Online Social Marketing:
Website Factors in Behavioural Change

Brian Cugelman, MA

A thesis is submitted in partial fulfilment of the
requirements of the University of Wolverhampton
for the degree of Doctor of Philosophy.

January 2010

Parts of this thesis have been previously publiskleite one portion is currently under
peer review. Save for any express acknowledgemesiesences, and/or bibliographies
cited in the work, | confirm that the intellectuaintent of the work is the result of my
own efforts and of no other person.

The right of Brian Cugelman to be identified ashautof this work is asserted in
accordance with ss.77 and 78 of the Copyright, dessiand Patents Act 1988. At this
date, copyright is owned by the author.






Abstract
A few scholars have argued that the Internet ialaable channel for social marketing,

and that practitioners need to rethink how theyagegwith target audiences online.
However, there is little evidence that online sbamarketing interventions can
significantly influence behaviours, while there &@ evidence-based guidelines to aid
online intervention design. This thesis assessesefficacy of online interventions
suitable for social marketing applications, presemtmodel to integrate behavioural
change research, and examines psychological piéscifpat may aid the design of

online behavioural change interventions.

The primary research project used meta-analyteahniques to assess the impact of
interventions targeting voluntary behaviours, amdneined psychological design and
adherence correlations. The study found that mamipe interventions demonstrated

the capacity to help people achieve voluntary tifieschanges. Compared to waitlist
control conditions, the interventions demonstratddantages, while compared to print
materials they offered similar impacts, but witke thdvantages of lower costs and
broader reach. A secondary research project sudvergers across an international
public mobilization campaign and used structuraliagipn modelling to assess the
relationships between website credibility, activest, and behavioural impacts. This
study found that website credibility and active striwere factors in behavioural

influence, while active trust mediated the effaxftsvebsite credibility on behaviour.

The two research projects demonstrated that onhterventions can influence an
individual's offline behaviours. Effective intervieons were primarily goal-orientated:
they informed people about the consequences afliebiaviour, encouraged them to set
goals, offered skills-building support, and trackkdir progress. People who received
more exposure to interventions generally achievedtgr behavioural outcomes. Many
of these interventions could be incorporated imiad marketing campaigns, and offer
individually tailored support capable of scaling toassive public audiences.
Communication theory was used to harmonize infleetaxonomies and techniques;
this proved to be an effective way to organize \eewdiity of persuasion, therapy, and
behavioural change research. Additionally, websidibility and users’ active trust

could offer a way to mitigate the negative impautsnline risks and competition.
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Glossary and Acronyms

Terms (acronyms)

Definition

Behavioural change
technique (BCT)

Specific techniques that are theorized to influeneleavioural
determinants that are believed to influence behavio

Behavioural determinant

Psychological constructebed to directly influence behaviour.

Communication-based
Influence Components
Model (CBICM)

A circular communication framework used to integriaifluence systems
components, and packages.

High-involvement
decision

Important decisions that consumers may invest denable time
thinking about.

Impersonal
communication model
(one-to-one)

An early one-way communication models that dessribformation
flowing from a source to an audience.

Influence

Any approach aiming to change a perspsighological faculties (such
as attitudes), behaviours, or both.

Influence compone

Any particular technique or factor believed to iefice a person
psychology or behaviour.

Influence package

Groups of influence components) sis those found in behavioural
change theories and best practices.

Influence system

Any body of research that organimaltiple influence components
believed to modify people’s psychology and/or bedian

Interpersonal
communication model
(one-with-one)

A communication model that describes when two-waymmunication
that takes place between two people who take asrike source and
audience, such as a discussion between two people.

Low-involvement
decision

Unimportant decisions that consumers neither thimdut much nor
consider important.

Macro-behaviours

The primary behaviour targetedwpnline intervention.

Macrosuasion

The overall persuasive effect regftiom an influence attempts.

Mass-interpersonal
communication model
(one-with-many)

A communication model that describes when a siaglece engages in
numerous two-way communication exchanges at the sene.

Mass-media
communication model
(one-to-many)

A communication model that describes one-way comaoation from a
source to numerous audiences, traditionally thranghs-media such as
TV, radio, newspapers, and books.

Mete-analysi:

A quantitative method for pooling effect sizes asretudie!

Micro-behaviour

A routine behaviour that people perform online, ach is intended t
lead to a macro-behaviour. Examples are clickingirdes or signing-up
for newsletters.

Microsuasion

Small persuasive tactics used to eagaithe performance of minor
online tasks, such as signing up for a newsletteticking on a
hyperlink.

Online social marketing

The online components of social marketing campaigihether they are

(OSM) conducted exclusively online or as part of a meitannel intervention.
Return on Investmet The ratio of money gained or lost relative to theoant of money
(RQI) invested.

Social Return on
Investment (SROI)

The social value gained or lost relative to the ami@f money invested.

Systematic review

A systematic and qualitative apph to amalgamating findings from a
population of studies.

-to- (as inone-to-oneor
one-to-many

A shorthand to describe one-way communication Hsoglbere a source
sends a message to one or many destinations.

-with- (as inone-with-one
or one-with-many

A shorthand to describe t-way communication models where a sot
enters an interactive exchange with another actor.




Statistical Symbol and Terms

Term Definition
d Standardized mean difference effect size. Aled¢&ohen’s d.
r Pearson’s correlation coefficie
R° Coefficient of determination
Cl Confidence intervi
k Number of units (in the meta-analysis, this s tlumber of independent
effect size)
df Degrees of freedom
Qo (p) Between-group heterogeneity statistic ang-itslue
Qu (p) Within-group heterogeneity statistic and iggiue
2 Percentage of variation in effect size due totduseterogeneity rather
than sampling error
N Population size
n Sample size

Effect size (ES)

In meta-analysis, the effect &@zte outcome measure. There are
numerous effect sizes

ANOVA Analysis of variance
SEM Structural equation modelling
Chi Squared (CHI)| Goodness of fit statistic
AVE Average variance extracted




1. Introduction

“Getting a new idea adopted, even when it has awiadvantages, is difficult.

Many innovations require a lengthy period of maeang from the time when they
become available to the time when they are widdbpted. Therefore, a common
problem for many individuals and organizations ®whto speed up the rate of
diffusion of an innovation.”

Everett Rogers (2003)

Many factors are driving social marketers to comdbeir work, at least in part, online.
In some cases, online channels are displacingtimadl media. With over 1.5 billion
users worldwide, online channels offer affordablppartunities to reach large
populations. Additionally, online campaigns can dférfrom the persuasive features of
interactive multi-media systems. A small numberedearchers have called on social
marketers to engage citizens though new media)dte also cautioned them to rethink
their relationships with online audiences. Despitany advantages associated with
online engagement, there is evidence that the Iso@sketing field has neither fully
realized the potential of online engagement norettged the expertise required to

carry out effective online social marketing campaig

When this investigation began in 2006, only a feubligations addressed social
marketing over the Internet. These few papers yadedcussed online opportunities.
Instead, authors and practitioners focused on ertlmeats and competition, such as
successful pro-tobacco marketing or popular praexia websites. A few years later,
case studies began to appear that highlighted eslatial marketing interventions. In
general, these papers presented examples of howal soarketers were using the
Internet, but they did not present significant iipdata, leaving readers unclear what
these interventions had achieved. Given the cufitenature on online social marketing
interventions, practitioners may reasonably askhai\are the critical factors associated

with successful online social marketing campaigns?”

To address these research limits and practitioeeds this thesis presents two research
guestions, one regarding online intervention efficaand the other, design. The
literature review examines social marketing, onlimgervention efficacy, and

intervention design. Two research projects are thersented: The first addresses



website credibility and trust; the second, onlineivention efficacy and psychological
design. Finally, the findings are discussed intlighcontributions to theory, practice,
and social marketing thinking. The conclusions hgjtt the thesis’ primary

implications and present a vision for the futurenline social marketing.

Research Objectives
This thesis has two aims. The first is to asses<efficacy of online social marketing

interventions. Second, to identify factors assedatwith successful online

interventions.

Research has demonstrated that social marketingnflarence citizens' behaviours.
However, it is unclear whether social marketing rapphes can operate in digitally
mediated environments. As the primary goal of danirketing is behavioural change,
it is important to know if online social marketiogn influence behaviours, and if so, to
what extent. Given a better understanding of onimervention efficacy, campaign
planners will be better positioned to make informeecisions regarding social
marketing campaigns that are conducted partiallyfutly online. The first question

asks:

Q1. Can online social marketing campaigns influentarget audiences’ behaviour?

Online, social marketers operate in a highly comigetenvironment. The Internet has
provided opportunities for pro-smoking, pro-alcghahd pro-anorexia websites to
engage citizens and promote unhealthy lifestylasthis highly competitive digital
environment, the more social marketers understatideointervention success factors,
the better their odds of outranking competitiongaing citizens, and promoting
healthy lifestyles. In order to provide insightargnline design factors that can increase

the efficacy of online social marketing intervenso the second question asks:

Q2. What design factors are critical to online imteention success?

Scope
For the most part, literature from the social mérkgfield was not suitable to answer

the questions in this thesis. Although social mtinke researchers have begun
discussing the importance of online interventiothgir literature does not provided
enough useful content to guide the developmennbhe social marketing campaigns.

In answering the two research questions, this iigetson:



* Did not focus on marketing roots, but rather comerary social marketing which
has evolved into a transdisciplinary practice Ir¢ased on marketing principles;

» Focused on the persuasive technology research eRernines how technology can
influence users’ attitudes and behaviours;

» Studied an advocacy campaign to research the ae$dtips between website
credibility, users’ trust, and behavioural impaats non-profit context; and

» Drew from research papers, primarily on health bEha-change websites, to

assess their efficacy, psychological design, aedsuadherence.

Thesis Structure
A conceptual map of this thesis is displayed inurégl-1. Solid boxes represent

chapters, while dashed boxes represent conceptugbiggs. The thesis is organized as
follows:

» Chapter 1 (introduction): The introduction presents a broad overview, re$earc
objectives, scope, and structure of the thesis.

» Chapters 2-4 (literature review): The three literature review chapters introduce
social marketing, then review research on the aficof online interventions,
and finally discuss research on designing webgited technology) to influence
peoples’ psychology and/or behaviour.

» Chapter 5 (research questions and projects)The research questions chapter
reconsiders the conclusions of the literature r\aed assesses the evidence to
answer the questions. The chapter outlines gapthenliterature and then
proposes research to fill the gaps. It then pravidebrief introduction to the
subsequent research.

» Chapters 6-9 (original research): These four chapters present two original
research projects.

o Chapters 6-7 present the first research projecap@n 6 describes the
research project background and presents the tvpdoraxory pilot
studies. Chapter 7 presents the full website cilgglibtudy.

o Chapters 8-9 present the second research projeapt€r 8 describes the
communication-based influence components m@BICM). Chapter 9
applies the model to a meta-analysis that analyisespsychological
design of online interventions.

* Chapter 10-11 (closing chapters)The discussionghapter answers the two

research questions with outcomes from the two rebeprojects. It discusses
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implications for theory, and implications both sdcmarketing thinking and

practice. It then assesses the study's generdiigadnid offers suggestions for

follow-up research. Finally, the conclusions chapsemmarizes the main

findings, reviews research implications, and presanvision for the future of

online social marketing.

Ch1. Introduction

. Y
Literature _ , , , . .

. Ch 2. Social Marketing Ch 3. Online Intervention Ch 4. Online Intervention
Review Background - Efficacy - Design
Research
Questions : : : . :

; Online Competition & ; ; Efficacy & Design ; i Intervention Design Gaps:;
; Threats ! : Questions —— 1. Influence System Limits:
! : ! : 1 2. Communication Mode
Research 1. Credibility & Trust : 2. Intervention Design
Projects Ch 6. Online : Ch 8. Communication- f
: Influence Factors : - based Influence -
; (Studies 1 & 2 : Components Mod
| y o i Y é
i | Ch7.Website Credibility | : Ch 9. Intervention
: & Trust : i === Psychology Meta-Analysis|~* !
(Study 3 (Study 4
Discussions
Ch 10. Discussions
! Research Theoretical Practitioner
= | Findings : Implicatior ! Implicatior | [
e o
Social Marketing Implications
Conclusions !
L Ch 11. Conclusions -

Solid boxes:chapters
Dashed boxesconceptual groupings

Figure 1-1: Thesis Structure
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2. Social Marketing Background

“Societies are never perfect. Many are dramaticattyperfect. Problems such as

hunger, poverty, crime, and disease are found ewiegye but especially in less
developed parts of the world. (...) Societies ar® alsnstantly seeking change—
seeking ways to overcome problems both grand awidltand to make the lives of
individuals and their environment significantly @brleast somewhat) better.”

Alan Andreasen (2006)

Human behaviour is a key factor in personal wetlgethe wellbeing of societies, and
the wellbeing of our planet. In the case of smokitigs personal habit or addiction
damages an individual's own health, and the healththers who are exposed to their
second-hand smoke. In the case of carbon emissaonsydividual’'s carbon footprint

makes a small contribution to climate change, h@awethe collective carbon footprints
of billions is contributing to what could be theegtest environmental threat to

mankind.

The World Health Organization warns that tobacce issone of the world’s biggest
public health threats, with over 1 billion smokeverldwide. Tobacco use kills 5.4
million people every year, and if unimpeded, by @08bacco-related deaths will
increase to over 8 million per year (WHO, 2009)wedwer, tobacco related-deaths and
illness can be prevented by individuals changirgrtbehaviours. As an addictive drug,
anti-tobacco interventions may require a combimatid legislation alongside social

marketing to influence individuals’ smoking hatatsd wellbeing.

The Intergovernmental Panel on Climate Change hased that, “Warming of the
climate system is unequivocal, as is now evideaifrobservations of increases in
global average air and ocean temperatures, widedpreslting of snow and ice and
rising global average sea level” (IPCC, 2007). Tdiabal travesty is rooted in human
behaviour. Some of these behaviours lay in prastideéndustry and the energy sector.
However, vast quantities of greenhouse gas emissiom rooted in the lifestyle habits
of citizens from industrialized nations. By chargyilifestyle habits, individuals can
reduce their carbon footprint, and thus reducertieentribution to global climate

change.



As the paths into these problems are rooted in hupehaviour, the paths out of them
also lie in human behaviour. Social marketing affan effective way to encourage

individuals to change from unsustainable behavitmmistainable behaviours.

This chapter provides an overview of social margtexamines when it offers a viable
approach to behavioural change, and discussegppigation online. First, it provides

background and reviews various ways to define thetge. Second, it discusses social
marketing’s primary goal, which is behavioural cpanand examines evidence that the
practice can achieve this end. Third, agenda-settieory is used to describe how
problems emerge to the point where societies mapgleiment social marketing

campaigns. Next, as an applied field, social mageplanning and research are
discussed. Following this, the chapter looks atsdanarketing’'s theoretical roots and a

brief historical account is presented. Finallydigcusses online social marketing.

2.1. Describing Social Marketing

To provide a description of social marketing, tegtion presents a general overview. It

then reviews common definitions and benchmarkinderca, and contrasts social

marketing against other behavioural change practice

Social marketing is an approach to individual anda change that draws on concepts
and techniques from commercial marketing. While ewrcial marketers encourage
consumers to exchange money for products or servieecial marketers encourage
individuals to exchange unhealthy lifestyles foaltiey ones (Kotler & Roberto, 1989).
By applying commercial marketing principles, antiestbehavioural change theories,
social marketers design campaigns that engagemdtin activities that promote public
health, environmental protection, safety, and dadgaelopment (Kotler et al., 2002).
Social marketers target behavioural change thraagearch, robust planning, message
testing, media outreach, and the application of itodng and evaluation to ensure

campaign success.

For social marketers, public awareness and attitidenge are not as important as
behavioural impacts, which have been deemed soc@aketing's ultimate “bottom

line” (Andreasen, 2002). Examples of social margtampaigns include encouraging
people to practice safe sex, bike to work, imprthedr diet, recycle, volunteer in their

community, or stop smoking. Although social mankgtcampaigns aim to influence
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societies, the campaigns target societal-level ghahrough interventions aimed at
individuals. Seeking to achieve large-scale behawio change, social marketing
campaigns are frequently tailored to specific papahs that share common
characteristics, and who are likely to adopt nevhabveours through the use of

incentives and removal of barriers (McKenzie-MohBé&ith, 1999).

Social marketing is not a single theory; ratherisia marketing approach that draws
together knowledge from fields such as psychologngiology, anthropology, and
communications to influence behaviours (Gordonalgt2006). Although the practice
draws together a wide range of theories, at ite,cencial marketing is the application
of commercial marketing principles to social issuBsis principle is summed up by G.
D. Wiebe’s (1951) question, “Why can't you selltherhood and rational thinking like
you sell soap?” Perhaps the most popular framewsekl by social marketers is the 4Ps
marketing mix (product, price, place, and promatidrhe productthey sell is healthy
behaviour; theprice required is time and energy; th@ace is where alternative
behaviours are advocated or practiced; anoimotion represents outreach to target

audiences.

The previous paragraphs have offered a generalrigéso of social marketing.
However, describing social marketing in precisentecan be challenging, as there are
many definitions and criteria. While the field haslved, researchers and practitioners
have changed their views on what social marketggréndering any definition a
moving target. Further complications come from kngons who sometimes mislabel
similar practices as social marketing, even thoamtial marketers would likely protest.
For instance, in the first decade of social markgtithe practice was constantly
confused with social advertising (Fox & Kotler, 8To describe what constitutes
social marketing, this section presents three pete@s: common definitions,

benchmarking criteria, and comparisons with otheravioural change practices.



Definitions
There are many definitions of social marketing. Hoopular definitions include:

“Social marketing is the design, implementationd atontrol of programs
calculated to influence the acceptability of socideas and involving
considerations of product planning, pricing, comioation, distribution, and

marketing research.” (Kotler & Zaltman, 1971)

“Social marketing is the application of commeraiaarketing technologies to
the analysis, planning, execution, and evaluatibnpmgrams designed to
influence the voluntary behaviour of target audenm order to improve their
personal welfare and that of their society.” (Aradren, 1995)

“Social marketing is the use of marketing princgpénd techniques to influence
a target audience to voluntarily accept, rejectdifiyo or abandon a behaviour
for the benefit of individuals, groups, or society a whole.” (Kotler, et al.,
2002)

“Social marketing is the systematic applicationnofirketing alongside other
concepts and techniques to achieve specific beteligyoals, for social or
public good.” (National Social Marketing Centre 0B)

These four definitions reflect some of the coreng@ples and major changes that have
transpired during the field’s short history. Commamong definitions, social marketing
is rooted in commercial marketing. However, Kotiard Zaltman’s (1971) definition
did not include behavioural change, but by 2002tldé¢p Roberto, and Lee had
introduced behavioural change as a core elementhadddescribed numerous ways
behaviour could be changed. This shift was probatilyenced by Andreasen’s (1995)
definition, which was considered to have helped ftieéd better define itself by
introducing social marketing’s niche: changing bhebtar. Then in 2006, the UK’s
National Social Marketing Centre defined social keting by these two core elements:
marketing and behaviour change. However, the pHi@ber concepts and techniques”
adds a new element, reflecting the practice ofgnaténg thinking beyond commercial

marketing into social marketing campaigns.



Criteria
A second way to define social marketing is to examdifferent criteria. There are

frequent debates about what constitutes a sociedatiag campaign or who constitutes
a social marketer. To resolve these issues, rdsmardhave put forward a variety of
criteria, which have changed over time. For examplereasen (2002) proposed that
anyone who systematically employed his six critexiald legitimately claim to be
following the social marketing approach (Andreas92). The six criteria are:

1. Behaviour-change is the benchmark used to desigreaauate interventions.

2. Projects consistently use audience research tm@@rstand target audiences at
the outset of interventions, (b) routinely pre-ieg¢rventions elements before
they are implemented, and (c) monitor interventiasshey are rolled out.

3. There is careful segmentation of target audiereesnsure maximum efficiency
and effectiveness in the use of scarce resources.

4. The central element of any influence strategy éating attractive and
motivational exchanges with target audiences.

5. The strategy attempts to use all 4Ps of the t@aditimarketing mix.

6. Careful attention is paid to the competition fabgdhe desired behaviour.

Recognizing that many interventions include elemeritsocial marketing, but do not
claim to be social marketing interventions, resears from the Institute for Social
Marketing simplified Andreasen’s (2002) criterimdaused them to conduct an audit of
social marketing research. The researchers foutiffitult to assess publications based
on these criteria. Out of 200 articles, 27 metdbeial marketing criteria, though only
four were labelled social marketing (McDermott, at, 2005). The criteria are as
follows:

1. Behaviour change,
Audience research,
Segmentation,
Exchange,

Marketing mix, and

o o M WD

Competition.



A recent adoption of Andreasen’s (1995) criterimgnf the UK’s National Social
Marketing Centre, has expanded the criteria touthela broader range of theories of
influence (National Social Marketing Centre, 2007):
1. Customer orientation,
Behaviour and behavioural goals,
Theory-based and informed,
Insight-driven,
Exchange analysis,
Competition analysis,

Segmentation and targeting, and

© N o g bk~ w Db

Intervention and marketing mix.

Social Marketing versus Other Approaches
The third way to clarify what constitutes socialrketing is to contrast the differences

between three common approaches to behaviour chaadgeation, marketing, and
legislation (laws). These distinctions come frome tivork of Rothschild (1999).
Educationrefers to messages intended to influence thettargdience’s behaviour, but
which do not provide any direct rewards or punishinEducation can raise awareness,
and describe benefits, but cannot deliver thosefitenMarketingrefers to attempts to
influence behaviour by offering reinforcing incesets and/or disincentives, within an
environment where a voluntary exchange may odcegislationinvolves the use of
coercion to influence behaviour in a non-voluntargty. However, it may also use
financial incentives and/or disincentives to ine®aor decrease the likelihood of
particular behaviours (Rothschild, 1999). Unlikeieakion, marketing offers incentives
and unlike legislation, marketing it is voluntaBetween the two, social marketing is
based on influencing voluntary behaviour, oftenotiygh incentives in the form of

marketing offers targeted to particular social segts.

In consideration of the different definitions, banwarking criteria, and contrasts
between behavioural change approaches, a commanitidef is required. The 2006
definition from the UK’s National Social Marketin@entre is adopted for this thesis.
This definition highlights social marketing’s matke roots, leaves room for other
practices, and defines behavioural goals thatageted to influence social wellbeing.
This definition appears to be a good reflectiomaitemporary practice, which is more

eclectic and draws on a wide variety of theoried tachniques.
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2.2. Behavioural Influence
The types of behaviours social marketers seek flaeince generally fit within the

domains of health, safety, environmental protectiand community development
(Kotler, et al., 2002). Social marketing aims toguce change at two levels: individual
and population. By influencing the behaviours afiuduals, social marketers work to

influence sub-groups in order to achieve societall change.

As an example of the types of behaviours targetedsdrial marketing campaigns,
consider what the New Zealand Government askstites to do: eat moderately, stub
out cigarettes, apply sunscreen, have mammograash tchildren to read, immunize
children, conserve water, understand mental hesdiles, use public transport, fasten
ladders, be active, slow down cars, have saferegulate alcohol intake, use recycling
bins, save for retirement, prepare homes for eadkes, install smoke alarms and

conserve electricity (Varcoe, 2004).

When discussing behaviour change, note this omieardistinction.Behaviour change
is regarded as a subcategory of a larger conceehavioural influencgAndreasen,
1995). Social marketers do not always try to chabghaviours. For example,
campaigns that aim to prevent teens from startmgrmhoke are not about stopping
smoking (changing), rather, they are about premgnthange—not changing from a
non-smoker to a smoker (Andreasen, 2006). This goalmilar to the maintenance
stage in the transtheoretical approach (Prochaskaal., 1995), which seeks to
encourage maintaining a behaviour. Despite thindison, social marketing literature
frequently uses the term behavioural change, and essult, the termbehavioural
changeandinfluencewill be used interchangeably, though the termuigfice is more

accurate.

Kotler, Roberto, and Lee (2002) proposed the falhmwfour types of behavioural
influence: Firstaccepting a new behavigusuch as placing life vests on toddlers at the
beach. Secondgjecting a potential behaviousuch as avoiding fertilizers with toxic
chemicals. Thirdmodifying a current behaviousuch as drinking at least eight glasses
of water per day. Fourtrabandoning an old behaviousuch as quitting smoking
(Kotler, et al., 2002). Finally, there is a needatid maintenanceas many campaigns
encourage audiences to resist change, as disqussadusly, in the case of a campaign

aiming to convince teens to continue not smoking.
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When describinghe types of behaviours targeted by social margatampaigns, there
is an important distinction betwedaw-involvementand high-involvementpurchase
decisions. Low-involvement decisions are unimpdrtitisions that consumers neither
think about nor consider important. Examples inelselecting fast food or a movie.
High-involvement decisions are important; consummagsy invest considerable time
thinking about the decision, consulting friendsconducting research. The types of
behaviours social marketers target often requigh-imvolvement decisions which are
more difficult to influence than low-involvement asions (Andreasen, 1995).
Reflecting on links to the elaboration likelihoodode! (Petty & Cacioppo, 1986),
Andreasen (1995) argued that low-involvement denwsiare likely to be influenced by
peripheral route processing, while high-involvemetdcisions are likely to be

influenced by central route processing.

2.3. Efficacy and Effectiveness
Two reasons why many actors practice social margeticlude the justifications that it

works and that it is cost-effective. There have rbeeany evaluations of social
marketing interventions and a small number of syaté&c reviews. In one systematic
review, the researchers criticized prior systemagiciews of social marketing for
applying a loose definition of social marketingdancluding interventions that may not
gualify as social marketing. Thus, the researckemsened papers with an adaptation of

Andreasen’s (2002) social marketing criteria arehtdied 54 qualifying interventions.

The results showed that the majority of social rating interventions had a positive
impact across a range of issues: smoking prevetimhcessation; alcohol prevention
and harm minimisation; prevention of illicit drugej psychological and physiological
impacts of physical activity; and up-stream poletyange. However, it was common for
impacts to fade over time (Stead, et al., 2007 ptAer systematic review from the same
research group also showed positive results aaosmge of behaviours, including

nutrition, physical activity, and substance mis(Serdon, et al., 2006).

To provide perspective on the efficacy of theserwgntions, data from Stead, Gordon,
Angus, and McDermott (2007) were extracted and oegssed. The results are
presented in Figure 2-1. Only results from thredab@ural categories were used:

smoking prevention; alcohol prevention and harm imiration; and illicit drug
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prevention. To explain this chart, consider the ldmgp studies. The review included 21
smoking prevention studies that reported outcoroesifp to one year. Out of those 21
studies, 18 showed positive results, resultingnir8@ percent success ratio. For studies
reporting results from one to two years, there wsareen effective studies out of 11,
resulting in a 64 percent success. Finally, foervgntions lasting over two years, there
were two positive interventions out of five, regut in a 40 percent success ratio.
Across the three behavioural domains, the chart odstrates long-term trends,
demonstrating the percentage of studies that Hawers positive outcomes from social
marketing interventions. Across all three behawbugroupings, the number of
successful social marketing campaigns declined tvith.

90%
BO% 4 e
T0% 4 e TN
60% 4 oS e~
50% 4 N~ S~
0% S e

o 4 000000 ________ N~ __
30% —e— Smoking

20% 4| _mAcohol | TN~
10% | —@—Drugs | -~ Ng
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% Successful Interventions

Up to one year Up to two years Ower two years

Evaluation Time

Figure 2-1: Social Marketing Efficacy by Time (datafrom Stead et al., 2007)

Although social marketing has been shown to work/anious studies, this does not
mean that it offers a cost-effective solution. dtane thing to know whether social
marketing works, and another to know whether tipigreach offers a good return on

investment, in terms of social outcomes.

One popular justification for social marketing gt it is more cost-effective to market
healthy lifestyles, rather than treat health protdeesulting from unhealthy lifestyles.
Consequently, there have been a number of studtesating how much money could
be saved by marketing healthy lifestyles to citizerersus treating the medical

consequences of their unhealthy lifestyles.

To assess the cost-effectiveness of social matketesearchers have borrowed the
concept ofreturn on investmer(ROI) and applied it to complex social situatiolmsthe
private sector, ROI is a key business indicatatigically correlated with corporate

stock returns, which also serves as a primary lssiperformance indicator (Jacobson,
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1987). Within organizations, ROl can be improvedewimarketers achieve greater
efficiency and effectiveness (Kotler, 2003). Witleirmarketing, ROl has been deemed

to be a central measure (Peterson, 2005).

In the public sector, researchers describe the-aftesttiveness of social marketing
campaigns in terms @ocial return on investme®ROI). This concept is much wider
than ROI, as it includes numerous factors that fiesecieties. One way to quantify the
total SROI achieved by promoting healthy lifestyleto measure thgquality adjusted

life years that society has saved because of marketing lyedifgstyles. Quality

adjusted life years can translate into savingsfisnaccrued to individuals and their
families; public health expenditures; income to lguBervices; income to employers;

and the non-monetary price of values (Lister, £t24107).

The report “Cost effectiveness of interventionsednat promoting health and reducing
preventable illness” integrated international resle@n the cost savings resulting from
preventative health interventions. Although ther@d universal way to quantify SROI,
the report integrated different cost estimates. &mmple, in the UK, researchers
estimated that for every £1 spent on preventataadth promotion, the state could save
from £34 to over £200 in health spending. In theAU&searchers estimated that for
each $1 invested in alcohol and substance abugeapnmes, there is a reduced demand
for health services that ranges in value from $22€r the lifetime of each participant.
Moreover, in California, researchers concluded fbatach $1 spent on anti-smoking
programmes, the state avoids $3.62 in direct medists. Finally, researchers from
Australia estimated that every $1 spent on antikéngoprogrammes saves the state $2
in public expenditure (Lister, et al., 2007).

2.4. Roots of Social Marketing Problems
The majority of social marketing literature focuses designing interventions for

established social problems. However, many issuese wiot always regarded as
problems; but only later came to be viewed as bkl once they topped political
agendas as high priority problems. Once an isswerbes an established problem,

depending on its nature, social marketing may afeiable solution.

Before a given social marketing intervention idified, it needs to be seen as a solution
to a social problem that is high on the social dgefAndreasen, 2006\genda-setting
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theory explains how issues raise public, media, and ipalitagendas. This theory
explains issue salience, the relative importanaé dbtors place on an issue. It explains
how issue salience rises and falls over time, avd diifferent social segments influence
each others’ agendas (Soroka, 2002). Agenda-sdtiemy emerged from the finding
that media agendas do not influence public opinimr,they do influence what people
think and talk about. Given this, the agenda-sgttimle of news media is not their
influence on public opinion, but their influence tre public’s issue salience—what

they consider as a worthwhile topic to hold an apirabout (McCombs, 2004).

Using an agenda-setting theory approach, Andreg2606) analysed how social
problems climb social agendas to become establiph@ulems that require resolution.
He proposed that issues are transformed into higinily problems through eight
stages:
1. Inattention: The problem exists, but has not yet become aspig&d concern.
2. Discovery. the problem comes to citizens’ attention andatrbe examined in
greater detail.
3. Climbing the agenda Advocacy groups, politicians, and other actorseréghe
issue as a problem that needs to be addressed.
4. Outlining the choices Actors debate how the problem may be addressed.
5. Choosing courses of actionActors debate the costs (of action or inaction),
victims and other relevant factors.
6. Launching initial interventions: Governments and organizations launch early
pioneering efforts to address the problem.
7. Reassessing and redirectingAfter interventions have been running for some
time, actors assess interventions and adjust them.
8. Success, failure, or neglecOutcomes occur after several years when solutions
may or may not have been found for the problemssh@n other issues have

climbed up the agenda and shifted the initial probto a lower priority.

Problems Suitable to Social Marketing Solutions
Social marketing is not suitable for all social ems. Consequently, the blind

application of marketing principles to social issu&ithout consideration of their
suitability may result in ill-matched and potenfiaineffective campaigns. Depending
on the nature of a problem, there are cases whésenative behavioural change
approaches may be more appropriate. Two framewaiifes a way to evaluate when

social marketing may be suitable to a particulabfgm.
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The first framework builds on the earlier distincts between three influence
approaches: education, marketing, and law. Thisnds@ork presents a matrix
composing three dimensions: audience membuadiivation externalopportunitiesto
act; and internahbility to act. The matrix contains eight situations whareocial
problem may be addressed by either social marketedycation, laws or any
combination of the three approaches (Rothschil®9L9%or example, in the case of a
social problem that people are motivated to addiesge an opportunity to act upon,
and are able to perform the behaviour, then alt tharequired is an educational
intervention. In another case, citizens may be vated, are not provided the
opportunity to act, but have the internal ability.this case, social marketing would be
appropriate, as the intervention would compensatéhle missing opportunity. Finally,
a social problem where people are not motivatedcto but have the opportunity and
ability, would be a case for legislation. This fawork identifies when conditions are

appropriate for social marketing versus other wr@ation approaches.

The second framework, building on the work of Rotiisl (1999) and Andreasen
(1995), proposes contexts when social marketing Ineamore or less appropriate. With
this framework, the more a social problem resemtdesommercial marketing
opportunity, the greater the likelihood that soomrketing may be a suitable approach
to use. Conversely, the more a context resemblemanarketing opportunity, the less
likely social marketing would be appropriate (Piea& Peattie, 2003). According to
this framework, a situation resembles a marketpypotunity when:

1. The intervention benefits the individuat however, the situation becomes a non-
marketing situation as the benefit extends out tdsvghe family, community, and
society.

2. Benefits occur immediately however, the situation becomes a non-marketing
situation as the benefits are delayed over loriger periods.

3. Links between behaviour and benefits are obvioyudowever, the situation
becomes a non-marketing situation as the linksriedadirect or taken on trust.

4. The issue is low sensitivityhowever, the situation becomes a non-marketing
situation as the issue becomes more controversial.

5. The degree of consensus is highowever, the situation becomes a non-marketing
situation as consensus depreciates.

6. Customizability of the offering is high; however, the situation becomes a non-

marketing situation as the offer is not tailoredrte customer.
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2.5. Campaign Process (Research and Planning)
At its core, social marketing is an applied fieAdthough there is a strong academic

community behind the social marketing field, tha@smic work exists to service real-
world applications. Perhaps the central featureapplied social marketing is its
campaign process, which is modelled on marketingnmmhg frameworks and
intertwined with extensive research. In order tecdss what social marketing is, one
must appreciate how it is done. In this sectiong tevitical dimensions of social

marketing are discussed: the use of marketing relseand the planning process.

