	A NEW WAY OF THINKING ABOUT HEALTHY LIFESTYLES:

HEALTH COMMUNICATION APPLICATIONS

	WORKSHEET 1

	Small group work:  Take one of the principles below and apply it to one of the health promotion areas in which you are currently working (e.g., tobacco use, healthy eating, physical activity).  Ask yourselves the following questions:

	PRINCIPLES FOR FOSTERING A COLLECTIVE ORIENTATION TO HEALTH:

1. My health impacts the lifestyles of others.

2. My actions influence the lifestyles of others.

3. I influence the conditions in my community that contribute to healthy lifestyles.

4. We (acting together) influence the health of others.



	1.  How can the principle help you to incorporate a population health (determinants of health) approach?



	2.  How does the principle help you to change from an individual approach to lifestyle to a collective approach to lifestyle?



	3.  In what ways does the principle change the message(s) you are currently using (refer to message content and audience)?
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	MENU OF COMMUNICATIONS CHANNELS

	Advertisement

♦ Paid ads in print - newspapers, magazines

♦ Paid ads on radio and television

♦ Public Service Announcements

♦ Billboards and signs

♦ Sponsorship - events, radio or TV shows, sports teams

	Information Channels
♦ Posters - in appropriate places, in simple language, with tear-off phone numbers

♦ Fliers and Brochures - can be more compelling where the issue is already in people’s minds

♦ Newsletters - Organizations, churches, corporations.

♦ Promotional materials - caps, T-shirts, mugs, sports equipment

♦ Comic books or other reading materials 

♦ Internet sites - Links from other sites, available through search engines

♦ Letters to the editor 

♦ News stories, columns, and reports - on TV, radio, in newspapers and magazines

♦ Press releases and press conferences - kick off a compaign, provide information, showcase new information that may help change perceptions or behaviour

♦ Announcements and presentations at public and institutional or organizational gatherings

♦ Community outreach or street work: need connections and networks

♦ Community or national events: e.g., national literacy day, “Take Back the Night”

♦ Public demonstrations - can be positive and upbeat

♦ Word of mouth - get the message out in social networks through influential people

	Entertainment

♦ Movies - to carry messages about social issues such as adult literacy, homosexuality, mental illness, AIDS, etc.

♦ Television

♦ Theatre and interactive theatre

♦ Music -  “Drink Milk Love Life”, benefit performances

	Source:  Community Tool Box -  http://ctb.ku.edu


	A NEW WAY OF THINKING ABOUT HEALTHY LIFESTYLES:

HEALTH COMMUNICATION APPLICATIONS

	WORKSHEET 2 

	Small group work:  Our task is to design health communications about physical activity in a variety of settings (contexts for health socialization and development of healthy lifestyles). These settings include, but are not limited to, those listed below.  Use the steps below and the attached worksheet to guide your task:

▪ Families

▪ Schools

▪ Workplaces

▪ Organizations

▪ Urban communities

▪ Rural communities

▪ Canadian society 

	Step 1:  Decide, in general terms, what message you want to convey.

	Message:  



	Step 2: Choose a setting for your health communications.

	Setting:



	Step 3:  Identify a target audience at each of the four levels at which you will want to communicate your message.

	1.  Individual:


	2.  Network:

	3. Organizational: 


	4.  Societal:

	Step 4: Identify a communications channel at each of the four levels

	1. Individual:


	2. Network:

	3.  Organizational 


	4.  Societal: 

	Step 5:  Choose a behaviour change tool that matches your audiences and communications channels.

	1.  Individual: 


	2. Network:

	3.  Organizational


	4.  Societal:
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	TIPS FOR MESSAGE DEVELOPMENT

 (Toronto Health Communication Unit, 1999)

	• Develop a strong theme line

• Consider the physical dimensions of the message

• Arrange message elements appropriately

• Use short, simple words and sentences

• Fit message presentation and production to your audience

• Present an identity throughout



	DEVELOPING CREATIVE PROMOTIONS

(Community Tool Box -  http://ctb.ku.edu)

	A creative promotion is one that draws attention to your initiative and does it in a positive way that people will notice and remember.

Some examples of items that might be appropriate for promotions aimed at particular issues: 

For adult literacy: Pens, bookmarks, pads of paper, books of writings by learners, other literature. 

For child nutrition: Samples of appropriate (non-junk) snack or regular foods for children at different stages of development; pocket-size charts of foods children at different stages particularly need, or of what nutrients can be found in what foods. 

For recycling: Recycling bins (especially made of recycled materials); plans for building a set of recycling bins from recycled materials; composters. 

For a designated-driver campaign: key chains with an attached plastic or vinyl flap printed with the numbers of local cab companies; bumper stickers ("I'm a designated driver: Friends don't let friends drive drunk." "Designated driver on board") 

For a "Take Back the Night" anti-violence campaign: flashlights, whistles. 
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	TOOLS OF BEHAVIOUR CHANGE

Source:  D. McKenzie-Mohr, www.cbsm.com


	1.  Commitment:  People who have initially agreed to a small request are subsequently more likely to agree to a larger request.  Why?  First, agreeing initially often alters the way people perceive themselves.  Second, people have a strong desire to be seen as consistent.  Guidelines for use of commitment: 

● Emphasize written over verbal commitments.

● Ask for public commitment.

● Seek commitments in groups.

● Actively involve the person.

● Use existing points of contact to obtain commitment.

● Help people view themselves as concerned about the issue.

● Don’t use coercion.

	2.  Prompts:  People have to remember to perform the desired actions.  Prompts are visual or auditory aids for remembering. Guidelines for use of prompts:

● Make the prompt noticeable.

● Make the prompt self-explanatory. 

● Present the prompt in as close proximity as possible to where the action is to be taken.

● Use prompts to encourage people to engage in positive behaviours

	3.  Norms guide how we should behave.  Guidelines for the use of norms:

● Make the norm visible.  Find ways to publicize involvement in the desired activity, such as providing ongoing community feedback.

● Use personal contact to reinforce norms.

	4.  Incentives are particularly useful when motivation to engage in action is low.  Guidelines for the use of incentives:

● Closely pair the incentive and the behaviour in time

● Use incentive to reward positive behaviour

● Make incentives more visible by closely associating them with the behaviour.

● Be cautious about removing incentives:  They can undermine internal motivation.

● Prepare for people’s attempts to avoid the incentive.  For example,  separate laneways for multiple occupant vehicles reward one behaviour (car pooling) and punish another (single occupant driving).

● Carefully consider the size of the incentive:  How much incentive is needed?

● Use non-monetary incentives: Social approval can exert strong influence on behaviour.


