-),%markers

Bibliographies of practice descriptions
and selected evidence-based practices
Tracking, Referral and Assessment Center for Excellence

Sources of Information About Public Awareness Practices
Carl J. Dunst, Shannon M. Lucas, and Felix J. Click
This Milemarkers bibliography includes selected references to public awareness practices and
research useful for developing methods and strategies for locating children eligible for early
intervention or preschool special education. Sources of information about public communications
campaigns, public service announcements, preparation of printed materials, message framing, and
social marketing are included.

well-known or respected individual as a means of presenting the message).
Public communication campaigns are generally defined both in terms of the methods they employ and the
objectives of the campaign. According to Paisley (2001),
“The definition of public communications campaigns can
focus [either] on … strategies of social control insofar as
one group intends to influence the beliefs or behavior of
another group (objectives) or the communicative method
that is called noncommercial advertising” (pp. 5-6).

The conduct of a public awareness program that focuses on the early identification of children who are eligible for early intervention or preschool special education
services is an explicit requirement of the Individuals With
Disabilities Education Act (1997). According to the regulations for the Act, a public awareness program includes,
but is not limited to, the preparation and dissemination of
materials to primary referral sources … and the general
public about services through television, radio, and newspaper releases, pamphlets and posters, and a toll-free
telephone number (see 34 C.F.R. § 303.320).
A review of the public awareness literature finds that
public awareness research and practice can be organized
into several major categories: Public communications
campaigns, public service announcements, preparation
of printed materials, message framing, and social marketing methods and strategies. This Milemarkers includes
selected references to research and practice in each of
these categories that practitioners responsible for locating eligible children should find informative and useful
for improving child find activities. Public awareness practices are one type of child find activity (Dunst & Trivette,
2004) that constitutes the focus of research and practice
at the Tracking, Referral and Assessment Center for Excellence (www.tracecenter.info).

Bernstein, H. K. (1993). Campaigning for early intervention. Infant-Toddler Intervention: The Transdisciplinary Journal, 3, 199-209.
Dombro, A. L. (1995). Sharing the care: What every
provider and parent needs to know. Children Today, 23(4), 22-25.
Dombro, A. L., O’Donnell, N. S., Galinsky, E., Melchar,
S. G., & Farber, A. (1996). Community mobilization: Strategies to support young children and
their families. New York: Families and Work Institute. (ERIC Document Reproduction Services No.
ED411038).
Families and Work Institute. (1997). I Am Your Child/
Early Childhood Public Engagement Campaign:
Report on local, state and national organization
activities. (1997). New York: Author. (ERIC Document Reproduction Service No. ED409999).
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Public communications campaigns are multimedia
initiatives that include a mix of strategies that try to influence the ways in which people think, decide, behave,
and act (Coffman, 2002; Rice & Atkin, 2001). They often include messages that are used to influence people’s
beliefs and behaviors, the medium used for delivering the
messages (printed materials, billboards, public service announcements, etc.), and the methods or strategies used
to effectively communicate the message (e.g., using a
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Jacobson, L. (1997). Awareness campaign puts spotlight on importance of ages 0-3. Education Week,
16(30), 6-10.
Rice, R. E., & Atkin, C. K. (Eds.). (2001). Public communication campaigns (3rd ed.). Thousand Oaks,
CA: Sage.
Rimal, R. N., Flora, J. A., & Schooler, C. (1999). Achieving improvements in overall health orientation: Effects of campaign exposure, information seeking
and health media use. Communication Research,
26, 322-348.
Stigler, M. H., Pirie, P., Havlicek, D., Birnbaum, C. R.,
& Fitz, L. (2001). Doing our part so kids don’t start:
An evaluation of a statewide public awareness campaign. Cancer Practice, 9 (Suppl 1), S37-S42.