Intervention Research
Researchforms an essential part of social marketing, ancurx at each step in the

intervention planning process. Often, these rebephases are interconnected, as one
campaign’s final evaluation feeds into another’snfative research (Roper, 1993).
According to Andreasen (1995), the four types steech corresponded to the stages of
the intervention design process. They are as fallow

1. Formative research Pre-intervention analysis that provides insigibian issue
and aids development of a campaign strategy.

2. Pre-test research Conducted to test strategic thinking and intetienproducts
before they are deployed. This normally includdstfiesting campaign materials.

3. Monitoring (during a campaign): Used to assess if the campaign is on track, so
that corrective action can be taken should the edgngoe off-target, or to fine-tune
elements that work, but could be improved.

4. Evaluation (after the intervention): Collecting insights on what worked or did not,

in order to inform subsequent campaigns.

Intervention Planning Processes
An important part of social marketing practice I tintervention planning process,

which is based on product marketing frameworksaAsapplied field, social marketers
build behavioural influence interventions by folliogy the same steps that a commercial
marketer would follow to develop a product campaidhere is no single correct
planning process, but a multitude of competing #reworks. They range from simple
four-step frameworks to detailed ten-step appraac8eme are full of sub-steps while
others are broad and flexible. Some models mayliglghparticular elements that
others have omitted, although in general, mosigagsiocesses follow similar steps.
Table 2-1 presents a review of nine frameworks, aritte end, a generic framework is

presented in order to demonstrate the common featur

17



Table 2-1: Social Marketing Planning Frameworks

Community-based social marketing (McKenzie-
Mohr & Smith, 1999)

1.
2.

3.
4.,

Identifying barriers and benefits

Designing strategies and interventions (based ¢
behavioural change tools)

Pilot-testing

Implementing and evaluating

Total process planning model (National Social
Marketing Centre, 2006)

=

2
3.
4.
5

Scope
Develop
Implement
Evaluate
Follow-up

Strategic marketing stages (Andreasen, 1995)

oukwpnpE

Listening
Planning
Structuring
Pre-testing
Implementing
Monitoring

The social marketing process (Andreasen, 2006)

ogoprLOdE

Listening

Planning

Pre-testing

Implementing

Monitoring

Revising (Loop back to step 1 or 2)

The Six Phases of Social MarketingTurning
Point, 2008)

ourwNE

Describe the problem

Conduct the market research

Create the marketing strategy

Plan the intervention

Plan program monitoring and evaluation
Implement interventions and evaluation

Tools of change (Kassirer & McKenzie-Mohr,
1998)

NogohrwbpR

Setting objectives
Developing partners
Getting informed
Targeting the audience
Choosing tools of change
Financing the program
Measuring achievements

Health Canada’'s Seven Steps to a Marketing Plan
(Health Canada, 2005)

1.

NogsrLDN

Defining the role of social marketing in a health
promotion program

Audience analysis

Context for social marketing plan

Defining measurable objectives

Strategy and tactics

Monitoring and evaluation

Working out operational details

Strategic marketing planning process

(Kotler, et al., 2002)

1. Analyse the environment

2. Select target audiences

3. Set objectives and goals

4. Deepen understanding of the target
audiences and competition

5. Develop strategies

6. Develop a plan for evaluation and
monitoring

7. Establish budgets and find funding sourc

8. Complete an implementation plan and

sustain behaviour

CDC framework for health communication
(Roper, 1993)

1.

2
3
4
5.
6.
7
8
9.
1

Review background information

Set communication objectives

Analyse and segment target audiences
Identify message concepts and pre-test
Select communication channels

Create messages and materials and pre-
Develop promotion plan

Implement communication strategies
Assess effect

0. Feedback (loop back to step 1)

Proposed generic framework
1. Pre-intervention rationale

e Problem raises agendas

« Rationale/justification

e Goals and objectives

» Determine if social marketing is
appropriate to the problem

2. Intervention definition and formative
research:

e Objectives

* Context

* Institutional context and capacity
* Partners

e Competition

e Audience (barriers and benefits)

3. Intervention design

e Strategy

* Intervention activities and products
(including pre-testing and revision)

e Monitoring and evaluation framework

e Budgets and funding sources

4. Implement

e Carry out the campaign
e Monitor and adjust

5. Intervention closure

» Evaluation

¢ Follow-up activities

* Sometimes, feed back into the projec
start

test

—~
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The generic social marketing framework presentsag w analyse the common stages.
The generic model presents five stages and opeaaatiedlows:

1. Pre-intervention rationale: As discussed in the section on the roots of $ocia
marketing problems, issues raise social agendasetfey are perceived as
problems that require resolution. Once a probleasiablished, social
marketing may be a suitable way to address it.

2. Intervention definition and formative research: Early formative research is
undertaken to understand the situation and to iskantifying intervention
options. At this stage, audience segments wildeatified, broad strategies and
campaign solutions brainstormed, and by the emdetbhould be a number of
viable options to consider.

3. Intervention design Campaigns and intervention materials are plantestid,
refined, and finalized. Through market pre-testplgnners will determine the
campaign’s final shape and implementation plan.

4. Implementation: Interventions are implemented, monitored, arjdsadd.
Intervention closure: After the intervention is complete, follow-up eies
may include an evaluation and other tasks aiméuf@iming successive

interventions.

Given the social marketing planning process and tgpes of research, campaigns
often producetargeted communicationsThis term describes messages specifically
tailored to a particular sub-population. In generdle formative research phase
identifies sub-populations who are easy to moveatow the target behaviour. Then the
pre-test research phase is used to assess arel pafiicular communications, designed
specifically for those sub-populations. Though abanarketing is not frequently

discussed as a means to achieve targeted commangathis outcome is important

and will be discussed further in subsequent chapter

2.6. Behavioural Change Principles
The theoretical basis for social marketing drawsrum number of practices and

principles derived from commercial marketing. Theselude market segmentation,
consumer research, product development and teslirggt communication, incentives,
and exchange theory (Kotler & Roberto, 1989).
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Although commercial marketing literature has moweyond the4Ps (product, price,
place, and promotion), these are still considehedkey variables that social marketers
can manipulate in order to increase or decreasewdgrfor a given product or service
(Kotler, et al., 2002). Within a social marketingntext, the 4Ps take on a different
meaning as compared to commercial marketing contéite product describes the
behaviour that is beingold or the offer designed to influence the targetiemck’s
behaviours. The product being sold could bedaa (comprising a belief, attitude, or
value), apractice (comprising an act or behaviour) ortangible object(Kotler &
Roberto, 1989). Researchers and practitioners émtyuhold different opinions over
what constitutes the social marketing product (fRea@ Peattie, 2003). Perhaps to
clarify the frequent confusion, researchers haweddd the social marketing product
into three distinct products. First, thmore product which describes the benefits
audiences receive by performing the desired behaviecond, thectual product
which is the desired behaviour. Third, gnggmented produdhat describes the tangible
objects or services used to support behaviour ehéfatler, et al., 2002).

Price is more straightforward—it describes what the earudiences must give up in
exchange for the product. In a commercial contexdnetary costs are given up for a
tangible object or service. Non-monetary costsuidelintangible costs associated with
the time, effort and energy required to performehdviour; psychological risks and
losses; and any physical discomfort associated tigh behaviourPlace describes
where and when target audiences perform the térgjeaviour or acquire any related
tangible products or serviceBromotion describes how the intervention message is
expressed and distributed to the target audienddss is where persuasive
communications are employed: to highlight the poidubenefits, pricing value, and

convenient places (Kotler, et al., 2002).

Although many behavioural change theories appeahirwithe social marketing
literature, perhaps the most popularsiscial exchange thearywhich is rooted in
commercial marketing theory (Lefebvre, 2000). Sloeixhange theory takes a rational
view of human behaviour. It argues that social exges occur between people and/or
organizations who conduct transactions in ordermaximize their rewards and
minimize their costs. For example, a company may &eproduct where money
constitutes their reward, while the product’'s béeefomprise the customer’s rewards

(Bagozzi, 1974). Social exchange theory providenaael for influencing behaviour
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through offering audiences beneficial exchangemady be the most important theory
that social marketers borrow from commercial mark®et Social exchange theory
underpins a number of frameworks used in sociaketary: the 4Ps, BCOS factors,

and tools of change. It also underpins relationgtépketing.

Social exchange theory provides a theoretical exgtian of why the 4Ps framework
and BCOS factors work. Botproduct/benefitsand price/costscomprise the social
exchange theory components, where the product/teenstitute the buyer’s rewards
and the price/costs constitute the costs that rhesexchanged. Expressing a social
exchange in the language of the 4Ps, a persorkady lto partake in a behavioural
exchange when the benefits of a product outweighpice. In other words, social
marketers can increase the target audience’s pilitpati changing behaviour by
increasing the product’s benefits, while reducisgaziated costs. When the benefits

outweigh the costs, action is more likely.

Relationship marketingefines customer loyalty as a form of repeat bighavesulting
from long-term beneficial exchanges (Ganesan, 19®Blationship marketing is
considered a paradigm shift away from thinking @frkets in terms of competition, and
towards seeing marketing as mutual interdependamck cooperation. Relationship
capital has been defined as the knowledge, experjemd trust a company has with its
customers, employees, suppliers, and distributbistig¢r, 2003). Researchers have
argued that long-term customer relationships atended on a commitment to the
relationship and trust (Morgan & Hunt, 1994) orabdependence relationship and trust
(Ganesan, 1994). When examining relationship mendxeind social exchange theory
online, trust has been deemed the central conceptdmmercial relationships, with
mistrust being designated the major impedimenttoramerce behaviour (Lou, 2002).
Within a non-profit context, long-term relationshigre based on trust and can be

regarded as repeat user behaviour.

Although some have deemed exchange a core compoheatcial marketing, others
have criticized this as not fully applicable to renwus social circumstances. These
criticisms date back to the first decade of soaishrketing, during the 1970s
(Rothschild, 1979). In commercial marketing, pay&orm an exchange occurs in

close relation to the buyer’'s behaviour. However,dublic health or social issues, the
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payback is often vague, uncertain, and may occuhéndistant future (Rothschild,
1999).

An explanation for these criticisms is that soamrketing’s efficacy (through applying
exchange theory) may be limited to contexts thareshfeatures in common with
commercial marketing. Conversely, when a behavemd context do not resemble
marketing contexts, conceptualization of the 4Rsnfwork will be difficult, and this
may explain some of the confusion over social mamgeconcepts. For instance,
Andreasen (2002) cautioned that social marketingldcde used in any context,
although there are cases where it may not be tsedpproach. He made a distinction
betweencan and should He stressed that social marketiogn be applied to any
problem, butshould only be applied to circumstances where the apprasicsuited.
Peattie and Peattie (2003) offered criteria to ss®ehen exchange-based interventions
are suitable, or in other words, when a particplaxblem may resemble a marketing
context. The framework is built on the premise sw@tial marketing is more suitable to
a problem that shares features in common with cawialemarketing contexts.
However, when problems diverge from commercial retiny contexts, social

marketing may be inappropriate.

Additional Principles
In recent years, the list of theories associated sacial marketing has expanded. There

is much debate on the theories that comprise soumlketing, and this debate
demonstrates that the field is no longer regardetha pure application of commercial
marketing. Contemporary social marketing is anatideand evolving practice that also

draws on a wide range of behavioural change theane practices.

In practice, social marketing campaigns are rapeddicated on just the 4Ps marketing
mix paradigm. They generally draw on a wide varigtypehavioural influence theories.
For example, the VERB Campaign, which aimed to wadéi tweens (pre-teens) to be
more physically active, drew on the following thimg branding theory, message
design theories, theory of planned behaviour, $adgnitive theory, and information
processing theory (Huhman, et al., 2004). As anctRample, one systematic review of
social marketing interventions demonstrated thdiegmon of social influence theory,
cognitive or social learning theory, the transtleéioal model, community organization
and participation models, media advocacy, andveded models (Stead, et al., 2007).

In 2000, one researcher claimed that social margegampaigns drew from numerous
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theories and models, but infrequently discusses] Theories included the health belief
model, social cognitive theory, the theory of reebaction, the transtheoretical model,
and diffusion of innovations (Lefebvre, 2000).

The wide blending of theories may explain why Reathd Peattie (2003) described a
debate among social marketers who argued wheth@staocial marketing had its own
distinctive theoretical basis. They suggested #uatial marketing community might
need to break its historical marketing roots angeti® its own intellectual foundations.
Such a proposal is controversial in the field. San®rs—Peattie and Peattie (2003)
and the UK’s National Social Marketing Centre—hgw®moted expanding social
marketing theory. However, others—Kotler, Robe#nd Lee (2002) still promote the
4Ps as a comprehensive framework that can accontenodany factors considered

important to campaign success.

This call to break with commercial marketing may dréven by social marketing’'s
intellectual roots. Social marketing is not a thean itself but an eclectic field
predicated on marketing, which is also an ecld@id. It may also be influenced by the
common practice of designing interventions thatvdom a wide variety of theories and
behavioural change models, sometimes without sounelketing’s central principle:
exchange. This diversity is further complicated daese there is little consensus on
which theories are best suited to particular proisiéLefebvre, 2000).

Examples ofadditional social marketing frameworkaclude the BCOS factors:
benefits, costs, otherand self (Andreasen, 2006). Within this framework, benefits
drive a person towards action, while costs redteg likelihood of action. Together,
they comprise the exchange theory component. The remaining factors include
internal and external factors that may influenchawsour, and which can be found in
social cognitive theory (Bandura, 1989) and theotheof planned behaviour (Ajzen,
1991).These include others that can motivate orafieate target audiences, and self,
self-assurance or self-efficacy, which describegeesson’s belief that they have the
ability to carry out an action. Conceptually, th€®S factors overlap with some of the

4Ps, with the benefits and costs equating to twih@#Ps - product and price.

Like the BCOS factors, thols of chang@pproach combines exchange theory with a

wide range of influence research, across numerieldsf The approach begins with
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steps to identify benefits and barriers (productd price), then moves on to design
interventions through selection of the tools ofraye which include a wide variety of
factors shown to influence behaviour across fietdgh as the social sciences,
psychology, persuasion, and communication reseéfassirer & McKenzie-Mohr,
1998).

Additionally, researchers and practitioners fredlyetiscuss individual factors that can
affect intervention efficacy. For example, commakanarketers have understood the
value of “cool” as a factor that can aid produciesato particular segments.
Consequently, there is great scope for social niarkeo factor cool into campaign
planning. This way they can design interventioret #peak the language of particular
audience segments (Bird & Tapp, 2008). Likewise@ndinghas been considered an
important element of commercial marketing that barfactored into social marketing
campaigns to help influence target audiences (W@@®8). The VERB campaign
considered branding theory to be a key theoreticmhework underpinning their

intervention (Huhman, et al., 2004).

2.7. History

This section reviews the major events in the hystdrsocial marketing and notes a few
key Internet developments. The roots of social mitamk date back to the 1950s, when
one psychologist argued that the more non-profjiizations communicated like for-

profit marketers, the better their prospects farcess. As will be discussed, during the
1960s, practitioners in developing countries andketing academics set the stage for
the emerging field. Social marketing was formalflyiched in the 1970s; searched for
an identity in the 1980s; and had found a uniquieiby the 1990s. By 2000, social

marketing was considered an established fieldyw nontinues to grow and evolve.

As an indication of the field’s growth, Figure ZBows the annual number of academic
journal articles on social marketing since 1971e Thart demonstrates a rapid increase
in the number of journal articles describing socizrketing, with an exceptionally
sharp rise at the beginning of the millennium. Thethodology employed to produce
this chart is available in Appendix 13.1. In brigfjick assessment was made of social
marketing terms used in PubMed from the years 1872008. This resulted in a time
series of 1,747 articles. After assessing titles @pstracts, 89% were assessed possibly

to be about social marketing while 11% were evaldato be irrelevant or non-
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assessable. These results were assessed withifl@ot+fmargin of error at a 95%
confidence level (Neuendorf, 2005).
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Figure 2-2: Social Marketing Journal Publications (971-2008)
1950s

As previously mentioned, the roots of social marigtre attributed to the G. D. Wiebe
who asked the question, “Why can't you sell brdtbed and rational thinking like you
sell soap?” (Wiebe, 1951). He proposed that margetiould be used to solve social
problems and that the more non-profit campaigneméded commercial marketing
campaigns, the better their prospects for succbssenty years later, Wiebe’s early
thinking on the application of commercial marketitogsocial issues was prominently
featured in Kotler and Zaltman’'s 1971 article tHatmally launched the social

marketing field.

1960s

Though social marketing was not yet a formal cohdapthe 1960s, international
development programmes and academic debates sstatie for the birth of the field
one decade later. During this decade, internatioleaelopment agencies conducted
family planning activities in developing countriethrough the distribution of
contraceptive products, where marketing principlesed a role in their dissemination
(Andreasen, 2006). Similarly, commercial marketmas applied to health education
campaigns, with some campaigns employing audieeggnentation and customer-

orientated approaches (MacFadyen, et al., 1999).

Social advertising, a common mass-media approaclsotmal change, had been
employed during this decade. Lacking marketing epis; such as segmentation and
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exchange, social advertising was considered a mecuo social marketing (Fox &
Kotler, 1980). The success of these activities batlge attention of academics who
were debating broadening the application of manketio other fields (Andreasen,
2006). The practitioner successes and academictegeinathe marketing community led

to the development of social marketing.

During this decade, the cold war triggered the USilitary to research decentralized
communication networks that could operate in tloe faf possible nuclear attacks. This
security concern prompted research and developthahtvould eventually lead to the
Internet (Ruthfield, 1995).

1970s

In 1971, the term social marketing was coined ia field's seminal article, “Social
marketing: an approach to planned social changeastl¢K & Zaltman, 1971). The
publication outlined how marketing practices cobilused to address social issues. It
defined social marketing by comparing Wiebe’s ()ddmework to the 4Ps marketing

mix.

At the time, Kotler and Zaltman'’s (1971) proposasaconsidered controversial. Some
academics objected, arguing marketing should not applied to other arenas
(Andreasen, 2006). Some argued that replacing ghlyproducts with values would
threaten the exchange concept. While others argoeidl marketing would be abused
as propaganda (MacFadyen, et al., 1999). A reviéwhe first ten years of social
marketing showed that popular criticisms includeel ¢harge that social marketing was
not real marketing, but was manipulative, self-sggyvand threatened to damage the

reputation of marketing (Fox & Kotler, 1980).

These debates did not stop communicators from amplocial marketing principles.

The practice was primarily applied in developingiivies, and to a lesser extent in
developed nations. Within developing countriesjaamarketing campaigns primarily

addressed family planning while in America the feuas on healthy lifestyles linked
to heart disease (Fox & Kotler, 1980).

During the 1970s, pro-social marketing academicgicoed debating the practice and

advancing thinking. Internal criticism focused dre tchallenges faced when trying to
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apply commercial marketing principles to socialattons where the concepts did not
quite fit (Rothschild, 1979). Additional ambigugi@merged, as it was not always clear
what distinguished social marketing from other abchange practices. Consequently,
the ten year review of social marketing discussexttical problems in applying the
field’s concepts while striving to contrast it witither social influence practices (Fox &
Kotler, 1980).

ARPAnet, the precursor to the Internet, was pupldisplayed for the first time in the
USA at thelnternational Conference on Computers and Commtioica in 1972

(Ruthfield, 1995). Another important technical iwnaton this decade was the
development of computer-based health risk assessm&hich took patient data and

provided personal risk assessments (Kreuter,,62G00).

1980s

The 1980s has been described as the time wherettieséarched for an identity among
other social influence practices (Andreasen, 200&xing this decade, the academic
debate shifted from the questioBHouldmarketing be applied to social issues?” to the
guestion How can marketing be applied to social issues?” Atstlime time, the health
community began embracing the practice (MacFadgéral.,, 1999). The first social
marketing textbook was distributed in 1989 (Ko8eRoberto, 1989).

1990s

By the 1990s, the field had overcome many of thdieeaconceptual ambiguities and
started to better define itself. A major advancemerthe field came when researchers
clarified social marketing’s niche as the changbediaviours. This shift helped contrast
social marketing against other social influencecticas. The newly defined niche also
provided space to integrate other behavioural ohalfigjds into social marketing.
Finally, it helped define the field’s limits (Andasen, 2006). This focus helped to
clarify when social marketing was appropriate tpaaticular problem, as opposed to

other practices.
In this decade, notable contributions to the fiéhdluded launching the Social

Marketing Quarterly academic journal in 1994. Orearylater, Andreasen’s (1995)

textbook, which integrated stages of change thonkmo the social marketing process,
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is considered to have made a significant contrilouto advancing the field (Kotler, et
al., 2002)

Building on top of the Internet, which was primgrilsed to network educational and
research institutions, the World Wide Web was ingdrin 1993. It was developed by
Tim Berners-Lee, who was seeking a solution to digakzed knowledge management
problems at the CERN particle accelerator reseagatre in Switzerland (Berners-Lee,
2000). Since this time, the web has been fuelllrg rapid expansion of the Internet

around the planet.

2000
Since the term social marketing was coined in 1974 field has grown and diffused
across the planet. Social marketingi@sv seen as an effective way of improving public

health, safety, the environment and community dgrekent (Kotler, et al., 2002).

The field has produced several books, chapteramifithoks, its own academic journal
(Social Marketing Quarterly), and numerous confeesn The first World Social

Marketing Conference occurred in 2008. Then in 2Q09 initiative was launched to
develop a global social marketing institute. Soamarketing is practiced by numerous
United Nations agencies, USA Government agenciessudting and communication

firms (Andreasen, 2006).

Social marketing is well established in North Ancariand has a long tradition with
international development agencies (Andreasen, )200ds slowly penetrating into
Europe where, for example, in 2006 the UK Governnoatied for a National Social
Marketing Strategy for Health (National Consumeru@agl, 2006). One systematic
review of social marketing interventions showed niegority of reported interventions
came from North America, with a small number fronuskalia, the Netherlands,

Finland, and one from Brazil (Stead, et al., 2007).

Although the field is established to some degr@adamic debates continue. At the
beginning of the millennium, one major debate ideld advocates who argued that the
field needed to focus on up-stream change, toenfte policy makers, as well as down-

stream change, to influence citizens (Andrease@6R0Another debate raged about
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whether social marketing needed to cut its margetioots and develop its own

distinctive intellectual basis (Peattie & Peat#e03).

The World Wide Web popularized the Internet in ##890s. However, it was not until
around 2005 when social marketing academics begiaously discussing the potential
of this new media. Additionally, the successful 2@dection of USA President Barack
Obama drew heavily on grassroots campaigning linkkedocial media. This successful
Web 2.0 campaign appears to have delivered a wpkealh to campaigners who had

previously disregarded the value of online engageme

2.8. Online Social Marketing

The termonline social marketings used to describe the online components of kocia

marketing campaigns, whether they are conductetugxely online or as part of a
multi-channel intervention. An example of an onlgteial marketing intervention is the
One-Tonne Challenge Program which called on Canadia reduce their greenhouse
gas emissions to help achieve Canada’s climategehabjectives (Tremblay, et al.,
2006). Part of the intervention included an intév@cwebsite that encouraged citizens
to reduce their carbon footprint. The website asgedple to enter information about
their lifestyle; it calculated their carbon footpri and then encouraged them to reduce
their carbon emissions. It provided advice on r@dugreenhouse gas expenditure by
using energy-efficient light bulbs, biking to wort changing lifestyle habits. Unlike
the commercial website Amazon.com, which persuadess to buy products, the One-
Tonne Challenge website tried to persuade usechange their lifestyles, to reduce

greenhouse gases emissions, and to help mitigaienftacts of global climate change.

Social marketers generally select the mix of comigation channels most suitable to
their target audiences. Consequently, interventasesoften conveyed through multiple
channels, such as posters, television, billbogrdslic events, and the Internet (Kotler,
et al., 2002). For groups that are easily reach#uhe such as teenagers, the Internet
offers a valuable channel to engage them, alonasopart of a larger multi-channel

campaign (Peattie, 2007).

In recent years, there has been a rapid transfammat the media landscape, largely
shaped by the Internet and other new media, inotudiobile phone technology. The

social marketing community seems to have adaptethisochanging landscape later
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than many other fields. There were few discussamshe value of the Internet in the
first few years of the millennium. This was surprgsas at that time the private sector
was reaping the benefits of the Internet. For exapfilicon Valley saw the dot-com

boom and bust; then soon after, social networkiefpsites had become the dominant
online spaces. During this major media revolutiome paper described an online anti-
drug campaign, as an exception to the norm, andstxt on the links between online
and offline behaviour change while discussing therits of testing behaviour online

before offline adoption (King, 2004).

While social marketing researchers at the time destnated little interest in how the
Internet could increase campaign efficacy, the mtens of unhealthy lifestyles seemed
to have taken full advantage of the Internet. Tlead may have prompted some early
online social marketing papers to feature Intethegats rather than opportunities. For
instance, one early paper demonstrated how widadpaied sophisticated online pro-
tobacco marketers were, and called for a sociaketiag response (Ribisl, 2003). A
few years later, another assessment of online t@bprevention messages argued that,
“As the tobacco industry continues to saturate ybeth market with unprecedented
levels of advertising and marketing campaigns, rteed to enhance understanding of
effective online social marketing campaigns is tgedhan ever” (Lin & Hullman,
2005). Perhaps recognizing the private sector'snenkuccesses, and the social
marketing community’s lukewarm ventures online, aesearcher argued that the
Internet was a valuable communication tool withoteptial of which social marketers

had not yet taken full advantage (Peattie, 2007).

During the early 2000s a major transformation wadsng place online. By 2004, the
term Web 2.0was coined to describe interactive Internet apgiims and businesses
that were emerging from the participatory web, udahg blogs, wikis, social

networking sites, and other user generated onlippliGtions. Many Web 2.0

applications quickly became the world’s most popwebsites, as indicated by the
rapid growth of Wikipedia and social networkingesitMadden & Fox, 2006).

Perhaps in response to the Web 2.0 transformdipayound 2005, the few articles on
online social marketing advocated the benefitsntihe technology and argued that new
media meant rethinking the way that audiences @mneaived and engaged. They argued

that a radical transformation was taking place, ne@lrearketers were seeing audiences
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as partners, rather than passive targets. Thisfoanation is expressed by the idea of
inviting people to join the debate and become acparticipants, rather than passive
audience members (Peattie, 2007). This new viewbbaa expressed by calling target
audiences the “people formerly known as the au@iérna other words, the audience
decides what they look at and listen to, and ifytden’t like what a campaign has to

offer, they will find other content or do their owimings (Lefebvre, 2007).

This new view on engaging audiences accords weh e precepts of relationship
marketing, which views relationships as meaningfthanges over time. One way of
engaging audience as partners is with interactien® campaigns generated by the
audience/partners themselves. A good example i¥ate Your-C” campaign website
where the homepage presents a single survey gunestiated to personal choice, and
the next page presents an interactive interfadefulser-generated content (Conrad, et
al., 2009) On this intervention website, the target audierene contribute content that
shapes the intervention for successive audiendessdcial marketers were in charge of
setting-up the intervention framework and managdtndput the audience/participants

were responsible for shaping its content.

2.9. Summary

Defining social marketing

The definition of social marketing has changed mimgs since 1971. At its core, it is
the application of commercial marketing to sociauses. Later this definition was
expanded to focus on voluntary behaviour change.pfgsent, some actors are
proposing that the field encompasses both commemwaaketing principles and also

other behavioural influence practices.

Social marketing is an applied field. To a larggrde, the practice is based on the
product marketing planning framework that inclueesensive research before, during,
and after implementing interventions. These stagas be broken down into roughly
five generic categories: (1) pre-intervention nadile, (2) intervention definition and
formative research, (3) intervention design, (4plementation, and (5) Intervention

closure.

The theoretical basis for social marketing drawsmfrcommercial marketing and a

number of other fields. As part of the marketingknthe 4Ps model (product, price,
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place, and promotion) is still the most promineah&vioural change model used by
social marketers. It is underpinned by social ergeatheory, which takes a rational
view of human behaviour where people conduct tretitsas in order to maximize their

rewards and minimize their costs.

The roots of social marketing date back to the $9%hen a psychologist questioned
whether marketing could be used to promote soca@ises. During the 1960s,

practitioners in developing countries and marketazgdemics set the stage for the
emerging field. Social marketing was formally lahed in the 1970s, searched for an
identity in the 1980s, and found a unique nichthe11990s. By the year 2000, it was an
established field, and now continues adapting smging circumstances.

Social Marketing efficacy and suitability

Social marketing is an effective way of influenciimglividual behaviours; a number of
primary studies have demonstrated its efficacy. Sy&iematic reviews of the literature
have found evidence that the majority of social kating interventions achieved a
positive impact across a range of behaviours, dioly nutrition, physical activity, and

substance misuse. However, the number of successfuentions appears to decline

over time, suggesting that campaign efficacy mayehese over time.

Researchers also argue that social marketing stedfective way to address public
health. The outcomes of healthy lifestyle in teroisquality adjusted life years, can
translate into savings/benefits accrued to indigidiand their families, public health
expenditures, income to public services, incomertployers, and the non-monetary
price of values. For example, in the UK, researsestimate that for every £1 spent on
preventative health promotion, the state can sawden £34 and over £200 in health

spending.

Social marketing should not be applied to all doprablems, as the practice is only
considered viable in particular circumstances. Wablems emerge within a context
that resembles a marketing situation, there istetbehance that social marketing will
be suitable. There are cases when simply disseimgnatformation or implementing
legislation is more appropriate.
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Online social marketing

Some time before 2005, the primary online sociatkai@ng papers addressed Internet
threats from successful tobacco industry ventuvéish at least one exception, these
works offered little advice on how social marketemild effectively respond online.
Some time after 2005, social marketers started cadirgg the use of the Internet as a

powerful communication tool.

As social marketers began realizing the potentidl mature of the Internet, there were
calls to change the traditional paradigm of pubbocnmunications, particularly viewing
target audiences as partners rather than passgeigaThis transformation is expressed
by the idea of empowering people through providopgortunities to join the debate

instead of being passive recipients of information.
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3. Online Intervention Efficacy
“It has been estimated that there are between 1¥.80d 45,000 health-related

sites on the Internet. Results presented here stiggat many health-related sites

do not include the basics of health behaviour cleangnd those that do need
improvements made in many of the areas believée important for the quality of
health behaviour change programs on the Internberg& is a strong need for more
rapid dissemination of the web of science of imtliglized and interactive tailored
communications.”

Evers et al. (2003)

Numerous factors are driving individuals, businesgmlice, institutions, nations, and
intergovernmental organizations online. As morestonmers go online, business are
financially motivated to keep pace. As more indiats and businesses conduct e-
commerce transactions, more online fraud and copwirs, which has motivated the
rapid development of e-police units. As more peoplefaith go online, spiritual

institutions trail close behind. As more citizers @nline, nations are implementing e-
governance solutions, while the intergovernmentgnaies are implementing online
services to better facilitate intergovernmentalcpsses. Similarly, in nations with high
Internet penetration and some audiences who ailg ezeched online, social marketers

are forced to adapt their practice to the changiegdia landscape.

Many actors are motivated (or being pressured) dadact online outreach for
numerous reasons, however it is not always cleav haternet communication
compares to other channels, in terms of influeneittigudes and behaviours. Moreover,
it is less clear which online design factors aresimmportant in terms of engaging and

influencing people.

This chapter examines motives to innovate onlinerientions and examines evidence
of intervention efficacy. It discusses individualibn as a way of conceiving the
differences between types of online interventiomsl @xamines different types of
behavioural goals. Finally, it looks across thrgees of research to evaluate whether

Internet engagement can influence individuals’ bahas.
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3.1. Motives to Develop Online Interventions
There are at least five factors that may explaitives to innovate online interventions:

First, in some countries online channels are dcsptp traditional media, such as
television and newspapers. This trend varies byeagd segment, with some groups,
such as teenagers, spending more time online tmaother age group (Peattie, 2007).
In the USA, a 2008 public opinion poll (N=1,013)psved that citizens’ primary source
of national and international news came from thteriret (40%), newspapers (35%),
and television (70%). This year marked the finstetithe Internet surpassed newspapers
as citizens’ primary news source. In addition, peomunger than 30 years obtained
national and international news online 59 percénih® time, which was identical to the

percentage of news they obtained from televisi@aw(Research, 2008).

Second, the primary rationale for developing onlimerventions comes from research
that shows online interventions can match, and siopally outperform, traditional
interventions, in terms of influencing people’s aeiours. A number of synthesis
studies (discussed in detail below) demonstrateefifieacy of online intervention.
These include one meta-analysis showing that onfiterventions could significantly
increase participants’ knowledge and health-reléedaviour (Wantland, et al., 2004).
Another meta-analysis of 75 computer-delivered theahd risk focused interventions
showed that computer-delivered interventions sigaiftly improved participants’
knowledge, attitudes, and behaviours in compartsoather methods (Portnoy, et al.,
2008). Finally, two systematic reviews showed mogesitive impacts resulting from

online interventions (Norman, et al., 2007; Vandette, et al., 2007).

Third, online channels offer new opportunities fordividual and community
engagement through multi-media, interactivity, aandomation. Unlike earlier media,
features such as tailoring, interactivity, and combd mass and interpersonal
communication, offer new opportunities to influermehaviours (Neuhauser & Kreps,
2003). Additionally, automation, personalizatiand interactivity can make online
engagement more effective than traditional commatido channels. Internet
applications can sometimes be more persuasivehinaans because they provide users
with anonymity, they are persistent, draw from \asbunts of information, can present

issues in multiple ways, and can meet increasieg desmand (Fogg, 2003).
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Fourth, the Internet offers social marketers newoofunities to reach large populations
through online campaigns. In 2006, the worldwidenbar of Internet users surpassed 1
billion (Computer Industry Almanac, 2006). Then2808, the number surpassed 1.5
billion, with an estimated 2 billion Internet usdxg 2011 or 2012 (Computer Industry
Almanac, 2008). At the same time, research shows$ people are turning to the
Internet for health advice on a massive scale (R86). For target audiences who
avoid the Internet or may not have access, onlingagement is not appropriate.
However, in many countries there are large popuiativho readily use the Internet and
are easily reached online. Furthermore, given tide penetration of the Internet in
many countries, small shifts in behaviour attriloute online interventions can translate

into a large population health effect (Norman, 2007

Fifth, public online health interventions offer sificant cost savings in the face of
rising healthcare costs. This is set against aespmtf Governments realizing that it is
more cost-effective to market healthy lifestylearthio pay to treat the consequences of
unhealthy lifestyles. The UK’s Department of Headttnounced that the Government
spends £187 billion per year treating preventabl&ealth, money which could be
better spent by marketing healthy lifestyles (NaioConsumer Council, 2006). In the
US, increasing healthcare costs and new onlinegamgant opportunities are driving
the search for e-health solutions, including betwaal change, prevention and self-
management tools (Baur & Kanaan, 2006). Beyondipw@alvings, costs to the private
sector from staff illness and productivity losses doe significant while interactive
health systems can be used to manage staff heatthreduce productivity losses
(Riedel, 2007).

