidrug messages, adolescent drug use, and effectiv 
eness of\par
}{\plain \fs20 drug prevention efforts. \par
} {\plain \fs20 Our hypotheses suggesting that adolescents' unique cogniti 
ve\par
} {\plain \fs20 processing capabilities would also be a source of eoping respons 
es to \par
}{\plain \fs20 threat communication are not supported. Those results are surpri



sing given \par
}{\plain \fs20 both the theoretical support of 0PM and the common sense logic t 
hat\par
}{\plain \fs20 feelings of immortality (personal fable) should encourage coping 
responses\par

} {\plain \fs20 to physical threat messages, and feelings of sel^ consciousness 
and eoncern \par
}{\plain \fs20 about social acceptance (imaginary audience) should encourage co 
ping \par
}{\plain \fs20 responses to social threat messages. The inconclusive findings m 
ay stem \par
}{\plain \fs20 from the measurement of the two constructs, which historically h 
as been \par
} {\plain \fs20 elusive. It is also possible that the Tanner et al. 0PM does not 
extend to \par

} {\plain \fs20 such cognitive processing constructions, but is limited to more 
succinct \par
}{\plain \fs20 constructions such as sensation seeking or prior knowledge. \par

} {\plain \fs20 The lack of importance of the threat level in persuasion s 
upports \par
} {\plain \fs20 Tanner et al.'s contention that coping response repertoires may 
be more \par
} {\plain \fs20 important than the communication itself in terms of response. We 
found that \par
}{\plain \fs20 sensation seeking, an individual difference variable, was import 
ant in\par
} {\plain \fs20 responses to threat communication, but level of threat, a common 
ication \par
} {\plain \fs20 factor, was not. Tanner et al.'s ordering, emotion followed by c 
ognitive \par
} {\plain \fs20 responses, and their conviction that emotion must be aroused for 
attitude \par

} {\plain \fs20 and behavior change to occur were not supported in our research.
Threat and \par

} {\plain \fs20 fear are distinct constructs\_\jhreat in a message may arouse n 
ot fear, but \par
} {\plain \fs20 a coping response that directs attitude and behavior change. Thi 
s finding \par
}{\plain \fs20 is extremely important because it clearly differentiates threat 
and fear \par
} {\plain \fs20 and suggests that an emotional appeal may not need to arouse emo 
tion to be \par
}{\plain \fs20 effective. \par 
} {\plain \fs20 Managerial Implications \par
} {\plain \fs20 Our findings support the contention that adolescents respo 
nd best to \par
} {\plain \fs20 antidrug PSAs that depict negative social consequences of drug u 
se. \par
}{\plain \fs20 Historically, antidrug campaigns have relied on physical threat 
messages \par
}{\plain \fs20 (Atkin and Freimuth 1989; Hanneman and McEwen 1973; Schoenbachle 
r and \par
}{\plain \fs20 Dsilva 1993), but our findings demonstrate that the use of such



messages \par
}{\plain \fs20 should be reconsidered. Attempts to persuade teenagers to avoid 
drugs will \par
} (\plain \fs20 be more successful in creating and changing attitudes and behavi 
oral \par
}{\plain \fs20 intention if social threat messages are used. Such messages are 
beginning \par
} {\plain \fs20 to appear in practice. Recent Partnership for a Drug\_Free Ameri 
ca PSAs \par
} {\plain \fs20 targeting inner city children take a social threat approach. \pa 

r
} {\plain \fs20 Our findings also confirm the importance of sensation seek 
ing as a \par
} (\plain \fs20 targeting variable for antidrug PSAs. A high sensation seeker is 
not only \par
}{\plain \fs20 more likely to use drugs, but responds differently to antidrug P 
SAs than a \par
}{\plain \fs20 low sensation seeker. The high sensation seeker reacts negativel 
y to \par
} {\plain \fs20 antidrug messages, feels he/she is immortal, and tends to view d 
rugs\par
}{\plain \fs20 favorably. PSA producers must recognize that reaching these at\_ 
risk \par
} {\plain \fs20 individuals is a necessary but difficult task. Our results provi 
de some \par
}{\plain \fs20 guidance by showing social threat messages to be more persuasive 
than \par
}{\plain \fs20 physical threat messages with such an audience. \par 
} {\plain \fs20 We explored a theoretically and practically important issu 
e the\par
} {\plain \fs20 process by which high and low sensation seeking adolescents proc 
ess threat \par
} {\plain \fs20 messages. The findings provide some theoretical support for the 
most recent \par
}{\plain \fs20 threat and persuasion paradigm, the ordered protection motivatio 
n model. In \par
}{\plain \fs20 addition, they have practical implications for social marketers 
designing \par
} {\plain \fs20 PSA messages. \par 
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} {\plain \fs20 ABSTRACT: Public service announcements that utilize glossy ads 
to appeal \par
} {\plain \fs20 to the young and modern will not get their message across since 
glamor will \par
} (\plain \fs20 always override the seriousness of their campaign. *Health* and 
safety ads \par
} {\plain \fs20 such as those espousing the dangers of smoking are practically u 
seless \par
}{\plain \fs20 since all smokers know that smoking is dangerous to their *healt 
h*. It is \par
} {\plain \fs20 imperative that these scare tactics be tied with the enforcement 
element. \par
}{\plain \fs20 For instance drunk driving campaigns should be accompanied by ne 
ws coverage \par
} {\plain \fs20 and the like to let the audience know the gravity of the issue.
\par
}{\plain \fs20 \par 
} {\plain \fs20 TEXT: \par
} {\plain \fs20 In his performance "No Cure For Cancer," comedian Denis Lea 
fy \par
} {\plain \fs20 addresses the uselessness of anti\_smoking propaganda. It's not



as if\par
}{\plain \fs20 smokers don't know their habit is bad for them, even without war 
nings on \par
}{\plain \fs20 cigarette packs, he mocks. You could manufacture a brand called 
Cancer \par
}{\plain \fs20 Cigarettes in a black box, imprinted with a skull and crossbones 
and a list \par
}{\plain \fs20 of diseases caused by smoking, and people would still line up to 
buy \par

} {\plain \fs20 cartons and smoke several cigarettes at a time. \par 
} (\plain \fs20 Leary's routine speaks volumes about the difficulties of cr 
eating \par
} {\plain \fs20 public service announcements with prevention aims \_ it's much e 
asier to \par
}{\plain \fs20 tell people what to do than what not to do. Research studies sue 
h as the \par
} {\plain \fs20 Harvard School of Public Health 1990 report argue that "fear app 
eals" \par
} {\plain \fs20 rarely succeed, and run the risk of backfiring. Yet scare tactic 
s remain a \par
}{\plain \fs20 favorite with organizations like Partnership for a Drug\_Free Am 
erica (PDFA) \par
} {\plain \fs20 \_ and PDFA spokespeople point to research studies indicating th 
at their \par
}{\plain \fs20 efforts are effective. \par
} {\plain \fs20 It's certainly up for debate; some of these campaigns are s 
0 misguided \par
}{\plain \fs20 that one wonders whether focus groups were playing practical jok 
es on the \par
}{\plain \fs20 researchers. In a series of ads created for PDFA by the Hampel S 
tefanides \par
} (\plain \fs20 agency, several hip and attractive twenty\_somethings share thei 
r tales of \par
}{\plain \fs20 heroin addiction and ruin. The tightly edited MTV\_style spots, 
shot in \par
} {\plain \fs20 gorgeously saturated color, feature real\_life users recruited \
_ one might \par
} {\plain \fs20 say exploited \_ for the sake of authenticity. A young woman tel 
Is how her \par
} {\plain \fs20 baby, whose father may be either the woman's drug dealer or her 
addict \par
} (\plain \fs20 boyfriend, was taken away by the police during a drug raid. An A 
ndy \par
}{\plain \fs20 Warholish boy gets misty\_eyed while confessing that he works as 
a \par
}{\plain \fs20 prostitute to support his habit. A cute brunette who looks like 
he should \par
}{\plain \fs20 be playing lacrosse or starring on "Melrose Place" shoots up in 
an alley. \par
} {\plain \fs20 There is no question that these spots are beautifully made,
\par
}{\plain \fs20 esthetically appealing, even emotionally stirring. But how can g 
lamorous \par
}{\plain \fs20 ads achieve their aim of de\_glamorizing heroin? The Hampel Stef



anides ads \par
) {\plain \fs20 may purport to condemn heroin use, but sex appeal overrides sad 
story. \par
}{\plain \fs20 Sure, these kids may be miserable, but, boy, do they look cool!
\par
} {\plain \fs20 Another recent PDFA campaign tries a different approach, Se 
veral \par
}{\plain \fs20 10\_second spots show youngsters executing acrobatic moves on sk 
ateboards, \par
}{\plain \fs20 capped with tag lines such as "Be Your Own Stimulant," or "Smoke 
This!" \par
}{\plain \fs20 Will these "healthy lifestyle" ads be more effective than the PD 
FA paragon \par
} {\plain \fs20 of scare tactics, an ad produced by Los Angeles agency Ground Ze 
ro that \par
} {\plain \fs20 shows a body convulsing in the throes of a heroin overdose? \par

} {\plain \fs20 To all appearances, however, scare tactics have proven amaz 
ingly \par
}{\plain \fs20 effective for the Transport Accident Commission (TAC), based in 
Victoria, \par
}{\plain \fs20 Australia, and its agency. Grey Melbourne. Since December 1989, 
when the \par
} {\plain \fs20 TAC and Grey devised strategy for a dramatic road safety campaig 
n, the \par
} {\plain \fs20 annual number of road traumas in Victoria is down almost 50 per 
cent, from \par
}{\plain \fs20 776 \_ a startlingly high figure for a state of only 3 1/2 milli 
on people \_ \par
} {\plain \fs20 to less than 400. \par
} {\plain \fs20 TAC has consistently run ads with high shock value. The cam 
paign's \par
} {\plain \fs20 inaugural spot depicts a hospital scene in which staff attempt t 
o \par
} {\plain \fs20 resuscitate a bloodied woman while her parents attack the obviou 
sly \par
} {\plain \fs20 intoxicated boyfriend. The ad ends with a nurse addressing the c 
amera: "lf\par
}{\plain \fs20 you drink and drive," she says, "you're a bloody idiot." More re 
cently, a \par
}{\plain \fs20 series of three equally dramatic ads took the coveted Best of Sh 
ow prize at \par
}{\plain \fs20 the One Show Awards. Shot in grainy black\_and\_white, with the 
tilting jolt \par
}{\plain \fs20 of handheld cameras, the spots are unusually long by U.S. standa 
rds. Two \par
}{\plain \fs20 feature almost boring cinema verite narratives that end in unexp 
ected, \par
} (\plain \fs20 unexpurgated car crashes. A third ad returns to the emergency ro 
om at \par
}{\plain \fs20 holiday time, with a collage of crash victims on gurneys, weepin 
g \par
} (\plain \fs20 bystanders, frantic hospital staff, and a voice\_over of a child 
's delicate, \par



}{\plain \fs20 wavering soprano singing John Lennon's "So This Is Christmas." \ 
par
} {\plain \fs20 Why has this campaign worked so well while American scare t 
actics have \par
}{\plain \fs20 had such limited success? For a host of reasons, says communicat 
ions\par
}{\plain \fs20 manager Anton Staindl. "The TAC is a compulsory monopoly third p 
arty injury \par
}{\plain \fs20 insurer, (which pays for) medical and rehabilitation services, p 
lus\par
}{\plain \fs20 compensation, for everybody who's injured in a transport acciden 
t in \par
} (\plain \fs20 Victoria, regardless of who is at fault. It means that we have a 
vested \par

} {\plain \fs20 interest in keeping road traumas down, and we approached it as a 
business \par

} (\plain \fs20 decision." Rather than relying on the kindness of networks, as u 
nder\_funded \par
}{\plain \fs20 PSA producers in the U.S. must do, the TAC buys primeWime plac 
ement for \par
}{\plain \fs20 its ads, runs high\_profile sponsorships, and orchestrates large 
\_scale \par
}{\plain \fs20 public relations efforts with the release of each new campaign.
\par
} (\plain \fs20 Most significantly, the TAC coordinates with state polite a 
gencies on \par
} {\plain \fs20 major enforcement efforts. As a part of the 1989 campaign, the C 
ommission \par
}{\plain \fs20 purchased speed cameras and "booze buses" which enable police, o 
n very \par
}{\plain \fs20 short notice, to shut down sections of a freeway and give alcoho 
1 breath \par
}{\plain \fs20 tests to large numbers of drivers. Innovations like these, publi 
cized in \par
}{\plain \fs20 ads and featured on the local news, evidently did much to demons 
trate the \par
} {\plain \fs20 seriousness of the TAC's agenda to Victoria citizens, and actual 
ly led to a \par
){\plain \fs20 change in driving behavior. "The effectiveness of the campaigns 
was \par
}{\plain \fs20 absolutely tied to the enforcement element," says Staindl. "The 
research \par
} {\plain \fs20 shows that people need that extra incentive, that the dog needed 
to have\par

} {\plain \fs20 teeth." \par
} (\plain \fs20 While it's clear that the TAC's "teeth" are a significant p 
art of \par
}{\plain \fs20 their success, the ads themselves achieve something many scare m 
essages \par
}{\plain \fs20 don't. The impact of heroin overdose or lung cancer is often los 
t on \par
} (\plain \fs20 audiences; it is easy to believe disaster comes only to other pe 
ople, and \par
} {\plain \fs20 the high drama of such ads further reinforces a sense of "othern



ess" to the \par
}{\plain \fs20 situations depicted therein. The TAG spots, on the other hand, t 
ell simple, \par
} {\plain \fs20 undramatic stories about average people doing average things, li 
ke having a \par
}{\plain \fs20 couple of beers before hopping in the car. driving a little too 
fast, \par
} {\plain \fs20 assuming familiarity with a particular road \_ a narrative that 
encourages\par
}{\plain \fs20 viewers' empathy and identification with the potentially fatal c 
onsequences\par
}{\plain \fs20 of these actions. \par
} {\plain \fs20 If all public service organizations took a cue from the TAG 
's story, \par
}{\plain \fs20 creating prevention messages with which people identified and ba 
eking up \par
}{\plain \fs20 campaigns with enforcement measures or support systems, statisti 
cs on the \par
}{\plain \fs20 effectiveness of such campaigns might change radically. \par 
} {\plain \fs20 At least one person has quit heroin as a result of the Hamp 
el\par
}{\plain \fs20 Stefanides ads. According to creative director Dean Stefanides, 
the\par
} (\plain \fs20 director of the spots made friends with Mr. Melrose Place, and c 
onvinced \par
} (\plain \fs20 him to go to a rehab center. Scare tactics may or may not work.
\par
}{\plain \fs20 Intervention does. \par
} {\plain \fs20 Darcy Gosper lives in Brooklyn and writes about advertising 
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} {\plain \fs20 Summer, 1997 \par
} {\plain \fs20 ISSN: 0363\_8111 LANGUAGE: English RECORD TYPE: Fullte 
xt; Abstract \par
}{\plain\fs20 WORD COUNT: 6523 LINE COUNT: 00551 \par 
}{\plain \fs20 \par
}{\plain \fs20 ABSTRACT: The results of The Picture of *Health* demonstrate th 
at \par
}{\plain \fs20 differences exist between African Americans and Non Hispanic Whi 
tes in \par
}{\plain \fs20 recall of verbal and visual themes of televised *A1DS* public se 
rvice \par
}{\plain \fs20 announcements. These differences are anchored in a complex relat 
ionship \par
}{\plain \fs20 among emotions, attitudes, and opinions about the place of scien 
ce and \par
} {\plain \fs20 technology in society, and the "how we say it" elements used to 
create an \par
}{\plain \fs20 individual PSA. The data suggest that *effective* healthcare com 
munication \par
} {\plain \fs20 campaigns require a focused thematic strategy, tactically organ! 
zed to \par
}{\plain \fs20 different combinations of "how we say it" elements to communicat 
e \par
} {\plain \fs20 *effectively* with a diverse, active audience. (Reprinted by per 
mission of \par
} {\plain \fs20 the publisher.) \par 
}{\plain\fs20 TEXT: \par 
} {\plain \fs20 INTRODUCTION \par
} {\plain \fs20 In the United States, the televised public service announce 
ment (PSA) \par
} {\plain \fs20 has been a long\_time component of public relations campaigns di 
rected \par
}{\plain \fs20 toward disease awareness and prevention. Perceived by audiences 
as crucial, \par
}{\plain \fs20 credible, and reliable sources of health and medical information 
, PSAs \par
}{\plain \fs20 broadcast in conjunction with print campaigns conducted by the N 
ational \par
} {\plain \fs20 High Blood Pressure Edueation Program, the National Cholesterol 
Education \par
}{\plain \fs20 Program, and the American Cancer Soeiety's Great American Smokeo 
ut have \par
} (\plain \fs20 helped reduce illness over the long term. \par 
} (\plain \fs20 Treading where these others have walked, those concerned wi 
th reducing \par
}{\plain \fs20 the spread of AIDS have attempted informational campaigns of the 
ir own.(l) \par
}{\plain \fs20 Despite models from previous efforts, AIDS campaigners have met 
with \par
}{\plain \fs20 qualified success both in reaching audiences and achieving resul 
ts.(2) Even \par
}{\plain \fs20 so, effective AIDS campaigns can be designed and implemented if 
they are \par
}{\plain \fs20 firmly rooted in an understanding of how the media operate, how



campaigns \par
}{\plain \fs20 fit into the commercial environment, and how messages interact w 
ith an \par
} {\plain \fs20 audience.(3) \par
} {\plain \fs20 The Picture of Health is a step in understanding how select 
ed messages \par
} {\plain \fs20 interact with an audience. It examines extant, for\_air televisi 
on PSAs and, \par
}{\plain \fs20 in looking at differences between African Americans and Non Hisp 
anic \par
}{\plain \fs20 Whites, engages in concept testing and formative research, while 
looking \par
}{\plain \fs20 for better ways to develop high\_quality messages that improve r 
ecall of \par
}{\plain \fs20 critical visual and verbal information. After examining for\_bro 
adcast AIDS \par
}{\plain \fs20 PSAs in relationship to ethnicityWelated attitudes and opinion 
s about\par
} {\plain \fs20 science and technology, this study posits reasons for the curren 
t failure \par
}{\plain \fs20 to communicate effectively. It suggests mitigating strategies ba 
sed on \par
}{\plain \fs20 recognizing differences in responses to attitudes and opinions a 
bout\par
}{\plain \fs20 science and technology based upon a notion of culture. \par 
} {\plain \fs20 PREVIOUS STUDY \par
} {\plain \fs20 When examining the potential role of television in promotin 
g the \par
} (\plain \fs20 adoption of prosocial attitudes, researchers have studied factor 
s \par
}{\plain \fs20 associated with both advertisement and message recipient.(4) Unf 
ortunately, \par
} {\plain \fs20 neither the characteristics of the message recipient, nor the in 
teraction \par
}{\plain \fs20 of advertisement components with the characteristics of the mess 
age \par
}{\plain \fs20 recipient, are well understood. That is because researchers have 
had to \par
}{\plain \fs20 infer meaning from externally guided frameworks of what is thoug 
ht a person \par
) {\plain \fs20 "brings to the message." In doing so, they have focused on "inte 
rnals," \par
} {\plain \fs20 such as thoughts, emotion, lifestyle and demographic characteris 
tics and \par
} {\plain \fs20 "externals," such as social class, face\_to\_face groups, releva 
nt \par
}{\plain \fs20 communication situations, and values inherent in culture and sub 
culture. \par
} {\plain \fs20 Many believe, as does Gundykunst (1994), that intercultural 
and \par
}{\plain \fs20 cross\_cultural communication play a pivotal role in exchanging 
information \par
}{\plain \fs20 because life experiences influence how a person transmits messag 
es not only \par



} {\plain \fs20 in terms of an individual's unique experiences but as shared eth 
nic and \par
} {\plain \fs20 cultural experiences.(5) Hecht, Collier and Ribeau (1993) believ 
e that the \par
}{\plain \fs20 communication process can be hidden when ethnic and cultural fac 
tors enter \par
}{\plain \fs20 into the process. They believe that misunderstandings are likely 
when any \par
}{\plain \fs20 two people navigate the stream of differing symbols, norm, compe 
tencies, \par
} {\plain \fs20 and styles and that the potential for such difficulties can be m 
agnified \par
}{\plain \fs20 when the persons are of ethnic backgrounds.(6) Philipsen (1987) 
adds that\par
}{\plain \fs20 the trinity of conversation, code, and community can help in und 
erstanding \par
}{\plain \fs20 how symbols, meanings, and norms occur in conversations and how 
they become \par
} {\plain \fs20 codes of conduct that create shared identities.(7) \par
}{\plain \fs20 While Hornig (1990, 1992) and Walters & Walters (1994) foun
d that the \par
}{\plain \fs20 notion of a "woman's culture" helped explain differences between 
sexes in \par

