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The Basics

⦁ Stemmed from the Back to Sleep Campaign
⦁ Established in 2012
⦁ Informs audience of SIDS and other 

sleep-related deaths for infants
⦁ Persuades audience to partake in the 

recommended behaviors when putting infants 
to sleep
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History & Culture of the Time
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1 1969

SIDS was recognized as 
an actual health 
condition (not defined 
until 1989)

2 1974

SIDS was identified as a 
significant public health issue

3 1992 - 1994

U.S. follows in footsteps of a few 
other larger nations to install 
informative strategies used to 
reduce the risk of SIDS

The Back to Sleep Campaign 
came in 1994



Logistics of the Campaign

Goals

❖ Inform the audience of 
the prevalence of SIDS 
and other 
sleep-related COD

❖ Educate and persuade 
parents and other 
caregivers to use the 
recommended 
sleep-environment 
behaviors

Target Audience

❖ Different media for 
different audiences
➢ Connection to 

child
➢ Demographics

❖ In general, anyone 
currently or in the 
future that would have 
to take care of or be 
responsible of an 
infant

Media & Channels

❖ Begin by sending 
physical materials to 
nurseries, OBGYNs, 
and hospitals & PSAs 
on radio and TV

❖ Received publicity 
from both Gerber and 
Johnson & Johnson

❖ “Feet to foot” slogan
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130 per 100,000 
live births

SIDS deaths in 1990 as 
reported by the CDC

Motivation for 
Creation

10% 
Reported using back 

sleeping in 1992
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Persuasion Techniques

Social Judgement Theory

❖ Care determines impact
❖ Credibility

➢ NIH, Gerber, U.S. 
Surgeon General 
Joycelyn Elders, 
M.D.

❖ Small steps
➢ Not overwhelming
➢ Doable 

Elaboration Likelihood & 
Health Belief Model

❖ Central and peripheral 
processing with each 
audience

❖ Those more 
susceptible are more 
likely to care

❖ Benefits are major
❖ Physician advice and 

social influencers

Social Cognitive 
Theory

❖ People learn the most 
through models

❖ Social influencers 
make people more 
likely to model what is 
around them

❖ Key media outlets

8



Objectively
❖ SIDS rates dropped by 60% with 

the Back to Sleep campaign
❖ BUT…research showed that 

though the rates did drop, there 
were also some other factors
➢ Death classification
➢ Other COD

❖ Safe to Sleep changed objectives 
and continued to decrease death 
and increase behavior rates until 
plateau

Effectiveness of the Campaign
Subjectively
❖ Effectively informed target population and 

used different mediums for different 
groups

❖ Didn’t only apply to mothers
❖ Publicity from top baby product suppliers 

worked well 
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Possible Improvements
❖ Use modern media to reach 

audiences preparing for parenting
❖ Mention on infographic for higher risk 

populations that they are higher risk
❖ More models could have been 

implemented to show how sleeping 
environments can be dangerous
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Improvement in Numbers

(NIH)
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