As an example of the lower costs associated witimes@nline interventions, one
Internet-based headache treatment was deemed tvwiethas as cost-effective as
traditional clinical treatments (Strom, et al., BRAn another case, it was estimated that
smoking cessation tele-counselling interventionst ¢d150-$250 per smoker, while
tailored print interventions ranged from $5-$40 peroker and, depending on the size
of the population, tailored online smoking cessatisterventions could cost less than
$1 per smoker (Strecher, et al., 2005).
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3.2. Interventions and Individualization
Across research and case studies, there appeawotdoitoad categories of online

interventions. These categories do not have fixedddrs, and appear to reflect
differences in communication theory and individeation. For instance, many online
interventions appear to be modelled on the onedoymmass-media model. These
types of interventions disseminate information, lpog content to audiences in one
direction. Alternatively, there are interventionsodelled on a one-with-one
interpersonal model, where much of the focus idastering interactive relationships.
These types of interventions reflect circular comioation models, with audience
feedback serving as the basis for intervention agieg. This section discusses
distinctions between mass-media and interpersasddcampaigns, and then discusses

how these differences relate to targeted and &alorterventions.

Mass-media and Interpersonal Communications
Table 3-1 presents a conceptual description oftypes of attributes associated with

mass-media and interpersonal-based campaigns. ifdtecitegory describes online
interventions modelled on the mass-media (one-toy)naommunication model. The

second category describes individualised intereastimodelled on interpersonal (one-
with-one) communication.

Table 3-1: Conceptual Description of Intervention @Gtegories

Group Campaigns Individualized Interventions
(mass-media) (interpersonal)
Population focused Individual focused
Population-level promotion Individual-level assessin
More one-way More two-way
Targeting groups Tailored to individuals
Broad scope Narrow focus
Offer much irrelevant content Offer some relevaomtent
Information provision Service facilitation
Blunt instrument Sharp instrument

This distinction—between group and individual lewaimpaigns—is further reflected
by describing interventions along a continuum afividualization, which ranges from
generic communications to highly personalized eagent. To express this idea,
Figure 3-1 displays an intervention’s level of asseent on the x-axis, and the level of
individualization on the y-axis. On the diagona éive communication approaches that
range from generic to interpersonal (Kreuter, et2100). The chart has been modified
by adding two groupings, which are callegloup campaigns (mass-mediand

individualized interventions (interpersonalBetween both groups is what will be
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referred to as thmass/interpersonal gapvhich describes the difference between these

two approach categories.

. A
Highly
individualized Individualized .-,
conten Interventions .~ P
(Interpersonat) _A‘Al.ﬂterpersonal
Content of 7 @ Tilorec
Communication Group - @ peisonalize
Campaignsﬁ",uxz
(mass-lTlsdla) . \—{ Massl/Interpersonal Gap
¥~ Targete
Generic, or not ® ,,G‘éneric
individualized
conten R
Not assessment Based on assessment
base of individuals
Level of Assessment

Figure 3-1: Individualization and the Mass/Interpersonal Gap (adapted from Kreuter et
al., 2000)

The group campaigns (mass-media) category inclumteh generic and targeted
communication.Generic communicatioexpresses content with a lot of information
within a single communication, without consideritmnsumers’ characteristics. This is
a “one size fits all” approach where communicatioaterials try to be “all things to all
people”. Individuals sometimes need to sift througdst quantities of irrelevant
information to find the parts relevant to them. kligmotivated people are more likely
to invest the effort to find the information theyeaafter. Targeted communicatiors
aimed at subgroups, often based on particular deapbg characteristics. This
approach assumes that small groups are similargbntmu justify one communication
message. This is based on the principle of madgnentation, which aims to find the

right customers for a particular product or senfi€eeuter, et al., 2000).

The individualized interventions (interpersonalXegmry includes interventions that
share features in common with human, person-witkgge communication.
Personalized communicatiatescribes the process of integrating personatnmtion
into a message. This may include using a persarisento draw attention to a message.
Tailored communicatioms content specifically designed for a particutadividual. It
generally requires two steps: First, a person plewinformation; second, they receive

an individually constructed communication. The pergenerally receives feedback
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based on their expressed needs, interests, or re@ndeterpersonal communication
describes the interactive, and immediate commubpitaprocess that takes place

between people (Kreuter, et al., 2000).

Targeted and Tailored Interventions
In the 1970s, when organizations began using matkejpproaches to design targeted

public campaigns, health researchers had begun xperiemnent with computer-
technology to design tailored interventions. Bgpipraaches can be regarded as a form
of tailoring, but at different levels. Social matikg interventions are tailored to the
sub-group level, basing messages on attributes comto groups. Health risk
assessments are tailored at the individual levading messages on attributes particular
to an individual. Both practices, targeting for ptgtions and tailoring for individuals,
began at roughly the same time. However, over #st four decades, they have

advanced in parallel across different fields.

The innovation of social marketing introduced adiarof activities to communications,
offering advantages over prior social change prasti Some of these new activities
included product planning, market research, segatient and exchange. One critical
outcome of these approaches is the productionrgétad communications. To explain
why this was such a communication innovation, adesiwo early social marketing
papers that explicitly contrasted social advergjsagainst social marketing (Fox &
Kotler, 1980; Kotler & Zaltman, 1971). They resaivihe term social advertising to
describe campaigns that disseminate broad genessages to a large population in the

hopes of influencing their thinking or behaviour.

This shift in thinking, from social advertising smcial marketing, is reflected in the
difference between generic and targeted commuoitaprresented in Figure 3-1. Social
advertising would qualify as generic communicatibrtonveys a generic, one-size-fits-
all message to broad populations without much clemation for their needs. Social
marketing would qualify as targeted communicatias,it disseminates messages that
are relevant to sub-populations who share commareckeristics. In this regard, part of
the efficacy improvement of social marketing ovecial advertising could be explained

by its greater individualization.

Similar advances were taking place in the heal#ldfi Health risk appraisals,

individualized risk assessments based on patigotnration, were developed in the
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1970s. By 1986, as many as 15 million Americans rieaeived health risk appraisals.
These systems provided tailored risk information patients, but they were not
considered effective at influencing behaviour (Kezuet al., 2000). Their inability to
influence behaviour may be explained in part, bgirthreliance on information

provision, combined with a lack of motivational agfficacy support.

Despite the ineffectiveness of health risk apptajsvidence from ten years of research
has demonstrated that tailoring can influence psipdical and behavioural outcomes
(Kreuter, et al., 2000). Early research on tailgrialong withstages of changessearch,
provided numerous insights into designing effecinterventions. These discoveries led
to early expert systems designed to help peopleeelnealthy lifestyle outcomes. One
noteworthy early study, published the year the wel invented, described a smoking
cessation expert system. The expert system wadl basea two-way interpersonal
communication model and used the transtheoreticalein(Velicer, et al., 1993). The
researchers envisioned deploying the interventtomass public audiences. However,
at this time, expert systems were expensive and/éiiehad just been invented, thus the
vision of mass public deployment was not yet fdasiblowever, a few years later, a
practical smoking cessation expert system was dpeedl which used the stages of
change approach to tailor intervention messageasplirted impressive outcomes, with

cessation rages between 22 and 26 percent (Vé&li&sochaska, 1999).

Given these parallel tracks (social marketing nmasslia approaches and interpersonal
health interventions), it is conceivable that camgps could be deployed on a massive
scale, offering citizens individually tailored indéetion. Thus, social marketing could
use Internet communications to move beyond targetetmunication and offer tailored
interaction. In other words, campaigners could tgvenass-interpersonal campaigns

capable of reaching large segments and offeringnaated interpersonal relationships.

3.3. Macro and Micro Behaviours
Just as the ultimate bottom line of social marlgetsmbehavioural change, the ultimate

goal of online social marketing is also behaviouchlange. However, in online
environments there are at least two levels of bebavthat need to be influenced for a
campaign to achieve its intended effect. In intevac campaigns, interventionists
frequently engage audiences in online behavioursigded to influence offline

behaviours. One way to conceive these two diffede@haviours is through the
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distinction betweenmacrosuasionand microsuasion Macrosuasion describes the
overall persuasive effect of a product. Microsuagiescribes small persuasive tactics
used to encourage the performance of minor onlisist such as signing up for a
newsletter or clicking on a hyperlink (Fogg, 200Bvo other definitions are offered.
Macro-behavioursdescribe the primary behaviour targeted by annenintervention;
andmicro-behavioudescribes a routine behaviour that people perfarlim®, intended

to lead to the macro-behaviour. For example, aari@haviour would describe when a
person registered for a weight-loss interventiohjlevthe macro-behaviour would be
dieting. Similarly, the psychological tactics usedcencourage people to register for the
programme would constitute microsuasion while tkerall effect of the intervention

would be described as the macrosuasion effect.

Before an online intervention can affect the adi#tsiand behaviours of target audiences,
individuals must first perform small micro-behavisu With this principle, online
composting campaigns may focus on encouragingggaatits to compost (the macro-
behavioural objective). However, to influence thehaviour, the intervention is likely
to focus on online micro-behaviour goals such asoeraging users to visit the site,
opting-in to newsletters, and asking them to maldégdal commitment to recycling.
One study showed a statistical association betweemumber of online features in an
intervention and the behavioural outcomes. In thedys of a physical activity
intervention, the number of intervention elementsd aiser interactions was the only
factor associated with efficacious outcomes. Irgations with more than five
communication options demonstrated more positivanghs (Vandelanotte, et al.,
2007).

From this perspective, achieving online behaviouticomes can be seen as a process
that includes a small number of online activitibattmay lead to significant impacts
later on. The importance of these micro-behaviohas prompted researchers to
examine the role of visit frequency or loyalty asykmeasures of website retention
(Peterson, 2004), or enticing users to opt-in tegbetters or register on websites as a
preliminary step towards permission-based markatargpaigns (Tezinde, et al., 2002).
Given the critical link between these micro and rodeehaviours, e-commerce tools,
such as behavioural funnels that track online galesesses, can be used to track users’
progress through persuasive behavioural chainsg(Rogeckles, 2007) that guide
audiences through a series of steps toward paaticaé¢havioural goals. Many of the
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online social marketing case studies report mi@baviours, such as visits to websites,
rather than the macro-behavioural outcomes, suclprasticing safe sex, having

mammograms, or recycling.

3.4. Online Intervention Efficacy Studies
When examining evidence for the efficacy of onlingerventions relevant to social

marketing, there are perhaps three broad typessafarchiiterature-based research,
real-world research,and real-world case studiesThese are not fully distinctive
categories, but rather offer a way of dividing thesearch into useful groupings.
Research reflecting literature-based research chroes meta-analyses and systematic
reviews. The majority of studies included in thegathesis papers are experiments that
provide outcome estimates. These studies offesstimngest evidence of intervention
efficacy. Real-world research comes from studieat tBurvey existing online
behavioural change interventions that are pubbeigilable on the web. These types of
studies could be compared to field studies wheser¢isearchers visit the web to study
their subjects in their natural setting. Theseistugrovide interesting insights, but their
efficacy findings are less reliable as they dramatasions without access to impact
data. Finally, real-world case studies provide redéng examples of online

interventions, but rarely offer valuable researddights.

3.4.1. Literature-based Research
This type of research includes synthesis studiasdraw from academic literature and

reports. These studies are more likely to refleapgss employing experimental

methods, and sometimes correlative approachess#&sa intervention efficacy.

Since the mid 1990s, the number of published report online interventions has
rapidly expanded (Wantland, et al., 2004). Manyhaise interventions are designed to
influence one or a few behaviours. Studies areuiratly evaluated in clinical and real
world contexts. Many use control groups (for exaanmmparing web versus paper, or
comparing against a waitlist control group); a feport quasi-experimental methods;
and some draw on correlative approaches. Therea drandful of meta-analyses and

systematic reviews that provide a broad perspecitiviterature-based research.

The types of online interventions reported in tt@search group include programmes
designed to improve an individual's quality of lif@hese include websites that

encourage youth to reduce binge drinking (Chiauetial., 2005); smokers to stop
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smoking (Strecher, et al., 2005); overweight pesstanreduce weight (McConnon, et
al., 2007); and citizens to increase their physamivity (Marshall, et al., 2003). For

example, one online intervention, lasting two-maentimed to prevent adolescent girls
from developing eating disorders. It was implemdnite conjunction with a parent-

targeted intervention designed to influence patesititudes and behaviours towards
their daughters (Bruning Brown, et al., 2004). ®@nief online intervention encouraged
students to develop appropriate drinking, eatiny] axercise behaviours (Kypri &

McAnally, 2005). Still another web and therapissé&ad intervention was designed for
individuals with type-2 diabetes, and aimed to éase their physical activity levels to
achieve glycaemic control (Kim & Kang, 2006).

Efficacy
Meta-analysis is a statistical approach that alloesearchers to pool the statistical

outcomes from different studies and then quanti&y éverall trend. Of the two meta-
analyses of online interventions, the first incldd@? studies that compared web-based
against non-web-based interventions. Targeted hednavincluded physical activity,
psychological disorders, weight loss, and diseasenagement. Across studies,
interventions ranged from a standardized meanrdifige effect size d=-.01 to .75. Due
to high variability, they did not calculate an oakreffect size. Sub-comparisons
between five web-based and non-web-based inteorentproduced effect sizes on
knowledge and behaviour from d=-.24 to .44. Theaeshers concluded that web-based
interventions showed improvements in knowledge baHavioural outcomes, when
compared to non-web-based interventions (Wantlandl., 2004). Overall, the analysis

demonstrated that online interventions could infkeebehaviours.

The second meta-analysis included 75 computer-ateli/interventions, many of which
were Internet-based. The study demonstrated tlsietinterventions could influence
health-related knowledge, attitudes, intentions] d&@ehaviours. These interventions
operated across a range of topics: diet, tobaceodisease management, substance use,
safe sex, binge/purging behaviours, and health tex@mce. However, there were some
health behaviours to which the interventions ditl aygpear well suited; these included
physical activity, weight loss, and diabetes sedhagement (Portnoy, et al., 2008). The
researchers concluded that computer-deliveredvietéions could improve behavioural
health outcomes. However, they had only assessedirthh post-intervention outcome

period and called for studies to assess the patdatig-term impacts of interventions.
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Systematic review is a structured approach to asgpshe general trends across a
population of similar studies. In some cases, mebeas have counted the number of
positive outcomes. This provides some empiricatievce for outcome trends, but is
not as reliable as meta-analysis. Of the systematiews, the first systematic review
examined online physical activity interventions eTgtudy identified 15 interventions in
academic databases that met their criteria. Ofttberies used to design interventions,
the most common were social cognitive theory, ttandtheoretical model, and the
theory of planned behaviour. Interventions targededange of outcomes including
physical activity, diabetes self-management, raftrjt weight-loss, smoking, and
drinking. Positive results were found in eight @fitl5 studies (53%). Assessing the
long-term impacts, after an intervention had endled,researchers assessed follow-up
impacts. Of the short-term impacts3(months), six out of ten (60%) were positive. For
medium-term impacts (4-6 months), four out of ei(fd%) were positive. For long-
term impacts (> 6 months), two out of five (40%)rev@ositive. The intervention found
modest evidence for online intervention efficacythwust over half showing positive

results (Vandelanotte, et al., 2007).

The second systematic review focused on e-healthpligsical activity. Forty-nine
publications met the researchers’ inclusion catefihe interventions were primarily
websites, e-mail, and websites with e-mail; theas wne CD ROM and one other used
a telephone system. The majority cited a theoretiaais, primarily the transtheoretical
model and social cognitive theory. Goal-setting Wragjuently used. This systematic
review extracted effect sizes, but did not undertakmeta-analysis. Of the studies, 13
were on physical activity; 16 on diet; and 20 cameloi weight loss or physical activity
and diet. The physical activity interventions’ effesize ranged from a Pearsons r=-.03
to .43; the dietary fat interventions r=.06 to .#8 fruit and vegetable from r=.05 to
.29; and weight loss from r=-.31 to .29. The reskars concluded the effects were
mixed, and called for further research to assesgditential interactive technologies to
impact health behavioural change (Norman, et @072 This systematic review
describes interventions generally targeting volgnkeehavioural change, but it was not
a meta-analysis. Thus, the results provide goodeenie that voluntary behaviours can
be influenced through online interventions, butsitperhaps not as convincing as a

meta-analysis would be.
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The third systematic review identified 30 onlinealle interventions reported in

academic journals and examined their tailoring raedms. Behaviours targeted
included nutrition, diet, eating disorders, smokiad¢coholism, and physical activity.

Tailoring was argued to be a critical factor in Itedehavioural change interventions,
with the Internet offering an ideal environmentitoplement tailored interventions.

They did not provide impact data, but surveyedtaiy approaches, demonstrating a
wide variety of uses across interventions. Theareters called for outcome studies to
better understand the conditions under which tadprcan lead to health outcomes
(Lustria, et al., 2008).

Conclusions
Both the meta-analyses and systematic reviews réflect literature-based research

show that online interventions can match and sonesti outperform traditional

intervention approaches. They provide impact datdhe target macro-behaviours of
interventions. The meta-analyses show that onlimernrentions can match and
sometimes outperform interventions distributed otraditional media, such as print
publications. However, the two meta-analyses iretlidehaviours not suitable to social
marketing applications. Similarly, systematic revseshow mixed results, with slightly
more than half showing positive impacts. One syatanreview blended behaviours
not suitable to social marketing; another focusadvoluntary behaviours suitable to
social marketing applications; and the last blensigitable but unsuitable behaviours,

and did not provide impact data.

3.4.2. Real-World Research
In contrast to the previous type of research tafitcts more experimental approaches,

the term real-world research describes investigatithat are more focused on the
“field” than the “lab”, and more concerned with ptigal insights than statistical
significance (Robson, 2002). The term real-workksech describes studies that assess
online interventions found through Internet seampines. The strength of these studies
is that they can provide detailed descriptions mbli@d online interventions, such as
public health or physical activity websites. A Kayitation is their lack of impact data.
Consequently, they can describe how online intdroea are designed, and infer how
they might influence users’ behaviours, but witheutpirical data they cannot offer
causal evidence on the relationships between iet¢ion design and behavioural

impacts.
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To gain perspective on the types of interventiogidected in real-world evaluation,
Cummins et al., (2003) classified health websigeflows: speciality single behaviour
(16), health portals (14), pharmaceutical compar(i®s business-to-business (4),
employers (4), and sites selling health productsTie health issues addressed by these
sites included smoking (12), diet (10), exercisg¢, (@abetes (7), asthma (1), and

depression (1).

Efficacy
One large-scale evaluation identified 273 healthbsites through Internet search

engines, journals, articles, and advertisemenés) #xamined 37 of them in-detail. The
websites covered smoking, diet, exercise, diabetsshma, and depression. To
overcome the gap between describing interventionsassessing their impact, a set of
criteria were developed that were deemed to descwihat is required for an

intervention to influence behaviour (Cummins, et a003). Based on the criteria, the
researchers concluded that many of the health lmitaV change websites did not

include the basics requirements to influence hdmtiaviours (Evers, et al., 2003).

One study identified 24 physical activity websitbsough search engines. To assess
these sites, the researchers registered two faitiaecounts in each site. To overcome
the gap between site features and behavioural itspte researchers built their study
around theories believed to influence behaviours] #hen linked the theories to
behavioural influence strategies employed on websifThe theories used across
interventions were primarily the health belief mhddeory of planned behaviour,
transtheoretical, and social cognitive theory. Msts provided little to no assessment,
feedback or individually tailored assistance. Sisipgly, interventions that assessed
users’ stage of change did not use the stage asses$o tailor the intervention. The
researchers called for more randomized controltedstto assess long-term impacts
(Doshi, et al., 2003).

An evaluation of 32 UK-based environmental charitgbsites coded site features
associated with online marketing effectiveness menendations. The researcher found
that sites only reflected a few of these recommeons; they used basic segmentation
but not personalization. The researchers triedrezamme the gap between site features
and impact assessments by comparing site featutesmnual income, though they did

not find a statistical correlation (Wenham, et 2003).
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Another evaluation identified 35 web-assisted tabainterventions through academic
literature and search engines. The researchemsf@dsinterventions into three groups.
First-order stand—alone interventions described self-contasgited that provide all the
resources participants needed to aid their quioresff These interventions were
considered simple, required little skill to accessit offered limited professional
support. They were primarily limited to the Inter@es a means of distributioBecond-
order complementary resources sites described inteomitdesigned to work in
conjunction with another resource, such as a teleghelpline or clinical treatment.
Finally, third-order integrated interventions described a small aduitio a larger
programme containing numerous components. The decaand third-order
interventions offered the advantages of additioredources and higher intensity
programmes (Norman, 2007). As an external evaloapoos and cons were discussed,

but no efficacy evaluation was offered.

Finally, an assessment of 100 anti-smoking websi@ssified them according to the
type of site operator and assessed the strengtiemfmessaging approach in terms of
potential persuasiveness. Medical organizationdsites primarily offered scientific
information, which was not highly persuasive. Goweent sites were like
clearinghouses of anti-tobacco information, whicaérevnot highly persuasive either.
However, grassroots sites offered advocacy capaaitgl potentially more persuasive

anti-smoking messages (Lin & Hullman, 2005).

Conclusions
These studies assess websites that can be foumgjkhsearch engines and manually

assessed by coding site features. Using exterealrids or criteria, the researchers
generally concluded that some online interventiand campaigns have the features
required to achieve behavioural impacts, thoughntagority are not designed in a way

that can influence behaviour.

3.4.3. Real-World Case Studies

Most of the literature on online social marketiradgs the form of intervention case
studies and evaluations. They rarely report behm&lampacts, making it difficult to
judge the value of online social marketing effol®reover, even if impact data was
provided, unlike the literature-based researchjnenkocial marketing activities are
normally a small part of a larger campaign, makindifficult to know which factors

may have influenced the campaign’s efficacy. Aseault, reports on online social
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marketing generally focus on processes (what wag)das opposed to impacts (what

was achieved).

An example of a real-world case study is tBen Your Ccampaign report. The

Colorado-based campaign promoted healthy lifestyée®l smoking prevention.

Building on extensive formative research, the cagipfocused on empowering teens
to make informed choices. The campaign was promiieadigh multiple channels such
as TV, a promotion truck, merchandise, and onlidge#ising. They developed a
highly interactive central website that engagedyrtaens and followed the principle of
relinquishing the message to the audience. In othends, the website offered a
framework for the audience to shape the interveigicontent (Conrad, et al., 2009).
This real-world case study is highly insightful damffers many qualitative insights into
intervention design, but it does not offer evidetie online components contributed to

behavioural outcomes.

Efficacy
Within the social marketing literature, there areamdful of case studies on new media

applications. In general, these reports are ddsaipfocused on outreach, and rarely
describe impact resulting from online social margtactivities. Many of these case

studies described complex interventions where endiativities comprised just one of

many campaign elements. Consequently, if behaviougzacts had been systematically
reported, it would have been difficult to draw clustons as numerous possible causal
factors could be attributed. For instance, an gaajyer on new media and public service
advertising provided case studies of seven onfiterventions. The online interventions

were described in detail, with traffic volume, tittle behavioural impact data (Kaiser

Family Foundation, 2006).

In a special edition orgases studies in public heath communication andketany
researchers considered a number of online sociakatiag activities successful, in
terms of outreach, but recognized that the lackeadfavioural impacts was a problem
that required addressing (Abroms, et al., 2008js $pecial edition, described therb
Campaign a US-based social marketing interventions promgodictive living among 9-
13 year olds over five years. The Verb campaigresv rmedia report provided
information on participant awareness from the wsstg visits, conversions, and online
activities. It also provided an interesting diseéassabout problems and solutions faced

during the campaign (Huhman, 2008). However, withicomplex mix of numerous
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campaign activities, their new media report is marelescriptive statement of what
happened. It was difficult to judge what the onliaetivities contributed to offline

impacts.

Another paper from this special edition describedraeractive partnership with MTV

to educate youths about the impact of HIV/AIDS. Tdanpaign reported online and
telephone volume data, but no impact data (Hofglet2008). Still another described a
recycling campaign that used multiple social mestiannels to reach citizens. Again,
online traffic was reported, not behavioural imgagiamilton, et al., 2008). One year
later, this social marketing case study serieseptesl one exposition of a web and
mobile texting services to help people quit smoking 2009). Again, both studies only

described outreach volume, not behavioural impacts.

Although most of the social marketing case studiesvided descriptions without

impact data, two papers offered impact data aptplation level. The first case study
described the tobacco prevention campaign (disdyssaviously as Own Your-C) that

offered a highly interactive online and offline gaagn (Conrad, et al., 2009). Like
similar studies, this report presented websitditrafata; but also it showed that teen
smoking had decreased in the region, suggestirtgtiracampaign had been a factor.
The second intervention was a youth anti-drug cagmpidgnat was disseminated through
print, television, radio, partners and the Interridie online campaigns were highly
interactive and engaged numerous youth. Duringctmapaign timeframe, the amount

of regional youth drug-use decreased (King, 2004).

Given the numerous factors that could affect treatd$ie population level and the lack
of control conditions, the results of these studiesd to be interpreted cautiously. As
these were complex multi-channel campaigns in cerocial environments, if
significant behavioural impacts had been reporiedyould have been difficult to
attribute confidently, what online features weresaasated with offline behavioural

impacts.

Conclusions
In the social marketing literature, it is commormnr finline campaign efficacy to be

described in terms of website visits, page viewsytber measures of content viewing
and online engagement (micro-behaviours). It ie tardescribe campaign efficacy in

terms of behavioural impacts (macro-behaviours).oufin some papers report
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population-level impacts, these evaluations lackedtrol conditions and may have
reported impacts that could be explained by otberas factors. As a result, reports on
online social marketing efforts generally focus processes (what was done) as

opposed to impacts (what was achieved).

Nonetheless, this category of research offers @starg qualitative insights into
intervention design, though it is not possible tmige whether those insights are
associated with demonstrated outcomes. Althoughstwal marketing field defines
itself by its specialism in behaviour change (agidct from social advertising), online
social marketing papers rarely address behavioangd in a significant way. As a
result, it is difficult to judge the efficacy of me interventions from social marketing

literature.

3.5. Trends across Research Types
The three types of research (literature-based refseaeal-world research, and real-

world case studies) appear to offer more than giféérent research methods. They
appear to reflect different samples of online weations. Their different efficacy
conclusions may reflect different samples of stsdi@ this section, the differences
across these three research types are examinednis of their efficacy conclusions;
levels of individualization; generalizability to polation level; mistrust and

competition; and building interventions.

Efficacy Conclusions
The three categories of research present diffegffitacy conclusions. The literature-

based research group provides the strongest ewd#rat online interventions can
influence psychological and behavioural outcomesalfvorld research provides a
different set of conclusions, suggesting many enlinterventions are ill suited to
influence behaviour. As their conclusions are netiveed from participant data, but
rather theorized impact, their conclusions showdreated cautiously. The real-world
case studies provide details about the online compioof social marketing campaigns,

but do not offer enough information to judge intamtion efficacy.

Only two research categories offered efficacy casions: literature-based research and
real-world evaluation. However, these categoriepeap to present two contrasting
perspectives. Literature-based research suggedtmtarventions can work. Real-world

research suggests that many online interventiandlaquipped to achieve behavioural
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impacts. An explanation for this difference is timaal-world researchers frequently
study websites that are found in search enginaswdnich can be analysed externally.
As real-world research frequently relies on exteomderia or analytical frameworks,
these studies can offer insights into the range taathniqgues used by online
interventions, but little indication of which appiches work. To overcome this gap,
there is a need to conduct synthesis researctctiols both intervention features and
impact data. Through a combined approach, it wolbél possible to examine

intervention features associated with greater ssdeimpacts.

Individualization Varies across Research Types
There appears to be a general trend for the |évieldovidualization to vary across the

three research types. Table 3-2 presents a mhtatxompares the three research types
by the two individualization categories. It alsegents the evidence for making this
generalization.

Table 3-2: Level of Individualization across Reseah Categories

Group Campaigns Individualized Interventions
(mass-media) (interpersonal)
Research Category Generic & Targeted Tailored
Literature-based resear (Mete-analysis stud
Rea-world researc (Cummins, et al., 200
Rea-world case studit (Literature review

From the literature review, meta-analysis, and lange-scale evaluation, there appears
to be a trend where real-world evaluations and-weald case studies reflect online
interventions modelled on mass-media campaigns. edewy the literature-based
research is more often based on interpersonalittpeventions. In the literature-based
research, while conducting the meta-analysis ptedeim Chapter 9, the publications
from two other meta-analysis (Portnoy, et al., 20@&antland, et al.,, 2004) were
harvested and reviewed. From those studies andnt#ita-analysis presented in this
thesis, it appeared that many of the interventisese highly tailored. In the real-world
research, one comprehensive study (Cummins, eR@03) stated that most online
interventions did not contain the requirementsrffuence behaviour and needed to
move to tailored communications. This provided ewice that many online
interventions are not based on interpersonal appes but rather, the group campaign
model. In real-world case studies, the literatueview previously discussed
demonstrated a large number of targeted online ammgp, and few examples of

tailored communications.
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Generalizability to Population Level
There appears to be a research gap between intien®revaluated in controlled

experimental conditions, and those evaluated itwedd conditions. This difference
contributes to a generalizability problem, wherewledge of what works in controlled

conditions may not fully apply to large-scale p@tidn level campaigns.

Social marketers often aim to influence populatibgsencouraging citizens to adopt
healthy or sustainable behaviours (Kotler & Robet®89). These campaigns generally
target voluntary behaviours. However, prior metalgges and systematic reviews of
online interventions have blended voluntary intatiens with mandatory interventions
that are linked to a person’s well being, such la®mic disease management or with
therapy to treat psychological disorders. This rsetlat the conclusions and insights
may not be fully generalizable to interventiongy&ing voluntary behaviours suitable
to many social marketing applications. For examiptgh Wantland, Portillo, Holzemer,
Slaughter, and McGhee (2004) and Portnoy, Scottd8heJohnson, and Carey (2008)
blended healthy-eating programmes that are volyrdad suitable to population-wide
campaigns with disease management behaviours thamandatory and suitable to
medical contexts. Studies of behaviours associatgd participants’ survival are
unlikely to generalize to mass-outreach health @agms, where compliance is
voluntary. In longitudinal studies of interventiotigat are neither mandatory nor critical
to participants’ well-being, one can expect sigmifit attrition (Eysenbach, 2005). Thus,
interventions that blend mandatory behaviours witluntary behaviours are likely to
have greater adherence (due to the mandatory lmehrayiand are thus more likely to

overestimate impacts.

There are numerous examples of individual onlinerwentions—such as anti-smoking
(Lenert et al., 2004, Severson et al., 2008) orase/weight control (Tate et al., 2001,
Dunton and Robertson, 2008)—that have been evaldlateugh experimental or quasi-
experimental methods, and which provide insight® ia particular intervention’s
success factors. However, there have not been tigagens into how such
interventions can be scaled to a mass populatieel.lén other words, how online
behavioural change interventions can be applidatdad public outreach campaigns. To
increase understanding of interventions relevargdpulation level engagement, there
is a need to conduct meta-analyses that target nwumtary behaviours, rather than

mandatory ones.
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Competition and Mistrust
Online competition and mistrust are two criticatttas that may affect intervention

efficacy. However, they appear to exist in literatbased research and real-world case
studies in different proportions. These differencgsy account for different research

conclusions.

Declining trust is rooted in growing threats fromline crime, misinformation, and
other online abuses. For example, one study oherdcams found that 90 percent of
participants (including technical experts) could differentiate between legitimate and
criminal websites (Dhamija, et al., 2006). This nexplain why, in 2007, USA citizens
lost $239 million to online crime (Internet Crimeo@plaint Center, 2007), while in
Canada and the USA, merchants lost $3.6 billiore-foaud (Cybersource, 2008). In
addition, Internet users may mistrust companiesbee of privacy and spam concerns
(Lou, 2002). Other online threats include racisgamizations, which spread hate
ideologies and misinformation in the form of benlewb grassroots campaigning, even
targeting youth and children (Bostdorff, 2004); dhd recent rise of anti-Semitism on
social networking websites (Oboler, 2008). It isely that these growing threats are
contributing to perceptions that the Internet tagh-risk, low-trust environment where
widespread threats can be expected to raise tl& @iolselieving or acting on the advice

of social campaigns, thus potentially forming resise to online engagement.

Competition is a core principle of social marketitigough it can be interpreted in
different ways. Online campaigns are increasingbgrating in highly competitive

environments. In some cases, competition descaliesnative behaviours competing
for an individuals’ attention, in other cases itsdgbes the organizations that
campaigners are competing against, such as tobamopanies. Traditionally, social
marketers compete against alternative behavioaitsntiay be promoted by individuals,
organizations, or even entire industries (Andrea2806). For instance, when social
marketers advocate a particular behaviour—suchuagng smoking—they can expect
the other actors to promote the opposite: smoki@gnilarly, medical websites

promoting public health advice may have their éfarndermined by misinformation

and urban legends.