} {\plain \fs20 responding to science and technology, sparse research has been c 
onducted \par
} (\plain \fs20 with respect to the reaction of African Americans to advertising 
.(8) \par
}{\plain \fs20 Kern\_Foxworth (1994) has noted that African Americans react mor 
e favorably \par
}{\plain \fs20 toward advertisements featuring African Americans than they do t 
oward \par
} {\plain \fs20 advertisements that do not feature African Americans.(9) Pitts, 
Whalen, \par
}{\plain \fs20 O'Keefe, and Murray (1989) have concluded that black respondents 
displayed \par

} (\plain \fs20 a more positive attitude toward a commercial message that featur 
ed black \par
} {\plain \fs20 actors.(10) \par
} (\plain \fs20 Questions of sparsity aside, what studies of gender and eth 
nicity \par
}{\plain \fs20 (when looked at cumulatively) seem to demonstrate is the utility 
of\par
}{\plain \fs20 analyzing differences in response to news and information about 
science and \par
}{\plain \fs20 technology as a function of membership in distinctive, though in 
tersecting, \par
} {\plain \fs20 cultures. From such a visualization, flows the conclusion that \ 

par}{\plain \fs20 understanding how cultural determinants, such as ethnicity, infl 
uence\par
}{\plain \fs20 responses to heath\_care messages would help in constructing mor 
e effective \par
}{\plain \fs20 messages. Properly armed with such knowledge, a communicator cou 
Id design \par



}{\plain \fs20 an integrated campaign with material directed at a closely targe 
ted \par
}{\plain \fs20 audience.(11) \par
} {\plain \fs20 In searching for such a magic message bullet, advertising \ 
par
}{\plain \fs20 practitioners and communication scholars have long sought to def 
ine\par
}{\plain \fs20 elements of messages that work in harmony with the message recip 
ient to \par
}{\plain \fs20 improve recall. In doing so, these researchers have attempted to 
define \par
}{\plain \fs20 executional ("how we say it") cues that can elicit, maintain, or 
terminate \par

} {\plain \fs20 attention.(12) \par
} (\plain \fs20 Many have developed categories for these "how we say it" el 
ements. \par
}{\plain \fs20 Some using Thorcauian logic have constructed systems with but tw 
0 major \par
}{\plain \fs20 divisions: rational and emotional. Others such as Stewart and Fu 
rse (1985) \par
}{\plain \fs20 have separated "how we say it" cues into almost a dozen categori 
es. But, no \par
} {\plain \fs20 matter how the categorization has been done, emotion and nonabst 
ract \par
}{\plain \fs20 information are natural starting points for examining difference 
s between \par
} {\plain \fs20 ethnic groups. That is because the two variables have been well 
tested.(13) \par
}{\plain \fs20 Even so, merely operationalizing emotion is complicated. Mo 
stly that's \par
}{\plain \fs20 because determining what is meant by "emotion" is made complex d 
ue to the \par
}{\plain \fs20 diverse objectives, methods, stimuli, and typologies used in var 
ious \par
} {\plain \fs20 studies featuring emotion. Such complexity is true even with the 
emotion \par

} {\plain \fs20 "fear," which has long been used in persuasive communication. Ye 
t, despite \par
}{\plain \fs20 definition problems and inconsistency in results, fear remains a 
useful \par
}{\plain \fs20 starting point in examining AIDS public service announcements be 
cause of\par
} {\plain \fs20 the potential for comparison it offers with the many healthcare 
campaigns \par
} (\plain \fs20 that have used it as a component.( 14) \par 
} {\plain \fs20 While a dizzying array of potential definitions of fear exi 
St, \par
} {\plain \fs20 Higbee's (1969) terse description of fear as the "threat of nega 
tive \par
}{\plain \fs20 consequences" produced by a particular behavior is fitting in a 
healthcare \par
} {\plain \fs20 context. That is because both Higbee's definition and his primar 
y emotion \par
}{\plain \fs20 wheel, consisting of Acceptance, Anger, Anticipation, Disgust, F



ear, Joy, \par
}{\plain \fs20 Surprise, and Sadness, are simple and well tested.(15) \par 
} {\plain \fs20 Along with fear, nonabstraet terms also have been an integr 
al\par
}{\plain \fs20 ingredient of health\_edueation programs.(16) \par 
} {\plain \fs20 Many healtheare PSAs have used nonabstraet terms, utilizing 
words up \par
}{\plain \fs20 to, and ineluding, "death" that emphasize undesirable results of 
a \par
}{\plain \fs20 particular behavior. Besides those words dealing with mortality, 
the common \par
}{\plain \fs20 lexicography of nonabstraet healthcare terms has included anatom 
ically \par
} (\plain \fs20 explicit sexual terms that some might consider obscene or profan 
e.(l 7) Some \par
}{\plain \fs20 advocates believe that using obscenity and profanity is logical 
because\par
} (\plain \fs20 obscenity and profanity are unacceptable to many in our culture. 
Strategic \par

) {\plain \fs20 public use of anatomically specific language may provide the mos 
t jolting, \par
}{\plain \fs20 evocative stimulus and either attract attention or establish int 
erpersonal\par
}{\plain \fs20 identification in using sexually laden languages.(l 8) \par 
} {\plain \fs20 RESEARCH QUESTIONS \par
} {\plain \fs20 RQI: Is there a relationship between ethnicity and recall o 
f verbal\par
}{\plain \fs20 and visual elements of AIDSWelated public service announcement 
s? \par
} {\plain \fs20 RQ2: Is there a difference between African Americans and No 
n Hispanic \par
}{\plain \fs20 Whites in recall of AIDSWelated PSAs based on the use of fear 
and explicit \par
}{\plain \fs20 sexual words in these messages. \par
} {\plain \fs20 RQ3: Is there a difference between African Americans and No 
n Hispanic \par
}{\plain \fs20 Whites in attitudes and opinions about science and technology? \ 
par
} {\plain \fs20 RQ4: Are differences in attitudes and opinions about scienc 
e and \par
} {\plain \fs20 technology related to "how we say it" elements of televised PSAs 
. \par
} {\plain \fs20 METHODOLOGY \par
} {\plain \fs20 Subjects were 31 Non Hispanic Whites (NHW) and 25 African A 
mericans \par
}{\plain \fs20 (AA) undergraduate communication students at two Southwestern un 
iversities. \par
}{\plain \fs20 The form was a factorial 2x2, within subjects. The independent 
variables \par
}{\plain \fs20 were information content (high or low explicit sexual words) and 
fear (high \par
}{\plain \fs20 or low). Separately, 57 other undergraduate students participate 
d in a \par
}{\plain \fs20 preliminary survey to rate independently fear levels in stimulus



materials. \par
} {\plain \fs20 Tested AIDS public service announcements were taken from ma 
terials \par
} {\plain \fs20 produced and designed for on\_air use. They came from several so 
urces: 14\par
}{\plain \fs20 television stations, including those in Los Angeles, Miami, Chic 
ago, and \par
}{\plain \fs20 New York, as well as major metropolitan areas in Texas; the Cent 
ers for \par
} {\plain \fs20 Disease Control, Atlanta; Planned Parenthood, Houston, Texas; an 
d The \par
} {\plain \fs20 American Red Cross. \par
} {\plain \fs20 A preliminary review of more than 100 English\_language AID 
S public \par
}{\plain \fs20 service announcements eliminated those using recognized celebrit 
ies or \par
} {\plain \fs20 medical professionals as announcers and those that did not featu 
re fear as \par
}{\plain \fs20 the primary emotion. Because of potential confounding variables, 
the need \par

} {\plain \fs20 for randomized materials choice, and the desire to provide for A 
nalysis of \par
} {\plain \fs20 Covariance, a panel of 57 students viewed the materials for use.
They rated \par
}{\plain \fs20 the surviving 20 AIDS PSAs for level of fear using Higbee's defi 
nition of \par
} {\plain \fs20 fear as the "use of the threat of negative consequences of parti 
cular \par
} (\plain \fs20 behavior." \par
} {\plain \fs20 The dependent measures were unaided recall of visual and ve 
rbal \par
}{\plain \fs20 themes. Verbal themes were main PSA ideas that could only be tra 
nsmitted \par
}{\plain \fs20 and received through hearing. Visual themes were main PSA ideas 
that only \par
}{\plain \fs20 could be transmitted and received through sight. Two coders iden 
tified both \par
}{\plain \fs20 the verbal and visual themes. Intercoder reliability as expresse 
d by \par
}{\plain \fs20 Pearson Product Correlations was .950 for verbal themes and .879 
for visual \par 

} (\plain \fs20 themes. \par
} {\plain \fs20 After making a matrix of fear and explicitness for 20 publi 
c service \par
}{\plain \fs20 announcements, four PSAs representing levels of fear and explici 
t sexual\par
}{\plain \fs20 words were chosen randomly for use. Those chosen for use were (1 
) Candle, \par
}{\plain \fs20 High Fear, High Explicit Words; (2) Gun, High Fear, Low Explicit 
Words; (3) \par

} (\plain \fs20 Koop, Low Fear, High Explicit Words; and (4) Family, Low Fear, L 
ow Explicit \par
}{\plain \fs20 Words. The four were embedded in an episode of Northern Exposure 
in normal \par



} {\plain \fs20 commercial pods. There were four commercial pods in the episode. 
One AIDS \par
}{\plain \fs20 PSA was placed in each pod, along with the regularly broadcast c 
ommercials. \par
} {\plain \fs20 Order of presentation of the AIDS PSAs was controlled, as was or 
der of\par
} {\plain \fs20 appearance within the pod. \par 
} {\plain \fs20 PROCEDURE \par
} {\plain \fs20 By means of a script, experimenters followed the same proee 
dure for \par
}{\plain \fs20 all subjects. Before beginning the experiment, subjects looked a 
t a\par
} (\plain \fs20 practice tape and answered questions to practice the procedure. 
Then, the \par
}{\plain \fs20 episode of Northern Exposure with the AIDS PSAs was shown. \par

} {\plain \fs20 After viewing the tape, the subjeets then were given forms 
to fill \par
} {\plain \fs20 out. First, subjects were asked to recall as many of the AIDS pu 
blic \par
} (\plain \fs20 services announcements as they could. They were to begin with th 
e first PSA \par
} (\plain \fs20 that popped into their minds. They invented a title for the PSA 
and wrote \par
} (\plain \fs20 down as many recollections about the dialogue, the characters, t 
he advice \par
} {\plain \fs20 given, or anything else they could remember about the PSA. They 
were also \par
} {\plain \fs20 asked to rate how each PSA made them feel on a scale of 1 (felt 
not at all) \par
}{\plain \fs20 to 10 (felt very mueh) for eight primary emotions. Next, subject 
s answered \par
} {\plain \fs20 a recognition test that asked questions about program and the pu 
blic \par
}{\plain \fs20 service announcement content. Then 86 Likert\_like statements we 
re answered. \par
}{\plain \fs20 Finally, demographic information was collected. \par 
} {\plain \fs20 Although each PSA used was ehosen because fear, a well\_tes 
ted \par
} {\plain \fs20 dimension, was part of the execution, all public service announc 
ements \par
}{\plain \fs20 exhibited other "felt emotions." The literature suggests, and th 
e \par
} (\plain \fs20 experiment confirmed, that fear, the primary emotion, did not do 
minate any \par
} {\plain \fs20 PSA to the exclusion of the other tested emotions. The other tes 
ted \par
}{\plain \fs20 emotions were: Acceptance, Surprise, badness. Disgust, Anger, An 
tieipation, \par 
} (\plain \fs20 and Joy. \par
} {\plain \fs20 METHODOLOGICAL CONSIDERATIONS \par 
} {\plain \fs20 Because of its economy, generalizability, and ability to te 
st \par
} {\plain \fs20 real\_world situations, the repeated measures, factorial experim



ent used \par
} {\plain \fs20 here offers advantages to other types of experimental designs. I 
n a \par
}{\plain \fs20 factorial design, two randomized factors (or independent variabl 
es) may be \par
}{\plain \fs20 tested across levels. In this type of experiment, all combinatio 
ns of \par
}{\plain \fs20 multiple independent variables are considered, as well as the wa 
ys in which \par
} {\plain \fs20 they affect each other. The effect of a factor is the change in 
response\par
}{\plain \fs20 produced by a change in the level of a factor. The mixed design, 
a \par
}{\plain \fs20 variation of the factorial design, combines a repeated measures 
variable \par
}{\plain \fs20 with a between groups independent variable that could include se 
X, age, or \par
}{\plain \fs20 race, which are variables that can be selected, but not manipula 
ted. The \par
}{\plain \fs20 selected natural variable becomes the random\_groups independent 
variable. \par

} {\plain \fs20 For example, if the ease of identifying obscene words is to 
be\par

} {\plain \fs20 compared with neutral words for males and females, the type of w 
ord has two \par
}{\plain \fs20 levels and is the repeated measure. Sex has two levels and is th 
e \par
){\plain \fs20 randomized independent variable (between group) selected by the 
\par
} {\plain \fs20 experimenter because each subject is only one sex.( 19) \par 
} (\plain \fs20 A factorial design has specific advantages with respect to 
\par
}{\plain \fs20 communications. Such a design is helpful at the reconstructive s 
tage, where \par
} {\plain \fs20 scientists study the real world. A factorial design offers econo 
my in terms \par
}{\plain \fs20 of using subjects and is more generalizable. This is because the 
pattern of \par

} {\plain \fs20 results is not necessarily unique to the specific values of othe 
r relevant \par
}{\plain \fs20 stimulus variables and because the most important uncontrolled s 
ource of \par
}(\plain \fs20 error is due to individual differences. A randomized repeated me 
asures \par
}{\plain \fs20 design accounts for these differences. \par 
} (\plain \fs20 One problem connected to nonfactorial experiments is a lack 
of\par
}{\plain \fs20 generality of the results. That is because the particular patter 
n of\par
} {\plain \fs20 results may be unique to the specific values of other relevant s 
timulus \par
} {\plain \fs20 variables maintained at a constant level through the course of t 
he \par
}{\plain \fs20 experiment.(20) The factorial experiment provides one solution t



o this \par
}{\plain \fs20 limitation by allowing the effect of an independent variable to 
be averaged \par
}{\plain \fs20 over several different levels of another relevant variable.(21)
\par
} (\plain \fs20 Ideally all important variables, except the ones under syst 
ematic \par
}{\plain \fs20 study, would be held physically constant. But, factors not contr 
oiled for \par
}{\plain \fs20 may by varied randomly across the treatment conditions. Randomiz 
ation of \par
} {\plain \fs20 these nuisance factors is a major way of obtaining internal vali 
dity. In \par
}{\plain \fs20 doing so, the influence of uncontrolled variables is spread over 
the\par

} (\plain \fs20 treatment groups equally. These variables do not systematically 
affect the \par
}{\plain \fs20 treatment means, and, so, bias is removed. They do, however, inf 
luence the \par
} {\plain \fs20 sensitivity of the experiment, because any variability due to nu 
isance\par
} {\plain \fs20 variables becomes deposited in the error term. With a larger err 
or term, \par
} {\plain \fs20 the ability to detect the presence of real treatment effects is 
\par
} {\plain \fs20 reduced.(22) \par
} {\plain \fs20 While a general weakness of the experimental method is a lo 
ss of\par
}{\plain \fs20 ecological validity (in this instance an atypical experience wit 
h AIDS \par
}{\plain \fs20 public service announcements), strong internal validity is obtai 
ned by \par
}{\plain \fs20 examining the variable in relationship to each other. Because of 
this, the \par
}{\plain \fs20 method eliminates problems with selA reports depending upon mat 
ching of \par
}{\plain \fs20 subject characteristics.(23) Although holding physically constan 
t all \par
}{\plain \fs20 variables under systematic study would have been the ideal, real 
world \par

} {\plain \fs20 factors, such as expense of materials and need for a large numbe 
r of\par
}{\plain \fs20 subjects, prevented this. To compensate, factors that were unabl 
e to be \par
}{\plain \fs20 controlled were varied randomly across the treatment conditions. 
\par
}{\plain \fs20 Randomization spread the influence of the uncontrolled factors o 
ver the\par
}{\plain \fs20 treatment. While this removed bias, the uncontrolled factors dec 
reased the \par
} {\plain \fs20 sensitivity of the experiment. Lastly, the randomization of thes 
e nuisance \par
}{\plain \fs20 factors helped eliminate biases.(24) \par 
} {\plain \fs20 RESULTS \par



} {\plain \fs20 Ethnic groups reported differences in felt emotions across 
all \par
}{\plain \fs20 executions for the four PSAs. Anger for Gun (High Fear, Low Expl 
icit Words) \par
}{\plain \fs20 and Joy for Koop (High Explicit Words, Low Fear) and Surprise fo 
r Koop \par
} {\plain \fs20 (High Explicit Words, Low Fear) had significant differences. Cor 
relations \par
} {\plain \fs20 of other emotions with fear varied across the executions and see 
med related \par
}{\plain \fs20 to ethnicity. Fear was correlated to other emotions at different 
levels \par
}{\plain \fs20 across the executions for African Americans and Non Hispanic Whi 
tes. A \par
}{\plain \fs20 Spearman's Rank Order of correlation of the emotions correlated 
with Fear \par
} {\plain \fs20 for Candle (High Fear, High Explicit Words) was .643, for Gun (H 
igh Fear, \par
} {\plain \fs20 Low Explicit Words) was .775, for Koop (High Explicit Words, Low 
Fear) was \par
}{\plain \fs20 .667, and for Family (Low Fear, Low Explicit Words) was .252. Me 
ans of \par
}{\plain \fs20 recall tests further suggested ethnic\_based distinctions (see T 
able 1). \par
}{\plain \fs20 TABLE 1 \par
}{\plain \fs20 Mean Recall of AIDS PSA Themes \par
} {\plain \fs20 Verbal Themes Visual Themes \p
ar
} (\plain \fs20 
panic \par 
}{\plain\fs20 
te \par
} {\plain \fs20 
(*)\par 
}{\plain \fs20 
(*)\par 
}{\plain \fs20 
\par
} (\plain \fs20 
\par
}{\plain \fs20 
}{\plain \fs20 
} (\plain \fs20 
s \par
} {\plain \fs20 
ar
}{\plain \fs20 
Visual \par 
}{\plain \fs20 
}{\plain \fs20 
.92(*)\par 
}{\plain \fs20 
} {\plain \fs20 
88 (*)\par

African Non Hispanic African Non His

American White American Whi

Candle 1.04 1.17 1.15 1.77

Gun .77 .83 1 .15 1.73

Family 1.50 2.00(*) .81 1.20

Koop .69 .47 .39 .40

* p. (less than or equal to) .05 \par 
TABLE 2 \par
Explicit Words and Fear 2x2 Analysis of Variance, F Value

Themes \p 

Verbal

Between Subjects \par 
Ethnicity.

Within Subjects \par 
Explicit Words

1.31

29.42(*) 9.



Explicit Words x Ethnicity 4.26(*)

Fear 5\_16(*) 8

Fear X Ethnicity 0.05 5

Interaction \par
Explicit Words X Fear 99.78(*) 10.