225-245.
LaMay, C. (2002). Public service advertising, broadcasters, and the public interest: Regulatory background
and the digital future. In L. Schiller & T. Hoff (Eds.),
Shouting to be heard: Public service advertising
in a new media age (pp. 7-13). Retrieved February 19, 2003, from http://www.kaisernetwork.
org/health_cast/uploaded_files/BackgroundPapers.
KaiserPSAs.pdf.pdf.
McAbee, T. A., Miller, B. J., & Burnside, V. (1986).
The “Feelings Just Are” children’s television project.
Community Mental Health Journal, 22, 56-60.
Miyamoto, C. (n.d.). Six steps to effective PSAs. Retrieved February 19, 2003, from http://www.geocities.com/WallStreet/8925/writepsa.htm.
Murry, J. P., Jr., Stam, A., & Lastovicka, J. L. (1996).
Paid- versus donated-media strategies for public
service announcement campaigns. Public Opinion
Quarterly, 60, 1-29.
Song, S. (1998). Effects of the issue and receiver in evaluation of public service announcements (PSAs): Implications for public information campaigns, public relations, and social marketing. Disseration Abstracts
International, 58(07), 2444A. (UMI No. 9738743).
Tellis, G. J., Chandy, R. K., & Thaivanich, P. (2000).
Which ad works, when, where, and how often? Modeling the effects of direct television advertising [Electronic version]. Journal of Marketing Research, 37,
32-46.

Public Service Announcements
A public service announcement (PSA) is a short film,
video recording, newspaper announcement, Web page
posting, or radio announcement presented by a not-forprofit organization or governmental agency, or an advertisement or commercial by an advertiser as a public
service, that attempts to persuade viewers or readers
to take action deemed to be in their best interest. PSAs
are typically short (can be viewed or read in 30 to 60
seconds) and have only one main point or issue that is
the focus of message delivery. The reader is referred to
the National Association of Broadcasters (www.nab.org/
publicservice/) for examples of PSAs as well as useful
resources for developing PSAs.

Printed Materials

Atkin, C., & Schiller, L. (2002). The impact of public
service advertising. In L. Schiller & T. Hoff (Eds.),
Shouting to be heard: Public service advertising
in a new media age (pp. 21-30). Retrieved February 19, 2003, from http://www.kaisernetwork.
org/health_cast/uploaded_files/BackgroundPapers.
KaiserPSAs.pdf.pdf.
Berger, W. (2002). Public service advertising in America:
An overview. In L. Schiller & T. Hoff (Eds.), Shouting to be heard: Public service advertising in a new
media age (pp. 1-5). Retrieved September 9, 2004,
from http://www.kaisernetwork.org/health_cast/
uploaded_files/BackgroundPapers.KaiserPSAs.pdf.
pdf.
Hammond, S. L., Freimuth, V. S., & Morrison, W.
(1987). The gatekeeping funnel: Tracking a major
PSA campaign from distribution through gatekeepers to target audience. Health Education Quarterly,
14, 153-166.
Klingle, R. S., & Aune, K. S. (1994). Effects of a daytime
serial and a public service announcement in promoting cognitions, attitudes, and behaviors related to
bone-marrow testing. Health Communication, 6,