Online, competition may be tougher than in otheditional media. Some health

researchers view the Internet as a battlegroundemp®-smoking and tobacco control
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advocates are fighting a fierce battle, with the-pmoking companies winning (Ribisl,
2003). Others argue that within this highly comipeti environment, it can be difficult
for campaigns to achieve “brand recognition” (Lin Kullman, 2005). For example,
researchers in 2005 revealed that the USA Goverhmestricted pro-smoking
advertising in traditional media. However, the tod@ industry continued advertising
online, and even crossed ethical lines by devetppnteractive games and contests
aimed at engaging youth (Lin & Hullman, 2005). #ems that many people act on
information, but infrequently verify the sourcetbéir information. In 2006, roughly 80
percent of Americans searched for online healtbrim&tion with 55 percent acting on
their findings. Surprisingly, 75 percent of thesxgons verified the source and date of

content sometimes, hardly ever, or never (Fox, 2006

These online risks and competition may accountdiffierences between literature-
based research and real-world research. The lirerdtased research generally offers
higher level trust environments where participamisy interact face-to-face with the
researchers, and due to informed consent requirtsmeifl be informed about the study
objectives. Conversely, in the real-world reseant case studies, unless users have a
valid reason to trust a particular interventionerth will be some level of implied
mistrust and potential temptation to follow the i@dv of alternative information
sources. Thus, online competition and risks areentikely to be relevant to real-world
studies and case studies than experimental sttit¢ffer a higher-trust and lower-

competition environment.

Building Effective Interventions
Although prior meta-analyses provide numerous Hsignto the efficacy of online

interventions, and have provided valuable insights a few psychological design
factors, they have not identified a broad rangéaofors that may explain intervention
efficacy. As a result, these studies do not offatuable insight into designing

interventions.

Real-world research has coded a wide range ofviaion features that are believed to
influence behaviour. Some of these papers presemneivorks on designing
interventions and suggest that the systems areciagst with behavioural influence.
However, these studies present influence systeatshifve not been evaluated. They
describe how interventions are designed, but do cootpare design features with

impact data, leaving room to treat these systenth wcepticism until they are
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evaluated. Similarly, the real-world case studifleranany examples of online social
marketing campaigns. Occasionally website usagéstista provide some insight into

which features were popular, but do not offer amngrg) evidence of which features are
associated with behavioural impacts. At this pothere is a need to move beyond
current knowledge, by comparing design factors witipact data, so that persuasive

design features may be assessed.

3.6. Summary

Motives to innovate online interventions

Various actors are investing in online intervensidior many reasons. First, online
channels are displacing traditional media. Secorekearch shows that online
interventions work. Third, online interactivity efls advantages over other
communication channels. Fourth, with over 1.5 dillusers worldwide, online channels
offer opportunities to reach large populationstifibnline interventions are affordable

in the face of rising healthcare costs.

Interventions categorized by individualization

Across the literature, there appears to be twodzdegories of interventiongroup
campaigns (mass-mediagnd individualized interventions (interpersonalThe first
category, group campaigns (mass-media), includesypes of interventions that offer
lower-individualization communicatiorGeneric communicatiofis the “one size fits
all” approach where messages provide as much irftiom as possible within a single
communication.Targeted communicatiors intended to reach subgroups, often based
on particular demographic characteristics. Thithéslevel of individualisation offered
by social marketing. The second categorindividualized Interventions (interpersonal)
which includes three types of higher-individualisat communicationPersonalized
communicationintegrates personal information into a messageh |as a person’s
name.Tailored communicatiofs targeted to an individual and first requires gerson
to provide input before the system provides feekbéuerpersonalcommunication

describes the communication that takes place betyweeple.

Macro and micro behaviour

Just as the ultimate bottom line of social marlgetmbehavioural change, the ultimate
goal of online social marketing is also behaviogte@nge. Generally, online campaigns
target two types of behaviour. Before an onlinemmtntion can affect target audiences’

attitudes or behaviours, individuals must firstfpan small online behaviours that may
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lead to more profound offline behavioukdacro-behaviourslescribe the primary
behaviour targeted by an online interventidticro-behaviourdescribes a routine

behaviour that people perform online, which ismoked to lead to the macro behaviour.

Trends across efficacy studies: Efficacy

The three categories of research present diffe&kéicacy conclusiond.iterature-based
research drawing from meta-analyses and systematic revipmside the strongest
evidence that online interventions can influence/cpslogical and behavioural
outcomes. They show that online interventions catcmand sometimes outperform
interventions distributed over traditional medianeOlimitation is that these review
studies (with one exception) tend to include inteions that are not necessarily

applicable to social marketing campaigns.

Real-world researctprovides a different set of conclusions, sugggstimany online
interventions are ill suited to influence behavioliheir conclusions are not based on
participant data, but rather theorized impact. @liph some of these studies provide
intervention design criteria, they lack impact datahich renders their impact
conclusions indicative at best.

The real-world case studieprovided details about the online component ofiadoc
marketing campaigns, though they do not provideughoinformation to judge

intervention efficacy in terms of reliable behavi@uimpacts. It is more common for
outcomes to be described in terms of micro-behasionebsite visits, page views, or
other measures of content viewing. Though some rpapeport population-level

impacts, these evaluations lack control conditimnd have failed to rule out alternative
causal factors. As a result, reports on onlineadaunarketing efforts generally focus on

processes (what was done) as opposed to impacas (vels achieved).

Trends across efficacy studies: Individualization

In general, the level of individualization appeaosvary across the three types of
research. The literature-based research appeansltmle more interventions modelled
on interpersonal-type interventions. Converselgl-reorld evaluations and real-world

case studies tend to include interventions modeltethass-media campaigns.
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Trends across efficacy studies: Generalizability tpopulation level

There appears to be a research gap between intengrevaluated in experimental
control conditions, and those evaluated in realldvaronditions. This difference

contributes to a generalizability problem, wherewtedge of what works in controlled

conditions may not fully generalize to populati@vel campaigns. Social marketing
campaigns generally target voluntary behaviourswéi@r, prior meta-analyses and
systematic reviews have primarily blended voluntarierventions with mandatory

interventions that are linked to a person’s welinge(such as managing a chronic
disease) or treating psychological disorders. Tisins that the conclusions may not
fully generalize to interventions targeting volumgtabehaviours, suitable to social

marketing applications.

Trends across efficacy studies: Mistrust and growig competition

In real-world interventions, two trends are workimgginst social change campaigners:
declining trust and growing competition. Declinitrgst is rooted in growing threats
from online crime, misinformation, and other onliabuses. Online, the ability for
anyone to publish or advertise without restrictigncreating a highly competitive
environment, where social marketers can be atadd@ntage. These online risks and
competition may account for differences betweeerditure-based research and real-
world research. The literature-based research giyeeflect studies where participants
were offered higher-trust environments as partidipavould have frequently interacted
face-to-face with the researchers, and have redeim®rmation about the study
objectives. Conversely, in the real-world reseamold case studies, these studies not
only lacked impact data, but also they were evallah real-world contexts where
participants were unlikely to be exposed to theanizations operating the intervention.
Thus, they were unlikely to foster the level ofstrthat may be an artefact of conducting

controlled experiments.

Trends across efficacy studies: building effectivinterventions

Literature-based research provides good efficacyclosions, but only offers modest

insight into intervention design. Real-world resdanas coded a wide range of intervention
features that are believed to influence behaviblawever, these studies present influence
systems that have not been evaluated. Similarky,réal-world case studies offer many
examples of online campaigns and occasionally rdetwavioural data but do not offer any

strong evidence of which features are associatddbehavioural impacts.
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4. Online Intervention Design

“Today computers are taking on a variety of rolespersuaders, including roles of

influence that traditionally were filled by teackercoaches, clergy, therapists,
doctors, and salespeople, among others. We hawreghtan era of persuasive
technology, of interactive computing systems design change people’s attitudes
and behaviours.”

BJ Fogg (2003)

Although there are strong motives to develop onlimerventions, the psychological
approaches employed by these systems are not fwmitlerstood. With numerous
competing schools of thought, theory-based desegnlie confusing. When designing
theory-based interventions, designers need to statet the comparative differences
between influence frameworks, the way they growhn&ues, and how each theory
operates and relates to others. They need to knbiwhwheories and psychological
constructs are best represented by particular ¢tieal frameworks. Frequently, it is not
always clear which techniques “belong” to whichdhes, as there is considerable
overlap, such as the case sélf-efficacy which is included in many theories.
Additionally, they need to consider numerous pcadtconsiderations not addressed by
these frameworks, such as graphic design, targdiemce traits, social trends, and

institutional politics.

This chapter is organized as follows. First, itgenets a number of persuasive online
design factors that are related to psychological/@nbehavioural influence. These
include source credibility, trust, reputation, \akappeal, usability, sequential requests,
tailoring, and intervention dose (adherence). Seécdnreviews behavioural influence
systems. Third, it discusses literature that shinas people interact with technology in
a similar way to how they relate with other peopkenally, it reviews online
communication models and discusses situations whdicular models may be more or

less suited to particular purposes.
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4.1. Designing Real-world Interventions
Designing and analysing theory-based interventicens be challenging. The lack of

insight into intervention design may have prompte@ researcher to argue that, “the
healthcare sector is still unclear on how to adedyand effectively use technology as
an intervention medium and unsure about what evielegxists to guide program
delivery.” (Norman, 2007). Nonetheless, when ddsign real-world online
interventions, practitioners rarely seem confingdiked theoretical frameworks. They
apparently blend theory-based constructs and tqubsiwith practical, financial, and
political considerations. For instance, one reviefvthe major theories used by
behaviour change practitioners included the heb#hef model, stages of change,
theory of planned behaviour, the precaution adopgioocess model, social cognitive
theory, community organization, diffusion of inntie@s, and communications theory.
The researchers advised health campaigners to corekearch on their audiences and
behavioural goals, then pick the theory or blendh&fories that seem most suitable
(Glanz, et al., 2005). Likewise, social marketingerventions normally progress
through early thinking, concept testing, revisiop#pt-testing, and further revisions
before considering deployment. Once mature, amvertgion is thus likely to contain
elements of various theories, techniques, and dereions.

When trying to identify the theoretical basis faterventions regarded as successful,
there can be serious challenges. Though onlinevenéons are occasionally analysed
as a homogenous group, from a psychological pdintiew, they may be radically
different. For example, some interventions may hehlip interactive, reflecting
influence theories well suited to their target amdies. They may be designed by
experienced researchers who have deployed sopttésticand tested tailoring
algorithms. In contrast, other interventions maystaic websites with no interactivity,
bland content, and packaged with unappealing geagidsign. Although both qualify as
online interventions, in terms of their potentialibfluence audiences, there are large
psychological differences. Unlike visual design,iathcan be observed, psychological
design is conceptual, reflecting the extent to Wh& online intervention deploys

psychological principles.
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4.2. Persuasive Online Design
This section describes a number of factors thae Hmen empirically demonstrated to

relate with website users' psychology and/or behaviThey include source credibility,

trust, reputation, visual appeal, usability, sedqia¢nequests, tailoring, and dose.

Source Credibility
To overcome poor perceptions of marketing effosmrce credibility and trust are

traditionally factored into social marketing cangre. In offline contexts, McKenzie-
Mohr and Smith (1999) argued that campaigns cousthds a better chance of
influencing citizens when they were designed aroaretlible persons who held the
public’s trust. This approach is based on evidetiwd that source credibility of
organizations or individuals operating intervensiazan impact on the likelihood that
target audiences adopt alternative behaviours éKaofl Roberto, 1989). In online
contexts, superficial website features can be wse@d basis for user evaluations of
source credibility (Fogg, 2003). Likewise, the evtoerce literature suggests that trust
in a company is a key factor behind online purai@asiehaviour (Jarvenpaa, et al.,
2000). Although mistrust and competition can undeearonline intervention efficacy,
the literature suggests that website credibilityl @arust can negate these negative
impacts, and possibly increase prospects for inflirgy behaviour. Additionally,
sponsor congruency may have an impact on audiettes’ perception. Sponsors that
are incongruent with an online campaign (such @sbacco company funding an anti-
tobacco campaign) can cause people to questiotatn@aigners’ motives and possibly

generate negative attitudes (Rodgers & Bae, 2007).

Across academic and professional literature, thendecredibility and trust are
sometimes used incorrectly and synonymously. Thigusion may be because these
terms hold related, but different meanings. Trusfirets a positive belief about the
perceived reliability or dependability of a persobject, or process. For one to bungee
jump, they require trust in the cord, beliefs abdst dependability (Fogg, 2003).
Credibility does not apply, though the credibiliby the bungee cord company may

influence one’s trust that the cord is dependable.

The computer credibility framework has four typés@dibility evaluationspresumed
surface reputed and experiencedcredibility. Within this framework, presumed
credibility describes prejudices users may haveibb@articular website, which can be

modified by visual attractiveness and design mof#sputed credibility is based on
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third-party endorsements and reputation. Surfaesliloility is derived from quick
interactions with a website, and is influenced ®ahility and visual attractiveness.
Thenexperienced credibilitgomes from long-term firsthand experience withedsite,
and can be influenced by intentions to act on theca of a website, or the length and

frequency of website interaction (Fogg & Tsen@9)9

To explain why source credibility may influence beiour, the elaboration likelihood
model is useful. According to the elaboration likebd model, individuals are
influenced by particular appeals as a result otreéror peripheral route processing.
Central route processingescribes the process of elaborating on an apgpeahying
attention to an argument and evaluatingPripheral route processingescribes the
process of drawing conclusions from rules of thuorbreliance on heuristic cues
without much regard toward the actual merits ofegument (O'Keefe, 2002; Petty &
Cacioppo, 1986).

For audiences who are neither motivated nor capablassessing the merits of an
appeal, peripheral route processes, such as rel@msource credibility, may determine
whether or not people accept propositions (O'Ke2@2). Consequently, behavioural
impacts associated with website source credibditg likely to be relevant to low-

involvement individuals who rely on rules of thurabd who may be influenced by
unconscious assumptions about what constitutes ealibbe source. Applied to

persuasive technology, source credibility is peseei differently according to a

person’s interest and familiarity with a particutabject. Accordingly, people with low
interests/familiarity perceive credibility as a &ig value, as either credible or not;
people with medium interests/familiarity perceivedibility above or below a variable
threshold; and people with high interests/famitiagerceive a continuum from little to

high credibility (Fogg & Tseng, 1999).

Trust
Research suggests there is a strong link betweshand behaviour. People who trust

their fellow citizens are more likely to volunteegntribute to charities, participate in
politics, give blood, fulfil their tax obligationsand hold more tolerant views of
minorities (Putnam, 2000). In an online contextistrhas been deemed the primary
intermediary between perceptions and customerdingiiess to make online purchases
(Jarvenpaa, et al., 2000). There are three cag=gyofionline transaction risks: financial,

product, and time/convenience. Within the financisk category, the top specific fear
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is mistrusting an online company (Forsythe, et d@D06). Online trust plays an
intermediary role between a website’s physical abt@ristics and users’ behavioural
intentions. The mediating role of trust varies aerddifferent types of websites
depending on the risks and costs associated tham, @ al., 2005). Trust has also been

associated with users’ loyalty towards a websitayign, et al., 2004).

The link between trust and behaviour is not justnifiest within specific online
behavioural acts, but shows an association witlespdead Internet adoption. Based on
data from the UK’s 2005 Oxford Internet Survey e@shers defined “cyber-trust” as a
confident expectation—the belief that online actiaran frequently be taken without
additional safeguards. The more years a persort gpethe Internet, the more their
cyber-trust grew. The researchers concluded thatlItbernet was an “experience
technology” where cyber-trust increased in relatiorthe number of years a person
spent online and their proximity to Internet teclogy. Education was also shown to be
associated with cyber-trust (Dutton & Shepherd,6300

Personal use of Internet (Mean)
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Most people can be trusted or you can't be too careful

Figure 4-1: Generalized Trust and Internet Use (ES2004 Data)

Given this association, an exploratory analysis wadertaken to see if this same
relationship between Internet use and trust existether nations. The European Social
Survey (ESS) is a Europe-wide survey coordinated abynumber of academic

institutions. Using data from the 2004 ESS studggression analysis was run between

the variables fogeneralized trusandpersonal use of the Internet, web, and e-nihke
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results, presented in Figure 4-1, showed a sigmfiassociation (r=.232, N=45,414,
p<0.01, one-tailed). Together, these findings sagtit trust is not just associated with

specific online behaviours, but also, broader hgéuse in general.

A distinction needs to be made betweeassive trustthat requires psychological
believability, andactive trustthat requires physical action. For example, takeebsite
user who perceives a particular website to bewmshy and credible for a particular
purpose. Given passive trust, they may feel confideat website staff will deliver on
promises or that the outcomes of the website’scadwill be positive. Given active
trust, the website user would be confident enowgbommit a physical action such as
purchasing a product or taking a recommended healpiplement. This action places
the website user in a dependency relationship sdathe level of risk that the order will
not be fulfilled or the recommended health suppleinmeay be powerless or potentially
harmful. Hence, passive trust requires psycholdgioadibility judgements that carry
no risk; active trust requires a physical act fwled or carried out) that implies
dependence and risk. From another perspective,dansstart passively with confidence
and end actively with action. Active trust movegerson from safe psychological
judgements into risky physical acts, and by doimg bridges psychology, and

behaviour.

Social cognitive theorgan help explain why trust may be associated téthaviour.
The theory explains how individuals acquire newllskand behaviours through an
interactive process between their internal volitiand external social determinants
(Bandura, 1989). A key sequence within this thesrnthe relationship between a
person, their behaviour, and a behavioural outcaMighin social cognitive theory, to
influence behaviour, a person requires an outcorpeatation such that he or she
believes a particular behaviour will lead to a dEioutcome. Also, people require self-
efficacy which describes their belief that they arapable of performing given
behaviours; and the more they believe they caropartasks, the more likely they are
to perform them (Bandura, 1982). In other words,ad@erson to act, he or she requires
a motivating outcome expectation and self-efficélogt he or she can perform the

required behaviours.

To explain social cognitive theory in the contextamline campaigns, consider the

structure of behavioural appeals as statementddtaiv the logic “If you perform this
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behaviour, then a good outcome will result” or riegdy, “If you do not perform this
behaviour, then a bad outcome will result.” Formalll reduces to “If X, then Y” or “If
NOT X, then NOT Y.” An example would be “If you date, you can immunize a child
and improve their wellbeing, but if you do not, yheay become sick.” When applying
this logic to social cognitive theory, non-profipgeals can be regarded as outcome
expectation claims. If audiences accept the caliskl between behaviour X and
outcome expectation Y, according to social cogeitiieory they are more likely to
perform the behaviour (provided they have suffitiemtivation and self-efficacy).
However, trust is a factor in this process becg#ssons who do not believe the claim

that behaviour X leads to outcome Y, are unlikelgpct.

Within this framework, trust or mistrust in an ongeation can be seen as a factor that
may influence whether a person believes that bebaX leads to outcome expectancy
Y. In other words, if an organization claims thandtions will be used to immunize
children in need, but target audiences mistrusbtganization, then these audiences are
unlikely to believe that donating (behaviour X) Wwilmmunize children (outcome
expectation Y). Consequently, they are unlikelyact on the appeal of such an

organization, as their efforts would not lead te tutcome expectation.

Reputation
Reputationhas been defined as what is said or believed abq#rson’s or thing's

character (Jgsang, et al., 2007). Research sughestenline trust can be transferred
from a trusted source to an unknown source, and tbonstitute a reputation
endorsement. Researchers argued that endorsenyemtsted parties could increase a
person’s trust. In semantic networks, trust canebt&blished through networks of
trusted friends (Golbeck & Hendler, 2004). Onlingputation systems store and
disseminate information about an actor's past belbav(Vasalou, et al., 2008).
Reputation may be associated with website cretlibifpossibly indirectly affecting
behaviour through credibility and active trust. Fekample, reputed credibility
represents how much a person believes somethingodilre influence of a third party
(Fogg & Tseng, 1999).

Website reputation can be influenced by endorsesneeports, awards, and referrals.
There is good evidence that hyperlinks can coneputation endorsements. On the
web, hyperlinks to a website can also be percemagdndorsements (Fogg, 2003).

While, out-links from a website to a non-crediblehsite can negatively impact on
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users’ attitudes towards a website (Long & Chiagou2006). Hyperlinksto
universities are associated with the universiieademic assessment ratings (Thelwall,
2004). Furthermore, hyperlinks between websitesrelated to ideological similarity
between organizations (Zhou, et al., 2005).

It has been stated that reputation is associatéld tmistworthiness (Jgsang, et al.,
2007); and trustworthiness is treated as a dimansio credibility in this thesis.
Moreover, it has been argued that Internet-baspdtaion systems can help users
evaluate the trustworthiness of an unknown web&ftesalou, et al., 2008). Website
users who perceive a company to be larger and reprgtableare more likely to trust

the associated websites (Jarvenpaa, et al., 2000).

Visual Appeal
Research suggests an association between a sowisea attractiveness and their

credibility. Attractive communicators are more likand can positively influence the
products with which they are associated. In a coroi@lecontext, the relationship
between a person’s willingness to purchase a ptofiucthemselves and a product
endorser’s visual attractiveness is significantd.8¥4, N=265, P <0.05 one tailed.
According to the source attractiveness model, tifiectveness of the message will

depends on the endorser’s likeability, similarégd attractiveness (Ohanian, 1990).

Website visual appeal, sometimes called websitégdess considered an important
factor in persuasive campaigns, although it is fudly known why. Moreover, its
relation to usability is often confounded. For arste, Long and Chiagouris (2006)
concluded that website design might have a graaipact on consumers’ attitudes
towards websites then their offline perceptiongheforganizations. Their study showed
a significant association between website desighusers attitudes towards a website,
and three out of six dimensions were trust-basezh@lL& Chiagouris, 2006). One
experiment further supports this assertion. Oneep@ text was shown to three groups:
the first group had a photo of a high-credibilignking doctor; the second, a low-
credibility ranking doctor; the third, a contrologip with no photo. Even though all
three groups received the same text, subjectsvedli¢hat text adjacent the most
credible looking doctor was the most credible;tid without a photo was second most
credible; and the text with a low-credibility loolg doctor photo was regarded least
credible (Nguyen & Masthoff, 2007).
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These studies demonstrate that visual design aatbgltan contribute to substantive
judgements, and that superficial judgements cdndénte judgements considered to be
the result of careful thinking. Research suggesas tlesign can influence judgements
and behaviour. It is proposed that this may opetateugh a relationship with

credibility and trust. As a theoretical explanatitor the link between design and
credibility, Fogg and Tseng's (1999) four crediyilifactors (presumed, surface,
reputed, and experienced), introduced above, offier explanation for this link.

Particularly, visual appeal may contribute to preed and surface credibility.

The first impression that people form when visitiagvisually attractive website has
been shown to producehalo effect.This effect creates a positive impression in users
minds that can persist even in the face of suceessgative experiences. Surprisingly,
this first impression can be formed in the firstrbllliseconds (Lindgaard, et al., 2006).
One explanation for the halo effect is that ematidrave been shown to influence
customers’ memories of products. It has been artheddbsite developers have striven to
develop emotionally evocative websites becauseréisearch shows an association
between emotionally evocative website design aedathility to influence users (Kim,
et al., 2003). Additionally, largely on the basfsvsual clues, even technology experts
are sometimes unable to differentiate between #irtege website and an online
phishing scam (Dhamija, et al., 2006). It is pdsstbat a visually attractive fraudulent
website can engineer a first impression that causess to overlook warning signs of

impending threats.

Usability
One meta analysis of 180 usability studies arghed the 1SO’susability definition—

effectiveness, efficiency, and satisfaction—was elidused, with usability being

context dependent and shaped by the interactiomeleet the people, their problem, and
the tools (Hornbaek, 2005). Although little reséattas examined the relationship
between usability and credibility, a few quantitatiinvestigations have indirectly
addressed this association. For example, researdisre indirectly addressed the
associations between usability and credibility whising definitions of trust that

overlap with credibility. Moreover, usability wala@wn to relate to users’ loyalty, trust,
and satisfaction (Flavian, et al., 2004). In anotetudy, the researchers blended
definitions of credibility that include usabilit.¢ng & Chiagouris, 2006).
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Generally, a website’s visual appeal describesha#st design qualities, while its
usability describes functional design qualitiesth@lgh visual attractiveness and
usability are frequently discussed as separatedpjfiis common for researchers to
blend the two topics together, or to discuss th@gractions. Although usability and
visual appeal are distinct concepts, in practide difficult to make major changes to
one without affecting the other, so that design ifimations may influence usability,
while usability changes influence design. This reaplain why researchers frequently
blend the two topics together. In one study, desigd usability were merged together
to describe website source credibility (Long & Quaris, 2006). In another study, it
was noted that a website could be well regardechvithwas visually appealing, even if
possessing poor usability. This phenomena was atedudor by the first impression
that attractive websites can form in users’ mindsidgaard, et al., 2006). In other
words, people who encounter visually attractive siels form a positive first
impression that persists despite successively etenng poor quality content and low

usability.

Sequential requests
There are a few influence principles that sociatkagers have been advised to use and

that have been evaluated in online contexts. Piiynénese included sequential request
techniques. Théoot-in-the-door techniques frequently discussed in community-based
social marketing (McKenzie-Mohr & Smith, 1999). deneral, when people agree to a
small request, they are much more likely to ageea subsequent larger request, and
one that they would have probably rejected if theyd been asked initially. One
experiment showed that the foot-in-the-door techaigan operate by e-mail, where
students were more willing to invest consideralmeetto help a fellow student who
made a small prior request, rather than spendatime sime to help a fellow student who
made a large initial request (Gueguen, 2002). Usmgxperimental method, this study
offered good efficacy evidence. Another study shibwbat the foot-in-the-door
technique, combined with obtaining commitment, doopperate by e-mail and increase
people’s environmental behaviour. Based on thesbkntques, when people agreed
perform environmental behaviours in the future—saslithecking their tyre pressure or
purchasing green power—they were more likely to glgrvhen the behaviour offered
financial rewards and they had made prior commitséArtz & Cooke, 2007). This
study used a correlational approach, and the ew&appears convincing, but may not

have controlled for possible confounders.
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Building motivation over time is another populachaique from community-based
social marketing (Kassirer & McKenzie-Mohr, 1998). has been shown that a
continual stream of e-mail reminders can increastqipants’ level of physical activity
and the quality of people’s eating habits (Frankdinal., 2006).

Tailoring
Tailoring has been defined as a process for cigatidividualized communication by

gathering and assessing personal data in ordestéordine the optimal way to inform a
person about an issue or needs (Lustria, et a8)20n health promotion, tailoring
begins with a user’s input and has been describeging combination of information
and behaviour change strategies for them, baseadednunique characteristics, related

to the outcome of interest (Kreuter, et al., 2000).

Evidence shows that tailoring can influence psyobi@ and behaviour outcomes.
When integrated into existing interventions, taigr can potentially increase their
effectiveness. Studies have compared tailoring do-tailored interventions across
various behaviour outcomes: diet, smoking cessafysical activity, mammogram
screening, weight control, cholesterol screenimgl, r@utrition label reading (Kreuter, et
al., 2000). Tailoring is considered more effectatenfluencing behaviour than generic
information. It can increase the perceived persoglevance of messages; it can evoke
favourable perceptions from individuals; and it g@ets information based on
individuals’ likes/dislikes, needs and current niiens (Lustria, et al., 2008). There is
strong evidence that tailoring works, but it apgetrat the advantage of tailoring is
small and influenced by many moderating factorse @eta-analysis of tailored versus
non-tailored print interventions estimated the elation effect size of 57 studies to be
r=.074. This small effect size was moderated bycthr@rol condition, health behaviour,
population demographics, nature of print matemalmber of intervention contacts,
length of follow-up, number of theoretical concetagored on, and whether tailoring

focused on demographics and/or behaviour varigblear, et al., 2007).

Typically, tailoring messages are based on fouesypf assessment. The first category
comprises health behaviours, such as personalyliéelsehaviours. The second includes
risk factors, such as unhealthy lifestyle behasoiihe third is stage matching based on
the transtheoretical model. Fourth is informatiareds, primarily health concerns or

interests (Lustria, et al., 2008) .
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There are three types of tailoring mechanisms.t,Fpsrsonalizationis the use of
personal information, such as a person’s name aja &econdfeedbackis a
recommendation based on an assessment of thedudi\@ needs or characteristics
related to the target behaviour. Thiatjoption/content matching the content style

adapted to a particular target group (Lustria).e2808).

The primary explanation for why tailoring works cesnfrom the elaboration likelihood
model (Petty & Cacioppo, 1986). Tailored messagesnaore likely to be elaborated
on, and thus more likely to be remembered, leathrattitude change. The elaboration
likelihood model explains that tailoring contribstenany features that increase central
route processing. Several studies show that tailonéormation is more attention-
grabbing, readable, memorable, likely to be sadestussed with others, perceived as
interesting, considered relevant, and felt to haeen written especially for the reader.
Tailoring eliminates unnecessary information and thformation presented is more
personally relevant to the individual. People payenattention to information believed
to be personally relevant; information that is feed on is more likely to influence
attitudes and behaviours; and compared to nonrggiloinformation, relevant

information is more likely to help a person makamfes (Kreuter, et al., 2000).

One team of researchers has argued that the Ihteffiees an opportunity to deliver

tailored messages and improve access to experandrieedback (Lustria, et al., 2008).
Another group has argued that Internet-based pmuges have the potential to provide
some of the best-tailored interventions in behanabehange at a relatively low cost
(Cummins, et al., 2003). Still another researchmtdzas argued that websites that
provide more features based on behaviour changeythere not necessarily higher
guality interventions; instead, websites that pdevifewer individually tailored

interventions may be more effective in promotingl amaintaining behaviour than sites
that offer many poorly presented strategies (Doshial., 2003). Nevertheless, an
assessment of health interventions found that dr8ys percent of the programs
provided individually tailored feedback (Evers,akt 2003). An inconclusive study of

15 physical activity websites assessed whetheoriiafJ was associated with greater
outcomes. Only four interventions used tailoringd aof those, only half showed

positive outcomes. The researchers conceded ténatdid not have enough evidence to

assess the question (Vandelanotte, et al., 200@veMer, the balance of evidence
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suggests that tailoring is an effective technigu&t ttan improve online intervention

efficacy.

Dose
People who do not take a drug cannot expect totfieebenefits of that drug. Only the

people who have taken the drug can expect to teetffects. This basic principle
applies to web-based interventions as much as gddysiugs. The intensity of exposure
that people receive when using an interventioraled dose In general, the greater a
person’s dose (the more they use a motivationalsikeh the greater their chance of

achieving the goal.

Dose is considered a key factor in achieving behaal outcomes. In one systematic
review, the majority of participants failed to eggan more than half of the expected e-
health activities, but the six interventions withighh utilization showed better
behavioural outcomes (Norman, et al., 2007). Sihyilehigh attrition in person-to-
person health behavioural change programmes haspped researchers to argue that
online interventions need to make more effort tevpnt dropouts in person-to-
computer interventions (Evers, et al., 2003). Tihesnd has prompted researchers to
focus on strategies to increase adherence to anli@eentions (An, et al., 2006).

The concept of dose can be confusing as thereiffieeedt ways of describing it, and
online, there are numerous ways of measuring iseDis often described in terms of
adherence to an intervention. The terdherence describes the proportion of
participants who continue using an intervention.g&tevely expressedattrition

describes the proportion of people who stop usinmgervention over time.

There are two types of adherence. Firgervention adherencdescribes the proportion
of participants who use an intervention over timbis is negatively calledon-usage
attrition. Secondstudy adherencdescribes the proportion of participants who stiey
study over time. It is negatively callettopout attrition which describes participants
who leave a study.

In experimental studies, it is possible that pe@abere to a study but stop using the
intervention. Conversely, people may adhere toitiervention, but dropout of the
study. However, it has been proposed that study iatefvention adherence are

correlated and explained by a third variable: pgréint interest (Eysenbach, 2005). As
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intervention adherence is critical to interventieificacy, and study and intervention

adherence may be related, there is a need to igatsthese relationships further.

4.3. Influence Systems
This section reviews influence systems in ordeagsess guidelines that can be used to

design online campaigns and interventions. Thii@ediscusses the complexity faced
when designing real world intervention, providesc@nceptual framework to aid

describing systems, and then compares five infleesystems.

Although there are many cases of effective onlielegvioural change interventions, it is
not always clear why some online interventions Hasen demonstrated to work, while
others have not. When considering possible exp@amatacross numerous web-based
interventions, there seem to be few clear-cut exaesngf theory A, behavioural change
technique B, or persuasive strategy C. Ratherpvetgions normally blend concepts
from different theories, while merging numeroustéas that may exert influence in
complex ways. This may explain why meta-analysewetf-based behavioural change
interventions have shown that interventions cankwamline (Portnoy, et al., 2008;
Wantland, et al., 2004), but have not yet isoldtedfactors associated with successful

and unsuccessful interventions.

Consider an interactive campaign website for groaps high risk of contracting
HIV/AIDS. The campaign could encourage people t@ta brief survey, which then
provides them with tailored feedback. Based on rinftion entered about their
lifestyle, this website may show users their riskad then propose behaviours that
could reduce their risks, such as practicing safe #Assuming this intervention was
successful to some degree, the factors that acdouiis efficacy may be attributed to
source credibility, the tailoring algorithms, argemh quality, the vividness of imagery
used, fear appeals, or how audiences relate todimnunication style. All or some of
these factors may account for the intervention'teativeness or ineffectiveness.
However, when trying to describe interventions,réhes no comprehensive way of
conceptualizing the many factors, nor a universadlomomy of influence effects

appropriate to the design of online behaviourahgeanterventions.

One study of design guidelines targeting behavioahenge argued that there are

several guidelines to evaluate health on the leterHowever, there are no existing
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guidelines specifically to evaluate health behaviobange programmes addressing
disease management and prevention. Moreover, &4 b&alth intervention guidelines,

only two addressed outcomes (Cummins, et al., 2003)

Behavioural Influence Frameworks
Across different psychological and behavioural g®arirameworks, there exists a

complex blend of different classification systenfigm different perspectives, with
competing theories and influence techniques. Somee aoncerned with covert
persuasion and others with overt techniques. Same@ncerned with psychological
constructs and others only with behaviour. Oneemevof 42 influence frameworks
described how some systems included taxonomiessofete influence tactics; others
clustered them around core psychological construatsl the organizing principles
ranged from a one-dimensional system to a compesefist of 126 individual tactics
(Rhoads, 2002).