Explicit Words x Fear x Ethnicity 7.18(*)

* p. (less than or equal to) .05 \par
Significant differences emerged for Candle (High Fear, High

}{\plain \fs20 Exolicit Words x Ethnicity 4.26(*) 0.
82\par 
}{\plain \fs20 
0.12(*) \par 
} {\plain \fs20 
.43(*)\par 
}{\plain\fs20 
}{\plain\fs20 
94(*)\par 
}{\plain\fs20 
1.17 \par 

}{\plain\fs20 
} (\plain \fs20 
Explicit \par

} {\plain \fs20 Words) for Visual Themes at p. = .00 and Total Themes at p. = .0 
1; for Gun \par
}{\plain \fs20 (High Fear, Low Explicit Words) for Visual Themes at p. = .02; a 
nd for\par
}{\plain \fs20 Family (Low Fear, Low Explicit Words) for Verbal Themes at p. = 
.01 and \par
} {\plain \fs20 Total Themes at p. = .00. \par
} {\plain \fs20 The 2x2 repeated measures analysis of variance using Fear 
and \par
}{\plain \fs20 Explicit Words demonstrated the effect of ethnicity in combinati 
on with \par
}{\plain \fs20 fear and explicit language. The between subjects differences for 
Visual \par
}{\plain \fs20 Themes was significant at p. = .01 while Verbal Themes wasp. = .
26.the\par
} (\plain \fs20 within subjects effect of Explicit Words and Ethnicity was signi 
ficant for \par
} {\plain \fs20 Verbal Themes at p. = .04, as was Fear and Race for Visual Theme 
s at p. = \par
}{\plain \fs20 .02 (see Table 2). \par
} {\plain \fs20 A significant interaction of words, fear, and ethnicity exi 
sted for \par
}{\plain \fs20 Verbal Themes at p. = .01, but not Visual Themes which was p. =
.29.\par
}{\plain \fs20 Although measures such as Verbal Themes and Visual Themes recall 
ed \par
} {\plain \fs20 demonstrated ethnic\_based differences, they did not reveal unde 
rlying \par
} (\plain \fs20 attitudes and opinions related to those differences. When reduce 
d, the 86 \par
}{\plain \fs20 Likert\_like questions answered by the subjects did. \par 
} {\plain \fs20 To produce a manageable discussion of attitudes to correlat 
e with \par
}{\plain \fs20 dependent measures Verbal and Visual themes, the 86 Likert\_like 
statements \par
}{\plain \fs20 were distilled. First, t\_tests between ethnic groups were perfo 
rmed; then, \par
} {\plain \fs20 those items that had p. (less than or equal to) .05 between them 
were \par
}{\plain \fs20 factored; and finally, correlations between the factored attitud



es and the \par
) {\plain \fs20 dependent measures of recall and recognition were computed. \par

} (\plain \fs20 T\_tests of statements using ethnicity produced a list of 1 
4 items with \par
} {\plain \fs20 p. (less than or equal to) .05. \par 
} (\plain \fs20 Science Skeptics \par
} (\plain \fs20 Many bad results occur from the misuse of science and techn 
ology.\par
} {\plain \fs20 Some people try to take unfair advantage of new scientific 
and \par
}{\plain \fs20 technological developments. \par
} (\plain \fs20 Sometimes scientific and technological developments might c 
ause a\par
}{\plain \fs20 disease to be spread instead of being cured. \par 
} (\plain \fs20 New developments in science and technology often put people 
out of\par

} {\plain \fs20 business. \par
} (\plain \fs20 Without human supervision, catastrophic mistakes can be mad 
e as a\par
}{\plain \fs20 result of new scientific and technological developments. \par 
} {\plain \fs20 People can be put out of work when new scientific and techn 
ological \par
}{\plain \fs20 developments are put to use. \par
} {\plain \fs20 Playing with things we have no control over can create bad 
situations \par
} {\plain \fs20 we are unable to reverse. \par
} {\plain \fs20 We are too dependent upon science and technology right now. 
\par
} {\plain \fs20 We often look to science to cure problems that could be sto 
pped by \par
} {\plain \fs20 changing behavior. \par 
}{\plain \fs20 Test Before Using \par
} {\plain \fs20 We shouldn't be so quick to use new developments in science 
and \par

} {\plain \fs20 technology before they are tested. \par 
} {\plain \fs20 Math and science are easy for me. \par 
} {\plain \fs20 Society as a whole must trust those who work with science a 
nd\par
} (\plain \fs20 technology since most people are not very knowledgeable about th 
ese things. \par
} {\plain \fs20 Science Improves Life \par
} {\plain \fs20 More money should be put into studying the implications of 
science. \par
} (\plain \fs20 Science and technology improve the quality, of life for all 
of us.\par

} (\plain \fs20 When these were factored, three groups emerged; these were 
labeled \par
}{\plain\fs20 Science Skeptics (28.2%) including; Bad, .781; Unfair, .770; Spr 
ead,.683;\par
} {\plain \fs20 Business, .679; Human, .678; Work, .631; Play, .595; Now, .509; 
and Cure, \par
}{\plain\fs20 427; Test Before Using (11.6%), including Quick, .721; Easy, .68 
9; and \par



}{\plain \fs20 Trust \_.649; and Science Improves Life (11.7%), including Imply 
, .819 and \par
} {\plain \fs20 Improve, .601. \par
} (\plain \fs20 On the whole, African\_Americans were more skeptical about 
using \par
}{\plain \fs20 science to improve life and Non Hispanic Whites were more sangui 
ne about\par
}{\plain \fs20 the ability of science to improve life. The results showed that 
African \par
} {\plain \fs20 Americans were more negative about the impact of science on dail 
y life. \par
} (\plain \fs20 They thought that science and technology could put people out of 
work, \par
}{\plain \fs20 create bad (and, sometimes, unpredictable) outcomes, and, in the 
hands of\par
}{\plain \fs20 the wrong people, become catastrophic. Non Hispanic Whites belie 
ved that\par
}{\plain \fs20 science and technology always had good effects and that new scie 
nee should \par
} {\plain \fs20 be adopted quickly. \par
} {\plain \fs20 Ethnic\_based differences between the groups of factored at 
titudes and \par
}{\plain \fs20 Verbal and Visual Themes were evident in individual PSAs, and th 
ese \par
}{\plain \fs20 differences could be related to their differing "how we say it" 
components \par
} {\plain \fs20 of those PSAs. Candle, which visually demonstrated the odds of c 
ontracting \par
}{\plain \fs20 AIDS and used High Fear and High Explicit Words, had ethnic\_bas 
ed\par
}{\plain \fs20 differences highlighted by the relationship between recall of Ve 
rbal Themes \par
}{\plain \fs20 and Science Skepticism (ILLUSTRATION FOR FIGURE 1 OMITTED). The 
\par
}{\plain \fs20 relationship between the recall of verbal themes and more skepti 
cal African \par
}{\plain \fs20 American audience was stronger and more positive. The relationsh 
ip between \par
} {\plain \fs20 the recall of verbal themes and the less skeptical Non Hispanic 
White \par
}{\plain \fs20 audience was less powerful and more negative. \par 
} (\plain \fs20 Gun, which visually demonstrated the odds of contracting AI 
DS by \par
} {\plain \fs20 showing a game of Russian Roulette and using High Fear and Low E 
xplicit\par
}{\plain \fs20 Words, also had ethnic\_based differences seemingly related to d 
ifferences \par
}{\plain \fs20 in attitudes. Along with noticeable differences with respect to 
Science \par
}{\plain \fs20 Skeptics and Verbal Themes, Gun also had noticeable differences 
with \par
}{\plain \fs20 respect to Visual Themes and attitudes about science (ILLUSTRATI 
ON FOR \par
}{\plain \fs20 FIGURE 2 OMITTED). Family, which featured a man cheating on his



wife and \par
} {\plain \fs20 used Low Fear and Low Explicit Words, had few visually evident d 
ifferences \par
} (\plain \fs20 between ethnic groups with respect to Pearson Correlations betwe 
en Verbal \par
} {\plain \fs20 and Visual Themes and factored attitude groups (ILLUSTRATION FOR 
FIGURE 3 \par
}{\plain \fs20 OMITTED). Finally, Koop, which used Fligh Explicit Words and Low 
Fear, also \par
}{\plain \fs20 had differences particularly with respect to Visual Themes Recal 
led and \par
}{\plain \fs20 Science Skeptics (ILLUSTRATION FOR FIGURE 4 OMITTED). \par 
} {\plain \fs20 When multiple regression equations were computed using Verb 
al and then \par
}{\plain \fs20 Visual Themes as the dependent variables and eight emotions and 
seven \par
} (\plain \fs20 selected attitudes (these with the greatest absolute differences 
between \par
}{\plain \fs20 the ethnic groups) as independent variables, differences between 
African \par
}{\plain \fs20 Americans and Non Flispanic Whites become clearer. (The formula s 
pecified \par
}{\plain \fs20 was Theme = Constant + Acceptance + Fear + Surprise + Sadness + 
Disgust + \par
} {\plain \fs20 Anger + Anticipation + Joy + Bad + Unfair + Spread + Business + 
Human + \par
}{\plain \fs20 Quick + Easy). \par
} {\plain \fs20 Candle and Gun, PSAs which utilized visual, noncomputationa 
1 \par
} {\plain \fs20 techniques to express the likelihood of an event occurring, had 
large \par
} {\plain \fs20 differences between the ethnic groups both for (R.sup.2) and for 
p. (with \par
}{\plain \fs20 respect to the equation) as well as differences in coefficient s 
igns. Not \par
}{\plain \fs20 only was the effectiveness of "how we say it" cues clearly relat 
ed to \par
} {\plain \fs20 Attitudes and Opinions that subjects brought to the message and 
to \par
}{\plain \fs20 PSA\_generated emotions, but differences that existed between th 
e ethnic \par
}{\plain \fs20 groups. This Finding was also true for PSA Family as well, but n 
ot for Koop \par
}{\plain \fs20 which had insufficient data for computation. (Candle, Verbal The 
mes, for \par
} (\plain \fs20 African American was (R.sup.2) .736, p. = .220, with p. = .024 f 
or Quick \par
} {\plain \fs20 and p. = .050 for Easy, for Non Hispanic Whites, (R.sup.2) .420, 
p. = .807; \par

} {\plain \fs20 Candle, Visual Themes, for African Americans was (R.sup.2) .582, 
p. = .637, \par
}{\plain \fs20 p. = .043 for Easy, for Non Hispanic Whites, (R.sup.2) .626, p.
= .252, p = \par
} {\plain \fs20 .041 for Anger. Gun, Verbal Themes, for African Americans was (R



.sup.2) \par
} {\plain \fs20 .811. p. = .369, p. = .505 for Fear and p. = .043 for Joy, for N 
on Hispanic \par
} {\plain \fs20 Whites was (R.sup.2) .451 ,p. = 822; Gun, Visual Themes for Afric 
an \par
}{\plain \fs20 Americans was (R.sup.2) .827, p. = .319 with p. = .048 for Busin 
ess and p. \par
} (\plain \fs20 = .024 for Human and for Non Hispanic Whites (R.sup.2) .551, p.
= .584. \par
} (\plain \fs20 Family, Verbal Themes, for African Americans was (R.sup.2) .758, 
p. = .070 \par

} {\plain \fs20 with p. = .037 for Joy, for Non Hispanic Whites, (R.sup.2) was .
383,p. = \par
} {\plain \fs20 .775 with p. = .037 for Human. Family, Visual Themes, for Africa 
n Americans \par
} {\plain \fs20 was (R.sup.2) .622, p. = .362 with p. = .015 for Fear, for Non H 
ispanic \par
} {\plain \fs20 Whites (R.sup.2) was .652, p. = . 151.) \par 
} (\plain \fs20 Finally, though order was controlled for, ethnicity\_based 
differences \par
}{\plain \fs20 appeared in the order in which executions were remembered. Of th 
e 21 \par
} {\plain \fs20 subjects who recalled Candle (High Fear, High Explicit Words) fi 
rst, 6 were \par
}{\plain \fs20 African American. Of the 13 who recalled Gun (High Fear, Low Exp 
licit \par
}{\plain \fs20 Words) first 6 were African American, of the 9 who recalled Koop 
(High \par

} (\plain \fs20 Explicit words. Low Fear) first 7 were African American, and of 
the 13 who \par
}{\plain \fs20 recalled Family (High Explicit Words, Low Fear) first 7 were Afr 
ican \par
}{\plain \fs20 American. A chi\_square for first remembered PSA and ethnicity w 
as .088. Of \par
}{\plain \fs20 the 17 who remembered Candle second, 7 were African American, of 
thel0who\par
}{\plain \fs20 remembered Gun second, 5 were African American, of the 13 who re 
membered \par
} {\plain \fs20 Koop second, 10 were African American, and of the 16 who remembe 
red Family \par
}{\plain \fs20 second, 4 were African American. The chi\_square for ethnicity a 
nd second \par
}{\plain \fs20 remembered PSA was .045. \par 
} {\plain \fs20 CONCLUSION \par
} {\plain \fs20 The results of The Picture of Health indicate that differen 
ces exist \par
} (\plain \fs20 between African Americans and Non Hispanic Whites in recall of t 
elevised \par
} {\plain \fs20 AIDS PSAs. On a basic level, these differences are tied to the d 
iffering \par
} {\plain \fs20 effectiveness of Fear and Explicit Sexual Words, but the results 
also show \par

} {\plain \fs20 that other factors have a great influence on recall as well. The 
y show that \par



} {\plain \fs20 these differences appear to be related to a cultural\_based fram 
e of\par
}{\plain \fs20 reference, that is tied to emotions and rooted in differing atti 
tudes about \par
}{\plain \fs20 science and technology and the place of science in modern life. 
And, they \par
} {\plain \fs20 also indicate that "how we say it" cues can be "tuned" to distin 
ct\par
} {\plain \fs20 audiences. \par
} {\plain \fs20 Because of this. The Picture of Health has demonstrated the 
\par
}{\plain \fs20 inappropriateness of message standardization with respect to AID 
S \par
} {\plain \fs20 education. While results showed that use of fear and explicit te 
rms may be \par
}{\plain \fs20 effective in the short term, potential roadblocks may limit the 
widespread \par
} {\plain \fs20 use of sexually explicit language over the air waves. One of the 
se is \par
}{\plain \fs20 strategic and is connected with a "ratcheting effect"; the secon 
d is legal. \par
} {\plain \fs20 As long as novelty remains, sexually accurate words may serve as 
a "planned \par
}{\plain \fs20 rhetorical strategy to create identification between agitators a 
nd \par
}{\plain \fs20 potential allies."(25) Once that novelty disappears, this tactic 
may demand \par

} {\plain \fs20 a ratcheting up of more and more graphic, or explicit, levels of 
\par
}{\plain \fs20 description for a gradually desensitized audience.(26) \par 
} {\plain \fs20 Would these new levels be accepted? \par 
} {\plain \fs20 Law and custom suggest not. The FCC has long prohibited the 
airing of \par

} {\plain \fs20 obscene material, and station managers have long exercised a \pa 

r
} {\plain \fs20 quasi\_statistical sense of community standards when refusing ai 
r time for \par
}{\plain \fs20 material they consider objectionable. Taken together, law and cu 
stom could \par
}{\plain \fs20 create a "chilling effect" on AIDS PSA makers. \par 
} {\plain \fs20 Researchers should look at different ways of analyzing rela 
tionships \par
}{\plain \fs20 between audiences and messages to circumvent potential problems 
and make \par
} {\plain \fs20 campaigns more potent. What emerges as a practicable strategy fo 
r \par
}{\plain \fs20 healthcare and other behavior modification programs is a realism 
accounting \par

} {\plain \fs20 for those differences. Healthcare educators, just like other inv 
olved in \par
} (\plain \fs20 persuasive communication, should order their concerns and deal e 
quitably \par
}{\plain \fs20 and responsibly with priority publics.(27) What this study makes 
clear is \par



}{\plain \fs20 that communications professionals must make a fundamental decisi 
on on \par
}{\plain \fs20 message design based on appropriate targeting. In doing so, they 
should \par
}{\plain \fs20 look at language, aesthetics, and values in the context of diffe 
rences. \par
}{\plain \fs20 "How we say it" variables should be related to age, sensuality, 
decency,\par
}{\plain \fs20 and/or violence because these "how we say it" elements can provo 
ke \par
}{\plain \fs20 different responses, reactions to, and interpretations of, both 
advertising \par
} {\plain \fs20 and educational efforts.(28) \par
} (\plain \fs20 One potential strategy calls for acknowledging differences 
of all \par
}{\plain \fs20 varieties and scrapping message standardization. In this context 
, the best \par
} {\plain \fs20 bet for a successful campaign is to start with a single theme, s 
uch as the \par
}{\plain \fs20 odds of contracting disease, and adapting "how we say it" variab 
les to \par
}{\plain \fs20 account for attitudes and opinions of disparate audience members 
. This \par
}{\plain \fs20 might mean that, relative to AIDS risk communication, a PSA camp 
aign would \par
} {\plain \fs20 show the odds of contracting AIDS in several ways. \par 
} {\plain \fs20 For, if The Picture of Health has shown nothing else, it ha 
s \par
}{\plain \fs20 demonstrated that strategic solutions to public education requir 
e \par
}{\plain \fs20 formulating combinations of "how we say it" elements orchestrate 
d for \par
}{\plain \fs20 targeted audiences. Despite some progress in isolating elements 
that \par
} {\plain \fs20 improve recall, many communicators remain confused about the bes 
t way to \par
}{\plain \fs20 produce a successful healthcareWelated prevention and informat 
ion \par
}{\plain \fs20 campaign. That is because a basic conflict still exits. The mess 
age \par
}{\plain \fs20 standardization school assumes that, because of better and faste 
r\par
}{\plain \fs20 communication, the population is becoming more homogeneous. The 
opposing \par
}{\plain \fs20 school says that advertisers must recognize differences and tail 
or\par
} (\plain \fs20 communication approaches. \par
} {\plain \fs20 Thus, healthcare message designers, and others who attempt 
to lessen \par
} {\plain \fs20 social ills, such as drug use or prison recidivism, must recogni 
ze that \par
} {\plain \fs20 what the audience brings to a message is crucial. They must ackn 
owledge \par
} {\plain \fs20 that a multifaceted, programmatic approach based on this princip



le will \par
} {\plain \fs20 produce communication programs that help change attitudes and, p 
erhaps\par
}{\plain \fs20 ultimately, behavior. They must also recognize that it is not en 
ough merely \par
} {\plain \fs20 to design programs; these programs must make their way onto the 
airwaves. \par
} {\plain \fs20 Thus, healthcare educators must ensure that their messages are s 
hown, even \par
} {\plain \fs20 if that means buying time and space as in done in other countrie 
s. For, \par
}{\plain \fs20 with apologies to Noelle\_Newmann (1984), what does not get seen 
does not \par

} (\plain \fs20 exist. And, what we don't know will hurt us.(29) \par 
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t research \par
} {\plain \fs20 also shows that other affects may influence message acceptance a 
s well. Two \par
} {\plain \fs20 studies were conducted to determine the extent to which a sample 
of public \par

} {\plain \fs20 service announcements (PSAs) on the topic of *AIDS*/*HIV* evoked 
affective \par

} (\plain \fs20 responses, the degree to which those affects predicted message a 
cceptance,\par
}{\plain \fs20 and the mechanism by which feelings, including fear, operate on 
message \par
} (\plain \fs20 acceptance. Results showed that a variety of affects were induce 
d by the \par



}{\plain \fs20 PSAs, most of which did predict message acceptance. However, con 
siderable \par
} (\plain \fs20 variation was observed in both sign and magnitude of the associa 
tions. As \par
} {\plain \fs20 for mechanism, the data suggested that the *effects* of affect o 
n message \par
}{\plain \fs20 acceptance were mediated by heuristic rather than systematic mes 
sage\par
} {\plain \fs20 processing. \par 
}{\plain \fs20 \par
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) \par
} {\plain \fs20 MADD rates the states: a media advocacy event to advance the age 
nda against \par
} {\plain \fs20 alcohol\_impaired driving.(Mothers Against Drunk Driving) \par

}{\plain \fs20 Russell, Anne; Voas, Robert B.; DeJong, William; Chaloupka, Marl 
a \par
} (\plain \fs20 Public Health Reports, v 110, n3, p240(6) \par 
}{\plain \fs20 May\_June, 1995 \par
} {\plain \fs20 ISSN: 0033\_3549 LANGUAGE: English RECORD TYPE: Fullte 
xt; Abstract \par
}{\plain\fs20 WORD COUNT: 3892 LINE COUNT: 00334 \par 
} (\plain \fs20 \par
}{\plain \fs20 AUTHOR ABSTRACT: The "Rating the States" (RTS) Program of Mothe 
rs Against \par
}{\plain \fs20 Drunk Driving (MADD) is designed to bring public attention to th 
e status of \par
} {\plain \fs20 State government efforts to combat alcohol\_impaired driving. MA 
DD’s 1993 \par
} {\plain \fs20 report, which *evaluated* each State with a grade from A to D, b 
rought \par
) {\plain \fs20 renewed visibility to MADD's fight for new prevention policies a 
nd helped \par
}{\plain \fs20 to advance key State legislation. Because of MADD's national pre 
ss \par
} {\plain \fs20 conference and other media activities, more than 60 million Amer 
icans saw \par
} {\plain \fs20 or heard a news story related to the program. \par 
} {\plain \fs20 This article outlines the program's objectives and methodo 
logy,\par