Printed materials include, but are not limited to, brochures, newspaper and newsletter articles, billboards,
leaflets, pamphlets, flyers, posters, and other text- or image-based documents that are used to inform or influence
people’s decision making and action. A converging body
of evidence indicates that the characteristics of printed
materials matter a great deal if they are to influence decision making and action, and that different material characteristics are effective depending upon their format (e.g.,
brochures vs. billboards). For example, printed materials
that have a targeted message or a targeted audience are
more effective than nontargeted materials (Kreuter et al.,
1996, 1999). The reader should find Paul, Redman, and
Sanson-Fisher (1997) especially useful for developing evidence-based printed materials (Paul & Redman, 1997).
Allensworth, D. D., & Luther, C. R. (1986). Evaluating
printed materials. Nurse Educator, 11, 18-22.
Bull, F. C., Holt, C. L., Kreuter, M. W., Clark, E. M.,
& Scharff, D. (2001). Understanding the effects of
printed health education materials: Which features
lead to which outcomes? Journal of Health Communication, 6, 265-279.
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Bull, F. C., Kreuter, M. W., & Scharff, D. P. (1999). Effects of tailored, personalized, and general health
messages on physical activity. Patient Education
and Counseling, 36, 181-192.
Currie, K., Rajendran, M., Spink, J., Carter, M., & Anderson, J. (2001). Consumer health information:
What the research is telling us. Australian Family
Physician, 30, 1108-1112.
Davey, C., Austoker, J., & Jansen, C. (1998). Improving written information for women about cervical
screening: Evidence-based criteria for the content of
letters and leaflets. Health Education Journal, 57,
263-281.
Dixon-Woods, M. (2000). The production of printed
consumer health information: Order from chaos?
Health Education Journal, 59, 108-115.
Edmondson, K. S., & Spell, J. J. (1991). Written materials and the client with low literacy skills. Infants and
Young Children, 4(1), 62-67.
Jimison, H. B., & Sher, P. P. (2000). Advances in presenting health information to patients. In G. B.
Chapman & F. A. Sonnenberg (Eds.), Decision
making in health care: Theory, psychology, and
applications (pp. 334-361). New York: Cambridge
University Press.
Kitching, J. B. (1990). Patient information leaflets: The
state of the art. Journal of the Royal Society for
Medicine, 83, 298-300.
Paul, C., & Redman, S. (1997). A review of the effectiveness of print material in changing health-related
knowledge, attitudes and behaviour. Health Promotion Journal of Australia, 7, 91-99.
Paul, C. L., Redman, S., & Sanson-Fisher, R. W. (1997).
The development of a checklist of content and design characteristics in printed health education materials. Health Promotion Journal of Australia, 7,
153-159.
Paul, C. L., Redman, S., & Sanson-Fisher, R. W. (1998).
Print materials as a public health education tool.
Australian and New Zealand Journal of Public
Health, 22, 146-148.
Paul, C. L., Redman, S., & Sanson-Fisher, R. W. (2003).
Print material content and design: Is it relevant to
effectiveness? Health Education Research: Theory
and practice, 18, 181-190.
Sherratt, A. (2001). Working within practice boundaries:
Developing a parent information leaflet in order to
enhance the neonatal discharge examination. Journal of Neonatal Nursing, 7(4), 120-125.

communicated. Messages can either attempt to elicit feelings or beliefs about the negative consequences of not
taking action (loss-framed messages) or emphasize the
positive benefits of taking action (gain-framed messages).
Research now indicates that gain-framed messages that
have a promotional (rather than a prevention) focus are
more effective in appealing to people’s preferences and
reasons for taking action to change their life circumstances (Lee & Aaker, 2004). A recent survey by the Connecticut Department of Education (2004) shows that the ways
in which messages are communicated to parents matters
a great deal in terms of how they assess their likelihood
of effective parenting.
Block, L. G., & Keller, P. A. (1997). Effects of self-efficacy and vividness on the persuasiveness of health
communications. Journal of Consumer Psychology, 6, 31-54.
Detweiler, J. B., Bedell, B. T., Salovey, P., Pronin, E., &
Rothman, A. J. (1999). Message framing and sunscreen use: Gain-framed messages motivate beachgoers. Health Psychology, 18, 189-196.
Gutteling, J. M. (1993). A field experiment in communicating a new risk: Effects of the source and a message containing explicit conclusions. Basic and Applied Social Psychology, 14, 295-316.
Kreuter, M. W., & Strecher, V. J. (1996). Do tailored
behavior change messages enhance the effectiveness
of health risk appraisals? Results from a randomized
trial. Health Education Research, 11, 97-105.
Lee, A. Y., & Aaker, J. L. (2004). Bringing the frame
into focus: The influence of regulatory fit on processing fluency and persuasion. Journal of Personality
and Social Psychology, 86, 205-218.
Maibach, E., & Parrott, R. L. (Eds.). (1995). Designing
health messages: Approaches from communication theory and public health practice. Thousand
Oakes, CA: Sage.
Rothman, A. J., Martino, S. C., Bedell, B. T., Detweiler,
J. B., & Salovey, P. (1999). The systematic influence
of gain- and loss-framed messages on interest in and
use of different types of health behavior. Personality
and Social Psychology Bulletin, 25, 1355-1369.
Rothman, A. J., & Salovey, P. (1997). Shaping perceptions to motivate healthy behavior: The role of message framing. Psychological Bulletin, 121, 3-19.
Rothman, A. J., Salovey, P., Antone, C., Keough, K.,
& Martin, C. D. (1993). The influence of message
framing on intentions to perform health behaviors.
Journal of Experimental Social Psychology, 29,
408-433.
Williams, T., Clarke, V., & Borland, R. (2001). Effects of
message framing on breast-cancer-related beliefs and
behaviors: The role of mediating factors. Journal of
Applied Social Psychology, 31, 925-950.