The terminfluence systendescribes any research or taxonomy of factors ity
influence a person’s psychology and/or behavioumil&rly, the term influence
componentdescribes a particular technique. The tenfluence packagelescribes a
group of influence components. For example, a disckf behavioural change
techniques would constitute an influence systemlewthe actual techniques, such as
asking people to set goals, would be called infbleecomponents. Influence packages
describe psychological constructs and behaviounainge techniques that appear in
popular theories and are often labelled “best prest. For example, an intervention
could contain one influence component to increaperaon’s self-efficacy, another to
influence their attitudes, and yet another to plaaenative pressure on them. Together,
this would be the theory of planned behaviour, Wwhis an influence package

containing these three influence components.

Review of Influence Frameworks
In order to assess how the different influence &awrks could aid describing and

building online interventions and campaigns, tleist®n reviews five types of influence
frameworks from different disciplines. The purpdseto examine their organizing
principles and assumptions. Consequently, thisf mé@iew only addresses these
systems as a whole, rather than their individuzida.

Evidence-based behavioural medicine
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Evidence-based behavioural medicirfecuses on health promotion or disease
prevention approaches for which there is evidericdinical efficacy or effectiveness
(Davidson, et al., 2003). It is argued that theersgith of an intervention can be

explained by the psychological factors built irtto i

As behavioural medicine researchers are intereistatie psychological factors that
have been empirically shown to work, they have boug identify the core influence
components, regardless of the theoretical packadfifthin this field, one initiative has
used coders to extract theory-based behaviourahgehaechniques from numerous
health interventions. This has resulted in a colmgmeive taxonomy of 4B8ehavioural
change technique®CTs) which are presented in Table 9-7. The B&rEstheorized to
influence behavioural determinants, which are tkygcpological constructs believed to
influence behaviour. An earlier project reviewednamber of behavioural change
theories and reduced the behavioural determinanisst 12 constructs (Michie, et al.,
2005). These constructs incluteowledge motivation and goals (intentionysocial
influences (norms)eliefs about consequencekills; memory, attention and decision
processesbehavioural regulationemotion nature of the behaviourseliefs about
capabilities (self-efficacy) environmental context and resourgcesnd social-

professional role and identity

A subsequent research project relied on codersrt@p techniques to the underlying
psychological constructs associated with behavicatled behavioural determinants
(Michie, et al., 2008). Instead of focusing on grmgs, this initiative presents discrete

techniques in a check-list format (Abraham & Micl2€08).

Cialdini’s six principles

As a general system to describe influence, Cialdigues that there are thousands of
compliance tactics. However, all these tactics iohpast six psychological principles:
reciprocity, commitment and consistency, socialoprdiking, authority, and scarcity
(Cialdini, 2008). Reciprocity is the human desire to repay another person id-kin
Consistency and commitmedescribe a person’s desire to be consistent watst p
behaviour, and how to leverage past commitmenisfiioence future behaviouGocial
proof describes peoples’ tendency to take behaviouras drom their social context.
Liking is the principle that people are more compliarthvpeople they likeAuthority
describes how people are more likely to act onaitidce of authority figures. Finally,
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scarcitydescribes how people assign more value to thimafsare less available. Hence,
Cialdini organizes influence factors by broad psfopical constructs; and within each

construct, he outlines relevant moderating facamic influence techniques.

Captology

The study of computers as persuasive technologglisdcaptology BJ Fogg's (2003)
founding book on the subject, "Persuasive technpolaging computers to change what
we think and do", describes how technology cantexéluence on users’ psychology
and behaviour. This system presents three broagorgs that describe how persuasive
interaction may operate: as tools, media, or s@u#drs. For example, people may be
persuaded by technology while using it amal to complete tasks, such as receiving
feedback or being guided through processes. Ta®b@ersuasive strategies include
reduction tunnelling tailoring, suggestion self-monitoring surveillance and
conditioning. They can be persuaded when using technologyediag such as being
shown the outcomes of their behaviour. Media-bagersuasive strategies include
simulated cause-and-effestmulated environmentandsimulated objectg-inally, as a
social actor technology can mimic attributes of human intdéaaxt consequently,
technology can express aspects of human influeSoeial actor-based persuasive
strategies can be expressed fiyysical cuespsychological cuegslanguage social
dynamics andsocial roles(Fogg, 2003). In summary, the captology systemsdias
influence tactics according to how people use arnidteract with technology.

Recently, researchers have extended this fielddweldping a taxonomy that aims to
identify the discrete factors that may render tedbgy persuasive. The researchers
grouped influence components by primary task suppdielogue support, system

credibility support and social support (Oinas-Kukka & Harjumaa, 2008).

Transtheoretical model

The stages of changepproach, also called theanstheoreticalmodel, takes the
position that all psychology disciplines do the sathing: they encourage people to
progress through stages—frqare-contemplationto contemplationto intention to act

to action, and finally, tomaintenanceDuring this process, people continually relapse
before making progress. In some cases, a finak stétgprminationis added, when the

behaviour has become engrained into a person's life
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According to the transtheoretical model, all chahgppens according to ten processes,
which are divided into two groups. Tlexperiential processesclude consciousness-
raising, dramatic relief self-reevaluation environmental reevaluatignand social
liberation. Behavioural processesnclude self-liberation helping relationships
counter-conditioningreinforcement managememindstimulus contral The factors that
motivate people to move through stagessaléefficacyanddecision balancebased on
the pros and cons of the behavioural goal (Pro@h@&skorcross, 2001; Prochaska, et
al., 1995). This system is organized around a motiélow people progress through
stages that are influenced by ten processes, twergrof change, and many techniques

that may affect any of these constructs.

Community-based social marketing

In the field of social marketinghere are two approaches that most resemble ndéue
frameworks. They both come from the area of commgtlmased social marketing,
which is generally applied to local environmentaterventions. The first influence
system comes from theols of chang@pproach. This system lists a number of specific
techniques that can influence target audiencessel reludebuilding motivation over
time, using feedback with target groypfinancial incentives/disincentivesiorms
appeals obtaining commitment®vercoming barriersprompts vivid personalization
andword-of-mouth(Kassirer & McKenzie-Mohr, 1998).

The second system builds on the work of the fornitebegins with pre-campaign
research aimed at discovering barriers and beredfgsciated with target behaviours. It
then develops interventions and presents a frantewfdive techniques that have been
proven to impact on behaviouobtaining commitmentaising promptsappealing to
norms using communicatignand incentivesHowever, across the five techniques, 31
further factors are presented that can impact an ithplementation of the five
(McKenzie-Mohr & Smith, 1999). This system is orgad around a planning process
that identifies and removes obstacles, developeniines, and employs motivation

techniques.

Each of these influence systems provides a diffepenspective on the world, with
different assumptions, theoretical explanationsd amays of grouping influence
components. Comparing the different influence fravoris, there are a number of
noteworthy differences. Within the systems, infleentechniques are arranged
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according to psychological principles, how peopde/interact with technology, stages
and processes of change, intervention planningessss, or a simple shopping list of
what works. The use of theory differs considerabbross these frameworks. For
instance, the transtheoretical approach is botreary and compilation of techniques;
the remaining frameworks mix a wide number of tieoto explain phenomena; while
behavioural medicine draws on approaches that heea empirically shown to work

and places less emphasis on theory.

4.4. Technology as a Social Actor
When investigating online interventions, it is ratvays clear who or what target

audiences attribute to be the source of the camp@igline, source attributions can be
difficult to identify. For example, users’ percepis of the source of an online
intervention may be attributed to campaign spokesspes; authors of website content;
the website’s webmaster, graphic designer or editwe intervention planners; the
website in general; partner organizations; or thegaign in general. This ambiguity
presents a serious challenge to researchersjsadifficult to research the influence of
the source of a communications campaign when itaiways clear who or what users

regard as the source.

To clarify this ambiguity, a growing body of litétae suggests that people interact with
media and technology as if the media itself comd the social actor. For example,
one researcher commented that, “in many respeessites may be considered to be
analogous to individuals or organizations as infation sources whose characters
engender greater or lesser credibility” (FlanagitM&tzger, 2007). Another researcher
argued that websites could be designed to devekgmmgful relationships with users
(Kumar & Benbasat, 2002).

There are two bodies of work that explain why peadpteract with websites as social
actors: thanedia equatiorand thefunctional triad The media equation has amassed a
large volume of studies that show concepts of hutogmuman psychology also operate
between people and media, such as television, cargywand websites. According to
the media equation, findings from psychology andidogy that explain human-to-
human psychology can be experimentally verifieddsess if they also apply to human-
computer interaction. Building on a decade of resfgamedia equation research

suggests that many principles of human psycholagyrelevant to human computer
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interaction (Reeves & Nass, 2003). This theory i@ggprinciples of human psychology
to interaction with computers and media. For examphe well cited set of experiments
showed that people are more polite to the comptitengre interacting with; they treat
a computer with the same voices as a distinct bactar; they apply gender stereotypes
to male and female computer voices; and they refgmbmore favourably to computers
that use first person text, such as “I” (Nass, let 2094). An explanation for this
phenomenon is that humans evolved in a socially wiorld where all physical objects
were real. For this reason, people instinctivelgcteto mediated materials as real.
Furthermore, any trend from the social sciencesdbacribes how people interact, can
be experimentally tested to evaluate if it apptieshuman and computer interactions
(Reeves & Nass, 2003).

The functional triad framework professes that peapteract with technology in three
distinct ways: asools asmediaand associal actors As tools, people use technology to
perform tasks. As a medium, they use it for entemi@nt and educational purposes.
However, as a social actor, people respond to t#agy as a living being, and can form
relationships with machines. This means that psrgachuman factors such as source
credibility, expressions of body language and pasitreinforcement can all be
leveraged when designing persuasive interventibogd, 2003). Although the reason
why people respond to technology as social actoréving beings is unknown, it is
believed that social responses to living beingshem@ wired into human psychology,

which comes into play when people perceive socidgnces.

On the basis of the media equation and the funetitiad, websites can be treated as
units of analysis and, consequently, principleshaman-to-human psychology can
guide research on human-to-website psychology.ekample, models of human-with-
human credibility can be used to describe humah-a@mputer interaction and
communication. Furthermore, as the source of amenhtervention can be attributed
to the website itself, consequently websites agatéd as credibility sources that can
comprise primary units of analysis. In this regardyebsite that people easily trust may
share attributes in common with trustalgeople: good-looking (design), articulate
(well-written content), and referred by a trusteiérfid (linked from a credible online

source).
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4.5. Communication Model Applications
Online interventions may be conceived as a toolfdster individually tailored

relationships, or as part of large outreach cammpaipnsequently, there is a need to
understand the comparative advantages of intempakso/ersus mass-media

communication models in regards to online interentlesign.

Model Ambiguity
A recent paper on mass communication and behawbange has argued that a

communication revolution is occurring which is llng the traditional distinctions
between mass and interpersonal communication. Aesalt, campaigners need to
rethink how they use media to promote public hegktbroms & Maibach, 2008).
Online, the distinction between mass and interpgiscommunication is far from clear.
Moreover, within this ambiguous communication earment, there may be times
when a single or combined communication model makanthe difference between

effective and ineffective online interventions.

In recent years, scholars have challenged the matiat mass and interpersonal
communication models represent distinct categoResognizing that mass-media and
interpersonal models are slippery concepts, especiahen applied to online
interaction and communication, some have calleddikegnction between interpersonal
and mass-media a “false dichotomy” (Reardon & Reg&B88). Others have argued
that Internet-based communication is neither erpldi by mass-media models nor
interpersonal models (O'Sullivan, 1999). Whilenyito explain the reason for this false
dichotomy, two leading communication scholars haxgued that the distinction was
not the result of different concepts, but the restitwo separate research histories that
were intensified by academic politics. Historicallgsychologists have researched
interpersonal communication, while social sciestishave searched mass-
communications. Over the years, these two acadgmiaps rarely interacted and
infrequently cited each others’ work (Reardon & Bigg 1988).

Online, the distinction between mass-media andrpetsonal communication is far
from clear. The Internet may be considered a masdianor interpersonal channel
depending on how a particular application is demigrused, and analysed. However, a
distinction needs to be made between online intgiwes that are primarily based on

two-way interpersonal communication (one-with-omejsus those primarily based on
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one-way, mass-media communication (one-to-manyg.Fsgure 8-1 for the framework

used to describe these different models.

Online interventions can be conceived as interpedsavhen they reflect a two-way
tailored exchange between a website and user, basader input and individually
tailored content and/or functionality. Alternatiyelinterventions can be conceived as
mass-media when they use one-to-many channels atfanner advertising, bulk e-
mail promotion, or when a website primarily disseatés information without

providing space for feedback.

Selecting the Correct Model
Diffusion of innovations research has demonstrétatl mass-media channels are better

at informing people by increasing knowledge. Likssyi interpersonal channels are
better at persuading people by influencing behaviBogers, 2003). It has further been
argued that the combined effectiveness of integmaiscommunication and the reach of
mass-media communication is required to change iaima (Neuhauser & Kreps,

2003). One meta-analysis of HIV/AIDS interventiomemonstrated that active
interventions, which engaged people in activitigsre far more effective than passive

interventions that just provided information (Alkegin, et al., 2005).

The key difference between one-way (one-to-many] &mo-way (one-with-one)

models is feedback, which allows interactivity. tme-way models, there is no
interactivity. In two-way models, feedback systempsovide an opportunity for

interaction, which opens the doors to greater selege and the deployment of tailored
communications. In the words of Fogg (2003), “Asganeral rule, persuasion
techniques are most effective when they are inteecwhen persuaders adjust their
influence tactics as the situation evolves. Skiatespeople know this and adjust their

pitches according to feedback from the prospect.”

Consequently, online campaigns aiming to raise emess are best modelled on the
mass-media model (one-to-many). Campaigns aimingetsuade or facilitate change
processes are best modelled on an interpersonarfmue-with-one). Research shows
that joint interpersonal and mass-media campaigasnaportant for improving health
behaviours, while interactive technologies havepprtes of both models (Reardon &
Rogers, 1988). Likewise, Internet-based commurdoatias been called a “hybrid

channel” which combines the persuasive capabiliesmterpersonal media with the
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broad reach of mass-media (Neuhauser & Kreps, 2008hsequently, when the
objective is to engage a large population in a gkaprocess, another option is to
formulate interventions on a mass-interpersonal ehddne-with-many) which is

discussed in a subsequent chapter.

One researcher has argued that new media havdueed a change that is shifting how
social marketing campaigns should be carried dug. ffaditional linear communication
model is inappropriate to the collaborative andadgit communication that takes place
online. Web 2.0 is not a place people visit, bubea a place where people go to do
things. This means that individuals should no longe regarded as thaudiencebut

rather, as collaborativeartners(Lefebvre, 2007).

Selecting the Incorrect Model
Behavioural change interventions that are modetlecan ill-matched communication

model may underperform when compared to intervestibased on a better-matched
communication model. Rogers’ (2003) generalizatiimgt mass-media is better at
raising knowledge while interpersonal communicatie better at influencing
behaviour, has a direct application to the designomine interventions. By this
generalization, mass-media-based (one-to-many)viméons aiming to influence
behaviour are ill modelled to influence behaviou#ewever, interventions based on
interpersonal communication (one-with-one), aimingnfluence behaviours, are better

modelled.

There is good evidence that numerous online intgimes are modelled on ill-matched
communication models. For example, an assessmezfidhealth behavioural change
websites showed that most websites did not meetnilmmum requirements for

behavioural change. It was argued that these ie¢ions needed to move beyond
providing information to supplying interactive siees. Moreover, the researchers
called to develop the science of individualizaticend interactive tailored

communication (Evers, et al., 2003). This diffeebetween supplying information and
providing interactive tailored services is simitarthe difference between one size fits

all campaign approaches and interpersonal therapy.

Researchers and practitioners appear to build vemgions from different
communication models. For example, many onlinerustetions described in literature-

based research are two-way, where user feedbackamisms were used by many
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effective interventions. Conversely, social marketdrequently describe online

campaigns based on one-way communication modedsusking online campaigning

more in terms of outreach and less in terms otticelahip building. Despite warnings

that pure one-way outreach is inferior to combimedreach and engagement, social
campaigners still frequently apply mass-media ldgionline channels which can also
be used as a two-way medium. For example, a resgal marketing journal special

edition examined new media social marketing. In ¢iverview paper, a number of

online social marketing campaigns were primarilysidered successful, in terms of
dissemination of their campaign message (Abromal,.,e2008). Fixations on pure one-
to-many online outreach may have prompted one relsea to argue that many

commercial and social marketers perpetuate the mifythe source-message-channel-
receiver paradigm, rather than the dynamic comnatioic models of new technology

(Lefebvre, 2007).

4.6. Summary

Real-world online intervention design

When designing real-world online interventions,gbiteoners rarely seem confined by
fixed theoretical frameworks. Rather, they blenebity-based constructs and techniques
with practical, financial, and political considecaits. Consequently, their interventions
generally offer complex blends of various theor@sd factors that are not easily

analysed or clearly described by one line of though

Persuasive design factors

Research shows that various online design factassbm associated with psychological
and behavioural outcomes. Source credibility amdttare traditionally factored into
social marketing campaigns, and are separate ctintlegt are sometimes confused.
Literature suggests associations both between tweebsedibility and behaviour, and

between website trust and behaviour.

Generally, a website’s visual appeal describeshagst qualities, while its usability
describes functional qualities. However, it is coomrior researchers to blend the two
topics together. Research suggests an associaiists both between a source’s visual

attractiveness and its credibility and betweenissbility and credibility.
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Reputation has been defined as what is said ce\sgliabout the character of a person
or a thing. Research suggests that online trusbearansferred from a trusted source to
an unknown source, and thus constitute a reputaimorsement. In other words, an

endorsement constitutes the transferring trust foamparty to another.

There are a few influence principles that sociarkagers use and which have been
evaluated in online contexts. Both the foot-in-ttewr and commitment-obtaining

techniques have been evaluated and demonstratgetate online.

Tailoring is a process for creating individualized commutica based on an
individual's input into a system, which is used design an individually relevant
communication. Evidence shows that tailoring carfluance psychological and
behaviour outcomes. When integrated into an exjsimtervention, tailoring can

potentially increase its effectiveness.

The intensity of exposure that people receive wigng an intervention is callatbse
which is considered a key factor in achieving bétaal outcomes. The term
adherenceadescribes the proportion of participants who auardi using an intervention
over time (which represents the dose they receNeyatively, this is calledttrition. It
has been proposed thstidy adherencandintervention adherencare correlated and

explained by a third variable: participant interest

Classification systems

Across psychological and behavioural change framlesydhere exists a complex blend
of competing classification systems, from differgoerspectives, with alternative

theories and influence techniques. In order to sssdew the different influence

frameworks could aid describing and building onlineerventions and campaigns, five
types of influence frameworks were analysed andluaeted: evidence-based

behavioural medicine, Cialdini’s six principles,ptalogy, transtheoretical model, and
community-based social marketing. Each influencstesy provided a different

perspective on the world, with different assumpgiaheoretical explanations, and ways

of grouping influence components.
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Technology as social actor

It is not always clear who or what target audiemnm@ssider the source of a campaign.
Two theories suggest that people interact with madid technology as a social actor or
living being. Themedia equatiorshows that concepts of human-to-human psychology
operate between people and media, such as teleyvisionputers, and websites. Thus,
findings from psychology and sociology that explaimman-to-human psychology can
be tested experimentally to see if they also appliituman-computer interaction. The
functional triadprofesses that people interact with technologymed distinct ways: as
tools, as media, and as social actors. When irttegawith a website as a social actor,
persuasive human factors such as source creditahfyressions of body language, and

positive reinforcement can be employed.

Communication models

The Internet may be considered a mass-media amparsonal channel depending on
how a particular application is designed, usedawalysed. However, a distinction

needs to be made between online interventionsateatprimarily based on two-way

interpersonal communication (one-with-one) verdussé primarily based on one-way
mass-media communication (one-to-many). Intervestimodelled on an ill-matched

communication model may underperform when compuaiiédinterventions based on a

better-matched model. Diffusion of innovations sesé suggests that mass-media
channels are better at informing people by increpg&nowledge, while interpersonal

channels are better at persuading people by indlognbehaviour. Thus, online

campaigns aiming to raise awareness are best maddal one-to-many designs, while

campaigns aiming to persuade are best modelledeoarte-with-one model.
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5. Research Questions and Projects

This chapter examines the two research questiotighhof the literature review. The
first research question is partially answered bigtang literature. However a research
project is put forward to provide a more reliabfswaer. To answer the second question,

literature gaps are assessed, and two researaci{maje offered to fill those gaps.

5.1. Research Questions

Q1. Can online social marketing campaigns influenta@rget audiences’ behaviour?
The first research question is partially answergdhe existing literature. The three
types of research (literature-based research,weddt research, and real-world case
studies) offer different insights into online intention efficacy, and different
perspectives on possible success factors. Theniolipparagraphs assess how the three

types of research can help answer the first reseprestion.

Literature-based research provides good evidencentihe intervention efficacy.
However, prior meta-analyses (Portnoy, et al., 208@ntland, et al., 2004) have
pooled studies targeting voluntary behavioural geamith mandatory behavioural
change (such as managing chronic disorders) andtrdament of psychological
disorders (such as depression). These types ofioeing are different from the types of
behaviours targeted by social marketing campaigitich are generally voluntary.
Although these studies offer the strongest evidénateonline interaction can influence
offline behaviours, they are not fully generalizlb social marketing applications.
Similarly, systematic reviews show that slightly mmothan half of the assessed
interventions offer positive impacts. In terms dfeit generalizability to social
marketing applications, one systematic review béehtdehaviours unsuitable to social
marketing (Vandelanotte, et al., 2007), while arothlended unsuitable behaviours and
omitted impact data (Lustria, et al., 2008). Noeé&ths, one systematic review focused
on voluntary behaviours suitable to social marlgetapplications and also provided
impact data (Norman, et al., 2007). This study reffiegood evidence that online
interventions can influence voluntary behavioungugh it lacked the statistical rigour

offered by meta-analysis.
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The second type of research, real-world researcbyigqes a different set of
conclusions. They generally suggest that many eniitterventions are ill suited to
influence behaviour and, in some cases, offer degigdelines (relevant to research
guestion two). Some of these studies concluded ety of the health behavioural
change websites did not include the basic requingsni® influence health behaviours
(Evers, et al., 2003). While assessing strategfiesas argued that most sites provided
little or no assessment, feedback, or individualijjored assistance (Doshi, et al.,
2003). In another case, the researchers foundsited only reflected a few design
recommendations, using basic segmentation withetdgmalization (Wenham, et al.,
2003). These studies provide useful details on lapplied online interventions are
designed, and they also make the case for howveriéons should be designed, but
they do not offer empirical evidence that onlineermaention design is associated with
behavioural impacts. In other words, they offer adigsions of what is done, and

arguments for what should be done, but no evideheéhat works.

The third type of research, real-world case studijeserally come from social
marketing literature (Conrad, et al., 2009; Hamnijtet al., 2008; Hoff, et al., 2008;
Huhman, 2008; Li, 2009). They provide in-depth d&sions on particular
interventions, but do not provide convincing eviderhat interventions can influence
offline behaviours. It is common for online campagfficacy to be described in terms
of website visits, page views, or other measurescardtent viewing and online
engagement. However, these micro-behavioural measiw not provide insight into
the campaign’s macro-behavioural objectives: siglracouraging citizens to exercise
more or adopt healthy diets. In summary, theseiesudffer many examples of what
was done, but rarely demonstrate what was achie®edsequently, it is difficult to

judge the efficacy of online interventions from isbenarketing case studies.

Across these three types of research, there is gadeénce that online interventions can
influence people’s behaviour and it is conceivathlat these interventions could be
integrated into social marketing campaigns. Froenliterature-based research category,
the meta-analyses and systematic reviews provided gevidence that online
interventions can match and sometimes outperfoadittonal offline interventions. The
advantages appear to be small, but the Internmtierl communication costs and broad
reach offer significant advantages. Only one syatemreview showed that these

interventions could influence voluntary behaviourst it lacked the stronger empirical
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evidence offered by meta-analysis. Although thesegood evidence that online
interventions can influence voluntary behavioulnss thesis presents stronger evidence
in the form of a meta-analysis comprising interi@md targeting voluntary behaviours.
Additionally, the meta-analysis contributes to tthigsis’ second research question on

intervention design.

Q2. What design factors are critical to online imteention success?
The second research question is quite broad, lgamamy possible answers. During the
literature review and exploratory pilot investigais, a number of intervention issues
and design factors were identified. The first issaktes to the negative impacts of
online mistrust and competition. To address thisues the first research project
examines design factors related to website cregibisers’ trust, and behaviour
impacts. The second issue relates to limited insigio the psychological constructs
employed by online interventions. To address thdp, ghe second research project
focuses on online intervention psychology and ergdo associations between
psychological design and behavioural impacts. Thesaees and design factors are

discussed in the following section, which outlities two research projects.

5.2. Research Projects

Project 1: Website Credibility and Trust (Studies 1-3)
The focus on website credibility and trust emergecesponse to two challenges social

marketers face when conducting online campaigns.fifst challenge relates to online
competition, with campaigns dealing with competiagtors (such as the tobacco
industry) and with audiences deciding between cdimgdehaviours, such as smoking
or not smoking (Andreasen, 2006). Online competijwesents serious challenges to
social marketers. Some of the first online sociatkating papers addressed the tobacco
industry’s online success and called for a sociatka&ting response (Lin & Hullman,
2005; Ribisl, 2003). The second challenge stem fgopowing online fraud and risks
that are breeding high levels of online mistrustsdcial marketing terms, online threats
are like price factors where mistrust can increthgecost of acting on the advice of a

campaign, thus potentially undercutting intervemtdficacy.

One possible way to counter the potentially negaitwpacts of online competition and
mistrust is to harness intervention credibility @ngst. Although the role of credibility

and trust has been examined in the context of fofitpe-marketing, the first research
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gap is that they have not been fully studied imalme non-profit context. For instance,
in e-marketing literature, online credibility andudgt have been associated with
purchasing behaviour (Jarvenpaa, et al., 2000) lapdlty (Flavian, et al., 2004).

Moreover, research shows that these variables eanfloenced through visual design,

which means that website graphic design can paiéntindirectly influence behaviour.

Another question emerged while trying to assesschviuf two credibility models
applied to websites: the human or the computerilwiidd model. The media equation
(Reeves & Nass, 2003) and functional triad (Fod¥)3 suggest that people interact
with websites and technology as social actors, @/leégments of human-human social
psychology apply to human-computer interaction. diaon the media equation
hypothesis, this investigation sought to answereosdary question: should online

interventions assess credibility design with a hmmiacomputer-based model?

An empirical investigation was undertaken on a glatetwork of citizen engagement
websites. Using a survey instrument in four lang@sagand structural equation
modelling for the analysis, this investigation assel relationships between website
credibility dimensions, active trust, and behavaumpacts. During the process, it

compared how the human versus computer credilpildgels fit the data.

Project 2: Intervention Psychology Meta-Analysis (Study 4)
The study of online intervention psychology emerffech a number of needs: First, the

need to better assess the efficacy of online ietgions targeting voluntary behaviours.
Second, limited understanding of the factors assedi with effective online
interventions, and difficulty applying existing @houral influence taxonomies. Third,

the need to assess the role of intervention adberempirically.

The three categories of studies (literature-bassedarch, real-world research, and real-
world case studies) provided insight into interi@mtefficacy, which provided some
evidence for the first research questions. Theg plomised a range of insights into
intervention design, relevant to the second rebeaestion, but could not offer
significant evidence-based guidelines. For examiple,studies that provided efficacy
evidence, lacked significant design advice (Portnetyal., 2008; Wantland, et al.,
2004). Conversely, the studies that offered desidwice, lacked efficacy evidence
(Evers, et al., 2003). The literature-based re$eaifered the best empirical evidence of

efficacy, but gave little insight into what featarsmay have accounted for effects. The
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real-world research offered design guidelines whighle used to survey interventions,
but they generally concluded that many of the irgetions were not designed to
influence behaviour (though it was not possibleddfy these claims), rendering their
design guidelines untested. Finally, the real-wadde studies offered many ideas on
building online interventions, but lacked usefulpiamet data. Although each type of
research offers different perspectives, taken twgethe literature does not provide

intervention guidelines that have been empirictdited.

To identify the psychological factors associatedhwanline intervention suitable to
social marketing, a hybrid research method was séevi This approach integrates
methods from literature-based research and reddwesearch into a single study. By
using meta-analytical techniques and coding inteiga design features from literature,
this approach provides empirical evidence of irgation efficacy in association with

the psychological factors used to design interegsti

Before it was possible to code online interventieychology, it was first necessary to
identify a taxonomy suitable to this goal. To aekiethis, a number of influence
systems were assessed. However, the overwhelmingbewu of psychological
approaches, influence taxonomies, and behavioniftaknce research rendered this step
challenging. A variety of research on influence wassessed: evidence-based
behavioural medicine (Abraham & Michie, 2008; Daad, et al., 2003; Embry &
Biglan, 2008; Michie, et al., 2008); captology atind media equation (Fogg, 2003;
Oinas-Kukkonen & Harjumaa, 2009; Reeves & Nass3P0be transtheoretical model
(Prochaska & Norcross, 2001; Prochaska, et al.,.5198ommunity-based social
marketing (Kassirer & McKenzie-Mohr, 1998; McKendtohr & Smith, 1999);
Cialdini’s six principles (Cialdini, 2008); and peiasive communication (Ajzen, 1992;
O'Keefe, 2002).

However, none was suitable to coding online intetie& psychology on their own.
When trying to apply these systems by coding oniimerventions, no single influence
systems offered broad coverage and easy applicdtmmthose that partially fit, they
were either conceptually too broad, too narrow,only covered a small portion of
influence domains. Across all these systems, oin tiven, none was suitable to coding

online interventions.
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Without a comprehensive framework to describe enlibehavioural change
interventions, researchers and developers facelgmsb when analyzing existing
interventions or planning new ones. To overcome lthetations of the existing

influence systems, a theoretical model was developgéhe model is called the
communication-based influence components m@@BICM), and it was developed to
integrate a number of influence systems and commpenmto a coherent package
suitable to describing online intervention psyclggloAlthough this framework was
developed for online interventions, it may have evidgpplication to communication

campaigns in general.

Dose (positively called adherence, negatively da#étrition) is another critical factor
that can affect intervention efficacy. Many studieport huge levels of participant
attrition, which may explain their low efficacy,ahgh the link between attrition and
low efficacy is rarely addressed explicitly. Assegsthe impact of online interventions
that participants did not use is like testing tffects of a drug that participants did not
take. Since many online interventions lead usersutfh long-term processes, these
programmes can only be as effective as users dnegnand able to use them. Although
intervention dosage has received considerabletitteim academic literature, there is a
need to better understand dose by assessingdfioivs a systematic pattern, such as

that proposed by the law of attrition (Eysenbacl3).

To assess the efficacy of interventions that canédapplied to online social marketing
contexts, the second research project is a melgsamaof interventions targeting
voluntary behaviour change. It assesses intervemsychological design features and

the role of dose.

Research Exposition Overview
The next four chapters present the two researcfeqso Project 1 is presented in

Chapters 6-7. Chapter 6 describes the backgrountthetdfirst research project and
presents two preliminary exploratory studies. Ceapt presents the full website
credibility and trust study. Project 2 is preserite@hapters 8-9. Chapter 8 presents the
CBICM, which is used to analyse online interventpgmychology. Chapter 9 applies the

model to a meta-analysis on the psychological designline interventions.
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6. Online Influence Factors
(Exploratory Studies 1 and 2)

Although there are many online intervention designidelines, they can be

conceptually challenging and difficult to apply. ¥h looking to social marketing
literature for guidance on designing online intemi@ns, there are many cases studies of
online interventions. However, they generally destate what online social marketing
campaigns do, rather than what they achieve. Thests may leave intervention

planners unclear what are the critical design facassociated with online interventions.

This chapter provides an overview of the first egsh project that aimed to identify
website factors associated behavioural changalsdeito social marketing applications.
It provides the social and research backgroundisitvestigation. It demonstrates the
nature of the research context, partnership, antiadelogy. Additionally, this chapter
presents two exploratory studies that lead to it Study, presented in the following
chapter. The first exploratory study is a statatigilot study; the second, a qualitative
investigation; and the third and final study, asessment of the relationships between
website credulity, active trust, and behaviouralpatts. Findings from the two
exploratory studies informed the third study, botat contribute to the thesis’ findings

or conclusions.

This and the following chapter are intrinsicallyked, but have been conceptually
divided. Whilst this chapter is more reflective aexploratory, the third study in the
following chapter is fixed and highly technical.i$lthapter presents details about the

research context, while the subsequent chaptdastseect and theoretical.

This chapter is organized as follows. It providesoaerview of the research project,
encompassing all three studies. It then presemtditst exploratory pilot study, and
afterwards, the qualitative study. Finally, conabas are drawn, which contribute to the

subsequent chapter.
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6.1. Research Project Overview

Research Objectives
This research project sought to identify online tdag associated with offline

behavioural impacts, which could inform the desigh online social marketing

interventions. This study began with a literatieeiew and exploratory research.

This research project’s three studies were conduaiigh different methodologies, at
different points in time, and with different resgarobjectives. The first investigation
was an exploratory pilot study that focused on tyals: to explore factors in online
behavioural change, and to assess these factdim Witiebe’s (1951) framework. The
second, qualitative investigations aimed to offés research project a “reality check”
by venturing into the field and testing many of theestigator's assumptions at the
time. The third study aimed to evaluate the firlearch model that was put forward,

and which is described in the next chapter.

Campaign Overview
A citizen mobilization campaign, with a large omlinetwork offered an environment to

study online behavioural influence factors. To tleeds, the campaign was not
conceived as a case study. Rather, the campaighigemetwork was treated as a non-
profit context where generic online influence fastoould be evaluated. No case study
methodologies were employed.

The campaign existed in over 100 countries and @ditoeengage citizens in activities
that were used by the organizers to influence powerty policy. The campaign’s
online network comprised a global network of wedsivith a common mandate,
identity, and mobilization goals. However, the weds were drastically different in
terms of design, staff expertise, organizationgbutation, infrastructure, online
marketing, and users’ access to Internet technoldgne number of websites grew
rapidly during the study period. In 2006, when finst study occurred, there were 48
coalition websites. In 2007, when the list of wédsiwas first updated, there were 54
websites; then by the time the full study was beimplemented, there were 74

websites.