}{\plain \fs20 efforts to publicize the results, and what was achieved in terms 
of news \par
}{\plain \fs20 media coverage and in advancing public policy change. The RTS Pr 
ogram is a \par
}{\plain \fs20 proven media advocacy strategy for prompting State legislatures 
and \par
}{\plain \fs20 Governors to enact new policies. The article concludes with guid 
elines for \par
}{\plain \fs20 other public *health* advocacy groups that may want to emulate t 
his\par
} {\plain \fs20 strategy. \par 
} {\plain \fs20 \par 
}{\plain\fs20 TEXT: \par
} {\plain \fs20 IN 1990, MOTHERS AGAINST DRUNK DRIVING (MADD), based in Ir 
ving, TX, \par
} {\plain \fs20 announced an ambitious plan for the nation's fight against drunk 
driving: \par

} {\plain \fs20 reducing the proportion of alcohol\_related traffic fatalities b 
y 20 percent\par
}{\plain \fs20 by the year 2000 ("20 By 2000"). Key to this plan was a comprehe 
nsive \par
} {\plain \fs20 statement of State legislative priorities, including administrat 
ive license \par
}{\plain \fs20 revocation (ALR) and lowering the per se limit to .08 BAG (blood 
alcohol \par
}{\plain \fs20 content) (1). \par
} {\plain \fs20 To advance its public policy agenda, MADD joined with Advo 
cates for \par
}{\plain \fs20 Highway and Auto Safety (Advocates), based in Washington, DC, to 
develop \par

} {\plain \fs20 the "Rating the States" (RTS) Program, a so\_called report card 
on the\par
}{\plain \fs20 nation's fight against alcohol\_imparied driving. The 1993 repor 
t was an \par
} {\plain \fs20 update of the progress made by each of the 50 States since 1991, 
when the \par
}{\plain \fs20 first RTS report was issued (2). \par
} {\plain \fs20 The RTS Program is a proven example of media advocacy, a n 
ew paradigm \par
}{\plain \fs20 in public health in which health educators use the media to galv 
anize \par
}{\plain \fs20 political action and change. As Wallack and his colleagues (3) d 
escribe it, \par
} {\plain \fs20 media advocacy is an effort to move public discourse from a focu 
s on \par
}{\plain \fs20 individual blame to a more proper focus on societal conditions a 
nd \par
} {\plain \fs20 institutional arrangements that are at the root of public health 
problems. \par
}{\plain \fs20 Ultimately, media advocacy is a source of power for citizen grou 
ps to make \par
} {\plain \fs20 their concerns known and to build support for changes in public 
policy. \par
} {\plain \fs20 Other groups periodically issue political report cards, bu



t none does \par
}{\plain \fs20 so with the comprehensiveness of MADD or its specific focus on p 
romoting \par
}{\plain \fs20 policy change. \par
} {\plain \fs20 Governance of the RTS Program \par
}{\plain \fs20 Since its founding in 1980, MADD frequently has been asked
to \par
}{\plain \fs20 identify the best and worst States on the basis of their efforts 
to combat \par
}{\plain \fs20 alcohol\_impaired driving. An evaluation of this sort, with the 
political \par
}{\plain \fs20 ramifications it would cause, would be extremely difficult, if n 
ot \par
}{\plain \fs20 impossible, for government agencies to carry out. In contrast, M 
ADD has a \par
}{\plain \fs20 national vantage point from which to collect and analyze the inf 
ormation \par
} {\plain \fs20 needed for such an evaluation, and it also has both the capabili 
ty and \par
} {\plain \fs20 moral authority to use the results to promote further progress i 
n public \par
} {\plain \fs20 policy. \par
} {\plain \fs20 MADD's public policy committee voted in early 1990 to unde 
rtake the \par
}{\plain \fs20 first "Rating the States" project. Advocates for Highway and Aut 
0 Safety \par
}{\plain \fs20 came forward as a co\_sponsor. A 13\_member task force was assem 
bled that \par
}{\plain \fs20 included representatives of both organizations plus the Insuranc 
e Institute \par
}{\plain \fs20 for Highway Safety, Mid\_America Research Institute, National Co 
mmission \par
}{\plain \fs20 Against Drunk Driving, National Highway Traffic Safety Administr 
ation \par
}{\plain \fs20 (NHTSA), National Public Services Research Institute, and the Na 
tional \par
} {\plain \fs20 Transportation Safety Board. Members of the task force were sele 
cted on the \par
} (\plain \fs20 basis of their involvement in public policy advocacy, legislativ 
e research, \par
} {\plain \fs20 or highway safety program evaluation. Results of the first surve 
y were \par
} {\plain \fs20 released in 1991. \par
}{\plain \fs20 To launch the revised RTS Program in 1993, MADD and Advoca 
tes created \par
}{\plain \fs20 a 22\_member task force. Twelve members came from MADD's board o 
f directors \par
} {\plain \fs20 or worked in its national office. Additional members came from N 
HTSA, \par
}{\plain \fs20 National Association of Governors' Highway Traffic Safety Repres 
entatives, \par
}{\plain \fs20 Mid\_America Research Institute, and Boston University. The task 
force first \par
}{\plain \fs20 met in July 1992. Five subsequent meetings were held to supervis



e \par
} {\plain \fs20 development of the RTS questionnaire. \par 
} (\plain \fs20 The "Rating the States" Questionnaire \par
} {\plain \fs20 The content of the RTS questionnaire was drawn from elemen
ts of \par
}{\plain \fs20 MADD's "20 By 2000" plan that had been released in 1990. Key ele 
ments in \par
} {\plain \fs20 this plan had been selected based on research findings about eff 
ective \par
} {\plain \fs20 countermeasures, recommendations from highway safety professiona 
Is, and \par
}{\plain \fs20 suggestions made by MADD's citizen activists. The questionnaire 
covered 11 \par
} (\plain \fs20 content areas, which are described in the box on page 242. \par

} (\plain \fs20 The questions themselves were designed to elicit specific 
information \par
}{\plain \fs20 on current laws, enforcement, and prevention programs. Some ques 
tions were \par
} {\plain \fs20 asked despite expectations that the answers might be difficult t 
o obtain, \par
} {\plain \fs20 with the hope that States might be prompted to begin collecting 
such \par
} {\plain \fs20 information. \par
} {\plain \fs20 Task force members drafted the questions, with review and 
suggestions \par
} {\plain \fs20 by outside reviewers. Wording of questions was shaped by two \pa 

r
}{\plain \fs20 considerations\_\_to make the responses as easily quantifiable a 
s possible \par
}{\plain \fs20 and to avoid misunderstandings due to variations in terminology 
from State \par
} {\plain \fs20 to State. Prior to finalizing the questionnaire, the task force 
sought\par
} {\plain \fs20 input from both Federal and State officials and other highway sa 
fety \par
}{\plain \fs20 experts. \par
} {\plain \fs20 Once finalized, the questionnaire was mailed to the Govern 
or's \par
}{\plain \fs20 Highway Safety Representative in each State and to a State MADD 
leader, who \par
} {\plain \fs20 was encouraged to follow up with State officials until they supp 
lied the \par
}{\plain \fs20 requested information. Communication was maintained between the 
task force, \par
}{\plain \fs20 the MADD national office, and the MADD State leaders during the 
entire data \par
}{\plain \fs20 collection period to ensure a high level of response from the St 
ates. \par
} {\plain \fs20 Determining the Grades \par
} {\plain \fs20 The system used to grade each State was based on the task 
force's \par
} {\plain \fs20 assessment of the relative importance of each of the 11 content 
areas. Each \par



} {\plain \fs20 content area was assigned a weight, with the total weights equal 
to 100.\par
}{\plain \fs20 Because of its importance, the statistics and records area was d 
ivided into \par
}{\plain \fs20 two subcategories, which were weighted separately. \par 
} {\plain \fs20 Questions within each content area were grouped by topic, 
and then \par
}{\plain \fs20 each grouping was weighted based on its importance to the conten 
t area. In \par
} {\plain \fs20 determining how much each question was worth, consideration was 
given to \par
}{\plain \fs20 the difficulty of obtaining the information and the reliability 
of the \par
} {\plain \fs20 data. If a question required estimates rather than exact figures 
, or if \par
}{\plain \fs20 most States would be unable to obtain the necessary information, 
the\par

} {\plain \fs20 question was given a lower weight. \par 
} {\plain \fs20 A coding scheme was developed for each question to assign 
points for \par
} {\plain \fs20 different responses. When there were several response alternativ 
es from \par
}{\plain \fs20 which respondents could choose, point values for each response w 
ere \par
} {\plain \fs20 determined ahead of time. Responses to open\_ended questions wer 
ejudged \par
}{\plain \fs20 according to predetermined guidelines. Point values for unantici 
pated or \par
}{\plain \fs20 innovative answers were developed as needed. \par 
} {\plain \fs20 Numerical data were converted to population\_based rates ( 
for example, \par
} {\plain \fs20 number of arrests per 1,000 licensed drivers) whenever possible. 
Points \par

} {\plain \fs20 were then awarded in a fashion similar to "grading on a curve," 
so that \par
}{\plain \fs20 States with the best rates received the maximum number of points 
for that \par

} {\plain \fs20 question, while those with the worst rates received zero points. 
Whenever \par

} {\plain \fs20 possible, data were provided or validated by NHTSA, the FBI, or 
other\par
} {\plain \fs20 sources that have nation\_wide data systems in place. \par 
} {\plain \fs20 Whenever a State did not respond to a particular question, 
and MADD \par
}{\plain \fs20 was unable to obtain the information through other means, the St 
ate was \par
} (\plain \fs20 given a score slightly below the national average. A value sligh 
tly below \par
}{\plain \fs20 the mean score was used in place of missing or incomplete respon 
ses because \par
} {\plain \fs20 that information tended to be in areas of weakness for that Stat 
e. \par
} {\plain \fs20 Based on this scoring system, the task force assigned lett 
er grades \par



} (\plain \fs20 from A to D to each State's performance in each of the 11 areas, 
plus an \par

} {\plain \fs20 aggregate grade. The task force assigned similar grades for the 
nation as a \par
}{\plain \fs20 whole. Unfortunately, late arrival of some States' responses led 
to errors, \par

} {\plain \fs20 but out of 560 grades issued, errors were reported in only five 
instances. \par
} {\plain \fs20 MADD issued press releases to correct the record and made correc 
tions in \par
} {\plain \fs20 copies of the report. \par
} {\plain \fs20 Each State's report card also included detailed informatio 
n on the \par
} {\plain \fs20 number of alcohol\_related traffic fatalities, the amount of cha 
nge seen in \par
} {\plain \fs20 those figures from earlier years, and the estimated direct costs 
of\par
}{\plain \fs20 alcoholWelated crashes. As in the first report, the 1993 repor 
t noted each \par
}{\plain \fs20 State's strengths and weaknesses in their legislation and progra 
ms. \par
} {\plain \fs20 Grades for the nation's overall effort in each of the 11 c 
ontent\par
} {\plain \fs20 areas were based on the proportion of all questions in each area 
that were \par
}{\plain \fs20 answered favorably by the States, plus information about Federal 
\par
}{\plain \fs20 legislation and programs, national opinion polls, and other rese 
arch. \par
} {\plain \fs20 National Report Card \par
} {\plain \fs20 The United States as a whole was assigned a grade of B\_ f 
or the\par
}{\plain \fs20 nation's collective effort to combat impaired driving. The natio 
n received \par
} (\plain \fs20 its highest grades of B\_ in four content areas\_\_leadership, s 
tatistics and \par
}{\plain \fs20 records, prevention and public awareness, and youth issues. For 
\par
}{\plain \fs20 self sufficiency programs, the nation earned its lowest grade, 
a D.\par
} {\plain \fs20 The highest grade received by any State, A\_, was earned b 
y Illinois\par
}{\plain \fs20 (see table). Four States earned a B+\_\_Arizona, New Mexico, Nor 
th Carolina, \par
} {\plain \fs20 and Ohio. The lowest grade received by any State, D\_, was earne 
d by \par
} (\plain \fs20 Mississippi. Grades of D or D+ were also earned by Alabama, Idah 
0, \par
}{\plain \fs20 Missouri, North Dakota, Vermont, and Wyoming. \par 
} {\plain \fs20 MADD's 1993 State report card: aggregate grades of progres 
s against \par
} (\plain \fs20 alcohol\_impaired driving, by State \par 
}{\plain \fs20 State Grade \par 
} {\plain \fs20 Alabama D+\par



}{\plain \fs20 Alaska
}{\plain \fs20 Arizona
}{\plain \fs20 Arkansas
}{\plain \fs20 California

C \par 
B+ \par 
C+ \par 
B \par 
B \par}{\plain \fs20 Colorado

}{\plain \fs20 Connecticut C \par
} {\plain \fs20 Delaware C \par
}{\plain \fs20 D.C. C \par
} {\plain \fs20 Florida C+\par
} {\plain \fs20 Georgia C \par
}{\plain \fs20 Hawaii C+\par
}{\plain \fs20 Idaho D+\par
} {\plain \fs20 Illinois A\_\par
}{\plain \fs20 Indiana C \par
} {\plain \fs20 Iowa C+\par
}{\plain \fs20 Kansas B\_\par
} {\plain \fs20 Kentucky C+ \par
}{\plain \fs20 Louisiana C\_\par
}{\plain \fs20 Maine C \par
}{\plain \fs20 Maryland B \par
} {\plain \fs20 Massachusetts C\_ \par 
}{\plain \fs20 Michigan C \par
} {\plain \fs20 Minnesota B \par
}{\plain \fs20 Mississippi D\_\par
}{\plain \fs20 Missouri D+\par
} {\plain \fs20 Montana C \par
}{\plain \fs20 Nebraska B\_\par
}{\plain \fs20 Nevada B\_\par
}{\plain \fs20 New Hampshire C \par
} {\plain \fs20 New Jersey B \par
} (\plain \fs20 New Mexico B+\par 
}{\plain \fs20 New York B\_\par
} {\plain \fs20 North Carolina B+\par
} (\plain \fs20 North Dakota D \par
} {\plain \fs20 Ohio B+\par
}{\plain \fs20 Oklahoma C\_\par
}{\plain \fs20 Oregon B \par
}{\plain \fs20 Pennsylvania B \par
} {\plain \fs20 Rhode Island C \par
} {\plain \fs20 South Carolina B\_\par 
}{\plain \fs20 South Dakota C+\par
} {\plain \fs20 Tennessee C\_ \par
}{\plain \fs20 Texas C \par
} {\plain \fs20 Utah B\_\par
}{\plain \fs20 Vermont D+\par
}{\plain \fs20 Virginia C \par
}{\plain \fs20 Washington C \par
}{\plain \fs20 West Virginia C\_\par
}{\plain \fs20 Wisconsin C \par
}{\plain \fs20 Wyoming D \par
} {\plain \fs20 Publicizing the Results \par
} {\plain \fs20 MADD and Advocates for Highway and Auto Safety released th 
e results \par
}{\plain \fs20 from the 1993 survey at a Washington, DC, press conference on No



vember 23, \par
} {\plain \fs20 1993, just before the Thanksgiving holiday. This date was chosen 
for \par
}{\plain \fs20 maximum impact in the news media. Thanksgiving ushers in the ann 
ual holiday \par
} {\plain \fs20 season, a period when the number of alcohol\_related traffic era 
shes\par
} {\plain \fs20 typically increases, and the news media are eager for stories on 
the\par

} {\plain \fs20 subject. \par
} (\plain \fs20 MADD facilitated coverage by distributing both video and a 
udio news \par
} (\plain \fs20 releases of the Washington press event in addition to a traditio 
nal press \par
}{\plain \fs20 release. On the same day, local MADD officials across the countr 
y held \par
} (\plain \fs20 their own press conferences to announce the grades received by t 
heir State. \par
}{\plain \fs20 Many of these events included State officials as well as MADD an 
d Advocates \par
} {\plain \fs20 representatives. \par
} (\plain \fs20 Media interest in the RTS report was considerable, with to 
tal \par
} {\plain \fs20 audience exposure to the story estimated at 62.5 million people, 
counting \par
}{\plain \fs20 both the broadcast media and newspapers. Highlights from the nat 
ional\par
}{\plain \fs20 coverage included news stories on NBC's "Nightly News" and CNN, 
interviews \par
} {\plain \fs20 with MADD leaders on ABC's "Nightline" and "CBS This Morning," a 
nd articles \par
}{\plain \fs20 by the Associated Press and USA Today. \par 
} {\plain \fs20 Material from MADD's video news release (VNR) was aired on 
at least \par

} (\plain \fs20 364 different newscasts nationwide, with a total confirmed audie 
nee of \par
} {\plain \fs20 nearly 27 million viewers. The VNR was used in two\_thirds of th 
e nation's \par
}{\plain \fs20 209 television markets. \par
} {\plain \fs20 In addition, several local stations produced their own mat 
erial, \par
} (\plain \fs20 either by sending a crew to the Washington press conference or b 
y covering \par
} {\plain \fs20 a local MADD event. These efforts were seen by an additional 22.
3 million \par
}{\plain \fs20 viewers. \par
}{\plain \fs20 The audio news release was sent to more than 2,000 radio s 
tations, \par
} {\plain \fs20 resulting in an additional estimated audience of 1.2 million. Se 
veral State \par
} {\plain \fs20 radio networks covered the story by interviewing State MADD \par 

}{\plain \fs20 representatives, reaching an additional 373,300 listeners. \par



} {\piain \fs20 In States with relatively high grades, several MADD leader 
s expressed \par
} {\plain \fs20 concern that the positive news coverage might reduce the impetus 
for \par
}{\plain \fs20 further progress. In States with relatively low grades, some MAD 
D leaders\par
}{\plain \fs20 expressed fear that the ratings might jeopardize MADD's working 
\par
} {\plain \fs20 relationships with State officials. In fact, in a few of these S 
tates, \par
}{\plain \fs20 harsh reactions by State officials led local MADD leaders to dis 
avow the \par 
} {\plain \fs20 survey. \par
} {\plain \fs20 Although some State officials expressed dissatisfaction wi 
th their \par
} (\plain \fs20 State evaluation, more often the report led to renewed concern a 
bout the\par
}{\plain \fs20 problem and, in many cases, reinvigorated efforts to fight alcoh 
olimpaired \par
}{\plain \fs20 driving, such as the following actions: \par 
} {\plain \fs20 Alabama D+. On April 19, 1994, the Governor appointed a sp 
ecial task \par
}{\plain \fs20 force on alcohol\_impaired driving that includes MADD representa 
tives. \par
} {\plain \fs20 California B. The head of the State's alcohol and drug pro 
gram, who \par
}{\plain \fs20 expressed displeasure with the RTS report, met with MADD to expl 
ore how to \par
} {\plain \fs20 work together in the future. \par
} {\plain \fs20 Idaho D+. A constitutional amendment for victim rights was 
passed by \par
}{\plain \fs20 the legislature and appeared on the November 1994 ballot. \par 
} {\plain \fs20 Massachusetts C\_. A legislative package that had been in 
committee \par
} {\plain \fs20 for 18 months finally moved forward after release of the RTS rep 
ort. A new \par
}{\plain \fs20 law enacted in May 1994 included a presumptive (not per se) limi 
t of .08 \par
}{\plain \fs20 BAC, a .02 BAC limit for youth, and administrative license revoc 
ation. \par
} {\plain \fs20 Michigan C. MADD was invited to participate in a State\_sp 
onsored \par
}{\plain \fs20 Alcohol Issues Forum. \par
} {\plain \fs20 Missouri D+. The Governor, who had complained about the RT 
S report \par
} (\plain \fs20 prior to its release, made plans to appoint a special task force 
with MADD \par
}{\plain \fs20 representation. MADD has since collaborated with the Governor to 
promote \par
}{\plain \fs20 his legislative package. \par
} {\plain \fs20 Pennsylvania B. Legislative leaders promised MADD that a b 
ill for\par
) (\plain \fs20 administrative license revocation would be put on a "fast track.
" \par