Message Framing
Message framing refers to the manner in which the
idea inherent in any attempt to influence or persuade
people’s decision making and action is presented or
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norms approach to preventing school and college
age substance abuse (pp. 247-258). San Francisco:
Jossey-Bass.
Robinson, L. (n.d.). The seven doors social marketing
approach. Retrieved December 15, 2004, from
www.media.socialchange.net.au/strategy.
Smith, B., & Klonglan, G. (1990). Marketing early intervention: Public awareness and Public Law 99-457.
Infants and Young Children, 3(2), 39-45.
Weinreich, N. K. (1999). Hands-on social marketing: A
step-by-step guide. Thousand Oaks, CA: Sage.
Zeisel, J. (2003). Marketing therapeutic environments
for Alzheimer’s care. Journal of Architectural and
Planning Research, 20(1), 75-86.

Social marketing refers to the use of marketing
methods and strategies to achieve social, rather than
profit, ends. Andreasen (1995) defined social marketing
as “the application of commercial marketing technologies to the analysis, planning, execution, and evaluation
of programs designed to influence the voluntary behavior
of targeted audiences in order to improve their personal
welfare and that of society” (p. 1). The reader is referred
to the Social Marketing Institute (www.social-marketing.
org) and the Center for the Advanced Studies in Nutrition
and Social Marketing (http.//socialmarketing-nutrition.
ucdavis.edu) for useful resources on social marketing.
Andreasen, A. R. (1995). Marketing social change:
Changing behavior to promote health, social development, and the environment. San Francisco:
Jossey-Bass.
Andreasen, A. R. (2001). Intersector transfer of marketing knowledge. In P. N. Bloom & G. T. Gundlach
(Eds.), Handbook of marketing and society (pp.
80-104). Thousand Oaks, CA: Sage.
Andreasen, A. R. (2002). Marketing research that won’t
break the bank: A practical guide to getting the information you need. San Francisco: Jossey-Bass.
Albrecht, T. L., & Bryant, C. (1996). Advances in segmentation modeling for health communication and
social marketing campaigns. Journal of Health
Communication, 1, 65-80.
Bryant, C., Lindenberger, J., Brown, C., Kent, E., Schreiber, J. M., Bustillo, M., & Canright, M. W. (2001).
A social marketing approach to increasing enrollment in a public health program: A case study of
the Texas WIC Program. Human Organization, 60,
234-246.
Fugate, D. L., & Fugate, J. M. (1995). Helping parents
of young children with disabilities become consumers
of early intervention: A marketing approach. Infants
and Young Children, 8(2), 71-80.
Fugate, D. L., & Fugate, J. M. (1996). Putting the marketing plan to work: Practical suggestions for early
intervention programs. Infants and Young Children, 8(4), 70-79.
Linkenbach, J. (1999, Fall). Application of social norms
marketing to a variety of health issues. Wellness
Management, 15(3), 1, 7-8.
Linkenbach, J. (2002). The main frame: Strategies for
generating social norms news. Retrieved December
22, 2004, from http://academic.hws.edu/alcohol/
THE%20MAIN%20FRAME.pdf
Linkenbach, J. W., Perkins, H. W., & DeJong, W.
(2003). Parents’ perceptions of parenting norms:
Using the social norms approach to reinforce effective parenting. In Perkins, H. W. (Ed.), The social

Summary
Practitioners responsible for child find have at their
disposal many options for conducting activities for locating infants, toddlers, and preschoolers eligible for early
intervention or preschool special education. This Milemarkers included selected references to practice descriptions and research on the characteristics of public awareness activities found to be effective for informing consumers about available services and for influencing changes in
beliefs and attitudes toward the need for these services.
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