Ethics
To address the needs and interests of stakehadédrparticipants, a memorandum of

understanding (Appendix 13.2.3) outlined sevemslés, such as mutual support, ethics,
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and notifications. The ethical guidelines addredbedinterests of survey participants,
campaign staff, and the researcher. In generatdowtors consented to participate in
this research project; and the research agreadfilcaf number of obligations, including

the provision of evaluation feedback. The agreenmritined data protection and
ownership, along with the protection of participamtientity. Furthermore, it addressed
informed consent, by clearly stating that all reskaproducts would state that the
research was designed to support the campaigne &hihe same time, contributing to
scholarly research about non-profit online campagnCovering the period from 2007
onwards, the University of Wolverhampton grantelicati approval to conduct this

study.

Risk Mitigation and Communication Plan
The research project memorandum of understandirsgale®m designed to reduce risks.

The opportunity to research this network came waithny challenges and risks. To
manage and reduce threats to the research pritjecdgreement ensured that all parties
understood their obligation and commitments. Howetlgere was no guarantee that
national coordinators or webmasters would be vgllio participate in the study. To
maximize participation, the research project waemivized and this was stated in the

memorandum of understanding.

To increase campaign staff's incentives to parditgpconsiderable effort was exerted to
engage national coordinators, which included ingitthem to participate in a needs
assessment. The needs assessment served to dtiirigbeelationships with national
website operators, and to obtain feedback thatusas to design an evaluation report
for staff (as an incentive to participate). Thisde-off, of blending campaigners’ needs
with the needs of this research project, was assecg step that ensures the study was

perceived as a valuable venture by all parties.

Research Project Methods by Time
The research project was conducted over severakthmoiThis section provides an

overview of the research project and the threeiesudey steps in the process are
discussed, with many of the materials availabletha appendices. Following this

overview, the two exploratory research projectspaesented.
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January to March 2006: Investigative pilot study

The first exploratory pilot study was conducted 2006. It assessed relationships
between a number of website factors and behaviomfalence. The study used
Wiebe’s (1951) criteria as a framework. The finahlgsis included 196 user responses
from 23 of 48 campaign websites. The outcomesisfdtudy informed the subsequent

research and qualitative investigation.

February 2007: Formalization of research project

The research project was formalized in Februargudgin participation at a meeting of
campaign webmasters in South Africa. Participargseve-campaigners from coalitions
in Argentina, Bangladesh, Brazil, England, Frankelia, Kenya, Lebanon, South
Africa, Tanzania, United Arab Emirates, and UruguBy the end of this meeting, the
research project and upcoming survey had been flyrnestablished within the
campaigns core planning documents and the memaramdwnderstanding had been

signed.

March: Update list of campaign websites

The campaign’s list of coalition websites had ne¢i updated since 2006; it contained
numerous errors and omissions. During March, cagmpataff helped to identify all
campaign websites and responsible staff. By the antthis process, there were 54
websites. This task resulted in a reliable listvefsites that could be used to collect
descriptive statistics, and to begin engaging websperators. During the study, the
number of campaign websites continued growing, thesprocess of interacting with

campaign staff to update the list continued uhgl final study had begun.

May 2007: Audit campaign websites

Starting in May 2007, a comprehensive audit ofdapaign websites was undertaken.
It was necessary to collect descriptive statistice campaign websites in order
understand the scope of the network, and tailosthdy accordingly. The study needed
to consider the range of languages, differencesdmat large and small websites, and
adjust the research methodology to the nature efcdmpaign’s online network. Two
approaches were used systematically to collectrigitise statistics about the campaign.
The first approach was a manual audit of each welsised on a checklist of criteria.
This provided a type of “sample frame” and offeradight into the online network.
These descriptive statistics were used to seledthwkvebsites that qualified for
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inclusion in the final study. The second approasied on the collection of hyperlink
data, to paint a picture of the online network dmdter understand the relationships

between sites.
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Figure 6-1: Online Network (January 2008)
(A larger version is available in Appendix 13.2.1)

For the first approach, after verifying the list wkbsites with campaign staff, each
website was audited with the criteria presented\ppendix 13.2.2. The terrwidth
describes websites that are eitherizontal which are broad sites containing a wide
variety of content, where the campaign comprisat gusmall sub-section. Thertical
sites describe websites that are exclusively fatusethe campaign. Thguery notes
field describes methods of obtaining link and site data in for problematic sites (such
as horizontal sections or forwarding URLSs). Tdranding/affiliation section describes
whether the core campaign branding visuals ardaicep The fieldweak campaign link
highlights sites without a recognizable brand catina to the campaign. These criteria

were used in the final selection process, whiatissussed in Chapter 7.
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For the second approach, to better appreciate d@laianships between campaign
websites and understand their relative sizes, lipgedata was collected. The Yahoo
API was used to obtain hyperlink data. Although ¥atloes not index as much of the
Internet as Google, it is the second largest seandine; allows queries where self
referential links can be excluded; and allows aatetl data collection through their
API. The LexiURL Searcher (Thelwall, http:/leximiv.ac.uk) was used to collect
three types of hyperlinksn-links (links to campaign websitegjirect links (links from
one campaign website to another), amadlinks (links from a third website to two

campaign websites).

The hyperlink data was used for insight proposes,offer insight into website
relationships and relative differences. Althougtkldata was initially collected in May
2007, the online network rapidly changed duringrémeearch project. The initial list of
54 websites had expanded to 74 by the time thé $inay was being conducted. To
provide an overview of the final online networkgéie 6-1 presents a visualization of

the online network in January 2008, when the ordimey was being conducted.

June 2007: Qualitative investigation

At the beginning of June, a qualitative study wasduicted to test many of the research
hypotheses at the time, and provide space for ttargiences to inform the study. On 2
June 2007, the researcher attended a campaign evembndon and interviewed
randomly selected participants. This event preseptee of the few opportunities to
meet the study participants face-to-face. The gn&of this qualitative study shaped

the final quantitative study.

August to September 2007: Engagement and needs assaent

During August 2007, information about the resegnaject was publicized to campaign
staff by placing research partnership informationtloe websites of the campaign and
the Statistical Cybermetrics Research Group. Fyrtbackground information to the

research project and descriptive statistics wetgighed and promoted through the

campaign’s e-mail newsletter, and internal emaiisli

In September 2007, the webmasters’ needs assessvasnset up, promoted to all
website operators, and announced in the campaigmal newsletter. After one week,

all website operators that had not responded ward a follow-up reminder e-mail and
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were contacted by phone to verify if they wishegéoticipate in the study. A copy of
the webmasters’ needs assessment is located inndpp#&3.2.5. In total, 25 website
operators had expressed 71 needs that were granfoedine key research areas. The
research areas, ordered from the most to leastlggopuere: user demographics, user
interests/themes, user motivations, user participatwith the campaign, online
marketing, e-advocacy, website quality and usabiltontent quality, and user's
campaigning background. By the end of the month, résults were e-mailed to the
network of website operators, and to increase rastivor participation, it was

expressed, again, that these needs would be addresthe upcoming study.

November to February 2007: Full website credibilitystudy

While continuing the literature review, and reflagt on findings from the two

investigative studies, the final study (presentedChapter 7) focused on website
credibility, active trust, and behaviour impact.sAlf-administered online survey—in
English, Spanish, French, and Portuguese—ran fradov@&mber 2007 to 8 February
2008.

To increase prospects that website operators wposd the survey, outreach efforts
included, promoting the survey on the campaignigtre¢ website; announcing it in the

campaign’s newsletter; sending letters to webgierators, national focal points, and
members of the campaign’s political bodies. Webserators received generic
announcements they could place on their websifgdmote the online survey to their
users. It was distributed in all four languagesluding a long and short version.

Website operators who did not advertise the stedgived two reminder emails, spaced
a week apart. They were called by phone if theyritlrespond to these reminders.
Many of these communication products were based participant engagement

templates by (Dillman, 2007). Examples of thesaeach materials are available in
Appendix 13.2.5.
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6.2. Wiebe’s (1951) Criteria (Pilot Study 1)

The first investigation was an exploratory piloady that focused on three objectives.

First, to explore factors in online behavioural i@, second, to assess these factors
within Wiebe’s (1951) framework; and third, to pide direction for successive

research on online social marketing.

6.2.1. Research Model Development
Over 50 years ago, the psychologist G. D. Wiebepgsed that organizations that

successfully sell intangible social objects—such as goodwill, respéot the
environment or community development—would be nmerecessful if they sold their
social objects the way marketers sell sports cammauth wash. To test this notion,
Wiebe developed a set of five criteria (Table &vhjch he used to evaluate how social
campaigns compared to commercial marketing practiééter evaluating four social
campaigns by his five criteria, Wiebe concludedt tttee more social campaigns
resembled commercial marketing practices, the b#ir chance of success (Wiebe,
1951).

Table 6-1: Wiebe's (1951) Criteria for Campaign Socess

Wiebe’s (1951) criteria Online Application
Force: The intensity of a person’s motivation (bothA person’s disposition towards a social isgue
before and after experiencing campaign messagdeis)the same online or offline
towards a campaigns goal

Direction: Knowledge of how and where The carity of ane-mail, hyperlink, site
respond to a campaign’s message; or in other | design or web advertisements that direct
words, how to reach the social mechanism people to a website (social mechanism)

Distance: An individual’s estimate of the time, The amount of time, energy and hassle
energy and cost required to engage the social | required to find a website and complete an
mechanism or achieve the behavioural goal online task

Social mechanisn The agency or place th A website or online application where us
enables people to translate motivations into astiprtan interact to complete behavioural goals
Adequacy: Ability and effectiveness of the social| The degree of credibility, and intuitiveness
mechanism to help people act out the campaign|sof a website’s social mechanism
behavioural goal

Wiebe’s criteria have been deemed success faatonsoih-profit campaigns by Philip
Kotler (Kotler & Roberto, 1989) who also compardterh to the 4Ps (Kotler &
Zaltman, 1971). Although Wiebe’s criteria are mtiven 50 years old, they still stand as
success criteria for social campaigns and withr t@nceptual relationship to the 4Ps—
which are the primary behavioural exchange modeld usr social marketing—they
provide a tested and relevant framework. In manyswthe criteria appeared to offer a
framework that was relevant to online engagemerngb@/s criteria were compared to
online applications; they are presented in Tabl& @&nder the columnonline

application
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6.2.2. Methods
An online survey—in English, French and Spanish—fram January to May 2006,

obtaining 196 user responses from 23 of the 48 ie=hsThe independent variables
were derived from questions inspired by Wiebe’'secia—or with clear conceptual
linkages. The dependent variable was derived froenduestion, “As a result of this

website have you noticed a change in your willireg® take action?”

While fitting the linear regression model (Table)-multiple regression was used
within each of Wiebe’s conceptual groupings, and CABA was used to assess
conceptual fit. Correlation and linear regressi@revused to examine the associations
between each of Wiebe’s five criteria and the dedpeh variable. As an exploratory
study, all strong associations were highlightedlevibme insignificant relations were

removed from the model, but are discussed.

There are a number of limitations. First, this patudy used data intended for a broad
review with face-value questions. Second, the graupf some questions by Wiebe’s
criteria could be challenged because of ambiguounseptual fits. Third, the study was
conducted while the campaign was in a dormant staterespondents were likely to
represent loyal users. Fourth, the three surveyuages may have contributed a degree

of bias. For these reasons, this study only clamize an exploratory pilot study.

6.2.3. Findings
The final model is presented in Table 6-2. Whem@rang the relationships between

Wiebe’s five criteria and the dependent variablendard demographics—such as sex,
age, occupation, nationality, or the way users ssm@ the Internet—showed no

significant associations.

As an exploration, the study also considered twertive dependent variables: the
total number of reported actions taken, and uses# frequency. Combined with the

dependent variable these three behavioural vagdidel a Cronbach's Alpha of 0.62,
which shows acceptable consistency among the ssrtbyee separate behavioural
measures. Online marketing literature provides sisbBor explaining the association

between visits and behaviour. Termegalty, online marketing consider visit frequency
a precursor to two behavioural objective: optingamewsletters and buying products
(Flavian, et al., 2004).
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Table 6-2: Regression Models for Each Criteria Grop
Adi. SE

Criteria R2 ANOVA+ Variables B (B) r
Motivated by site information 427 .155 214**
Force .194 F(3,154)=12.365 Motivated by national issues A45 130 .254%
Number of topical interests .034 .01¢ .161*
o _ Finding information on the sitg .198 .08¢ .205*
Direction | 142 | F(2,156)= 14.128-3 51 cite's layout & design 198 078 233"
Distance .077 F(1,143)=13.096 Time & energy derednd .206| .057 | .290***
Social networking options .186 .065 242%*

Mechanism) .208 | F(2,155)= 21.587 " ilism options 226 .066| .289*

, Helpful to studies or interests 215 .06b5  .280**
" Content & information quality | .23%5 .068|  .295**+

*P<.05, *P<.01, **P<.001, +all ANOVA at P<.0005

Adequacy | .246 F(2,148)= 25.49

The strongforce variables showed that target audiences who didribst, visited the
site frequently, and considered themselves campaigpporters. However, these
variables were highly correlated with the other eipendent variables and were
removed. The most active users were motivated bgmad issues in their home country
and were interested in a broad number of socialsesuAdditionally, website

information was also important motivational factor.

The direction variables showed that better designed and morbleuseebsites were
more persuasive. Users were more active on sitdshigher rated layout, design, and
findability.

The social mechanismvariables showed that sites with more online adugc
mechanisms (such as e-petitions) and opportuniitiesnteraction contributed larger

impacts on user’s willingness to take action.

The adequacyvariables showed that the online social mechasisyuality related to

mobilization success. Content, information qualignd a site's helpfulness were
important factors. Users’ website credibility ratiproved to be a central variable that
was highly correlated with many other independeatiables and the dependent
variable. As a highly correlated variable, crediipiemerged as a key variable in terms
of behavioural influence, but was removed fromrtiedel to balance among competing

variables that better fit within Wiebe’s framework.

The distancevariables showed a correlation between usersingiless to expend time
and energy on a website, and their willingnesseanvolved in the campaign. Social

marketing literature advocates that people arekelylito act if behavioural objectives
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are too inconvenient, unpleasant, or costly (McKei#ohr, 1995). This difference,
and whether or not users consider themselves stgpppmay mark key delimiters

between populations that are receptive to advoearsus social marketing appeals.

6.2.4. Conclusions and Research Implications
The findings from this study lead to the followingnclusions and research implication

to the thesis investigation. First, regarding fextassociated with online behavioural
change, source credibility demonstrated numerousngt correlations with other

independent variables and the dependent varialble.correlation with the dependent
variable explained more variance than many otheabkes. To prevent the credibility

variable from dominating the model fitting exergigevas removed. However, website
source credibility emerged as a central variablethia successive investigations.
Additionally, user’s initial motivation and the muttial relationship to website content
appeared to be important. In addition, superfidesign factors further appear to be

associated with greater participation.

Second, Wiebe’s five criteria proved to be a usdiudad framework to arrange
numerous online campaigning attributes. Howeves, duncepts did not fully match
contemporary literature about online behaviourahnge. Furthermore, conceptual
overlap and statistical pressure to arrange thehas in different ways lead to the
conclusion that each of Wiebe’s five criteria offergood basic “health check” for
effective online campaigns, but together, they carserve as an overall framework

applicable to online attitude and behavioural cleang
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6.3. Qualitative Investigation (Study 2)

It has been proposed that Internet interactions fd#&ce within social contexts, which

makes it important to understand the offline contwkere online interactions occur.
Consequently, online research should have an efftoamponent (Orgad, 2005).
Following this principle, the second study used litpiive face-to-face interviews to
test this research project’'s assumptions and ilgagstone of the offline contexts linked

to the online network.

The objective of this qualitative study was to te&rom informants whose campaign
participation depended to some degree, on onliteeantion. To advance the thesis, this
pilot-study was to refine the research model thas wnder development at the time.
This qualitative study provided an on-the-grouralitg check of the assumptions at the

time, and shaped the overall research project.

On 2 June 2007, interviews were conducted withigpants at a G8 rally in London,
England. As a follow-up to the 2005 Make Povertystbiiy coalition, in 2007,
approximately 100 organizations rebranded thewreffunder the banner “The World
Can’'t Wait”. The event occurred from 11:00 to 4:39,six locations, in downtown
London. The main public stunts occurred aroundTthemes River at 2:00. Organizers
used this event to send messages to delegatesliageghe G8 Summit in Germany.
The messages called on world leaders to addressdetellation; more and better aid,;

trade justice; health care, education, water andag@on for all; and climate change.

It is difficult to judge the number of people whttemded. The organizers’ website
(www.yourvoiceagainstpoverty.org.uk) claimed th@tQD0 people attended the event,
and that over half a million people endorsed theéssage to G8 delegates. However,
evidence suggests the turnout was much smallentBwveations were much larger than
the volume of people who attended. At the firstatiam, in Archbishops Park, it
appeared that there were more campaigners thaa wene participants. At the River
Thames event, there were huge blocks of empty sfawm@rary to the organizer’s claim
that 10,000 people attended, the police estimatd? 000 people attended.

6.3.1. Research Model and Interview Schedule
Table 6-3 outlines the early research model thdtteen developed at the time. It drew

from the previous pilot study and literature revighat was in progress at the time. This
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model was used as the basis for an interview sd¢beniuthe form of closed and open-

ended questions. The interview schedule contaiwedsections, as shown in Appendix

13.2.4. The first section contained closed-endaegstipns used to screen informants and

help improve taxonomies for the final quantitatstedy. The second part contained

open-ended questions that explored the primaryareBghemes under investigation.
Table 6-3: Early Research Model

Participants’ Characteristics
(Independent Variables)

Perceptions of Websites

(Independent Variables)

Participant Impacts
(Dependent Variable)

Role within campaign
Degree of campaign
involvement

Length of time involved in the
campaign

Degree of willingness to call
oneself a campaign supporte

Trust/credibility
Usability/site
architectures

Visual
appeal/attractiveness
Content quality/relevance
Interactivity/functionality

Behavioural: Sum of
campaign actions
Attitudinal: Degree of
willingness to take action

* Attitudes towards the cause

A recording device was used to capture open-en@sgonses. The survey was
formatted on two pages, with space for responsdsetaritten down in cases where
participants may not have been comfortabking recorded. Before starting each
survey, data was collected about gender and abloether participants were displaying

campaign symbols.

While carrying out the interviews, the researclaried a binder system with all needed

survey tools. It contained a map of the zones ands for each sample area; a refusal
form; screen shots of the three websites; a copgsdarch partnership; business cards;
a compass; a watch; and dice. A minidisk recorddr3ony microphone were used. To

ensure the researcher was easily identifiable, iaddsity of Wolverhampton lanyard

and nametag were worn, which displayed campaigruanarsity logos.

6.3.2. Informant Selection
Full random selection of informants was not feasiok the following reasons: logistics

information lacked enough detail to pre-assess esmhple zones fully; the six
locations were spread out (sometimes more thaniB0tes walk apart); there was only
one researcher carrying out this project; and witlepth interviews, time was limited.
Moreover, the event agenda indicated that eacthefsix gatherings would have a
distinct dynamic, such as open markets with peapdeing around; staged gatherings
with people orientated towards an activity; and oress stunt with people circling the

Thames River. All

these complexities contributed # challenging research

environment.
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The challenges were overcome by designing a higtriyctured plan that contained
optional sampling methods, which could be appledifferent possible scenarios. The
informant selection method first divided the evgatherings into a matrix of time and
space (Appendix 13.2.4). Then this matrix was usepre-select sample zones. Given
different possible dynamics at each gathering (sash open markets, enclosed
buildings, or speeches at podiums), approaches tinenzone-sector and mall intercept

sampling methods were prepared.

As there are different ways of describing complexia activities, the following
definitions are use. Aatheringdescribes homogeneity of people who are partaking
common actions. Two or more gatherings composevant And two or more events
compose @ampaign(Schweingruber & McPhail, 1999). According to thefinitions,
the 2 June event was composed of several gathef@ghe different sample zones);

and over the course of this year, all events cosedrthe campaign.

The first sample method is tk@ne-sector sampling methdthis approach subdivides
the gatherings into spatial and temporal units, #reh applies a sample selection
method in each unit. A good zone-sector survey mehat each potential informant
stands an equal chance of being selected in therelit locations at the different times
(Seidler, et al., 1976). The second sample seleatiethod is themall intercept
sampling methadAs a convenience sample, this approach randosiscts sample
locations (centralized locations where populatibrejuently gather). Then at each
location, a random sampling method is used thasidens traffic flow at each location
and the time of day (Sudman, 1980).

Selection Methodology
Table 6-4 outlines the framework developed to dagsossible gathering scenarios,

and the pre-determined sample selection that wbeldsed in each. The two types of
event dynamics are defined &xcal-point gatheringssuch as gatherings where the
audience is oriented towards a podium or stagenanefocal-point gatheringsuch as
information markets or art exhibits where peopldkveaound freely. The two types of
entrance scenarios are, firtimited entrancesvhere there may be a front entrance,
doors, or a walkway that people use enter and stple zones. Second, there are
unlimited entrancesuch as open markets or concerts in fields wheoplp can come

from multiple access points. Depending on the comiimn of event dynamics and
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entrance scenarios, three possible informant sefentethods were pre-planned. These

included the mall intercept, zone-sector and a idylpproach called open event

approach.
Table 6-4: Gathering Scenarios and Informant Sele@n Methods
Gathering Dynamics
Focal-point Gathering Non-focal-point Gathering
Limited

Entrances Mall intercept sampling Mall intercept sampling
Entrance
Scenarios | Unlimited

Entrances Zone-sector sampling Open event sampling

Mall intercept sampling

The mall intercept method is a convenience sammi¢ is carried out where target

audiences are known to congregate. This approachnsidered convenient and cost-
effective. It provides a few advantages over tedgghinterviewing, such as obtaining

less socially desirable responses, and fewer thistoresponses to questions about
socially undesirable behaviour (Bush & Hair, 198H)e method provides an effective

way to conduct a sample, sometimes engaging hanehtth segments in a way that can
be triangulated with other data. However, the matércept methods is a type of

convenience sample where candidates are not nebesaadomly selected, which has

implications for the generalizability of this appah (Rice & Hancock, 2005).

An unbiased sample requires that all entranceddoation have the same probability of
being selected, as different groups of people ntagss the location through different
entrances at different times. At each entrancerdgbearcher should draw an imaginary
line or zone and then select persons who crosknghieFurthermore, they should have a
method to select candidates in the case of two arerpeople qualifying at the same
time (Sudman, 1980).

Following this method, at the event, each zone w#glly surveyed by walking
through it and drawing a rough overhead sketchralBoes were selected and time
allocated to each sample location. An imaginarg livas drawn, and every fifth person
was selected. In the case of ties, the most naskeen person was selected. In cases
where the north-eastern position would not workakernative direction was randomly

determined with a four-sided dice.

105



Zone-sector sampling

To sample persons at public gatherings with a fpoait, such as a podium, the area
should be sectioned off into concentric rings aodes that radiate out from the focal-
point. Research indicates a moderate correlatiowisiy the most dedicated audience
members are closest to the podium, while movingtowards the outer fringes, less
involved participants will assemble. Furthermotes time of the event will influence
audience members’ survey responses, as they maypaeted by the event (Seidler, et
al., 1976). It may be convenient to divide the am#® sections based on obvious
landmarks—such as sidewalks, trees, stages, spgedkeldings—and then produce a
map of the area with these landmarks (Schweingr&iddcPhail, 1999).

Open gathering sampling

It was envisioned that some gatherings were heldpen spaces that did not have
limited entrances or a focal-point. To address gatlgs unsuitable to the two prior
sample methods, a hybrid approach was devised.ndteod provided a systematic
way of sampling at gatherings with an unlimited fwem of entrances and no fixed
focal-point. Borrowing concepts from the zone-seetod mall intercept methods, the
researcher would assess the sample zone to detetroin many locations could be
subdivided from the most to least dense, and tineben of surveys possible per density
area. For sample selection, an imaginary line wbeladnarked in key sample locations,

and then informants would be selected on the lzdgigossing the line.

Employed Sampling Methods
Based on available information, three sample zame® pre-selected on the basis of

location, time, and event dynamics (see Appendix.#3for an overview of zones).
However, as information was limited, each sampleezavas assessed early in the
morning on the day of the event to determine wioicthe three sample methods would
be used. Table 6-5 outlines three pre-selectedlsazopes and the event dynamics that
were encountered, including the sample selectiothogls, comments about each
selection zone, and the number of interviews. Thosgmple selection was based on
random methods, some exceptions were practical reswetssary. Excluded groups
included those who were eating; too young (appetodze children with a guardian);
heavily engaged in conversation; or appeared towbeking adjacent to selected

sampling areas.
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The first gathering, took place in Archbishops Parith all booths and activities
positioned in a central area, and three walkwagditey into the sample zone. Using a
mall intercept approach, approximately, 45 minwtese allocated to each of the three
entrances, with a minimum quota of two surveyseAth entrance, an imaginary line
was drawn and the fifth person, in the most nodhtern position was asked if they
were attending the event and if so, they were ask@drticipate in the study.

Table 6-5: Sample Zone and Informant Interviews

8 Selection .
Zone Zone Dynamics Method Comments Informant Interviews
. Mall At Archbishops Park, Accepted: 8
Non-focal point . . ; RN
1 Limited entrances intercept | interviews were conducted| Declined: 8
sampling | at the three access points | Acceptance ratio: 50%
. Open At this large open ever Accepted: 2
Non-focal point : one access point was drawn R
2 o gathering . Declined: 2
Unlimited entrance . and informants were .-
sampling | . . Acceptance ratio: 50%
interviewed
. Mall At this building, the Accepted: 3
Non-focal point . entrance was used as the R
3 o intercept | _. : Declined: 2
Limited entrances - single access point for -
sampling sampling Acceptance ratio: 60%

The second survey zone was the southern bank oRiver Thames, where people
assembled for the main stunt when people let thkleirm clocks ring-out in unison.
Originally, the plan was to sample in four pre-stdd areas. However, due to the noise,
it was not possible to sample in the crowds, esgfigadn the bridge where the critical
mass was dense and space was limited. Using the gatbering sampling approach,
one walkway, on the southern bank, was selectedtt@dame sample selection was

used on this entrance to the River Thames walkway.

The third zone was the Emmanuel Centre, a builthagg housed many activities while
serving as a primary focal point for logistics, bmg staff and volunteers. As each
location in the building appeared to be used byerdht groups—such as staff,
volunteers, booth operators, kitchen workers, pgdnts—it would not be possible to
get a representative sample by interviewing withi& building given the limited time.

Consequently, the mall intercept approach was aseidthe single front entrance was

selected and the location to select informants.
6.3.3. Analysis and Findings

In total, 25 people were approached with 13 acongp@ind 12 declining or not

answering because they were not associated witlewkat. Table 6-5 outlines three
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sample zones and their dynamics, and the numbpersbns who agreed and declined

participation.

To manage the text, a database was developed doaltiotlose-ended questions and
transcriptions of the open-ended interviews. Atiseld-ended responses were tabulated
and used in the open-coding. All open-ended questicere transcribed, entered into a
database, and then mail-merged into a word-praog$ie. They were then exported in

a format suitable to NVivo, a software package teapports qualitative analysis

through text coding.

The analysis of the interviews followed a groundaty approach where the coding
paradigm aimed to capture issues from the pointie@# of participants. Open-coding
was conducted till clear themes started to emexngd;axial coding was used to tighten

up the emergent themes (Strauss, 1987).

The next two sub-sections present the findings. fireefindings (core answers) section
describes discoveries that were close to the asgetipns behind this study. The second
findings (emergent themes) section presents theessghat were not previously

considered, and which emerged during the process.

Findings (Core Answers)
Trusting online information

Most informants said that trust was their primaagib for participating at the event. In
other words, if participants did not trust the arigars, they would not have attended. In
many cases, people trusted that organizations aefeg in the best interest of social
causes or disadvantaged groups. However, for gaatits who attended the event for
motives outside the event objectives, trust in trganization’s motives was not
important for event participation—as they were énito participate out of a desire for

professional networking or to fulfil a voluntary lajation.

People placed trust in particular organizationthercampaign for a number of reasons.
The few persons, estimated to be over 45 yeardattJong-term relationships with the
organizations, and these informants did not quedti@ honesty of the organizations.
Persons aged from about teen years to less thgeat8, expressed shared values as a
basis for trust. When people perceived that anrozgéion reflected their values, they

used this perceived value-similarity as the basistriust. Some informants had direct
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experience with the issues, such as living in d®iah countries and seeing third world
poverty firsthand. The match between their direqiegience and the opinions of the
organizations served as a basis for trust. For Ipeafithout direct experience, third
party endorsements, such as statistics or reponts ¢redible organizations served as a

basis for building trust.

It seemed that organizational or campaign trusereded to the information they
distributed or posted on their website. Thus, aantemmunicated in the context of the
campaign was deemed more trustworthy because efopeetrust in the source. In
other words, people trusted content distributedrbgted organizations, even though

that content may have been drafted by a sourcedideyot know.

Campaigners acting in participants’ best interest

Depending on interviewee’s motives for participatithey expressed a range of views
on whether the campaigners were acting in theit imésrest, and how important this
was. The responses grouped into three categoriss: fflacing the cause before the
participants; second, placing participants befdre tause; and third, just serving
themselves. First, informants who placed the céea$ere their participation agreed that
it was not important for campaigners to act in ipgrant’s best interest, but rather, the
best interest of the cause. Participants who agtmdth a voluntary spirit felt that they
were not there for self-serving motives, but ratherhave a positive impact on the
world. Therefore, the organizations should be seytine best interests of the cause, not
the participants. Second, persons who placed tpaiticipation before the cause
generally attended for obligatory reasons. Theytlfielt organizations should act in their
best interest, by offering activities that wouldisfg their interests or values. Third, for
personal whose motives were unrelated to the canpauch as looking for work or
joining friends), these people were taking carehefir own best interests, and so the
campaigners’ responsibility was not perceived gsoitant. These people had nothing
to gain or lose whether the campaigners were haredishonest, or whoever's interest

they were acting in.

Motivations to being more active in the campaign
Many of the participants seemed to be driven byroomvalues and personal interest.
At the same time, a number of people were involf¥ed professional reasons.

Contributing to the event objectives was a cleativator, and one that seemed to drive
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many people. However, it was not always obvious hmasticipation was linked to
tangible campaign outcomes. Nonetheless, somecipanits appeared driven by the
desire to act out a fuzzy ethical concept of a thtluing”. Competition for time was

seen as a limiter to participation.

Event information and personal interests/values

Like trust, the match between campaign informagéiod personal interests was essential
for participation. In other words, people would rfwive attended if they were not

interested. Informants quickly blurred the concepinterestsinto a blended concept

that mixed intellectual interests with emotionalues. For example, people did not
have an intellectual interest in poverty issued, fagher, a set of values, attitudes,
perspectives, opinions, and social ties with frerahd organizations that were
somehow linked to these issues. Within this domékeg trust, many people were

motivated by shared values and personal interests.

Persuasiveness common to people, organizations, andbsites

The questions focused on the persuasive elememtithef people or websites revealed
that the same principle applies to organizationsother words, the same factors that
render a person persuasive also render websitesomathizations persuasive. This
supported the notion that people can be influedgednline transactions in a way that

is similar to the way they can be influence byiattion with other people.

Easily find information on the site, or communicatewith people

Clear communication, whether online or in persompvigled participants with
information about the event. Having obtained ciedmrmation on event details, they
would make their own decisions about participatidlear communication was seen to
increase participation by simplifying decision-makiand facilitating participation at
the event. Complex communication was seen to dserearticipation by rendering
transactions more difficult. Whether participantadh voluntary, obligatory, or
mandatory commitments to the event, clear commtinitawas essential to

participation.

Visual attractiveness
There was a consensus that the content of messageasiore important than the visual

attractiveness. However, this question was onlyedsk a few cases (for reasons of
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time and priorities). These few responses conttedithe research that suggests visual

attractiveness is associated with credibility anddyfeelings.

Findings (Emergent Themes)
Ambiguous cause and role

It was often difficult to classify peoples' rolestlae event because each informant had a
different idea about what the event was, and afeandadea about their role in it. Many
people considered themselves supporters of a largese, rather than part of any
particular organization or campaign. Nonethelessnyninformants struggled to
describe what the cause was about, though povargyged as the dominant theme. In
describing what the event was, there seemed todra to describe the event as a broad
social cause, a specific campaign, the differemidates of the various organization, or
a collection of physical events. Some people seetoedew the event as a broad

gathering, like some sort of moral tribe—the “e#thias” versus the “immoral them”.

Paid staff and volunteers had a clear idea abeirttble at the event: “I’'m working”, or
“I'm just a volunteer”. However, for non-staff, witall their different views on what the
event was, they often struggled to describe th@e within the event. Many public
participants seemed satisfied to label themselsésupporters”, but what and who they

were supporting was frequently radically differearid occasionally a fuzzy concept.

Drivers and the driven

Overall, people driven to participate by organizasi did not seem to be as motivated to
attend the event as people were motivated by thas&’. For tharivers the people
who were driven by the cause considered themseiwede in charge of their
relationship with organizations. Consequently, aigational information was not a
motivator for participation (as these people welreaaly motivated), but rather, the
information was used by participants to decidertlmevn involvement. Often, these
highly motivated people picked the organizationsythelonged to, and felt that they
controlled the relationship.

For thedriven these participants seemed more driven by thenargon than the

cause. They were motivated to participate by omgitns or social contacts, were
often attending with friends or family, and they ynaave been asked to commit to
volunteering. These groups seemed more passivénflnednced by organizations and

their social contacts.
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Some of the interviews happened with groups, argsthowed that it was common for
groups to be comprised of both highly motivated gdsive participants. In these
groups, some people seemed to be drivers who brdughds or volunteers along,
while other informants were clearly brought alokghether driving or driven, social
interaction and peer pressure seemed to be a doniorae behind participation, often

stronger than the direct efforts of the event olzgs.

Social relationships and the web

The impact of social relationships appeared to behmarger than originally expected.
Social relationships were a powerful driver of mapation, and online information and
interactivity were frequently part of the pre-evetanning between participants. Before
attending, many participants distributed and/oenesd electronic information about the
event and conducted their planning online. In maays, online information seemed to
operate as a node within an existing social netwlirknany cases, the websites were
just information sources used by friends and cglies. In some sense, they were like a
third person in the relationship—the one with tle¢ads and ideas. Participation at the
rally was often seen as a social act—somethinggbaple attended with friends, while

having an exciting day out and feeling they wenatgbuting to a good cause.