} {\plain \fs20 Virginia C. Passage of a new legislative package was exped 
ited. The \par
}{\plain \fs20 bill signed by the Governor includes the .08 BAG limit, a .02 BA 
C limit for \par
}{\plain \fs20 youth, and vehicle impoundment. \par 
} {\plain \fs20 Guidelines for Future Programs \par 
} {\plain \fs20 The "Rating the States" Program has several features that 
helped \par
}{\plain \fs20 ensure news media interest and bring attention to MADD's public 
policy \par
}{\plain \fs20 agenda. Any public health group that wants to develop such a med 
ia event\par
}{\plain \fs20 should examine its capacity to replicate these key program eleme 
nts. \par
} (\plain \fs20 First, MADD is a highly credible grassroots organization w 
ith \par
}{\plain \fs20 widespread public recognition and support. MADD's membership is 
dominated \par
}{\plain \fs20 by victims of alcohol\_impaired driving, and the organization th 
erefore \par
} {\plain \fs20 speaks with moral authority. \par
} {\plain \fs20 Second, people are interested in how their State compares 
with \par
} {\plain \fs20 others. Public officials and ordinary citizens alike want to thi 
nk that\par
}{\plain \fs20 their State is in the forefront in solving important social prob 
lems such \par
} {\plain \fs20 as drunk driving. Finding out that is not the case can motivate 
action. \par
}{\plain \fs20 Similarly, within a single State, comparisons can be made across 
local\par
}{\plain \fs20 jurisdictions. \par
} {\plain \fs20 Third, complex data about each State was translated into r 
atings that \par
} {\plain \fs20 are familiar to anyone who has attended school in the United Sta 
tes\_\_letter \par
} {\plain \fs20 grades from A to D. Each State received a grade in 11 content ar 
eas, which \par
}{\plain \fs20 maximized the chances that States would have areas of both relat 
ive\par
} {\plain \fs20 strength and weakness. \par
} {\plain \fs20 This approach also better satisfied the news media's needs 
for \par

} {\plain \fs20 readily accessible information about each State. In contrast, th 
e RTS \par
}{\plain \fs20 report for 1991 only singled out the top 10 States in each conte 
nt area, \par
} {\plain \fs20 which news reporters said was too limiting for their purposes. \ 

par
} (\plain \fs20 Fourth, a few of the ratings focused specifically on the a 
ctions of \par
}{\plain \fs20 State leaders, including the Governor, criminal Justice official 
s, and the \par
}{\plain \fs20 legislature. Poor grades received by some officials generated po



litical \par
} {\plain \fs20 controversy, which frequently drew news media attention. \par 
} {\plain \fs20 Fifth, MADD contracted with Bill Bronrott Communications, 
a public \par
} {\plain \fs20 relations firm based in the Washington area, to set up the natio 
nal press \par
}{\plain \fs20 conference and contact news agencies and with Washington Indepen 
dent\par
}{\plain \fs20 Productions to produce the video and audio news releases. Whethe 
r outside \par
} {\plain \fs20 consultants or firms are paid or work pro bono, their expertise, 
coupled \par
}{\plain \fs20 with their extensive media contacts, is usually necessary to mou 
nt a\par
}{\plain \fs20 professional event. \par
} {\plain \fs20 MADD's experience with "Rating the States" leads to severa 
1 \par
} {\plain \fs20 additional recommendations for conducting this type of program: 
\par
} {\plain \fs20 * Time the release of the report so that it is germane to
the vast \par
}{\plain \fs20 majority of State administrations currently in office. In genera 
1, avoid \par
}{\plain \fs20 the months just before and just after a major national election.
\par
}{\plain \fs20 * Identify a single State agency that will be responsible
for \par
}{\plain \fs20 gathering and reporting the requested information and can serve 
as a point \par
} {\piain \fs20 of contact. \par
} (\plain \fs20 * Notify the Governor's office in advance about the survey
and the \par

} (\plain \fs20 ratings program. \par
} {\plain \fs20 * When distributing the surveys to the States, describe ho
w the\par
} {\plain \fs20 ratings will be calculated and explain the consequences of not \ 
par
}{\plain \fs20 participating or not providing complete and factual information.
\par

} (\plain \fs20 * Give State officials at least 3 months to complete the q
uestions, \par
} (\plain \fs20 since information may have to be gathered from several different 
agencies. \par

} {\plain \fs20 * If Federal data on the States are available, have State
officials \par
} (\plain \fs20 confirm that data, rather than report their own. Doing so will e 
nsure \par
} {\plain \fs20 greater consistency across the States. \par
} {\plain \fs20 * Extensive followup may sometimes be needed to get comple
te \par
}{\plain \fs20 information. Even so, some data will be missing, and there needs 
to be a \par

} {\plain \fs20 procedure for determining the score to be assigned in such cases 
. \par



} {\plain \fs20 * To the extent possible, develop a procedure for double\_
checking the \par
}{\plain \fs20 accuracy of reported information. Opponents will seize upon disc 
repancies \par
} (\plain \fs20 or inaccuracies in the report in order to undermine it. \par 
} {\plain \fs20 * Questions should be prepared with the help of experience
d \par
}{\plain \fs20 researchers and content experts in the relevant disciplines, inc 
lading both \par
} {\plain \fs20 current and former State officials. \par 
} {\plain \fs20 * All questions should be pretested so that their interpre
tation by \par
}{\plain \fs20 State officials does not vary from State to State. \par 
} {\plain \fs20 * Questions should be answerable from information that is
readily \par
}{\plain \fs20 available to State officials. Questions that might be difficult 
for States \par
}{\plain \fs20 to answer should be included only if they have very high educati 
onal value. \par
} {\plain \fs20 * Avoid open\_ended questions to the extent possible, sine
e these are \par
} {\plain \fs20 more difficult to grade. \par
} {\plain \fs20 * If surveys are done on a periodic basis, obtain informat
ion on what \par
} {\plain \fs20 each State has accomplished (for example, new laws, changes in e 
nforcement \par
}{\plain \fs20 levels, new public awareness campaign) since the last report was 
issued. \par

} {\plain \fs20 * Include objective indicators of each State's basic perfo
rmance. For \par
} (\plain \fs20 example, the RTS report included State\_level data showing 10\_y 
ear trends in \par
}{\plain \fs20 the number and proportion of traffic fatalities that were alcoho 
Irelated. \par
} {\plain \fs20 * For questions involving numeric responses, consider whet
her the\par
}{\plain \fs20 States' responses should be translated into a rate against total 
population \par

} {\plain \fs20 or some other appropriate baseline. \par 
} {\plain \fs20 * Establish objective criteria for assigning grades prior
to \par
}{\plain \fs20 distributing the questionnaires. The scoring system should give 
greater \par
} (\plain \fs20 weight to high priority items. \par
} {\plain \fs20 * Time should be built into the schedule to allow State of
ficials to \par
} {\plain \fs20 respond to a preliminary report so that any necessary eorrection 
s can be \par
} {\plain \fs20 made prior to release. \par
} (\plain \fs20 * Solicit recommendations from State officials and others
on how to \par
}{\plain \fs20 improve the data collection and rating process. For example, fee 
dback from \par
}{\plain \fs20 some reporters suggested that the 1993 RTS report gave too much



information \par
} {\plain \fs20 and recommended that a simpler report card with fewer grades be 
used for \par
} (\plain \fs20 ease of media presentation. \par 
} {\plain \fs20 Conclusion \par
} {\plain \fs20 MADD and Advocates hoped that the 1993 "Rating the States" 
report \par
}{\plain \fs20 would serve as both a call for continued action and a "road map" 
to guide \par

} {\plain \fs20 State and local efforts to fight drunk driving in the years ahea 
d. MADD \par
}{\plain \fs20 officials from several States have reported that this objective
is being \par
}{\plain \fs20 met. \par
} {\plain \fs20 The RTS Program demonstrates that national surveys of Stat 
e \par
} {\plain \fs20 government action can be used to develop useful information of i 
nterest to \par
} (\plain \fs20 both the news media and State officials. Public health advocates 
can look \par
}{\plain \fs20 to the RTS Program as a model for bringing to public attention t 
hose policy \par
}{\plain \fs20 areas in which new legislation or stronger programs are required 
. \par
} {\plain \fs20 References \par
}{\plain \fs20 (l-)20 By 2000. Mothers Against Drunk Driving, Irving, TX,
1990.\par

} {\plain \fs20 (2.)Rating the states: A report card on the nation's atten 
tion to the \par
} {\plain \fs20 problem of alcohoI\_ and other drug\_impaired driving. Mothers A 
gainst Drunk \par
} {\plain \fs20 Driving, Irving, TX, 1993. \par
} (\plain \fs20 (3.)Wallack, L., Dorfman, L., Jernigan, D., and Themba, M:
Media \par
}{\plain \fs20 advocacy and public health: Power for prevention. Sage Publicati 
ons, Inc., \par
}{\plain \fs20 Newbury Park, CA, 1993. \par
} {\plain \fs20 RELATED ARTICLE: Identified Needs in 11 Content Areas Used 
to Rate \par

} {\plain \fs20 the States in M ADD's 1993 Program \par 
} {\plain \fs20 1. Governor's leadership. A Governor can help shape the di
rection of \par
}{\plain \fs20 a State's anti\_impaired driving effort in various ways, ranging 
from \par

} {\plain \fs20 sponsorship of legislative measures to the appointment of a spec 
ial task \par
} {\plain \fs20 force. Criteria for grading this content area included the folio 
wing:(a)\par
}{\plain \fs20 establishing a special task force on aIcohol\_impaired driving;
(b)\par
}{\plain \fs20 providing for the participation of citizen\_advocates in the tas 
k force; and \par
}{\plain \fs20 (c) endorsing MADD's "20 By 2000" objectives. \par 
} {\plain \fs20 2. Statistics and records. Key elements include the assess



merit of \par
}{\plain \fs20 alcohol or other drug involvement in traffic crashes, testing su 
rviving \par
} {\plain \fs20 drivers for blood alcohol content, and the availability of arres 
t and \par
} (\plain \fs20 conviction records for use in the adjudication of criminal charg 
es. \par
} (\plain \fs20 3. Enforcement. From the standpoint of general deterrence,
MADD \par
}{\plain \fs20 regards the use of highly publicized sobriety checkpoints and ot 
her\par
}{\plain \fs20 intensive enforcement measures to be essential. Information was 
also sought \par
}{\plain \fs20 on the use of advanced enforcement technologies, such as passive 
breath \par
}{\plain \fs20 alcohol testers and in\_vehicle video cameras, but a State's gra 
de was not \par
} {\plain \fs20 affected by the lack of such equipment. \par 
} {\plain \fs20 4. Administrative and criminal sanctions. MADD supports a
system of \par
}{\plain \fs20 increasingly severe penalties, both criminal and administrative, 
if \par
}{\plain \fs20 offenders continue to drive impaired. Administrative license rev 
ocation was \par
} {\plain \fs20 weighted most heavily because of research that demonstrates its 
value in \par
} {\plain \fs20 reducing alcohol\_related traffic crashes. Also assessed was the 
average \par

} {\plain \fs20 length of time from arrest to trial in each State and the use of 
mandatory \par

) (\plain \fs20 minimum sentences. \par
} {\plain \fs20 5. Regulatory control and availability. Prevention of alco
hoi sales \par
} {\plain \fs20 to people younger than age 21 is a MADD priority, so related mea 
sures, such \par
}{\plain \fs20 as sting operations or vendor registration of kegs, were given g 
reater \par
}{\plain \fs20 weight. States requiring responsible hospitality training for se 
rvers and \par
}{\plain \fs20 management were rated higher, as were States limiting reduced\j) 
rice \par
} {\plain \fs20 promotions such as "happy hours" and other irresponsible market! 
ng \par
} (\plain \fs20 practices. Support for designated driver or safe ride programs a 
Iso earned \par 
} (\plain \fs20 points. \par
} (\plain \fs20 6. Legislation. Driving under the influence of alcohol or
other drugs \par
}{\plain \fs20 is considered a crime in virtually every State. The Rating the S 
tates (RTS) \par
}{\plain \fs20 evaluation gave higher marks to States that had passed priority 
legislation \par
} {\plain \fs20 such as administrative license revocation, .08 BAG illegal per s 
e limit for \par



}{\plain \fs20 adults, and limits on charge reduction and diversion programs (w 
hich reduce \par
} (\plain \fs20 criminal sanctions in return for community service, alcoholism t 
reatment, \par
}{\plain \fs20 or attendance at alcohol education programs). \par 
}{\plain \fs20 7. Prevention and public awareness. States have a key role
to play in \par
}{\plain \fs20 keeping the issue of alcohol\_impaired driving on the public age 
nda. The RTS \par
} {\plain \fs20 evaluation looked for evidence of creative State programs to rea 
ch youth \par
}{\plain \fs20 and other highWisk populations as well as special campaigns to 
publicize \par

} {\plain \fs20 antidrunk driving laws and their enforcement. \par 
} {\plain \fs20 8. Youth issues. The minimum drinking age law, now on the
books in \par
}{\plain \fs20 all 50 States, is an effective prevention tool for reducing alco 
hol\_related \par
} {\plain \fs20 traffic crashes among youth. A good way to promote compliance wi 
th the age \par
}{\plain \fs20 21 law is to impose a BAG limit of .00 for minors\_\jhat is, a 
policy of \par
} {\plain \fs20 "zero tolerance" for any measurable amount of alcohol in the bod 
y. Other\par
}{\plain \fs20 valuable approaches include provisional licensing for drivers yo 
unger than \par
} {\plain \fs20 18, distinctive and tamper\_proof licenses for drivers younger t 
han 21, and \par
}{\plain \fs20 passage of "use and lose" laws that impose driver's license pena 
Ities on \par
} {\plain \fs20 minors found in possession of alcohol. \par 
} {\plain \fs20 9. Self\_sufficiency programs. To create reliable funding
for \par
}{\plain \fs20 anti\_impaired driving programs, dedicated revenue from a combin 
ation of \par
}{\plain \fs20 sources is needed. One source of revenue is fines and fees levie 
d against \par
}{\plain \fs20 convicted impaired drivers. Another potential source is alcohol
beverage \par
}{\plain \fs20 taxes. \par
} {\plain \fs20 10. Innovative programs. Development of new or innovative
programs \par
} {\plain \fs20 was seen in the RTS evaluation as a sign of a State's ongoing co 
mmitment to \par
} {\plain \fs20 finding new solutions to the drunk driving problem. \par 
} {\plain \fs20 11. Victim issues. MADD's top legislative priority in this
area is to \par

} {\plain \fs20 establish a "victim bill of rights" to ensure that victims recei 
ve justice \par
}{\plain \fs20 and equal protection under the law. States with victim impact pa 
nels and \par
}{\plain \fs20 "victim ombudsman" programs were also given higher ratings. \par

} {\plain \fs20 COPYRIGHT 1995 U.S. Department of Health and Human Ser



vices \par 
}{\plain \fs20 \par
}{\plain \fs20 DESCRIPTORS: Mothers Against Drunk Driving\_\_Public relations 
; Advocates \par
} (\plain \fs20 for Highway and Auto Safety\_\_Public relations; Drunk driving 
\_\_Prevention; \par
} {\plain \fs20 *Public* *service* *advertising*\_\_Planning \par 
}{\plain\fs20 SPECIAL FEATURES: illustration; table \par 
}{\plain\fs20 FILE SEGMENT: HI File 149 \par 
}{\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 15/9/25 (Item 8 from file: 88) \par 
}{\plain \fs20 DIALOG(R)File 88:BUSINESS A.R.T.S. \par 
}{\plain \fs20 (c) 1999 The Gale Group. All rts. reserv. \par 
}{\plain \fs20 \par
}{\plain\fs20 03419755 SUPPLIER NUMBER: 15777438 \par 
}{\plain \fs20 Future cloudy for anti\_smoking ads. \par 
} (\plain \fs20 Teinowitz, Ira \par 
}{\plain \fs20 Advertising Age, v65, n33, p43(l) \par 
} {\plain \fs20 August 8, 1994 \par
}{\plain \fs20 ISSN: 0001\_8899 LANGUAGE: English RECORD TYPE: Abstra 
ct\par
} {\plain \fs20 \par
} (\plain \fs20 ABSTRACT: Anti\_smoking public service TV advertising is on the 
decline. \par

} (\plain \fs20 Reasons include the ineffectiveness of recent ads, the fact that 
public \par
}{\plain \fs20 service announcements (PSA) do not appear in useful time slots, 
and the \par
}{\plain \fs20 public's changing priorities. The Centers for Disease Control (C 
DC) still \par
} {\plain \fs20 runs ads about secondhand smoke and one targeted to African Amer 
icans, but \par
} {\plain \fs20 is considering giving up on all such ads. The public is more con 
cerned with \par
}{\plain \fs20 other issues, such as *AIDS* and crime, and the American Lung As 
sociation \par
}{\plain \fs20 has not run TV ads since 1988. Some states have used ads with so 
me success, \par
} {\plain \fs20 and the CDC may borrow California's ads. \par 
}{\plain \fs20 \par
} {\plain \fs20 DESCRIPTORS: *Public* *service* *advertising*\_\_*Evaluation*; 
Antismoking \par

} {\plain \fs20 movement\_\_Advertising \par
} {\plain \fs20 PRODUCT/INDUSTRY NAMES: 7313200 (TV Advertising); 7310400 (Pub 
lie Sector \par
}{\plain \fs20 Advertising) \par
} {\plain \fs20 SIC CODES: 7313 Radio, TV, publisher representatives; 7310 A 
dvertising \par
}{\plain\fs20 SPECIAL FEATURES: illustration; photograph \par 
} (\plain \fs20 FILE SEGMENT: T1 File 148 \par 
}{\plain \fs20 \par 
}{\plain \fs20 \par
} {\plain \fs20 15/9/26 (Item 9 from file: 88) \par



}{\plain \fs20 DIALOG(R)File 88:BUS1NESS A.R.T.S. \par 
}{\plain \fs20 (c) 1999 The Gale Group. All rts. reserv. \par 
} (\plain \fs20 \par
}{\plain\fs20 03368630 SUPPLIER NUMBER: 15233192 \par 
}{\plain \fs20 Program eontext, sensation seeking, and attention to televised a 
nti\_drug \par
} {\plain \fs20 public service announcements. \par
}{\plain \fs20 Lorch, Elizabeth Pugzles; Palmgreen, Philip; Donohew, Lewis; Hel 
m, David; \par
}{\plain \fs20 Baer, Stacey A.; Dsilva, Margaret U. \par
} (\plain \fs20 Human Communication Research, v20, n3, p390(23) \par
}{\plai



RECORD TYPE: PRESIDENTIAL (NOTES MAIL)

CREATOR; Alyssa Wilson ( CN=Alyssa Wilson/OU=OPD/0=EOP [ OPD ])

CREATION DATE/T1ME:29-JUL-1999 19:54:19.00 

SUBJECT; FW: updated PACHA minutes

TO: Elizabeth Baylor ( CN^Elizabeth Baylor/OU=OPD/0=EOP@EOP [ OPD ]) 
READ:UNKNOWN

TO; Johanna H. Kiehl ( CN=Johanna H. Kiehl/0U=0PD/0=E0P@E0P [ OPD ]) 
READ:UNKNOWN

TO: Jason E. Franklin ( CN^Jason E. Franklin/0U=0PD/0=E0P@E0P [ OPD ]) 
READ:UNKNOWN

TO; Marisa B. Van Saanen ( CN=Marisa B. Van Saanen/0U=0PD/0=E0P@E0P [ OPD ]) 
READ:UNKNOWN

TEXT:
The minutes from the June PACHA meeting are attached to this email from 
Daniel. Please take a look at them and let me know if you spot any 
mistakes.

I didn't want to print it out because it's almost 30 pages and the 
formatting did not copy when I tried to paste it. I hope you all don't 
mind just reading this as an email attachment and getting back to me about 
errors.

Thank you. 
Alyssa

02:45 PM
Forwarded by Alyssa Wilson/OPD/EOP on 07/28/99

Daniel C. Montoya 
07/28/99 01:03:47 PM 
Record Type: Record

To: Alyssa Wilson/OPD/EOP@EOP
cc:
Subject: FW; updated PACHA minutes

Can you review and see if there are any questions you have about the 
minutes? Please ask your colleagues, Johanna, Marissa, Elizabeth and 
Jason to review as well. 1 would like to finalize these by early next 
week. I would like to also send copies to various people, including the 
Council chairs, when finalized. Please remind me and we'll talk about 
who.