Free will and the web

The degree of free will seemed to be a primaryrdatent of motivation and website
interaction. For example, people driven to attendcaose of organizational
commitments did not have as much to say about tebsies (as they primarily
communicate with organizational staff directly).rthermore, they did not seem as
committed as those driven by values and dedicdtiche cause. The people attending
because of commitments appeared to depend morex@mwith-one communications.
Conversely, people attending through voluntary westiappeared to rely more on one-

to-many communications.

There seemed to be an association between a partits role, their degree of
obligation to attend the event, and the relevariamiine content/interaction. Table 6-6
shows participant’s various roles, motivations, rdeg of obligation, how they

communicated, and their communication mode.
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Table 6-6: Participant’s Roles, Degrees of Obligatn, and Communication

Role Obligation Personal Website Comm.
Type Comm. Comm. Mode
Coordinator Mandatory v 1 with 1
Staff Mandatory v 1 with 1
Volunteers(Driven by others) Obligatory v 1 with 1
Participant(Driven by others) Obligatory v 1 with 1
Volunteers(Driven by self) Voluntary v 1 to many
Participant(Driven by self) Voluntary v 1 to many

Both paid staff and obliged-volunteers were noteald speak about the persuasive
attributes of the websites, perhaps because th&ndance was based on prior
commitments to the organizers. For example, peeple attended the event because of
professional obligations were not able to answerdpen-ended survey questions about
the websites. Volunteers, who had prior commitmeatsupport organizations, were
not able to say much about online or personal rimaibn either. For these obliged
persons, trust, information, and communication itpalid not seem to make much of
an impact on their participation, except perhaps lémistics. Since the voluntary
participants used event information to determineirtlparticipation, and interacted
through one-to-many communication, the voluntargtipi@ants should be the focus of

successive work.

6.3.4. Methodological Lessons Learned
Target participants for successive studies

The people whose participation is not based on dtim®d obligations are the ideal
target audiences for successive studies. Peopleatthad the event because of pre-
arranged obligations or social commitments arekehfito be influenced by online
communications directly, as their participation elegls on their social network. For
successive surveys, with limited surveying timdsiadvised to pinpoint persons who
attended the event due to online interaction, wkieluding persons who attended
because of obligations to organizations or indigidu It is important to reach the

voluntary decision makers.

Research methodology

The selection methods produced random selectiongeMer, it was time consuming
and frequently meant spending time engaging witbpfge whom were not ideal
informants. For the next survey, the method shetddt with screening questions such
as “Excuse me, are you attending this event?”df $)&re you working at this event? Or

are you volunteering?” If working, then thank theamd note the response. If
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volunteering or not working, then ask them for ateiview. The first few questions
would then disqualify obliged persons. Additionaltp identify whether people are
actors or reactors in the campaign, it may be ligefask, “Did you invite others to
attend today? Were you invited by someone elséd¢od? Or both?”

The open-ended interviews seemed to be succe3s$falhigh-quality audio recording
equipment (Sony Minidisk and stereo condenser mluwae) effectively captured
participant’s comments, even in noisy environmehtswever, when the microphone
was pulled out, some participants responded &y were being interviewed for a talk
show. In a few cases, their vocal tone and postbesged when they spoke into the
microphone. It is possible that the professionaking audio equipment constantly
reminded participants that they were being recarddds may have increased their
likelihood of providing socially desirable respossavhich may have contributed to
biased responses. For this reason, in the futlikeadvised to use audio equipment that

does not look professional and which informantseasily forgot.

When singling out one person in a small group toirtierviewed, the non-selected
persons normally jumped into the interview durihg process. At first this seemed to
be a problem (which was resisted to some degreg)t boon became apparent that that
the other people were involved in the interviewedgsision to participate at the event,
and that the initial concept of pure website-tostinent interactions was unrealistic.
This accidental discovery showed a more compleiabtransaction was at play, often
with two or more actors in the process, such as sielriends-interviewee,
interviewee-organization-website, or friends-websiterviewee. For this reason,

successive interviews should prepare to interviersgns either alone or in groups.

6.3.5. Conclusions and Research Implications
The findings from this study lead to the followingnclusions and research implication

to the thesis investigation. Trust was a powerfastcfactor, and determinant of
participation. Persons who cared about the evenifsomes said they would not have

attended if they did not trust the organizationsdoy out their mandates.

Informants could be classified into two groupsvdrs and driven. The drivers, people

who were motivated by the cause, considered themeseb be in charge of their
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relationship with organizations. These people sekmeebe motivated by common
values and personal interest. Additionally, thepegred to be the driving force in
motivating other less engaged persons. The driveaeple who were motivated to
participate by social contacts or organizations—eweften attending with friends,
family, or as volunteers. These individuals seemeate passive and influenced by
organizations and their social contacts. The mdtetween event information and
personal values/interests proved to be essentidlappeared to relate with motivation.
However, the drivers appeared to use online evefarmation to determine their

participation and influence the participation dies.

The same factors that render a person persuaseeaglpear to render websites and
organizations persuasive. The visual attractiveressebsites/promotional material
was not considered important. However, clear comoations, whether by people or
websites, appears to operate as a conveniencer, fagiithn easy communications

reducing costs, and complex communications driupgosts.

6.4. Conclusions and Research Implications
This chapter presented an overview of three rebesttdies that sought to understand

online factors associated with behavioural infllesnand which could be applied to
designing online social marketing interventions.eThrst investigation was an
exploratory pilot study that evaluated website destassociated with behavioural
change within an adaptation of Wiebe's (1951) adate The second study was a
gualitative investigation. The third study focused relationships between website

credibility, trust, and behaviour and it is presehin the next chapter.

The outcomes of the two exploratory studies coatebto this thesis by identifying

website factors associated with behavioural infi@enThe findings and conclusions
from this chapter do not contribute to the findirmgsconclusions of the thesis. Rather,
the outcomes informed the development of a thezadethodel that was better evaluated

through the final study, which offered a more rdlmesearch method.

The preliminary conclusions from the two explorgtostudies are as follows.
Participants who were internally motivated to cimitre voluntarily were more likely to
be influenced by website factors. Both credibibtiyd trust emerged as key factors in

behavioural change. In the pilot study, credibifitycounted for more variance than any
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other variable and proved to be the most powedubdate with behavioural intentions,
including a number of other independent variadieshe qualitative investigation, trust
emerged as a key variable, with participation ddpanhon it. Informants endorsed the
hypothesis that the persuasive human factors applee websites as well as
organizations. Across both studies, usability anarc communication were
demonstrated to be important aids for people ta fimformation. The pilot study
showed that visual design was associated with betesy while in the qualitative
investigation, informants denied that design hay iafluence on their participation.
Social relationships proved to be critical, withnygeople motivated to participate by

obligations to family, friends, or staff from there organizations.
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7. Website Credibility and Trust
(Study 3)

Two trends may threaten to undermine the efficdantine social marketing interventions:

mistrust and competition. As social marketers mowine, risks can constitute hidden
prices/costs that may reduce the impact of webéasmmpaigns. Similarly, online
competition means that target audiences sometimesuater numerous mixed messages
and may not always be able to discriminate betwemmdlible and bogus information
sources. In a high-risk and highly competitive emwiment, website credibility and active
trust may help increase the odds that online socéaketing campaigns effectively engage

citizens.

E-marketing researchers regard online credibilitgd &rust to be critical factors that can
affect online sales. During this research projeiat’s exploratory studies, online credibility
and trust emerged as key factors that could inflaecampaign participation. Although
online credibility and trust have received muclemtibn in for-profit literature, they have
received little attention within non-profit litetae. At the same time, with two possible
models of online credibility, there was a need $sess which model was most appropriate

to website credibility.

Findings from the two exploratory studies (in tlieyious chapter) and the literature review
suggested there was a relationship betwaebsite credibility users’active trust and
behavioural impactsAdditionally, usability andreputationwere believed to be covariates,
associated with website credibility. Originally, allity and reputation were treated as
exogenous variables believed to influence cretjbilHowever, due to poor fitting
constructs resulting from measurement error, hygseth regarding these variables were
untestable with structural equation modelling. Thtusvas impossible to evaluate whether
they contributed any impact or not. As exogenousalbtes, they could be removed from

the model without affecting hypotheses regardifmgotvariables.

Out of a research project that comprised threeietudhis chapter presents the third and
final study. This chapter is organized as follow#st, it presents the research model,
defines variables, and justifies hypotheses. Secdnteviews the development of the
survey instrument. Third, it presents results fog measurement and structural models.
Fourth, it shows findings and discusses the imptoa for theory and practice. Fifth, it

presents the conclusions.
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7.1. Research Model Development
This investigation examines the relationships betweebsite credibility active trust,

and behavioural impactIn doing so, two models are presented in Figwk ahd
subsequently evaluated. The difference betweenvtbemodels is their treatment of a
website’svisual appeal As discussed following, the two-dimensional cbddy model
represents a widely used computer credibility frenord; in this modelyisual appeais
not regarded as a core component of credibilityl eonsequently, it is treated as an
exogenous variable. In this modeisual appeakexerts influence on the two credibility
dimensions, which are themselves interrelated. tfitee-dimensional credibility model
is based on Ohanian’s (1990) celebrity-endorsetilciidy model wherevisual appeal
acts as a credibility dimension. In this modasual appealis treated as a credibility
dimension where all variables correlate with onether. In other words, a comparison
is made between the two-dimensional computer cidgibmodel and the three-

dimensional human credibility model.

We define the dependent variahbehavioural impactas a change in users’ campaign
activity and future willingness to support the cangm, because of using the website.
Website credibility describes users’ perceptions of websitxpertise, and
trustworthiness Theoretically, the twavebsite credibilityvariables should correlate as
they represent two components of a larger constistial appealdescribes a person’s
judgement of a site’s aesthetic design quahitive trustdescribes whether a user feels

confident or unconfident acting on the advice @f website.

Across both models, a clear distinction exists lketwebsite credibility active trust,
andbehavioural impactWebsite credibilityepresents a psychological judgement that a
website’s content is believablActive trustdefines a person’s confidence in acting on
the advice of the website. When moving frarabsite credibilityto active trust a user
would transition from psychological judgements loé source, to an assessment of their
confidence in acting on the advice of that souiehavioural impactepresents a
person’s actions and willingness to act in the reitiAlthoughactive trustis related to
behavioural impagtit differs in thatactive trustdescribes the confidence in acting,
while behavioural impactepresents the action and future willingness. &laeginitions

will be further defined in the subsequent section.
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Two-Dimensional Computer Model

Behavioural
Impact

Website Credibility
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Three-Dimensional Human Model
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Figure 7-1: Two- and Three-Dimensional Models

Within this model, trust mediates the impactwébsite credibilityon behavioural
impact In a prior analysis, support was found for a ibéctional relationship between
website credibilityandbehavioural inten{Cugelman, et al., 2008). However, to reduce
complexity in this analysis, only one-way relatibips are explored. Moreover, in this

study, a larger data set is used and the dimeneiomsbsite credibilityare examined.

Variables and Hypotheses
Behavioural Impact (Dependent Variable)

Although behaviour is the “bottom line” of socialarketing, it is very difficult to
observe behaviours resulting from online campaigeractions directly. An alternative
measure, behavioural intent, has been shown to bwoag predictor of behaviour
across numerous empirical studies. This associ&iovell documented and explained
by the theory of reasoned action (Sheppard, el@88) and the subsequently updated
theory of planned behaviour (Armitage & Conner, POOFor example, one meta-
analysis showed that both these theories couldtefédy predict condom use across a
large number of public health interventions (Alla&in, et al., 2001). Another popular
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behavioural change theory, the trans-theoreticptageh, also called stages of change,
demonstrated the impact b&havioural intentacross numerous studies. For example,
people who intended to change their behaviour—tptd virtue or drop a vice—were
statistically much more likely behave in accordamgth these intentions than others

who had no intentions (Prochaska, et al., 1995).

Although behavioural intent is a common proxy measof behaviour, it is distinct
from behavioural expectations and willingness. titen describes a person’s plan to
act out a given behaviour; behavioural expectatidascribe how someone believes
they will probably behave, while willingness debes their readiness to act should an
opportunity present itself. Research has shown \betial expectations, willingness,
and past behaviours are also strong proxy indisatbbehavioural outcomes (Gibbons,
et al., 1998). In this studyehavioural impactescribes a blended measure that cuts
across these concepts by assessing past behawdufugure expectations about
behavioural willingness because of using a padicwebsite.

Website Source Credibility (Model Comparisons)

Across the literature, researchers generally pmplat source credibility is composed
of different dimensions. However, two similar franwks include the three-

dimensional human celebrity endorsers’ model arel tino-dimensional computer
model. In developing the three-dimensional moddia®an (1990) reviewed a number
of instruments before empirically developing andaleating a credibility scale

composed of trustworthiness, expertise, and aiverwss. For the two-dimensional
model, Fogg and Tseng (1999) presented a simplifiedlel, reducing a range of
credibility factors to just two dimensions: trusttfoness and expertise. One key
difference between these two models is how thewttndsual attractiveness. In

Ohanian’s work, attractiveness deemed a factor that composes credibility, while

Fogg and Tseng’'s work visual attractiveness sedosest to the concept of a surface
credibility assessment and would consequently batdd as a way of experiencing
credibility, not a core dimension. Given these atiint ways of treating visual

attractiveness in relation to credibility, this dyutests the conventional notion of
computer credibility, which composes perceivédistworthiness and expertise

Adopting the conventional computer credibility mbdeis proposed that:
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H1: Website credibility is a two-dimensional comstr (trustworthiness, expertise) and
will fit the data better than the three-dimensionahstruct (trustworthiness, expertise,

visual appeal).

Website Source Credibility (Independent Variable)

Aristotle argued that persuasive rhetoric was erilted by three factors: the character
of the speaker, the disposition of the audience, e speech itself. Persuasion by
character happened—Aristotle argued—when a speakeersonal characteristics
rendered credence to an argument (Aristotle, trd®32). Today, definitions of source
credibility are remarkably similar: a communicasopositive characteristics that affect
receivers’ acceptance of a message (Ohanian, 1990k a computer credibility
context, a perceived quality that one person hamother which results in believability
(Fogg & Tseng, 1999).

Researchers have discussed and empirically measugeassociation between source
credibility and behaviour. Presumably, high credipsources can positively impact on
behaviour, whereas low credibility sources are lésdy to contribute éehavioural
impact(Hassan, et al., 2007). Empirically, during theelepment of a scale to measure
a celebrity endorser’s credibility, a significarssaciation was shown between celebrity
endorsers’ credibility and participants’ purchasgntions (Ohanian, 1990lL is thus
proposed that:

H2: Website credibility increases behavioural impac

Little research addresses the relationship betweeedibility and trust. Perhaps this is
due to academic and professional researchers whetsoes use the terms credibility
and trust synonymously, even though they referifferént concepts (Fogg, 2003).
Despite occasional conceptual blending, the distincbetween the two concepts is
found among social marketing literature, which adsi campaigners to build their
campaigns around credible persons who hold theigisititust (McKenzie-Mohr &
Smith, 1999). While in regards to online behavidtust has been deemed the primary
intermediary between customers’ perceptions anil thi#dingness to conduct Internet
purchases (Jarvenpaa, et al., 2000). Credibility ba regarded as a psychological
judgment of believability, whileactive trustrepresents a behavioural confidence in
acting on the advice of a source. The hypothegstisorward that:

H3: Website credibility increases active trust.
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Active Trust (Independent Variable)

Trust is widely deemed an essential component ofab@nd personal relationships.
Researchers have described it as a core compohéhé social capital which bind
societies together (Putnam, 2000) and as the lasiquick and effective business
transactions (Covey & Merrill, 2006). Across thedature, trust has been described as a
factor that relates to behaviour directly and atboough mediation. As already
described previously, trust has been deemed thmapyi intermediary between
customers’ perceptions and their willingness todeat online purchases; but also, by
increasing trust, business can increase the wilesg of prospective customers to shop
online (Jarvenpaa, et al., 2000). Likewise, onlimast has been considered a
psychological intermediary between a website’s mayscharacteristics and users’
behavioural intentions (Bart, et al., 2005). Adgaoin purchase behaviours, trust is also
associated with user’s loyalty (Flavian, et al.020) which can be regarded as long-

term repeat behaviour and a key component of oglsliip marketing.

When trying to define trust, there are a number competing definitions and
characterizations. However, one model of trust,fpmward by Deutsch, accommodates
a number of other trust characterizations, whitevjgling a precise definition (Deutsch,
1962). Applied to online environments, this defmithas been used as a model for trust
in social networks (Golbeck & Hendler, 2004) andaasore aspect of online trust
(Corritore, et al., 2003).

Beneficial Outcome

Truster

A 4

T Trustee
/

Harmful Outcome

Figure 7-2: Visualization of Deutsch’s (1962) TrusModel

According to Deutsche’s trust model, illustrated=igure 7-2, the source that is trusted
(the trustee), plays a brokerage role between #or dthe truster) and an object of
motivational relevance (the beneficial outcome)e Errows show how the outcomes
are delivered by the trustee to the truster. TWolthis definition, first start with the
truster who encounters a situation with two possiitcomes: beneficial or harmful.
Second, to achieve the beneficial outcome—whileiding the harmful one—the
truster must depend on the trustee to deliver #sired outcome. Third, when the
truster depends on the trustee to deliver the ouwcothe truster enters a risky
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undertaking, where the harmful outcome may occuarthA point, the truster has made
a trusting choice. If they avoid this course ofi@tt they have made a mistrustful
choice. However, if they have much to gain andklito lose, then this would be called
gambling and would not qualify as a trusting chdideutsch, 1962). By this definition,
when the truster possess enough confidence togbithei behaviour of the trustee, they
feel they can confidently predict the outcome @& #enture, and take a trusting action
that implies risk (Deutsch, 1958). Online, the digibn of active trustis a subject’s
confidence in acting on the advice of a websites tibonsequently proposed that:
H4: Active trust increases behavioural impact.

H5: Active trust mediates the impact of websita@litiéity on behavioural impact.

Visual Appeal (Independent Variable)

Surface judgements occur when a person believestborg to be credible based on a
superficial inspection, such as judging a websitdé¢ credible because of its design.
This process has been likened to judging a booikshgover (Fogg & Tseng, 1999). On
the basis of design alone, users who are unfamilidr a website’s operator can judge
that website to be as credible as one they ardiéamiith (Flanagin & Metzger, 2007).
One study of website visual attractiveness fourat, tbn the basis of design, users
formed impressions of websites in just 50 milliseds, and their first impressions
contributed to a halo effect which could prevemnthfrom observing successive threats
(Lindgaard, et al., 2006\ isual appealis defined as a website’s superficial aesthetic

attractiveness.

Examining the relationship between websitsual attractivenessand credibility,
researchers who blended design and credibilityabdes in an online investigation
concluded that website design may have a greatpadmon consumers’ attitudes
towards websites then their offline perceptions tbé organizations (Long &
Chiagouris, 2006). Moreover, it has been shown tedign is a large factor in
explaining why users can be tricked into believorgninal websites are legitimate
(Dhamija, et al., 2006). One experiment showed ttatperceived credibility of photos
impacts on the perceived credibility of associatext (Nguyen & Masthoff, 2007).
When visual appeal is treated as an exogenoushlaufia the two-dimensional model),
it is hypothesized that:

H6: Visual appeal increases website credibility.
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7.2. Questionnaire Development
To evaluate the theoretical construct proposedigure 7-1 empirically, an online

survey was advertised across the family of antiepiyvcampaign websites. By the end
of 2007, the campaign encompassed an online netwfofk websites, though a smaller
number opted into this study. The population defimethis project composed users of
all participating campaign websites during the gtticheframe. Without a pre-existing

list of users, random allocation was not possitdsulting in a convenience sample of
website users. As a theoretical paper, this ingagtn is based upon a non-
experimental fixed design appropriate for crosdiseal correlational studies (Robson,
2002).

As part of the agreement with campaign coordinattte online survey composed
guestions for this research project, as well astipes of interest to campaign staff.
After blending questions, the online survey wastpi¢sted, refined, and then finalized.
Due to competition over survey space, during thietpésting phase, multi-item

constructs were reduced to the fewest, strongeasumnes.

Where possible, theurvey items were based on components of empyricallidated

survey instruments budctive trustand behavioural impactwvere self-generated. The
guestions and relevant instruments are listed bi€la-1. Internal consistency of survey
items are presented in Table 7-2. Primarily, thevesy used 7-point Likert-type

questions and followed a number of empirical gums on the design of online
surveys, such as presenting questions in order feasy to complex; numbering
questions; providing a progress bar; using yestlanens rather than select all; and
randomizing categorical options (Dillman, 2007).rtRermore, only core questions

were made mandatory.

Afterwards, the English survey was translated lpfgssional translators into Spanish,
Portuguese, and French. To ensure the surveysredpthe same meanings across
languages, considerable effort was undertaken surenconceptual comparability.
Translators were asked to make conceptual, raltiaer literal translations. Effort went
into ensuring that Likert-type categorical termschad, so that absolute terms, such as
“completely” were grammatically superlatives, regmeting the maximum category,
while terms such as “very” represented the relagiwantity. An effort was made to use

short and common words while avoiding confusing regpions such as double
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negatives. Finally, each of the four language domesaires were placed in one
document so comparisons could be made. Discussinsiged with the translators to
ensure conceptual comparability between translatibimally, a single person proficient
in all four languages ensured that the translatwee conceptually comparable. In the
next step, the four questionnaires were built arianline survey tool. The professional
survey service, Survey Monkey (www.surveymonkey.owas used and to ensure
data protection, their encryption service was paseld. A copy of the survey, before it
was posted, is available in Appendix 13.2.6.

Table 7-1: Survey Questions and Item Codes

Construct Item Code Item Statements Source
Visual Appeal VIS1 e This website’s visual appearance is: (Very (Lindgaard, et al.,
Unattractive-Very Attractive) 2006)
VIS2 «  This website looks professionally designed. (Long &
(Agree-Disagree) Chiagouris, 2006)
Website CRE-TW1 | « Information on this website seems: (Ohanian, 1990)
Credibility (Untrustworthy-Trustworthy)

(Trustworthy) | CRE-TW2 | «  Also, information on this website seems:
(Unreliable-Reliable)

Website CRE-EX1 | « Content on this website reflects authors who| (Ohanian, 1990)
Credibility are: (Not Experts-Experts)
(Expertise) | CRE-EX2 | «  Also, content on this website reflects authors
who are: (Unknowledgeable-Knowledgeable

Active Trust TRST1 |« Iflwere to act on the advice of this website, ||  Self designed
would feel: (Unconfident-Confident)
Behavioural BEH1 « Because of this website, | am more willing tg Self designed
impact support this campaign in the future. (Agree-
Disagree)

BEHZ2 « This website has inspired me to do more for
the White Band Campaign. (Agree-Disagree

To encourage campaign website staff to promotestineey, each web focal point was
e-mailed an announcement and provided text to pr®ntbe study in the four
languages. Moreover, the study was further promatethe campaign’s central e-
newsletter and website. Additionally, the surveys\iiarther promoted with a DHTML
pop-up banner on the campaign’s central websitierAfne week, if the survey has not
been posted on national websites, a second remadesil was sent. After another
week, web focal points were called. The survey irmm 6 November 2007 to 8
February 2008.
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7.3. Analysis

Although all website operators were invited to jggpate in this survey, not all websites
met the inclusion criteria. Thus, a smaller subsiewvebsites qualified. Horizontal

websites, representing larger portals with a cagmpaub-section, were excluded. In
these websites, users could easily confuse theygwtatements with other activities or
non-campaign content. Only websites that were skadly focused on the campaign
qualified. Some websites were excluded becausesakwonnections to the campaign,
as indicated by no brand connection. For exam@#aydbsites did not display a single
campaign image. Though these websites may haveessidl the campaign’s core
issues, their ambiguous connection to the campdéiggif rendered some survey

guestions unclear. In the end, 41 campaign webgitakfied for this study.

To prepare the data, a Little's Missing CompletsfyRandom test was run on the full
469 survey responses, resulting in (Chi=770.266,788, p=.199). This statistically
insignificant result indicated that unanswered synguestions did not follow any
systematic patterns, and consequently, incompleterds could be deleted without
biasing the data (Tabachnick & Fidell, 2007). Farthore, survey responses with less

than the 10 core questions were omitted.

Afterwards, Mahalanobis distance (critical value®28, df=13, p<.001) and
multivariate plots were used to identify multivaeautliers for removal (Tabachnick &
Fidell, 2007). Further, a manual check was underialo remove potentially bogus
responses. Afterwards, the data set composed 23iplete records representing 41

campaign websites.

The measurement and structural models were assesgldStructural Equation
Modelling (SEM), using AMOS 7.0. Maximum likelihoo#vas selected as the
estimation method best suited to the data, asgitires multivariate normality and is
commonly used with Likert-type scales (Byrne, 20(9r this analysisthe two-step
approach was used; it starts by assessing, amtéssary, correcting problems with the
measurement model, before the second step, asgdbsinstructural model and its
relationships (Anderson & Gerbing, 1988; BlunchQ20

Measurement Model
The measurement model was assessed through ancatufiy factor analysis and an

assessment of each variable’s construct validityririgy this phase, two variables
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(reputation and usability) did not meet the staddaests for convergent and
discriminant validity. The Average Variance Extett(AVE) of each construct was
below the recommended .5 threshold (Bagozzi & ¥88; Fornell & Larcker, 1981).

Consequently, they were removed from this invesitiga as the hypothesis regarding
these constructs was not testable. As exogenoisbles, their removal allowed us to

evaluate the remaining hypothesis.

After removal, a second confirmatory factor anaysnd assessment of the variables’
construct validity was conducted; the results drews in Table 7-2. To assess the
convergent validity of each construct, the standadifactor loadings of each item, for
their respective constructs, were above the recomdew .4 (Blunch, 2008) and .5
threshold (Bagozzi & Yi, 1988). Moreover, the AVE @ach construct was above the
recommended .5 threshold (Bagozzi & Yi, 1988; Ftir&elLarcker, 1981), while all
composite reliability scores surpassed the recordedn6 threshold (Bagozzi & Yi,
1988).

Table 7-2: Measurement Model

Construct Item Code Standardized AVE Composite
Factor Loading Reliability
Visual Appeal VIS1 0.784 0.689 0.816
VIS2 0.874
Website Credibility (Trustworthy) CRE-TW1 0.928 0.890 0.942
CRE-TW2 0.959
Website Credibility (Expertis CRE-EX1 0.8t 0.80c 0.88¢
CRE-EX2 0.937
Behaviourallmpac BEH1 0.79¢ 0.76¢ 0.86¢
BEH2 0.951

All multi-item constructs, excluding the one-itemasure {RsT1).

To establish discriminant validity, it is recommenddthat the AVE of each construct
should be larger than the squared correlations detweach construct (Fornell &
Larcker, 1981). All constructs met these critei@verall, the remaining variables
achieved a good level of convergent and discrintimatidity. However, given that the
active trustconstruct was measured on just one item, an aligenmethod was used to
assess the validity of this single item constr&ct face validity, theactive trustwas
initially assessed as a sound measure. To assssgnidnant validity, it has been
recommended that modification indexes should ke tlesn 3.84 (Bagozzi & Yi, 1988),
and for this single-item construct, the modificatimdexes did not suggest any cross
loadings. After this process, the final confirmgtdactor analysis model obtained
statistically significant fit measures (Chi=28.3f=t8, p=.058). With a sound

measurement model, the structural model could besasd.
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Structural Model
When specifying the structural models, for the thmensional model, the two

credibility variables were both fixed to the sameefy estimated value. The stability
index of this non-recursive model was .055, whickvell below the value 1, indicating
that this was a stableand quantifiable model (Arbuckle, 2005). For theeth
dimensional modelall credibility variables were allowed to correldteely, as this

reflects their structure in the original paper (Gha, 1990).

To assess the models, a range of goodness of &sunes are presented in Table 7-3,

grouped by absolute fit, relative fit, non-centadli-square test, and parsimony fit

measures.
Table 7-3: Goodness of Fit Measures for the Two Maals
Models Absolute Fit Relative Fit | Non-central Chi Parsimony
Two- CHI=54.190 GFI=.952 CFI=.978 RMSEA=.085| PRATO=.556
Dimensional | df=20, p<.001 p=.018
Three- CHI=28.305 GFI=.974 CFI=.993 RMSEA=.049| PRATO=.500
Dimensional | df=18, p=.058 p=.476

For the absolute fit measures, the chi-squareaedhe two-dimensional model was
significant, indicating a poor fit; the three-dinsganal model was insignificant,
indicating a better fit with the data. When compgrithe two chi-square tests, the
statistical difference between models (Chi=25.8852) was significantly different at
p=.001, indicating that the three-dimensional maiitethe data significantly better.
However, the chi-square test is known to be semesit sample size, and is best used in
conjunction with other measures (Bagozzi & Yi, 1p88r the GFI and CFI tests, both
models surpassed the .9 thresholds, indicating givdBagozzi & Yi, 1988; Blunch,
2008). For the non-central chi-square test, thedimtensional model's RMSEA score
was within the range of acceptance, while the tdieeensional was much closer to the
ideal score (Blunch, 2008). Finally, for the parsim measure, both models were
below the .6 threshold for acceptance, with the-divoensional model showing a better
parsimony fit (Blunch, 2008). The chi-square texticated a better fit for the three-
dimensional model, while across the other fit measuthe three-dimensional model

performed marginally better.
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7.4. Findings (Hypothesis Testing)

Using SEM, the regression weights and covarianoeddth models are presented in

Figure 7-3. Across both models, all relationshipeveed significant effects, with one
exception. The correlation betweerpertiseandbehavioural impactvas the weakest

of all relations and statistically insignificant.

R’>=57 ! Two-Dimensional Computer Model

Behavioural
Impact

.58
Visual
Appeal

431

_______________________

Three-Dimensional Human Model

Behavioural
Impact

Visual
Appeal

Figure 7-3: SEM Regression Weights and Covariancediimates for Both Models
All correlations significant at p<.001 except *p<40**p<.05, ns=not significant

Across both models, the correlations demonstrategarceivedrustworthinesss more
important thatexpertise in regards tobehavioural impactin the three-dimensional
model,visual appeaheld a stronger correlation tharpertisein relation toactive trust
and behavioural impactThis may reflect the nature of this campaign, cihplaced
more emphasis on emotional appeals, such as dglemiorsements, graphic design,
and calls to action; rather than cognitive appeaish as the dissemination of in-depth
analytical papers. Consequently, the nature of ¢arsipaign has implications for the

generalizability of the findings, which will be disssed in the limitations.

129




To assess mediationalculations of indirect effects were conductedtoantwo models
with all regression weights betweenebsite credibility variables fixed to zero.
Elimination of inter-credibility correlations wasrducted to simplify the model, thus
rendering active trustthe only possible mediator between thebsite credibility
variables andbehavioural impact Visual appealwas not assessed in the two-
dimensional model for the sake of only examiningcl mediation. Table 7-4 displays
the standardized indirect effects, which shows dffect of the credibility variables
mediated through active trust onto behavioural ichpd@hey were calculated using
2,000 bootstrap samples to estimate 90 percenidemde interval with a maximum
likelihood bootstrap estimate using a two-tailecafue test.

Table 7-4: Standardized Indirect Effects (Constraired Credibility Variables)

Construct Model Behavioural impact Behavioural impact
(Constrained) (Unconstrained)
Expertise Two-dimensione .086, p<.0 P=.00:
Three-dimensione .039, p<.0 Not significan
Trustworthines Two-dimensione .127, p<01 P=.00:
Three-dimensione .451, p<.0! p<.0t
Visual Appea Two-dimensione --
Three-dimensione .085, p<.0! p<.0t

Examining the mediation, across the constrainedaisodctive trustmediated a small,

but statistically significant indirect effect obehavioural impact The strongest

mediated effect was frotnmustworthinesswith expertiseshowing a marginal mediated

effect (though not statistically significant on thaconstrained model). These results

indicate thatactive trust partially mediates the effect ofvebsite credibility on

behavioural impact

Table 7-5: Hypothesis Conclusions

No. Hypothesis Outcome
H, | Website credibility is a two-dimensiona| Not supported. The three-dimensional model fit the
construct (trustworthiness, expertise) andata better, which supports the alternative
will fit the data better than the three- hypothesis
dimensional construct (trustworthiness,
expertise, visual appeal)
H...c | Website credibility increases behaviouraBupported across both models. However, the
impact primary effect was through trustworthiness with
expertise proving insignificant in the three-
dimensional model
Ha... | Website credibility increases active tri | Supported, but with the primary effectthrough
trustworthiness and visual appeal being relevant|in
the three-dimensional model
H, | Active trustincreases behavioural impgct  Suppogterdss both models
Hs | Active trust mediates the impact of Somewhat supported. Active trust contributes a
website credibility on behavioural impagtpartial mediating effect
Heap | Visual appeal increasweksite Supported in the tw-dimensional model, but not
credibility valid hypothesis for the three-dimensional model
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After examining the measurement model, structuraldeh regression weights, and

indirect effects, Table 7-5 presents an assessofi@atch hypothesis.

These results are subject to a number of limitatidfor the web survey, it was not
possible to draw a random selection and self-seleanay have introduced bias.
Although efforts were made to ensure cross languwayeparability among the four
surveys, different translations may have introdusenhe distortions. Thactive trust
construct was measured with a single item, but dibialve benefited from a multi-item
measure. The constituents of advocacy campaign iteebsnay differ from the
constituents targeted by other campaigns, and gkredsility may be limited to
participants of this type of campaign, rather th@naudiences of other initiatives, such
as public health or safety campaigns. As a coicglat study, this research can only
indicate relationships between variables, but @otse and effect relationships that are

better assessed with experimental methods.

7.4.1. Theoretical Implications
In this investigation, the three-dimensional maafehuman credibility better fit the data

than the computer credibility model. Theoreticatlyese finding may be explained by
the media equation (Reeves & Nass, 2003) and tintifunal triad (Fogg, 2003), which
propose people interact with computers and medigays similar to how they interact
with people. Examining website interaction from terspective of human credibility
may explain other online phenomenon. For instanea@y people can be fooled into
believing that bogus (criminal) websites are trustiw, to a large extent on the basis of
visual clues (Dhamija, et al., 2006). Additionalbpgople change their judgement of text
credibility on the basis of how they judge the dpédily of associated photographs
(Nguyen & Masthoff, 2007).