Thanks,

dcm

01:02 PM
Forwarded by Daniel C. Montoya/OPD/EOP on 07/28/99

"Hall, Andrea" <AHall@s-3.com> 
07/28/99 11:08:03 AM 

Record Type: Record

To: Daniel C. Montoya/OPD/EOP 
cc:
Subject: FW: updated PACHA minutes

Daniel,

Attached are the June 1999 PACHA full council minutes with R. Aragon's 
comments/changes.

Please let me know if there are any more changes or if the minutes can be 
made final.

Thanks,
Andrea

> ......Original Message----
> From: Ross, Julia
> Sent: Wednesday, July 28, 1999 10:56 AM
> To: Hall, Andrea
> Subject: updated PACHA minutes
>
>
>
>

- minutes699.wpd
- winmail.dat

==================== attachment 1
ATT CREATION TIME/DATE: 0 00:00:00.00

TEXT:
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! 8P7XXdd8PresidentialAdvisoryCouncilonHlV/AlDS 
8,1999RadissonBareeloHotelWashington,DC MINUTES
8
(X(#(#(R.ScottHitt,M.D.,ChairStephenN.Abel,D.D,S.TerjeAndersonReginaAragonBarb 
araArandaNaranjo,Ph.D.JudithBillings,J.D.CharlesBlackwell,J.D,JerryCade,M.D.Lyn 
neM.CooperRabbiJosephA.EdelheitRobertFogelDebraFraserHowzeKathleenGerusPhyllisG 
reenbergerNilsaGutierrez,M.D.,M.P.FI. B.ThomasFlendersonMiehaelT.Isbell,J.D.Rona 
ldJohnsonAlexandraMaryLevine,M.D.SteveLewMiguelMilanes,M.P.A.HelenH.Miramontes, 
R.N.MichaelRankin,M.D.Fl.AlexanderRobinson,M.B.A.DebbieRunionsSeanSasserBenjamin 
Schatz,J.D.DeniseStokesCharlesQuincyTroupeBruceWeniger,M.D.
(5(#(#Xd5 PresentfromONAP: ( (X(#(#(SandraThurman,Direetor X * DanielMontoya, 
ExecutiveDirector,PACHA D!+ ToddSummers,DeputyDirectorDanielMontoya,ExecutiveDi 
rector,PACFlADanielMontoya,ExecutiveDirector,PACFIA
0"- 5(#(#X5 Absent: $X- (X(#(#(NicholasBollmanRobertFIattoy '#1 JeremyLandauRev
•AltagraciaPerez
'#3 5(#(#X[5 )$3 h+&5 Monday,June7,1999 MorningGeneralCouneilSession b
CDr,R.ScottHitt,Chair,openedtheThirteenthMeetingofthePresidentialAdvisoryCounci
lonFIIV/AIDS(PACHA)at8:30a.m.HeimmediatelyintrodueedSandraThurman,DirectoroftheO
fficeofNationalAlDSPoliey(ONAP),asshehadtoleavetheCouncilmeetingearlytoattendth
eWhiteHouseConferenceonMentalHealth. SandraThurman,Director,ONAP,andToddSumme
rs,DeputyDirector,ONAP UpdateonONAPActivities "r > VaccineResearchCenter(
VRC): Ms.Thurmanbeganbyannouneingthededicationofthe 6 DaleandBettyBumpersVacein
eResearchCenterattheNationallnstitutesofHealth(NlH)onWednesday,June9.ShesaidPre
sidentClintonwasscheduledtoparticipateintheceremony,andnotedthatDr.HaroldVarmus
andDr.AnthonyFauciwouldgivepresentationsonthestateofvaccineresearch. JeffordsKe
nnedyBill: Ms.ThurmansaidtheJeffordsKennedybilllookedlike ago,andthat 8" avotew
aspending.Thebillendedupat$300million.ShesaidONAPwaspleasedwiththeeffortsofSena
torsJeffordsandKennedy,andcalledthelegislationa noseunderthetentofMedicaidexpan
sion. Medicaid: Ms.ThurmansaidtherehadbeensomeprogressontheMedicaidfront:Maineh
as (#x, submittedandMassachusettsispreparingtosubmitawaiver,andtheFloridaandGeo
rgiawaiversarestilldeveloping.TheDepartmentofTlealthandFIumanServices(FIFlS)isprovi
dingtechnicalassistancetoanyStateinterestedinawaiver. CongressionalBlackCaucus(
CBC): ONAPhasbeenworkingwiththeCBCtobegina *h%6 dialogueonservingcommunitiesofc 
olor.Aroundofmeetingsisscheduledtobeginthisweek. +&8 U.S.ConferenceofMayors: D 
uringtheweekendofJune 1213,ON APwillmeetwiththeU.S. ConferenceofMayorstodiscussu
rbanissuesandFlIV/AlDS.TwentyoneAIDSCoordinatorswillattendthemeeting,andRyanWhit 
ereauthorizationwillbeamongthetopicsaddressed. CentersforDiseaseControlandPreve 
ntion(CDC): Mr.Summersreportedthatseveral >
CouncilmembersparticipatedinaMaymeetinginAtlantaonthe KnowYourStatuscampaign,a 
ndnotedthatDr.FleleneGayleoftheCDCwouldbegivingtheCouncilanupdateduringthecurren



tCouncilmeeting.TheCDCspreventionplanningprocessisunderwaytoassesstheagencyspri
oritiesforHlVpreventionfunding.Mr.SummerssaidONAPencouragedCDC,andCDCagreed,toi
ncludecommunitygroupparticipationinthatassessment.AworkinggroupofCDCsCommunityA
dvisoryBoardwilllookatprioritiesdraftedbyCDC,andwillanalyzewhattheagencyisdoing
withthe$640millionaIlocation.TherehasbeenconsiderablediscussionofthisissueatCDC
,theOfficeofManagementandBudget(OMB),andonCapitolHill.ONAPshopeisthattheprocess
willleadtodevelopmentofanoverarchingplanforreducingHIVinfections.Mr.Summerssaid
hedidnotknowthestatusoftheHealthCareWorkerGuidelines.RegardingtheSurveillanceGu
idelines,hesaidCDChadhiredLarry GostinofGeorgetownUniversityLaw $ Schooltowork
onproposedprivacyandconfidentialitystandards.HHSwasnotsatisfiedwiththosestandar
ds,soitiscurrentlyredraftingandstrengtheningthem.ONAPexpectstogetareportfromHHS
onthestatusoftheguidelinessoon.ONAPwantstomakesurethattheconfidentialitystandar
dsareasstrongastheothersectionsofthedraftguidelines.Onthefulltimeequivalent(FTE
)issue,Mr.SummerssaidCDCisintheprocessofredoingitsbudgetprocesstoclarifywhereth
eagencysmoney isgoingandhowitisbeingused,particularly withrespecttoadministrative

African/AfricanAmericanSummit: Ms.ThurmanreportedthattheexpandedPresidenareas.
tial Z+&8 MemoonthestateoftheepidemicinAfricaisstillbeingdrafted.ONAPisstillget
tinginputfrommembersofthedelegationtoAfrica,butsheexpectsthememowillbereleaseds
hortly.ONAPstaffrecentlyattendedtheAfrican/AfricanAmericanSummitinGhana.Reveren
dSullivan,acivilrightsleader,foundedthetradeconferencel0yearsago,and5,000people
attendedtheeventthisyear.ThiswasthefirsttimeHlV/AlDSwasontheconferenceagenda.ON
APwasexcitedtoparticipateintheeventbecauseongoingleadershiponHIV/AlDSisneededin
thereligiouscommunityandintheAfricanAmericancommunity.SeveralHeadsofStatefromAf
ricaparticipated.AlexanderRobinson,whoattendedtheevent,saidtherewassigniricantd
iscussionoftheimpactofHlVoneconomicdevelopmentinAfrica.Hesaidtheconferencehadma
deanimpactonAfricanAmericanleaders,includingJesseJacksonandtheEditorofEssencema
gazine,who H heardthemessageaboutAlDSinAfricaandAlDSamongAfricanAmericansinanew
way.Ms,ThurmansaidJesseJacksongaveaSminutespeechonAlDSinAfricabeforethe African A
mericandelegationdepartedfromAndrewsAirForceBase.Shesaidthiswassignificantbecau
seitwasahighprofilecorporateandpoliticalgroup.SecretaryofLaborAlexisFIermanalsoi
ncludedHIV/AIDSinherspeechesforthefirsttime,reflectingamultisectoralapproachtot
heissuewithinGovernment.Ms.ThurmansaidReverendSullivanwouldbearrivinginWashingt
ononTuesday,Junes,tomeetwithPresidentClintonforapostSummitdebriefing.Ms.Thurman
saidshewouldattendthatmeetingaswell. StateDepartment,USAID,andOtherAgencies: Ms
.ThurmansaidONAPhasbeenworking B'"2 withFrankLloyd,UnderSecretaryforGlobalAffai
rsattheDepartmentofState,toreenergizetheStateDepartmentsresponsetotheepidemic.O
NAPhopesforsomemovementfromwithintheDepartmentnowthatMr.Lloydisinplace. n+&8 Ms
.ThurmansaidsheispleasedthattheDepartmentsofCommerceandLaborareshowingmoreleade
rshiponHIV/AIDS;bothareparticipatingintheWhiteFlouseWorkingGroupontheexpandedPre
sidentialMemo.SheaddedthattheissueofcompulsorylicensingcontinuestopercoIate,and
shelooksforwardtoadialoguewiththeCouncilonthisverycomplexissue.Mr.Summerssaidth
eStateDepartmentrecentlyreleasedacompendiumofU.S.Governmentprogramsinvolvedinin
ternationalAIDSefforts.lnconjunctionwiththereleaseofthatdocument,theDepartments
entcablestoHeadsofMissionsdirectingthemtoengagetheircounterpartsontheissueofFUV
/AlDS,withcorrespondingtalkingpoints.TheDepartmentisalsoratchetingupitseffortsi
nWashington.Mr.Summersrecentlyattendedameetingwithl lorl2AmbassadorstotheUnitedS
tates,Mr.Lloyd,andotherrepresentativesfromtheDepartmentofStateandtheU.S.Agencyf
orlnternationalDevelopment(USAlD)toelevateFllV/AIDSasaforeignpolicyissue.Ms.Thur
manstressedthattheAdministrationsHIV/AlDSworkontheinternationalfrontinnowaydetr
actsfromitsworkonthedomesticfront,butthataglobalperspectiveisneeded. SpermDonat

Mr.SummerssaidtheFoodandDrugAdministration(FDA)hadspokentoo F& soononspermion:
donationregulations.TheWhiteHouseandHHSstillneedtobebriefedontheissue.ONAPisexp 
ectingabriefingfromKevinThurminthenext2weeks.WhatevertheFDAspolicyis,itwillbecl 
oselyscrutinized. 302Bs: Mr.SummerssaidthereisabattleunderwayonCapitolFlillregar



ding302Bs,which %6!0 aretheallocationsgivenbytheAppropriationsCommitteetoeachof
thesubcommittees.Theallotmentsthatwerehandedoutcorrespondedtobudgetcapsestablis
hedinthepastanddonotcorrespondtotheincomecurrentlyflowingintotheGovernment.Mr.S
ummerssaidthebudgetcutsthatwouldberequiredtomaintaintheestablishedcapswouldbe d
raconian.TheLabor t+&8 HHScutswouldbeapproximately$1012billion.Thiscouldcomeout
ofprogramslikeRyanWhite,HIVprevention,andresearch. NeedleExchange: Ms.Thurman
reportedthatbillshavebeenintroducedinboththeHouseand & Senatetobanindirectfundi
ngofanyprogramssupportingneedleexchange.ONAPisorganizingameetingofprivatefunder
stofacilitatethedisseminationofinformationonneedleexchangethroughprivatechannel
s.Themeetingisplannedforfall.Mr.SummersaddedthatHHSiscurrentlydraftinga streetl
evelguideonthescienceofneedleexchange. QuestionsandComments: (x Respondingtoa
questionfromReginaAragon,Ms.ThurmansaidshedidnotknowwhetherthePresidentwouldvet
oanyfreestandinglegislationbanningindirectordirectfundingofneedleexchangeprogra
ms,butshecommittedtospeakingtothePresidentaboutit.Ms.AragonsaidfinalHIVsurveill
anceguidelinesissuedbyCDClaterthisyearshouldbefreeofbias.ShestatedthattheCounci
IhopesthatONAPwillcontinuemonitoringthisissuetoensurethatthefinaldraftdoesnotco
ntinuetobebiasedagainstnonnamebasedreportingsystemsandthatthepresentationofthes
cientificevidenceonthedeterrenteffectsofnamesreportingbepresentedfairly.RobertF
ogelaskedaboutthestatusofthePresidentsunderstandingoftheneedforgreaterfundingon
globalhealthissues.Ms.ThurmansaidthePresidentcertainlyunderstandstheneedforgrea
terfunding,andthatAdministrationofficialsatthehighestlevelsarepayingattentionto
it.Shesaidsheshouldhaveanideaonappropriationsforglobalhealthinthenextweek.Benja
minSchatzaskedforanupdateontheHealthCareWorkerGuidelines.Dr.EvaSeilerofCDCrepor
tedthattheguidelinesarestillatCDC.Dr. Jeffrey Koplanreadthedraftguidelines (#
4 andfeltmoreworkneededtobedone.Hewasconcernedthattherewerenotenoughpatientprot 
ections,sotheguidelinesarenowbeing repackaged.Ms.Thurmanvolunteeredtocallboth t 
+&8 KevinThurmandDr.Koplantoinquireaboutatimetableforreleaseoftheguidelines. 
Dr.R.ScottHitt t PACHAInterimActivities & 11 Dr.Hittreportedonthreemajoractivit 
iessincethelastPACHAmeeting. MeetingwithKevinThurm: TheExecutiveCommitteemetwit 
hMr.ThurmonApril27, "" duringwhichCommitteemembersfocusedonseveralrecurringissu 
es.AccesstoCare:Dr.HittemphasizedtoMr.ThurmthattheCouncilwantstoseea bigplan.A

oneortwopagerfromHHSoutliningapolicyonaccesstocarewouldindicatesomeleadership 
ontheissue.KnowYourStatusCampaign:Dr.HittsaidtheCommitteemadeitclearthatabig,bo 
Idinitiative b isneeded,includingCDCaswellastheWhiteHouseandONAP.IfCDCcontinues 
toleadonthis,thecampaignmaygetlostinthebureaucracy.Leadershipfromaboveisneeded. 
NeedleExchange;Dr.Hittemphasizedthatnew,updatedscienceneedstobedisseminatedto $ 
healthexpertsandlegislatorsacrossthecountry.Henotedthattheoppositionhasbeenact 
iveingettingitsmessageout,whereasHHShasbeensiient.AmorepublicroleonthepartofHHS 
wouldhaveanimpact.SurveillanceGuidance:TheIanguagehasnotbeenfinalizedyet.TheExe  
cutiveCommitteeis $. encouragingHHStostatethatuniqueidentifiersareasgoodasnames 
reporting.FromtheCouncilsviewpoint,eitheronewouldbesatisfactory.Thisiscurrently 
ahotissueinCalifornia,whereanamesreportingbillwasrecentlyscuttled,andauniqueide 
ntifiersbillispending.OfficeofMinorityFlealth(OMH):TheCommitteeurgedtheAdministr 
ationtodowhateveritn+&8 cantoensurethatthe$8millioninOMFIfundingthatwasleftouto 
ftheFY1999appropriationsbillberestoredsothattheplannedprogrammingcanbegin.Flealt  
hCareWorkerGuidelines:Mr.Thurmdidnotknowthestatusofthese. & HFlSRegionalMeetings 
:TheseendedinearlyJune.TheCouncilwantsareportonanyaction
takenasaresultofthesemeetings.Mr.ThurmsaidFlFlSwantstorevamphowtheylookatAIDSwit 
hintheDepartment.Overall,Dr.HittsaidthemeetingwithMr.Thurmwas hardedged.TheExec 
utiveCommitteeconveyedthefeelingthatthereisalackofleadershipatFlFlS.Issuesarenotm 
oving.ThenextPACFJAExecutiveCommitteemeetingwithMr.ThurmisscheduledforJulyl3.FlHS 
Secretary DonnaShalalahascommittedtoattendtheOctoberCouncilmeeting.Mr.Summersemp 
hasizedthatthemeetingwithMr.Thurmdidhaveanimpact.Followingthemeeting,Mr.Thurmex



pressedsomefrustrationtoseveralHHScolleaguesthattheissuesidentifiedbytheCouncil 
werenotmovingfastenough.Dr.HittalsosaidhemetwiththeNationalOrganizationsRespond 
ingtoAlDS(NORA)ExecutiveCommitteetodiscusscoordinatingtimingandstrategiesonmany 
ofthesameissues.NORAisfocusingonRyanWhitereauthorization.Dr.HittaskedNORAtokeep 
theCouncilinformedontheiractivitiesregardingRyanWhite. LetteronOmnibusAppropria 
tionsBill: TheCouncilsentalettertothePresidentdiscussing ~$. thepotentialnegati 
veimpactofthebillonpubliclyfundedHIV/AlDSresearch. LetterontheEarlyTreatmentofH 
IVActofl999: TheCouncilalsosentaletteraskingthe (#4 Presidenttosupporttheintent 
ofthislegislation. t+&8 QuestionsandComments; Mr.SummersnotedthatDr.PaulGais 
twouldbestartingJunel4astheNlHagencyrepresentativeatONAPandwouldbeactinginthisr 
oleforthenextbmonths.Mr.SummersandDanielMontoyanotedthatDr.GaryNabeloftheNIHVRC 
wasntabletoattendthecurrentCouncilmeetingduetoplanningfortheVRCdedication,butis 
interestedinattendingtheOctobermeeting.Dr.HittdirectedMr.Montoyatosetupconferen 
cecalltimestomeetwithDr.Nabel.Dr.HittstressedthatCouncilmembersneedtobeeducated 
onthecompulsorylicensingissue,whichtheInternationalSubcommitteeistakingupinitsm 
eeting.HesaiditisimportantthatmembersnotletafewindividualsontheCouncilswaytheir 
opinionontheissue,becauseitissocomplex.HeaddedthattheCouncilneedstoaddressit,th 
oughithasnotbeenapriorityissuetodate.Dr.HittsaidtheCouncilshouldalsoconsiderwhe 
theritwantstoissueaprogressreportthisfall.Hewouldlikeinputfromsubcommitteechair 
sonwhatsuchareportshouldlooklike,whomitshouldaddress,andwhatmessageitshouldconv 
ey.Mr.AndersonaskedMr.SummersifMs.ThurmancouldpresentastatementfromtheCouncilon 
globalhealthappropriationsduringhermeetingwiththePresidentandReverendSullivanon 
Junes.Mr.SummersrespondedthatthiswouldviolateWhiteHouseprotocol,butthatperhapsM 
s.ThurmancouldmentiontheCouncilsposition. AfternoonGeneralCouncilSession%0!0 
AccesstoCarePanelPresentationDE Dr.HittintroducedthepanelofthreeGovernmentrepr 
esentatives.Ms.AragonandThomas*V%6 Hendersonservedascofacilitatorsofthepanel.M 
s.Aragon,representingtheServices h+&8 Subcommittee,beganbyprovidingsomebackgrou 
ndontheissueofaccesstocare.Shenotedthat2yearsago,HHSissuednationalGuidelinesfor 
theTreatmentofHlVDisease.TheseguidelineswerehailedbyAIDSadvocatesasamuchneededn 
ationalstandardofcare.AccesstocareisoneoftheCouncilssixpriorities,andCouncilmem 
bershavediscussedtheissuewiththePresidentandwithMr.Thurmonmanyoccasions.TheServ 
icesSubcommitteehasidentifiedanumberofkeyissuesrelatedtoaccesstocare.l.Thecriti 
calroleofsupportiveservices.Addressingmedicalcareisnotenough.Supportive serv
icesthatfacilitateaccesstocaremustalsobeconsidered.2.Appropriations.Congression 
alspendingcapsthreatenaccesstocare.
3.Disparateoutcomesacrossracialandethnicg
roups.HIVrelatedhealthoutcomescontinueto H varybyraceandethnicity.Eliminatingth
esedisparitiesmustremainapriorityfortheCouncilandtheAdministration.4.Medicaid.T
heSubcommitteehaslookedateligibilitycriteria.Therequirementthatsomeone mustb
every sickanddisabledbeforequalifyingforMedicaiddirectlycontradictsthetreatmentg
uidelines,whichencourageearlyaccesstocare.OnMedicaidreform,theJeffordsKennedybi
llincludesdemonstrationprojectsthatcouldhelpaddressaccesstocare,andthePelosiTor
ricellilegislationwouldallowStatestoexpandMedicaid.Ms.Aragonsaidthepurposeofthe
paneldiscussionwastoaddressanoverarchingplantoensureaccesstothePublicHealthServ
icestandardofcare.Whatisthebaselineforensuringaccesstocare?Whatistheplantoreach
populationsthatdonotcurrentlyhaveaccesstocare? DanielMendelson,OfficeoflVIanage 
mentandBudget (#4 MMr.Mendelsonbeganhispresentationbydescribingseveralconcerns 
hehasasthecongressional h+&8 appropriationsprocessmovesforward.Regardingthe302B 
allocations,henotedthattheleveloffundinginthecurrentHouseLaborHHSbillisdownabou 
tl8percentfromlastyear,whilethefundinglevelintheSenateappropriationsbillisdowna 
bout 13percentfromlastyear.The 1 SpercentdecreaseontheHousesidewouldtranslateintoa 
cutinRyanWhitefundingofabout$254million.HHShascalculatedthatthiswouldresultinde 
nialofservicesto69,000people.Mr.Mendelsoncalledthisacrisissituation,andencoura 
gedtheCounciltogetthemessageouttotheAmericanpeople.CDCsreductionisaboutSl ISmill



ionforHIVprevention.Mr.MendelsonsaidthereisaproblemwithinCDC,partofwhichisperce
ption.The perceptionproblemisthatsomeofthemoneythatshouldbegoingintoHlVpreventi
onaccountscantbefound.WhathappensisthattherearesomelineitemswithinCDCwhereitisv
erycIearthatthemoneyisgoingintoHlVprevention,andthereareotherlineitemswhereanal
locationmethodologyisapplied.lnthelattercase,somefractionoftheactivitiesoflocal
publichealthofficialsisattributabletoHIVprevention.TheCDChasinitiatedaprocessto
assessthis.Mr.MendelsonencouragedtheCounciltoletCDCknowthatthisisapriority.Hesa
idtheCouncilneedstomakesurethatCDCprogramshavethesamepoliticalcachetasRyanWhite
programs.RepresentativesCoburn,Bliley,andArmeyhavesentalettertotheGeneralAccoun
tingOffice(GAO)requestingafullauditofFederalHIV/AlDSprograms.Thiscouldappearasa
nappropriationsriderandcouldcompromisefundingstreamsandpublicperceptionsofhowmo
neyisbeingspent.Mr.Mendelsonmentionedasecondpotentialappropriationsriderissuere
gardingneedleexchange.Thisyearsriderwouldtakethepositionthatfundsarefungible,pr
ohibitinganyrecipientofFederalfundingfromrunninganeedleexchangeprogram.Itwouldd
enymoneytovirtuallyallneedleexchangeprogramscurrentlyoperating.OMBwillopposethi
seffort,usingthreearguments.ThefirstisaStatesrightsposition,e.g.,tellingStatesh
owtospendtheirmoneyiswrong.TheAdministrationwilltrytogetStatestoopposetherider.
Second,OMBwill h+&8 pointoutthattheriderwouldresultinadegradationofservices.CDC
willidentifywhichserviceswillbedisrupted.Finally,OMBwillemphasizethatabroaderba
nisdirectlyatoddswiththescientificevidence.RegardingtheJeffordsKennedybill,Mr.M
endelsonsaidOMBispleasedthatthedemonstrationprojectswillremainintact.ltiscritic
althatthebillbebroughttotheSenatefloor.Thedemonstrationprojectswillbeflexibleen
oughtoaccommodatewaiversforStateslikeMaine. EricGoosby,M.D.,HealthResourcesan
dServicesAdministration YDr.GoosbystatedthatbringingHlVpositivepopulationswit
houtaccesstocareintoacontinuumofcarehasbeenaleadingpriorityforHHSoverthelast2ye
arsandwillcontinuetobeapriorityoverthenext3years.TheHealthResourcesandServicesA
dministration(HRSA)andCDCaretheleadagenciesinthiseffort.HRSAhastakenonamottoof
lOOpercentaccessandzeropercentdisparity.Thereisanongoingefforttolookatthelinkag
esbetweenexistinglinesoftreatment"suchasSTDclinics,familyplanningclinics,commun
ityhealthcenters,andmigrantfarmworkerhealthclinics"asreservoirsforpatientswhone
edtobeidentifiedandbroughtintotheAIDScaredeliverysystem.HRSAisworkingwiththeHea
lthCareFinancingAdministration(HCFA)todevelopinnovativerelationshipswithStatest
oembracepeoplewithoutsourcesofpayment.ThedatacomingoutoftherecentChicagoandGene
vameetings,andfromJohnsHopkinsUniversity,indicatethatthiswillbeacosteffectiveap
proachinthelongrun.Dr.GoosbyaddedthatFlRSAistryingtodelineatethefactorsthatcontr
ibutetothedisparitiesinlongevity,entryintocare,developmentofopportunisticinfect
ions,stageofcareuponentryintothemedicaldeliverysystem,andmortalitydataamongmino
ritypopulationsintheUnitedStates. h+&8 MikeFIashHealthCareFinancingAdministra
tion b z Mr.FlashsaidFlCFAsstrategicplanforAIDShasfocusedonthreeareasxoordinati
onofservices,accesstoqualitycareservices,andaccesstocareitself.Withrespecttocoo
rdinationofservices,FlCFAhasestablishedaworkinggroupwithFlRSAtoaddresswaystomaxim
izecoordinationbetweentheprovisionoffundsthroughtheRyanWhiteActandthroughMedica
idandMedicare.LastNovember,FlCFAsentalettertoStateMedicaiddirectorsurgingthemtom
akecoordinationofservicedeliveryprogramsahighpriority.Accompanyingtheletterwere
twopublications:oneaddressingcoordinationbetweenMedicaidandTitleIloftheRyanWhit
eAct,andoneaddressingcoordinationbetweenStateAIDS [Eps?] 6 andMedicaid.Inaddit
ion,asurveyofStateMedicaidDirectorsisbeingconductedbytheAIDSTreatmentNetworkwit
hsupportfromtheFlenryKaiserFamilyFoundation.ThesurveyaddressesStateMedicaidcover
ageandeligibilitypoliciesastheyrelatetopersonswithFlIV,e.g.,prescriptiondrugcove
rage,viralloadtesting,andnewmodelsofservicedelivery.AllbutfourStateshavecomplet
edthesurveytodate.HCFAisintheprocessofanalyzingtheresults.Onqualityofcare,HCFAi
stakingstepstomaximizeadherencetostandardsofcare.AworkinggroupatHFlSislookingatw
aystooperationalizetheNIHTreatmentGuidelineswithinFederalandStatehealthcaredeli
veryprograms.Thegrouphastakenstepstodisseminatetheguidelines:theadultguidelines



werepublishedintheAnnalsofMedicine,andthepediatricguidelineswere $. publishedin
theMorbidityandMortalityWeeklyReport.Bothsetsofguidelineswerealsosent H'"2 outw
iththeStateMedicaidDirectorletter.LastSeptember,HCFApublishedanoticeofproposedr
ulemakingimplementingcertain n+&8 provisionsoftheBalancedBudgetActofl 997withres
pecttoMedicaidandmanagedcare.lnthatregulation,HCFAsolicitedcommentsonthebeststr
ategyforensuringthehigheststandardsforprivatemanagedcareplansthatwishtocontract
withStatestoprovideservicestoMedicaideligiblepersons.FICFAisalsoparticipatingina
maternalandchildhealthprogramwithStatepublichealthdepartmentstodevelopanappropr
iateinitiativetoinformHIVpositivepregnantwomenandnewmothersofinfantsatriskforHI
Vofthesignificanceofstartingtherapyearly.Regardingaccesstocare,HCFA,OMB,andFlFlSh
avebeenworkingwithMainetofleshoutaproposalforan 111 Swaiver.TheMaineproposalwassu
bmittedlastNovember,andFederalmeetingswithrepresentativesfromMainearecontinuing
.Outsideofl 115waivers,16Statesnowhavespeciallytargetedhomeandcommunitybasedserv
icewaivers. QuestionsandComments: \ Mr.FlendersonaskedthepaneltocommentonFeder
aldevelopmentofabroadplantoensurelOOpercentaccesstoqualitycareacrosspopulations
,Flowdothepiecesrittogether?Whatisthetimeframe?Dr.Goosbyacknowledgedthedifficult
yinreachingpopulationsthatarebecomingincreasinglydisenfranchisedfromthemainstre
amdeFiverysystem.ButhesaidFlRSAislookingata3yeartimeframeinwhichtheagencywouldst
arttoseedecreasingnumbersofpeopleoutofcare,decreasingnumbersofseroconversions,e
tc.Theideaistocreateacrossthreeagencies"FlRSA,CDC,andtheSubstanceAbuseandMentalH
ealthServicesAdministration(SAMHSA)"anexpectationofserviceintegrationandprogram
coordination,combiningtreatmentandpreventionservices.FlesaidFlRSAneedstostartaski
nggranteestoviewtheirroleas netsofcare,sothatcooperativerelationshipsarepartoft
heFederalexpectation.Thiswouldbeimplementedintheformofguidanceexpectationandtec
hnicalassistancedeliveredbytheFederalGovernment. h+&8 Dr.Goosbysaidtherehasbeen
anacceptanceofthisvisionattheleadershiplevelinallthreeagencies,buttherearesome
bigholesinthereimbursementarenaaswellasalackofinfrastructure.Someruralandurbana
reasmayproveproblematic.Thisyear,therewillbethreeurbandemonstrationprojectscoor
dinatedbyCDCtointegrateservicesacrossfundinglines.Thesedemonstrationsshouldserv
easmodels.ThereisalsoaneffortunderwaytointegrateacrossFnV,STD,andTBprogramsatth
elocallevel.Thisinitiativewillbeginin20citiesinFY1999.Mr.FIendersonaskedDr.Goosb
ytoquantifytheuniverseofthosewithoutaccesstocare.Dr.GoosbysaidFIRSAberievesthere
areabout300,000FnVpositivepersonsoutofcareanduninsured.Theseindividualslivepred
ominantlyinurbansettings,andmorethan50percentaremembersofminoritygroups.Pockets
intheNativeAmericancommunity,andinSanJuanandtheVirginlslands,alsoposeachallenge
interm sofaccesstocare.Mr.Mendelsonnotedthatitisextremelydifficulttoredirectstre
amsofF'ederalfunding,andtryingtodosomaythreatenonesbaseofsupport.FlealsosaidtheGo
vernmentsinabilitytoaddressaccesstocareforFllVpositivepersonshasresultedfromthef
ragmentationofthepublichealthdeliverysystem.TheAdministrationdidtrytoaddressthi
sina$lbillion,5yearinitiativeinthisyearsbudget.Mr.MendelsontoldtheCounciIthatOM
BisveryopentomakingchangesintheappropriationsprocessandinthePresidentsbudgetreq
uestnextyear.TerjeAndersoncommentedthathewouldliketoseeconcretenumbersputforwar
daspartofabroadplanonaccesstocare.Dr.Goosbyagreedthathighriskpopulationsineachc
ityneedtobeconcretely identified,alongwiththeirgeographicallocationsandbehaviora
lpatterns.Oneethesenumbersarederived,thewaysinwhichpreventionservicesinterfacew
itheachpopulationmustbeaddressed.FlesaidFlRSAhasattemptedtomovethedialogueinthatd
irection,butithasbeendifficult.TheFederalGovernmentisusedtothinkingintermsofSta
tesandcities,notspecificpopulations. h+&8 Mr.Hendersonstressedthatthe300,000fig
ureneedstobebrokendownintosegmentsforwhichstrategiestoimproveaccesscanbeimpleme
nted.Dr.StephenAbelaskedDr.GoosbywhatmethodologiesareavailablethroughRyanWhitet
ocarryoutqualityassessments,andifsuchassessmentscouldbemandatedintoHRSAsprogram
s.Dr.Goosbyrespondedthatfewmethodologiesareavailable.FiRSAunderstandsthisneedand
inthelastyearhasshifteditsfocusfortechnicalassistanceontoqualityassurance.Theag
eneyrecentlyhiredDr.MichaelJohnsontodevelopaqualityassurancecapabilityatFlRSAtha



twillencompasstechnicalassistanceandtheAlDSeducationaltrainingcenters.Theagency
hasreorganizeditsresourcestomakequalityassurancearealpriority.Dr.Goosbyalsonote
dthatthetightadministrativecapsinRyanWhitemakeitdifficulttoplacealargeexpectati
onongranteestodevelopaqualityassurancecapability.TheHCSUSstudypointedoutthesear
easofdeficiency.Mr.MendelsonsaiditisverydifficuIttokeepoutcomesmeasurescurrent,
particularlywhentreatmentisevolvingasrapidlyasitisforHlV/AIDS.Therefore,heiscon
cernedabouttyingspecificoutcomesmeasurestomoney.Itcouldhaveunanticipatedconsequ
ences.Mr.HashaddedthatHCFAisworkingtofindwaystoholdintegratedhealthcareplansacc
ountableformeetingappropriatestandardsandtodemonstrateperformanceimprovementann
ually.Ms.StokesquestionedtheGovernmentsabilitytogobeyondoutcomesmeasurestodefin
equalitycare,assessingfactorssuchaspatientsabilitytogetappointmentswiththeirloc
alRyanWhitefundedphysician.Dr.GoosbysaiditwouIdbedifficulttogettothatlevelofint
imacywithagranteeandsuggestedthattheappropriateFederalroleinasituationwhereinap
propriatecareisbeingprovidedwithgoodoutcomesmeasuresshouldbediscussed. h+&8 Ret
urningtotheissueofRyanWhiteadministrativecaps,Ms.AragonsaiditisimportantforFlRSA
tobeabletokeepandusethelpercenttechnicalassistanceandevaluationshaveavailableth
roughtheRyanWhiteCareAct,ratherthanhavethesefundsdistributedtootherFlFlSprograms.
ThiswouldallowFlRSAtoprovidemorerobusttechnicalassistanceandevaluation.Mr.Summer
saddedthatperhapsfundscouldbeobtainedthroughchannelsthatarenotdesignatedasHIVor
AlDSspecific,suchastheMinorityFlealthProfessionsAct.Mr.Robinsonemphasizedtheneed
forFederalagenciestospecificallyaddressthelackofmfrastructureinracialandethnic
minoritycommunities.Wheretheinfrastructureexists,FHV/AiDSdollarseitherarentavai
lableorhaventbeendistributed.RabbiJosephEdelheitaskedthepaneliftheestimated69,0
OOpersondropinthenumberofHlVpositiveindividualsservedasaresultoftheHousebudgetc
utisincludedinthe300,000figureofHIVindividualscurrentlyoutofcare.Thepanelagreed
thatthe69,000figureisprobablynotincludedinthe300,000total.RabbiEdelheitalsoaske
dDr.GoosbytoexplainFlRSAsandCDCstimidityonthe KnowYourStatuscampaigninlightofHRS
Asgoaltoidentifyallseropositiveindividuals.Dr.Goosbyrespondedthatthetwoeffortsa
relinkedandthatbothagencieshopetheywillcomplementeachother.Mr.Robinsonaddedthat
itiscriticaltonormalizetheideaoft)eingtested.Dr.Hittsaidhethinksthe300,000outofc
arenumberisanunderestimate,consideringthatthereareabout900,000FnVpositiveindivi
dualsintheUnitedStates,anditisestimatedthatathirddontknowtheirstatus.Mr.Fogelas
kedthepaneltoexplainwhyvariousFHV/AIDSinitiativesaremovingsoslowly h+&8 through
theFederalprocess.Referringspecificallytol 115waivers,Mr.FlashnotedthatFlCFAtakesc
aretoconsiderwhatkindsofprecedentsitmightbesettingandwhatkindsofunintendedconse
quencesmightoccurasaresultoftheagencysdecisionsonwaivers.Theagencymustcontendwi
thavarietyofstatutoryrestrictions,andbudgetaryandprogrammaticconcerns,topreserv
eMedicaidasanentitlementprogram.Mr.Summersnotedthat/mthecaseof  1115waivers,ands
pecificallytheMainewaiver,theprocessisadialoguewiththeStateinvolved,sodelaysare
incurredonthepartofbothFederalandStatenegotiators.LynneCoopercommentedthatthela
ckofsupportiveservicesisoftenthebiggestobstacletoaccesstocare.Mr.Andersontoldth
epanelthatasenseofurgencyneedstobereinstilledintheAdministrationregardingmaking
lifesavingtreatmentsavailabletoHlVpositiveindividuals.BarbaraArandaNaranjostres
sedtheneedfortheAdministrationtoexpandaccesstocareforthe300,000individualslivin
gwithFIlVwhoareoutofcare.Shenotedthattheseindividualsaredonothavetheresourcestoc
ometoWashingtontoadvocateforthemselves,so.,soitisimportantfortheCounsiciltoadvr
peresentrepresenttheirintertests.Bringingthediscussiontoconclusion,Ms.Aragonsai
doneofthemostimportantthingsmentionedbythepanelwasthefigureoDOO,OOOoutofcarein
dividuals.Shesaidthisfigureshouldserveasastartingpointtoestablishaplantobroaden
accesstocare,andrequestedthatpanelmembersconveytheCouncilsrequestforacomprehens
iveplantoSecretaryShalala.Mr.MendelsonnotedthatmanypeopleintheAdministrationhad
workedhardtopushtheJeffordsKennedybillthrough,andthatthelegislation,ifpassed,wo
uldaddresssomeoftheCouncilsfundamentalconcerns. h+&8 Dr.FIittsummedupbysayingtha
tleadershipandcoordinationareclearlylackingineachoftheagenciesrepresentedonthep



anel.Hereiteratedtheneedforaonepagememofromeachagencyoutliningtheobstaclestoimp 
rovingaccesstocareandsettingforthanoverallplanandaproactiveapproach. Tuesday,
Junes

AfternoonGeneralCouncilSession L PublicComment WayneTurner,ACTUP,Washing 
ton,DC "r Mr.TurnerdiscussedAlDSaccountabilityandtheneedtostrengthencomrrtunity
oversightofFederalAIDSfunding.HetoldtheCouncilaboutatrialunderwayinPuertoRico,w 
hereeightpeoplehavebeenchargedwithembezzling$2.2millioninFederalAlDSfunds.Sixof 
theeighthavepleadedguiIty,andtheGovernorofPuertoRicoisimplicatedinreceiving$250 
,000inAIDSfundsforhisl992politicalcampaign.Activistsareholdingdailyvigilsoutsid 
ethecourthousetobringattentiontothefactthatwhenAlDSmoneyisstolen,peopledie.Mr.T 
urnersaidtheminorityleaderofthePuertoRicoStateLegislaturewrotealettertoSecretar 
yShalalainl993outliningirregularitiesandconflictofinterestviolationsconcerningA 
lDSfunds.Heposedthequestion:lfHRSAhadcarriedoutitsoversightfunctioninl993,howma 
nypeoplemightstillbealive?HesaidthesituationinPuertoRicoisnotanisolatedone.Coun 
cilmembersneedtoexaminewaystostrengthenoversightsothatthisdoesnotkeephappening. 
ACTUP,theAIDSAccountabilityProject,andothershavecalledforaGAOperformanceauditon 
AlDSfunding.HenotedthatitwasRepublicanRepresentativesCoburn,Bliley,andArmeywhow 
rotealettertoGAOrequestinganaudit. h+&8 Mr.TurnerofferedtwoproposaIs:TheGAOaudi
tmustbecarriedout,andconflictoFinterestrulesmustbeenforced.In Washington,DC,fore 
xample,only4of60planningcouncilmembersarenotdrawingsalariesandarenotboardmember 
soforganizationsreceivingFederalAlDSmoney.Theplanningcouncilsarebuiltinstructur 
esforcommunityoversight,andmembershiprequirementsneedtobeadjustedtoensuretherei 
snoconflictofinterest. Comments: L HelenMiramontescommentedthatsaidtheCounci
IshoudldexercisecautionisnsupportingtheauditMr.RobinsonsaidtheCouncilhadbeeneng 
agedwithlocalagenciestosupportthemintheiroversightactivities,buttheCouncilcould 
playagreaterroleinthisarea.Mr.AndersonnotedthattheFlRSAAlDSAdvisoryCommitteemeti 
nMaytodraftaseriesofrecommendationsregardingthereauthorizationoftheRyanWhiteAct 
.OneoftherecommendationsstatedthatatleastSlpercentofthemembershipofanyplanningb 
odyshouldbefreeofanyconflictofmterestasdefinedinthelaw.DebraFraserHowzeurgedth 
eCounciltobecautiousaboutsupportingtheperformanceaudit.Shenotedthat,historicall 
y,everytimealargeamountoffundingisdirectedtocommunitiesofcolor,acallforanauditf 
ollows.ShesaidtheAlDScommunityshouldwaittoseehowthingsplayoutinPuertoRicobefore 
layingblame.Dr.ArandaNaranjoandFlelenMiramontesalsoquestionedtheintentofthosebeh 
indtheauditrequest.CharlesTroupestressedthattheissueofmisappropriationoffundsis 
indeedapartisanone,andthattheAlDScommunityshouldnotlooktoRepublicansforsympathy 
andsupport. SubcommitteeReports %0!0. ResearchSubcommittee (#4 Dr.Levinefi 
rstremindedMr.MontoyatoscheduleaconferencecallwithChrisCollins.ShenotedthatRepr 
esentativePelosihassponsoredabill,H.R. 1274,togivea30percenttaxcredit h+&8 tocor
porationsorindividualsdoingvaccineresearchforanydiseasethatkillsmorethanonemill
ionpeopleworldwideperyear.ThecreditwouldnotapplytothosedoingresearchunderanyGov
ernmentgrantorcontract.Thesubcommitteewillseekmoreinformationonthebillandwillre
portbacktotheCouncilinOctober.ThesubcommitteeexpectstospeaktoDr.Nabelviaconfere
ncecallregardingthevaccineresearcheffortatNlH.ShesaidMichaellsbellreportedonrec
entactivitiesofthelnternationalAlDSVaccinelnitiative(lAVl).lAVlisfocusedonmovin
gquickly,tryinginnovativeapproaches,andworkingwithunderdevelopednations.Theorga
nizationisdevelopinginternationalpartnerships.Onepartnership,linkingOxfordUnive
rsityinEnglandwiththeUniversityofNairobiinKenya,isfocusingonaDNAviralapproachto
avaccine.Thisinitiativeisexpectedtomoveintoclinicaltrialslaterthisyear.Asecondp
artnershipisusingVenezuelanequineencephalitisasavectorfortestingavaccine.Thisin
itiativejoinsVenezuelaandSouthAfricaandisexpectedtomoveintoclinicaltrialsinearl
y2000.1AVlalsoreceiveda$25milliondonationfromBillGates,whichwillbedistributedin
sumsofSSmillionayear.ThesubcommitteeanticipatesaconferencecallwithlAVloverthesu
mmertooffertheCouncilsassistance.Dr.JudithAuerbachoftheOfficeofAlDSResearchatNl
Flalsospoketothesubcommitteeaboutbehavioralinterventions.TheNlHbudgetforbehavior



alandsocialscienceresearchincreasedby21percentthisyear;theonlyotherincreasethat
wascomparablewasforvaccines,whichroseby3 Ipercent.Themoneybeingspentthisyearforb
ehavioralinterventionsresearchis$213million,whilethevaccinefundinglevelis$148mi
Ilion"afigurethatisstillverylow.NIHislookingatsettingsastheyrelatetominoritypop
ulations,gender,anddruguse,andisdoingveryapplied,focused,inlerventionbasedresea
rch.ThesubcommitteeaskedDr.Auerbach h+&8 foracompletelistingofresearchprojectsi
nthisarea.Dr.LevinenotedthatDr.NealNathansonshouldbecommendedformovingquicklyin
thisdirection.NlHsfundingprioritiesinthisareaareonprimaryprevention,secondarypr
evention,andmethods.Thesubcommitteeexpressedaconcernthatthereisadisconnectbetwe
enNIHandCDCthatimpedesthetranslationofresearchintoactualinterventions.Dr.Helene
GayleofCDCagreedthatthisisaproblemandthatanadministrativemechanismisneeded.Thes
ubcommitteealsostressedthatailoftheplayersneedtobecommunicatingallofthetime.Dr.
GaylesaidshewouldtaketheseconcernsbacktoCDC.lfnothinghappensbythenextCouncilmee
ting,thesubcommitteewillmakeaformaIrecommendationregardingtheseissues.Thesubcom
mitteescheduledthreeconferencecallsforJuly21,Augustl 8,andSeptemberl 5orl6,allatl
0:00a.m.OnecallwillbewithDr.Nabel,onewillbewithIAVI,andonewillberelatedtothePel
osibill.Dr.HittaskediftherehadbeenanyoppositiontothePelosibill.NoneoftheCouncil
membershadheardofanyopposition.Healsoaskedaboutcoordinationonthevaccineeffort.D
r.LevinesaidtheCouncilshouldwaittobebriefedbyDr.Nabelatthenextmeeting.Ms.Miramo
ntesnotedthattheAIDSVaccineAdvocacyCoalition(AVAC)hadjustreleasedareportcalled
EightYearsandCountingonthevaccineeffort.ShecalledAVACandrequestedenoughcopiesfo
reachCouncilmember. PreventionSubcommittee %0!0 Mr.Robinsonreportedthatthesubc
ommitteediscussedCDCseffortsrelatedtoprevention.First,aCDCAdvisoryCommitteework
inggroupiscarryingoutaninventoryofCDCsAIDSspecificprogramsandexaminingtheirprio
rities.Dr.GaylesaidthisprocessshouldbecompletedbyJulyorAugust,andareportwillbei
ssued.Thesubcommitteeexpressedsomeskepticismh+&8 aboutthevalueofthisprocess,bu
tdecidedtherearesomebenefits,suchasbroaderaccesstoinformation.Dr.Gaylesaidshewo
uldupdatethesubcommitteeoncetheprocessiscompleted.Sincetheprocessisaninternalon
e,thesubcommitteeisconcernedabouttheobjectivityofanyresultingrecommendations.Mr
.RobinsonnotedthattheGAOauditwilloccursimultaneously,andthishassparkedacommitme
ntamongsometoimplementsigniricantchangesinCDCsapproach.Second,thesubcommitteere
ceivedanupdateonthe KnowYourStatuscampaign.MemberswereimpressedthattheCDChaswor
kedtobuildaweekofactivitiesaroundNationalTestingDay.However,thecrossagencyleade
rshipneededtobringanationalfocustothiscampaignisnotevident.Therefore,thesubcomm
itteehascommittedtobiweeklymeetingswithrepresentativesfromHHS,CDC,andONAPtogaug
etheirprogressonthecampaign,andtocoordinateaccesstoanduseofresourcesandcontacts
.ThesubcommitteealsosuggestedthataCDCcoordinatorforthecampaignbeplacedatONAP.Af
tersomediscussion,itwasdecidedthatDr.HittwouldsendamemotoMr.ThurmpriortotheJuly
13meetingrecommendingplacementofanFTEcoordinatorbyCDCatONAP.Ms.ThurmansaidDr.Ga
ylehadbeentryingtorecruitsomeonetotakethepositionbuthadnotbeensuccessful.Dr.Flit
tsaidhewouldcallDr.GayletoreinforcethemessagethattheFTEisapriorityfortheCouncil
.AtDr.Hittssuggestion,itwasdecidedthatMr.Andersonwouldsendoutageneralbroadcastf
axoremailtoallCouncilmembersfollowingeachbiweeklymeetingonthe KnowYourStatuscam
paigntoupdateeveryoneoncampaignactivities.ThesubcommitteealsodiscussedtheHealth
CareWorkerGuidelines.Dr.GaylesaidthatCDCsreviewoftheguidelinesshouldbecompletew
ithinaweekto 1 Odays,andthedocumentwouldthenbeforwardedtoHHS. h+&8 Dr.Flittsuggest
edincludingarequestforatimelineontheguidelinesinthememotoMr.Thurm.Mr.Montoyarem
indedallsubcommitteechairsthattheyshouldsubmitinwritinganyitemstobeincludedinth
ememotoMr.ThurmpriortotheJulyl3meeting.Finally,Mr.Robinsonmentionedthattheupdat
eonthe 1996youthreport [isthisfromCDC?] L isunderway,andisexpectedtoberelease
dbyWorldAlDSDay.ThesubcommitteealsorecommendedthatDr.KoplanbeinvitedtotheOctobe
rmeetingwhenSecretaryShalalaispresent.Dr.HittsuggestedthattheCouncilsExecutiveC
ommitteetrytoscheduleapreliminarymeetingwiththeSecretaryandMr.ThurmbeforetheOct
obermeeting. RacialandEthnicPopulationsSubcommittee b Dr.NilsaGutierrez said



thesubcommittee decidedtoorganizeapresentationtothefullCouncil t onthecharact 
eroftheepidemicinLatinocommunities,tobegivenattheOctobermeeting. An , outline 
ofthepresentationwasdistributedtoeachCouncilmember.Thepresentationwilladdresssi 
xareas:ageneraloverviewofLatinosubpopulations;thehealthstatusofLatinopopulation 
s;HIVinfectiontrendsandproblemsofunderreporting;theparticularitiesofthehealthca 
reinfrastructureinLatinopopulations;theimpactofsubstanceabuseanduseinthespreado 
fHlVinfection;andthecaseoftheVirginIslands,wheretheGovernmentisfacingbankruptcy 
andarapiddegradationofservicesisoccurring.ThepresentationwilItake90minutes.Howt 
heepidemichasaffectedthegayLatinocommunity,women,andinmateswillalsobeaddressed. 
Dr.Hittsaidthepresentationwasagoodidea,butthattheExecutiveCommitteeneedstorethi 
nklogisticsandschedulingfortheOctobermeetinginordertofiteverythingin. z+&8 Ms.A 
ragonsuggestedthatLatinocommunityleadersbeinvitedtotheOctobermeetingfortheprese 
ntationandafollowupmeeting.Dr.Gutierrezsaidthesubcommitteehadalsodecidedtobegin 
toincludetheLatinoperspectivesofnongovernmentalorganizations,immigrationcoaliti 
ons,andpublicinterestattorneysinsubcommitteemeetings.AspectsoftheepidemicinMexi 
coandPuertoRicowillalsobediscussedinfuturesubcommitteemeetings.Mr.Montoyasaidhe 
neededtoclearlogisticsfortheLatinopresentationwiththesubcommittee.SteveLewadded 
thatthesubcommitteewouldalsoliketoscheduleadiscussionofAsianandPacificlslander( 
APl)populationsatafutureCouncilmeeting.CharlesBlackwellnotedthatthePresidentjus 
tsignedanexecutiveorderonAPlhealthcareissues,andthattheissuemightbeappropriatef 
ortheDecemberCouncilmeeting.HeaddedthattheCouncilmayneedtorevisitadiscussiononN 
ativeAmericanpopulations,andthataninterimmeetingofthesubcommitteemightbeneeded. 
Mr.MontoyasaidtheCouncilshouldpushforthenewPresidentialCommitteeonAPIstoschedul 
eapresentationonHlV/AlDStohighlightnotjusthealthissuesrelatedtoHIV,buteducation 
andlaborissuesaswell. InternationalSubcommittee !
* Mr.Andersonreportedonseveralpresentationsbeforethesubcommitteeonthecompulsory 
licensingissue,includingthosefromthePharmaceuticalResearchandManufacturersofAme 
rica(PhRMA),MedecinsSansFrontieres,theWorldBank,theJointUnitedNationsProgrammeo 
nHlV/AlDS(UNAIDS),theHealthGapCoalition,andconsumeradvocates.Mr.Andersonsaidthe 
waysinwhichU.S.copyright,patent,andtradepoliciesaffectcompulsorylicensingarenot 
easilyunderstood,andthesubcommitteeisstrugglingtounderstandallofthe h+&8 issues 
implications.Thesubcommitteewouldliketofocusontwotasks:(l)afurtherexaminationof 
currentandfutureU.S.policyoncompulsorylicensing,whichwouldinvolvehearingfromU.S 
.Governmentagencies,and(2)afactfindingofperspectivesfromthedevelopingworld.Acon 
ferencecallorinterimsubcommitteemeetingwithseveralU.S.Governmentrepresentatives 
istentativelyplannedforthissummer.Mr.AndersonalsoemphasizedthattheU.S.Governmen 
tsresponsetoHlV/AIDSonaglobalscaleneedstobeconsideredaspartofthediscussiononcom 
pulsorylicensing.Mr.Andersonsaidhewoulddistributecopiesofthewrittenstatementssu 
bmittedbythosepresentingbeforethesubcommittee.Mr.Montoyaindicatedhisstaffmember 
swouldbewritingasummaryofthesubcommitteessessiononcompulsorylicensing.Mr. Anders 
onsaidthesubcommitteeshouldbeabletomakeapresentationoncompulsorylicensingtothef 
ullCouncilbytheDecembermeeting.Mr.Montoyasaidhisofficewouldbesendingoutalotofm 
formationoncompulsorylicensing,andstressedthateachCouncilmemberhasaresponsibili 
tytoreadtheinformationbecausetheissueissocomplex.Mr.AndersonnotedthattheCouncil 
needstodeterminewhatparallelsexistwithregardtocompulsorylicensingforotherdrugsa 
nddiseases.Dr.HittmentionedthatTheVillageVoicehadpublishedanarticleaboutVicePre 
sidentGores !
* positiononcompulsorylicensinginSouthAfrica.Ms.Thurmansaidherofficehaddraftedt 
alkingpointsinresponsetothearticle.ShesaidtheVieePresidenthadnotsidedwiththepha 
rmaceuticalindustryperse,buthadadvocatedstrongpatentprotectionandfindingabalanc 
ebetweenprovidingincentivesfordrugdevelopmentandprotectingprofits.Mr.Andersoncl 
arifiedthatSouthAfricaisnotcurrentlyusingcompulsorylicensing,butalawisonthebook 
sthatwouldallowit.ThereisconcernintheU.S.tradecommunityaboutthe h+&8 potentiali 
mpactofthislaw.Ms.ThurmannotedthattherehavebeentimeswhentheUnitedStatesandother



countrieshaveusedcompuIsorylicensing,sotheAdministrationisgatheringinformationa
nddeterminingwhatprecedenthasbeenset.Mr.Troupequestionedwhetherpharmaceuticalco
mpaniesareseekingexcessiveprofitsinthedevelopingworld.Ms.Greenbergercommentedth
atpricing,compliance,andpatentissuesmakecompulsorylicensingacomplicatedissue"it
snotjustaboutprofits.Dr. Bruce WenigersaidhewassurprisedattheU.S.Governmentsaggre
ssivenessinpursuingpunitiveaction(e.g.,withdrawingtariffpreferences)againstSout
hAfricabeforeanylicensinghadactuallyoccurred.Dr.HittnotedthatgenericAZTisavaila
bleinCanadaandcostsabout40percentlessthanwhatitcostsintheUnitedStates.Mr. Anders
onnotedthatthiswasaparalleltradeissue,notacompulsoryHcensingissue.Dr.Hittreque
stedthatsomeoneontheInternationalSubcommitteedraftanexecutivesummaryoncompulsor
ylicensingasthediscussionprogresses.Mr.Andersonsaidmostnationalorganizationsare
reallystrugglingtodevelopapositiononcompulsorylicensing.UNAlDSiscurrentlyworkin
gonapositionstatement,anditwouldbeinstructivetolookatthatstatementwhenitisrelea
sed.Ms.ThurmansaidsherecentlymetwithPeterPiotofU'NAIDSandrepresentativesoftheVic
ePresidentsoffice,theDepartmentofCommerce,andtheU.S.TradeRepresentativesofficet
odiscusstheAdministrationspolicyoncompulsorylicensing.Thegroupdraftedaninitials
etoftalkingpoints,butacompletepolicystatementisstillbeingdebated. h+&8 Appropr
iationsSubcommittee Ms.AragonreportedthatthesubcommitteediscussedtheFY2000app
ropriationsprocessandthebudgetcapsissuethatMr.Mendelsonaddressedinhispresentati
ontothefullCouncil.ShenotedthatthisisaserioussituationforboththeLaborHHSbilland
theVAHUDbill.ShesaidHouseSpeakerDennisHasterthasbeentalkingabouttransferringsom
eDepartmentofDefensemoneytoHHS.SheurgedCouncilmembersnottobedeceivedbythismove,
astheamountofthetransferwouldbeinsignificantincomparisontothecutstakentomeetthe
budgetcaps.ThismovecouldendupunderminingtheAIDScommunitysadvocacyefforts.ltisim
portantthatadvocatesmakeAIDSa squeakywheelandconveythemessagethatthebudgetcapsa
renotacceptable.ThesubcommitteewouldlikeanupdatefromtheAdministrationinOctobero
nhowthe$156millionfromtheCBCisbeingspent.TheCBCisleadinganefforttoadd$180millio
ninnewfundingforHlV/AlDStotheFY2000appropriationsbill.Thisfundingrequestwouldpr
obablyincludeLatinosandothercommunitiesofcolorinadditiontotheAfricanAmericancom
munity.Ms.AragonaskedthattheAppropriationsSubcommittee,theRacialandEthnicPopula
tionsSubcommittee,andtheInternationalSubcommitteemeetingsnotoverlapduringtheOct
oberCouncilmeeting.Mr.Troupesuggestedthatmoneylostthroughthebudgetcapsmightbere
placedthroughfundingfromtheNationalConferenceofStateLegislatures(NCSL)andtheNat
ionalBlackCaucusofStateLegislatures(NBCSL).HestressedthattheAIDScommunityneedst
ostartlookingattheStatesforfundingratherthandependingontheFederalGovernment.Ms.
AragonagreedthattheStatesareimportantpartners,butemphasizedthatthemagnitudeofcu
tsthatcouldoccuriftheFY2000budgetcapsaresustainedwouldfarexceedthecapacityofSta
teorlocalentities,andthatcriticalservicescouIdbelost. h+&8 ServicesSubcommitte
e ThesubcommitteeorganizedMondaysaccesstocarepanelpresentation.Ms.Aragonsaidt
hesubcommitteewouldfollowupwiththethreepresentersregardingdevelopmentofabroadpl
antoaddressaccesstocare.Inaddition,thesubcommitteeheardapresentationfromNanRoma
nandRandyRusselloftheNationalAlDSFlousingCoalition,which,alongwithNORA,isrequest
inga$60millionincreasefortheHousingOpportunitiesforPersonswithAIDS(HOPWA)progra
minFY2000.TheydiscussedthecriticalroleofhousinginstabilizingthosewithHlVandinfa
cilitatingaccesstocare.Forthisreason,thesubcommitteewillcontinuetomonitorFIIVhou
singissues.ThesubcommitteealsodiscussedRyanWhitereauthorization.Memberswouldlik
etoinvitecommunityadvocatestoprovideaninformationalupdateonthereauthorizationpr
ocessduringtheOctobermeeting.Finally,Ms.Aragonsaidthesubcommitteehadscheduledit
snextfourorfiveconferencecalls. OtherBusiness F& Mr.MontoyaremindedCouncilme
mbersthatthenextmeetingwillbeheldOctober4and5,1999.TheExecutiveCommitteewillhol
ditsFirstconferencecallonJune23atl 0:00a.m.Easterntime.Allsubcommitteechairsmust
submittheirconferencecallschedulestoMr.Montoya.Travelreimbursementsmustbesentin
assoonaspossible.FortheJune23conferencecall,itisimportantthatallsubcommitteecha
irssubmittoMr.MontoyatheiragendaitemsfortheJulyl3meetingwithMr.Thurm,requestsfo



rinterimCouncilactivitybeforetheOctobermeeting,andrequestsforCouncilagendatimea 
ttheOctober h+&8 meeting.Dr.Hittreiteratedthat,inhismemotoMr.Thurm,hewouIdmenti 
ontheFTEforthe KnowYourStatuscampaignandatimetablefortheHealthCareWorkerGuideli 
nes.RegardingCouncilmemberterms,Dr.Hittsaidthevettingprocessfornewmemberswouldt 
akeacoupleofmonths.SeventeenmemberstermswillendinJuly,fiveadditionalmembersterm 
swii lexpireby December,andonlytwomembershaveexpressedadesiretorotateofftheCounci 
l.ltisDr.Hittsunderstandingthatvacancieswillbefilledbyrandomselection.Heexpects 
afairturnoverbetweennowandDecember.Themeetingwasadjournedat4:15p.m.i +.'5 h+&*
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