Given the partial mediating role aifctive trust it is proposed that the models in this
study have application to social exchange theorgr Example, online, these
frameworks can account for the hidden risk-basestsc@ssociated with Internet
transactions. Expressing this notion in the languaigsocial marketing, if hidden risk-
based costs are ignored, then the price of paaticip may inflate to levels that citizens
consider too expensive. Lowewvebsite credibilitymay decreaseactive trustand
behavioural impacby introducing added barriers, prices, obstadesisk-based costs.

Conversely, higher credibility websites could regmmt lower-risk options, where

131



advocated behaviours are perceived as more reliihle lower-cost. Moreover, from
the point of view of relationship marketing, whdéomg-term repeat user behaviour is
influenced by trustwebsite credibilitycan be seen as a key factor in the formation of

user trust and potential long-term behavioural tesiance.

The level of risk is likely to moderate the impactwebsite credibilityon active trust
and behavioural impagtwhere higher-risk transactions (such as makinfgnancial
donation) may require more trust than lower-risingactions (such as signing an online
petition). Online risk is associated with onlinadtr (Corritore, et al., 2005), willingness
to buy from an online store (Jarvenpaa, et al.,020énd behavioural intent, with
different website categories holding different typef risks (Bart, et al., 2005).
Consequently, depending on the type and levek&f(such as financial, confidentiality,
or information risks), it is likely that trust wilbe more or less relevant to online

engagement.

7.4.2. Practitioner Implications
For social marketers, pre-campaign research iec¢dbbrmative research; this is the

point where problems are identified, target audisnare considered, solutions are
examined and intervention materials are testeds@Hendings suggest thatebsite

credibility and active trustfactors should be addressed during the early cigmpa
planning phases to increase the probability thegetaaudiences find the campaign’s
messages believable, safe, and motivating. Theweolly suggestions show how the

findings in this study may be applied to onlineiabmarketing campaigns.

First, since website users may conceptualize cagnpaebsites (in part or whole) as the
credible source, it may be useful to conceptualiesites in human terms and model
online campaign interactions on human-like relatfops. For example, a healthy-eating
campaign may provide facts and diet tools, but daymlso model these features on
relationships between the target audiences andléhrepecialist, ideally one who is a
good match for that target audience. Likewise, etiva living website may consider

adopting the disposition of a motivating and clragsic coach.

Second, during the formative research phase, ilgasts can use the three dimensions
of credibility (trustworthiness, expertise, anduégb appeal) as a simple framework to
guide research on online credibility. As credipiiisé regarded as a perceived quality, it

should shift according to each target audiencecamipaigning context. Consequently,
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for each interventiortarget audiences should be the ultimate judgeshatt wonstitutes

a credible and trustabtmline campaign.

Third, when designing interventions, online contesttould, where appropriate,
demonstrate the campaignéxpertiseand trustworthiness At the same time, these
factors must be conveyed through a visual languatgyvant to the target audiences.
Given two campaigns of equal substance, this reBesmggests the better-packaged
online campaign would outperform its uglier riv@hus, visual appealshould not be
underestimated, but rather, used as a vehicle fjoesg a campaign’s core messages,

credentials, and other motivational factors.

Fourth, study paper has not discussed specifigydesictors that are associated with
website credibility(such as colour, layout, editorial style, etc...).ndtheless, detailed

credibility factors should be addressed during fbemative research phase by
consulting existing literature on the subject ardking feedback directly from target

audiences through market testing.

Fifth, the correlations in this study do not shdwttwebsite credibilityandactive trust
cause behavioural impagt but rather, that there is an association betwemse
variables. Research on this topic suggests whdnsite credibilityand active trustcan
only have an impact on the effect of an alreadptexg motivational appeal. Clearly,
website credibilityandactive trustshould not be misinterpreted as motivational ajspea
but rather, they should be treated as factorsrttagt modify motivational appeals. For
example, a credible source that makes no motivaltiappeal cannot have any impact
on any audience, while the impact of a motivatioappeal may be modified by the
credibility of the source. Consequently, credipilidctors alone should not be seen as a

substitute for sound campaign appeals.

Sixth, to outperform online competition and competbehaviours, it is possible to
stand out by having a more credible and trustablme campaign than the competitors.
Conversely, the same factors used to design ceedibpearing campaigns can be
leveraged to undermine the credibility of compesta@campaigns. While some social
marketing campaigns have focused on underminingtieibility of competitors, such
as Florida’s Truth Campaign (discussed in the amich), this research did not address
third-party portrayals. Although the three dimemsiocould be used to design

discrediting attacks, this study has not examih@d-party effects of discrediting.
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7.5. Conclusions and Research Implications
Online risks and competition reduce campaign ingdueit website credibility and active

trust can offer a remedylhis research presented and evaluated two modelgebsite
credibility. The findings suggested that websiteddbility, which is traditionally based on
the two-dimensional (expertise, trustworthiness)del of computer credibilitynay not be
as appropriate to campaign websites as the threerdiional (expertise, trustworthiness,
visual appeal) model. The findings also suggeshatitwe trust partially mediates the effect
of website credibility on behavioural impact, whileebsite credibility also holds a
significant direct effect on behavioural impact.ifkuggests that website credibility is a

key component in online behavioural change intetiges.

The results suggest that, just as campaigners @eelible persons who hold the public's
trust as a way of boosting campaign performance, extommerce websites seek to
develop trustablewebsites to boost online sales, more credible webscan help

campaigners achieve greater engagement. Moreavéinist is a core component of social
exchange theory which manifests in the 4Ps, ordamapaigns should consider risk-based

costs as hidden price factors, and leverage wetrgtbility to increase trust formation.

This study did not examine the potential impactcofinter-credibility campaigns. For
example, Florida’s Truth Campaign was unique angamgpaigns for its aggression against
the tobacco industry, charging them with misinfargithe public for commercial gain. For
future research, it would be interesting to asseb®ether online counter-credibility
campaigns could reduce behaviours such as mistrtis¢ tobacco industry resulting in less
smoking, or whether medical doctors debunking thens of pro-anorexia websites would
have an impact on anorexic behaviour. Another awaxfuesearch would be to explore the
relationships between website credibility, activaust, and behavioural impact in
experimental settings where the correlations ctdetter assessed. Finally, since many
social marketing campaigns aspire to achieve lengrtbehavioural impacts, there is scope
to explore how website credibility and trust coutdntribute to forming long-term

relationships and supporting behavioural mainte@anc

This study contributes to the thesis by providimgsweers to research question two. It
demonstrates website factors associated with betwli influence. Additionally, the
finding that website credibility is better concaivén human terms provides empirical

evidence that supports the CBICM presented inglieviing chapter.
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8. Communication-based Influence
Components Model (CBICM)

“These new media signal a shift in thinking abootwwhwe communicate with our

audiences. Even more alarming, in using these nedianmany marketers —
commercial and social — continue to perpetuate rthgh of the source-message-
channel-receiver paradigm rather than embrace tlolaborative and dynamic
communication models these new technologies enibody.

Craig Lefebvre (2007)

Although authors are calling on social campaignernske full advantage of interactive
media (Lefebvre, 2007; Neuhauser & Kreps, 2003rethmay be no online intervention
design guidelines that are both comprehensive asg ® apply. While planning the
meta-analysis presented in Chapter 9, a numbeaflaEnce systems were reviewed and
pilot-tested to assess whether they were capabldes€ribing online intervention
psychology. None of the systems covered the faljeaof influence factors listed in the
literature. For example, behavioural medicine @tethe best influence taxonomies
relevant to therapy which were easy to apply, betytexcluded many aspects from
persuasion literature. Conceptually, some systeer® wuite broad and encompassed
numerous smaller factors, while others were disceetd only listed a few detailed
factors. In addition, the type of communication mlo@mployed by interventions
proved to be an important factor in determining tyymes of influence components that
an intervention could convey. For example, it ipassible to use tailoring techniques
in a one-way, “point and shoot” style communicattampaign. However, in a two-way
interactive campaign, it is possible to provideraseith tailored feedback on their

progress towards goals.

The lack of a suitable influence system createdlzstacle to the primary goal of the
meta-analysis: to describe psychological influefeetors employed by behavioural
change websites. To overcome this obstacle, araalhe psychology of online

interventions to be coded, a theoretical model @egeloped to integrate influence
components across a range of fields. Once this hveale developed, the meta-analyses
could be conducted. The model is called tbemmunication-based influence

components modelCBICM). Although this framework was developed fonline
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interventions, the model is generic and could hair application to communications

campaigns in general.

This chapter describes the CBICM. Then in the foilg chapter, the model is applied.
This chapter is organized as follows. First, it gemts the model’s theoretical
foundations: technology as a social actor, masspetrsonal communication, and
influence components arranged within a communioatiamework. Second, it reviews
communication models. Third, it describes influenoeponents approaches. Finally, it

shows how the model was produced and describepétistion.

8.1. Theoretical Foundations
The CBICM is based on the following ideas. Firee CBICM uses a model of human-

computer interaction based on human-human interactvhere people can relate to
technology as a social actor. In other words gits online interactions, between a user
and website, as roughly analogous to the interpatsoelationship between an
individual and their friend, doctor, or fitnessitrer. This follows research that treats
interaction with technology and media as similathtonan-human interaction (Fogg,
2003; Reeves & Nass, 2003). See Section 4.4 facaskion of this topic.

Second, online communication and interaction mapfe-way or two-way depending
on how a particular interaction is conceived anddud-urther, one-way mass-media
communication is better suited to informing peoplgiile two-way interpersonal
communication is better at persuading them (Rog2083). Consequently, effective
online campaigns aiming to influence behaviourksst modelled on a two-way model
of human communication. Based on this model, twg-waman communication
(Schramm, 1955), existing within a persuasive comgation context (Ajzen, 1992;
O'Keefe, 2002) provides a broad framework suitalite describing online
communication/interaction, while also unifying lu#nce taxonomies across a wide

range of fields.

Third, the model adopts the influence componentprageh. Evidence-based
behavioural medicine asserts that the effect ofimervention results from the
psychological factors that comprise that internamtiin other words, the strength of an
intervention is a function of the psychological gmnents within that intervention that
exert influence (Abraham & Michie, 2008; Embry &gan, 2008; Michie, et al., 2005;
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Michie, et al., 2008). Moreover, these influencenponents exist within different parts
of the communication process and consequently,ratpanfluence components can
exert their effects simultaneously.

8.2. Communication Models
Figure 8-1 presents a conceptual model of four cameation models. For the sake of

describing models with or without feedback, thergiandto is used to describe one-
way models. The terwith is used to describe two-way models, that incluekback.
Using this shorthand, the four models presentdeigare 8-1describe three traditional

communication models, and thess-interpersonal model

Figure 8-1: Four Types of Communication Models

The impersonalmodel (one-to-one) describes the early one-way modeis desumed
information and influence flowed from source to immde. Applying this model to mass
communications, thenass-media mod¢bne-to-many) describes tradition mass-media
such as TV, radio, newspapers, and books. ifterpersonal mode(one-with-one)
describes two-way communication between a sourdeaadience, such as a discussion
between two people or a small group. Thass-interpersonal modébne-with-many)

is discussed below.

Depending on a given perspective, online commuioicahay be described by a variety
of models. The Internet is a network of computetsen® different communication

applications operate, such as the World Wide Welma#, newsgroups, or IRC.
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Depending on how applications are used, differearthraunication models may be
applied. From a macro perspective, the entire d-ggatem can be described as a many-
with-many technology; from the viewpoint of an imdiual, it is one-with-many; and
when looking at a particular transaction, it is -ovith-one technology. However, if that
person is a spammer (sending unidirectional md}etien their transaction could also

be called one-to-many.

Figure 8-1 presents four models, from the viewpoina single source communicating
with individuals or groups. Consequently, it onfisr other models that are relevant to
online communication. Had a comprehensive modeth lbexeloped, it would have also
included many-to-one many-to-many many-with-one and many-with-many For
example, the many-to-one model could describe tailalised denial of service attacks,
where numerous computers simultaneously ping omeesseto overload and shut it
down. It can also describe online petitions, whrmerous persons send messages to a
single organization. The many-with-many model déss two-way group
communication from a macro perspective, such aslepeer-to-peer, and most social
media. The many-to-many model describes one-waypgmmmunications to other
groups. Finally, the many-with-one model descrithessmass-interpersonal model from
the point of view of the audience. Although theyec¢ope for including these four other
models, the simple four-model matrix presents thoedels most suitable to describing

a single source intervention, which is the focuthef research.

One-Way and Two-Way Communication Models
Early one-way modeldivided the communication process into a seriesteyps, where a

source sends a message, through a medium, to seaetipient and exert influence
upon them. Presented in Figure 8-1, when targetiappgle audience member this type
of one-way model is called thenpersonalmodel, also described ase-to-one When
applied to mass audiences, this is calledniiass-medianodel, also described as one-
to-many (Hoffman & Novak, 1996; O'Sullivan, 1999).general, one-way models are
used to describe linear mass-media relationshiju$) as TV or newspapers where one

source sends a message to many persons (Reardoge&dR1988).

Perhaps the first description of a one-way moded axger 2,000 years ago in Aristotle’s
work on rhetoric, when he stated that communicaticas composed of a sender,
message, and recipient (Aristotle, trans. 1992keWwise, communication has been

described as “Who, Says what, In which channel, Wiiom, With what effect”
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(Lasswell, 1948). This framework was used by CaolvlAnd who laid much of the
groundwork for studying persuasive mass commurunafGriffin, 2008). Applied to
communications technology, the Shannon-Weaver madieled a channel, signal,
transmitter, receiver and noise (Shannon & Weal®48). Initially designed to
describe signal to noise aspects of telecommunitsitithe Shannon-Weaver model
inspired numerous models of human communicationtaodght standard terminology
to communication studies. However, it also reindarcthe tradition of one-way

communication models (Reardon & Rogers, 1988).

By the mid 1950s, one-way models had been modifeshcorporate two aspects of
communication that were previously ignored. Thetfiwas feedback; the second was a
focus on meaning and the problems associated waitisferring meaning as opposed to
just messages (McQuail & Windahl, 1993). Appliediriterpersonal communication,
feedback accounts for two-way models that have loadled one-to-one (Hoffman &
Novak, 1996; O'Sullivan, 1999) or one-to-few (Resrd% Rogers, 1988), but are

described here as one-with-one to capture two-weaynecunications or interaction.

A major criticism of one-way models was their dgaed for individuals, their opinions,
background, unique needs, and capacities as gestliautonomous beings. The
adoption of one-way models has been cited as #morewhy early research on mass
persuasion produced so few findings (Ajzen, 199®)thin the area of influence,
perhaps one key difference between one and twomadels is the assumption that, in
one-way transactions, a source sends a messageatalgence that is influenced, while
the two-way model describes an interactive proeds=e the source and audience enter

a bi-directional influence relationship.

Mass-interpersonal Communication
The ecological model of behavioural change accofamtifluence at numerous levels,

such as the mass media, institutions, and intespatsinteractions (McLeroy, et al.,

1988). For example, interpersonal influence cafuge one-with-one practices such as
therapy, personal coaching, or support servicel sscsuicide hotlines. At the mass-
media level, therapy is sometimes applied to emopulations, such as national anti-

smoking campaigns based on the stages of changeaapp(Prochaska, et al., 1995).

The distinction between mass and interpersonal aemization has been called a false

dichotomy that is not based on significant diffexesy but is the result of separate
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research histories and institutional politics (Resar & Rogers, 1988). During the
historical development of communication studies, ssnaand interpersonal
communication developed separately by two acadegroaps that rarely interacted.
Interpersonal communication emerged by psycholegiatl social psychologists in the
1930s. Mass communication was taken up by sockt®gand political scientists
interested in mass influence (propaganda). In th@304, computer-based
communication was cited as an example of commubitahat could not be classified
as either mass or interpersonal (Reardon & RodE¥88). Then in the 1990s, the
Internet prompted researchers to argue that neittempersonal nor mass-media models
explained Internet-based communication (O'Sullive®99). Today, this same lack of
conceptual fit may explain why researchers argw the Internet has blurred the
distinctions between mass and interpersonal conwation (Abroms & Maibach,
2008).

Many online interventions conduct interpersonal mamication with large numbers of
users, resulting in communication that can be desdrfrom the micro-level as
interpersonal, and from the macro-level as massnoamcation; however, when
combined, as shown in Figure 8-1, this relationshilabelledmass-interpersongbne-
with-many). This model offers a way of conceivinglioe interventions designed to
engage populations in personalized change proc#issegyh relations with automated
systems. This model was described by evaluatora bkalthy-eating website who
argued that counselling provided highly personaldfeck, but could not reach large
groups, whereas mass-media interventions couldhriaige groups, but with minimal
personalization. They considered their web-bastahiantions to exist between the two

extremes (Oenema & Brug, 2003).

A traditional example of mass-interpersonal comrmoatidon comes from direct
marketing, where a marketing department may enlgage populations in personalized
relations based on two-way communication throughekchange of print materials by
mail. As an online example, once a large groupndividuals have opted to join an
online intervention, such as a quit smoking websitee sum of all interpersonal
relationships equals a mass-interpersonal engadent@mline, perhaps the most
common way to build mass-interpersonal engagengettirough a two-step approach
that starts with mass-media outreach to initiatess¥iaterpersonal engagement. For

example, a campaign may first conduct mass-mediaach to try to get people to visit
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a website and register for an intervention serviben after registration, the systems
engage them with interpersonal interaction. Thigjusatial mass-media then
interpersonal communication approach is common. &ample, one study of online
interventions conducted a 15-month long pre-studgnmaign which included news
releases, paid online and print advertising, ligkitom various websites, direct

mailings to individuals and relevant medical netgofSeverson, et al., 2008).

8.3. Influence Components
Traditional behavioural change theories hypothedls& BCTs (influencers) can

influence psychological constructs (behaviouraledetnant), which in turn may
influence behavioural outcomes. Figure 8-2 presthitsthree-stage model, which is
common across numerous behavioural change theaneswas derived from a model

in behavioural medicine (Michie, et al., 2008).

Figure 8-2: Three-stage Model of Behavioural Change
(See Figure 8-3 for an extended mddel

As an example of this model, consider social cogmitheory which is built from the
strong correlation between a person’s self-efficand their ability to achieve a
behavioural goal (Bandura, 1982). With this apphpactherapist helping a person quit
smoking may use BCTs that help the smoker buildfidence that they can quit
smoking (influencer); this is designed to boostirtheelf-efficacy (behavioural
determinant), which would help them increase thedlds of quitting smoking
(behavioural outcome). For a second example, theryhof planned behaviour posits
that numerous techniques (influencers) can be gleglto influence three behavioural
determinants: attitudes, perceived social normsl, self-efficacy, which impact on

behavioural intent, that can motivate behaviouzéhj, 1991).

One meta-analysis used moderation analysis to sheweffect sizes associated with
particular BCTs, determinants and behavioural augs The study demonstrated the
statistical associations between attitudinal argusie (BCT), attitude change
(determinants), and condom use (behavioural outshmEhey also demonstrated
correlations between self-management training (BCThehavioural skills

(determinants), and condom use which is a behaadicatcome (Albarracin, et al.,
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2005). Having broken theory down to influence comgas, this meta-analysis allowed
the researchers to go beyond showing that a gi®hADS intervention could work.
Instead, it provided insights into how they workey showing relationships between
influencers, behavioural determinants and both Ipslpgical and behavioural
outcomes. Moreover, this investigation showed whpatkages of techniques and

determinants were more or less effective.

Influence Components Approaches
Although the three-stage model appears clear-cudctifoners and researchers

frequently focus on influencers and behaviouraédainants, regardless of the theories
involved. It is common to base interventions onaaébural determinants that cut across
numerous psychological theories. For example, @ iakestigation of physical activity

websites, 19 health promotion experts were unabsgtee on which BCTs belonged to
which theories; consequently, the researchers viemed to code each theory and

technique separately (Doshi, et al., 2003).

Instead of focusing on the behavioural determinaagsociated within the major
theories, some researchers prefer to extract fhhed@structs across numerous theories.
In other words, instead of asking what is theorimedvork, they prefer to ask which
behavioural determinants and influencers have ts@wn to work. For the sake of
convenience, these initiatives are calledluence components approache$he

following passages review three influence compaapproaches.

First, theBehavior Change Consortiutmrought together 15 USA health behavioural
change programs to assess the effectiveness ot publibeing interventions. One of
their efforts examined mediator variables (behadbueterminants) associated with

successful behavioural change interventions (Qrgl.£2002).

Second,evidence-based behavioural mediciseeks to synthesize and extract core
building blocks of influence across numerous threoand real-world interventions. As
discussed previously, one initiative following thégoproach has developed a BCT
taxonomy based on numerous real-world intervent{fsaham & Michie, 2008). This
initiative also engaged numerous health profestsosad researchers to synthesize key
psychological constructs associated with behavloundluence. Similar to the
Behavioural Change Consortium approach abovejrtiiative extracted 128 influence

constructs from 33 theories and reduced them tacd2 behavioural determinants
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(Michie, et al., 2005). Successive work has useternto reassociate BCTs with their

respective behavioural determinants (Michie, et24108).

Third, the evidence-based behavioural kernelpproach seeks to identify the key
components of behavioural change interventionsegaltically expressed, behavioural
kernels are like the “active ingredients” in medicas that are proven to work. By
blending the correct mix of ingredients, a drug ni@y more effective, and after
removing those ingredients, the drug would beconeet.i Formally expressed, kernels
have two defining features: they have been emplyipaoven to exert a reliable effect

on one or more behaviours; and they are the fundthenits of influence, in that the

removal of kernels from an intervention would rendeunable to exert influence

(Embry & Biglan, 2008).

A chief limitation of these influence componentpagaches is that they do not go far
enough to recognize the complex blends of influesm®ponents that co-exist in real-
world interventions. As a result, no system camutke full range of influence

components that are commonly present in intervasatidcor example, real-world

interventions may be confounded or enhanced bysteal context, media, source
perceptions, message encoding choices, audienitg taer feedback or competing
campaigns. Source credibility can affect a so@ahpaign’s behavioural impact (Kotler
& Zaltman, 1971), and can moderate and audiencefsopal relevance towards an
issue (O'Keefe, 2002). Encoding an interventioough time, as a single or sequential
intervention, using foot-in-the-door or door-intfaee techniques can also influence

the strength of an intervention (Fern, et al., 2986

Complex Interactions in Real-World Interventions
Although influence components approaches can diynfiie analysis and design of

interventions, these approaches also face conbigechallenges. The ways in which
complex influence packages interact is not alwaysan. Evidence-based behavioural
medicine recognizes that interventions are normedignposed of distinct techniques.
However, planners may not always understand whicdmbinations enhance
effectiveness (Abraham & Michie, 2008). Concepuatlon of how components
interact is further complicated by the fact thapeleding on how planners regard
relations between variables, each influence commpomeay be described as an

independent, mediator, or moderator variable (Eraet al., 2004).
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Popular behavioural change theories (such as gw@ttof planned behaviour or social
cognitive theory) package psychological construamtsl techniques that have been
shown to operate well together. However, when psipefical constructs are divorced
from their theoretical grouping, it is possible ttl@ntradictory combinations could

produce weaker rather than stronger effects.

Influence Components Model
As already discussed, real-world interventionsremenally based on complex blends of

different theories and techniques. When considdnimg the three-stage model may be
formulated in real-world interventions, Figure §fesents a conceptual model of how
the different influence components (presented gufg 8-2) may interact. In this model,
all interventions can be described according toltbleavioural outcome, determinants

and influencers, with popular groupings called pags.

Behavioural
Outcome

Behavioural -
Determinants \\

Influencers

-~

N _—_ —
Packages =t

Figure 8-3: Conceptualization of Influence Componets Model

The first two components describe target audiengsgchology and behaviour. In this
model, behavioural outcomedescribes the behaviour targeted by an interventio
Behavioural determinantdescribe the psychological constructs that areribed to

influence behaviour.

The next two components represent the buildingkslaf the interventioninfluencers
and packages Influencers describe components that have beepirieally shown
influence behaviour, and which are theorized to rafge through behavioural
determinants. As a broad term, influences descobert and covert influence
techniques and can apply to traditional behavioateinge techniques, persuasion,
arguments, or appeals. Within the communicatiorcgse (described below), influence

co-exists at several points along the communicgirogess.
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Packages are complex groupings that are commoniyndfoacross numerous
interventions. Packages are likely to represeningies of “best practices” or standard
approaches where given components are frequentiypgd together. For example,
McKenzie-Mohr and Smith (1999) do not just advocal¢aining a commitment, but
packaging commitments by making them public (son@im determinant) or helping
audiences see themselves as environmentally cattésalf-identity determinant).

8.4. A New Model: the CBICM

There is no single published behavioural changafarence taxonomy comprehensive

enough to describe the psychology of online inteties. Many systems provide good
groupings of influence approaches. However, nonedigcrete enough to code

interventions without excessive conceptual ovemurater-fitting.

As discussed previously, the review covered thdodohg literature: persuasive
technology which included the media equation (Ree&eNass, 2003), captology
(Fogg, 2003) and a recent persuasive technologgntary (Oinas-Kukkonen &
Harjumaa, 2009). Examining persuasion researcheveew was made of work by
Cialdini (Cialdini, 2008), with a focus on persuasicommunication by Ajzen (1992)
and O’Keefe (2002). From clinical practice, a dethiexamination was made of
evidence-based behavioural medicine (Abraham & Mic2008; Davidson, et al.,
2003; Embry & Biglan, 2008; Michie, et al., 2008)dastages of change (Prochaska &
Norcross, 2001; Prochaska, et al., 1995). For m@ijom-wide campaigning, two
taxonomies from community-based social marketingewevaluated (Kassirer &
McKenzie-Mohr, 1998; McKenzie-Mohr & Smith, 199®)uring this process, many of

these taxonomies were compared with each other.

After assessing numerous influence taxonomies,aresefrom a range of fields
appeared suitable to describe online interventioegidence-based behavioural
medicine, persuasive technology, and a range oflamafluence research. However,
having drawn on a wide range of literature and mguabstracted a number of individual
influence components, there was a need to reorgahzse separate taxonomies and
individual influence components. A second challenges finding a comprehensive

framework.

145



As a solution, communication theory promised aaflé framework to analyse online
interventions, while also providing a coherent @agk to structure influence
taxonomies. However, it was not clear which comroation model was most suitable.
Researchers are still debating whether the Intaynelifies as a mass or interpersonal
communication media, and depending on how one ibesconline media, there is a
wide variety of communication models from whichdiooose. Consequently, a model
was selected which could explain online intervemgjovhether they take a mass-media,

interpersonal, or combined mass-interpersonal comication approach.

Reviewing Communication Models
In 1993, the year that Tim Berners-Lee inventedweeld Wide Web, researchers used

communication theory as a conceptual frameworkegigh expert systems intended to
influence people’s health behaviours. Based on rauleir model, the researchers
adapted Berlo’s (1960) model to a human-computatiomship. The model highlighted
the source, message, channel, receiver, effectfesdback channel (Velicer, et al.,
1993). Building upon this model, a subsequent papeexpert systems applied the
same communication model, while discussing the ipitisg of using the Internet to
extend the reach to mass audiences (Velicer & Rsia) 1999).

In seeking a model that could meet these crit@maassessment was made of one and
two-way communication models BAristotle (Aristotle, trans. 1992),_asswell (1948)
(Lasswell, 1948) Shannon-Weaver (194&§phannon & Weaver, 1948)sgood and
Schramm (1954(Schramm, 1955Berlo (1960)(as cited in Kaminski, 2002ReFleur
(1970) and McQuail and Windahl (1981{as cited in McQuail & Windahl, 1993). In
addition, this review examined synthesis works erspasive communication by Ajzen
(1992) and O'Keefe (2002), which introduced contiators that are not common
among the prior models. Both works grouped persaasnpacts by social context,

source, media channel, message, and receiver.

Table 8-1 compares these communication models hodsstheir common elements.
When models are circular, this is expressed in #uglience cluster. All the

communication models reviewed contain a sourcesages and receiver. Most models
included a media channel used to transmit the messaome models include the
process of encoding and decoding messages. A felwdied feedback in the form of

two-way, circular models.
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Table 8-1: Comparison of Communication Models

Aristotle Speaker Speech Audience
Lasswell (1948) Who In Which To Whom
Channel (With What
(Says What) Effect?)
Shannon-Weaver Source Transmits (Signal/noise Receives Destination
(1948) (message) (message)
Osgood and Interpreter A Encoder (Message) Decoder Interpi@tef

Schramm (1954) (Feedback
Feedback to
source through
same process

Berlo’s S-M-C-R Source Encodes Channel Decodes Receiver
(1960 ) (Message)
DeFleur (197C Source Transmit: (Signal/noise Receive Destinatiol
(message) (message)
(Feedback to
source)
McQuail and Organizatiol Sends man Each receive Audience
Windahl (1981) identical decodes
(Feedback messages (Feedback to
from audience Each receiver source)
and other decodes in the
sources) context of a
social group
O'Keefe (2002) Source Medium Receiver
(message) (Context)
Azjen (1992) Source Channel Receiver
(message) (Situation)

After evaluating the criteria discussed below, @sgood and Schramm (1954) model
was adapted and placed within the context of psergeaeffects described by Ajzen
(1992) and O'Keefe (2002). In brief, this model vea®pted to reflect one- and two-
way communication from the point of view of a sarengaging a target audience
within a particular social and media context. Thedel is applicable to interpersonal,
mass-media, and mass-interpersonal communicatiodeisio Combined with the

influence components model, Figure 8-4 presentCBkCM.

The reasons for selecting and modifying this matel as follows. First, the Osgood
and Schramm (1954) model accounts for one- andweaw-communication, which is
essential for personalization and tailoring. Secornd describes interpersonal
communication, but has also been applied to masiam@mmmunication (Schramm,
1955).
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Figure 8-4: Communication-based Influence ComponestModel (CBICM)

Third, the model describes discrete actors in tmmunication process. The model has
been criticized for giving equal weight to inteliagt actors because communication is
often weighted in favour of one party (McQuail & Ndiahl, 1993). However, this
criticism can be addressed while adapting the mid#ile viewpoint of the intervention
planner by relabelling the actors as the source amtience. By this distinction, the
source sends the intervention message to the aedigho sends a feedback message
back to the source.

Fourth, the original model describes how the comoation may work by showing that
each actor decodes, interprets, and encodes mesgdtfough useful for explaining
communication, these elements have been deemptiadizehis model to stress
encoding which is used to group influence factord axplain interaction. Finally, the
social context and media channels are added frork i Ajzen (1992) and O'Keefe

(2002) which explain influence components that pgrate within these domains.

8.5. An Overview of the CBICM

The CBICM is a circular communication model desedifrom the point of view of a

website intervention designed to interact with marsgrs. Within each part of the
communication process there are a variety of fadfwait contribute to an intervention’s
persuasiveness and psychological strength. To idesthe model, an example is

presented and then each cluster described.

What follows is a summary of the CBICM, in Figure48The contextdescribeghe
social and environmental components that can inflaean intervention’s effectiveness.
Media channeldescribes the channel used to distribute an inméive Feedback
messagalescribes information thatudiencessend to thesource which is used as a

basis to design tailored and personalizetérvention messagesource interpreter
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describes influence components that are basealidience’sperceptions of the source,
either the organizations operating the interventinthe website itselfSource encoding

describes how an intervention is expressateérvention messagepresents the overt
communication designed to impaatidience psychology and/or behaviour. This is
where behaviour change techniques are deplofadience interpretedescribes the

individual or population targeted to perform or ptdehavioural outcomes. This is
where behavioural determinants are targeted. Irfdb@wving paragraphs, each cluster

is described in detail.

Context describes social and environmental components taat influence an
intervention’s effectiveness. Persuasive commuitinais considered more effective
when it relates to people’s social or life contegteuhauser & Kreps, 2003).
Understanding a persuasive context requires indiglot the information processing
events occurring between the source, audience,agesshannel, and larger context
(Oinas-Kukkonen & Harjumaa, 2009). Context influerscinclude competition from
alternative behaviours or sources, and social prest act or not act (Andreasen,
2006). In the meta-analysis, only social contektdes were coded. These include the
following contexts: individual, family and friendgroup (e.g. club, organization),

institution, and geographic.

Source (and pseudo-source) interpretifines the actor or system that decodes and
interprets feedback messages from the audiencerebedncoding an intervention
message that is sent to the audience. It alsoibdescinfluence components that are
based on users’ perceptions of the source, eiffeeoriganizations operating the website
or the website itself as the source (Cugelman,l.et2809). In computer mediated
environments, audiences frequently treat interacBystems as social actors (Fogg,
2003; Fogg & Tseng, 1999; Reeves & Nass, 2003)semuently, the ternpseudo-
sourcerepresents source factors that are misattributeddomputer system rather than
the people/organization responsible for that syst®&me experiment showed that an
online intervention designed with significantly reompersonalized source factors
outperformed an intervention with fewer source dest(Strecher, et al., 2008). An
example would be attributing source credibilityaavebsite because it looks credible
(Cugelman, et al., 2008) regardless of who operiaté&dources influence components
include credibility, attractiveness, likeabilityné similarity (O'Keefe, 2002); with
additional influencers including reciprocation, aaitments, and authority (Cialdini,
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2008). Pseudo-source influencers may also inclisuasive components of human
communication: physical cues, psychological cuesgliage, social dynamics, and
social roles (Fogg, 2003). In the meta-analysi® fbllowing source influence

components were coded: credibility, attractivensssilarity, and liking.

Media channelencompasses the various media used to conveynthevention; it
encompasses the feedback and intervention mess®ggsuasive communication
research explains how online interventions mayugrice users. For example, Internet
interventions can be built from various media, sashtext, images, video, and audio.
Across persuasion research, each of these differedia has different pros and cons, in
regards to their potential psychological impact.r FExample, video can impact
credibility and likeability more than audio; whieritten material is better remembered
than video or audio (O'Keefe, 2002).

Source encodindescribes the way a given intervention may be ega in time and
space. Encoding describes the effects associathdhew an intervention is expressed
as distinct from its substance. This is based erptinciple thahow something is said
is as important awhat is said Studies show that about 35 percent of communicas
verbal, while 65 percent is non-verbal, and norbakexpressions can reinforce, repeat,
substitute, complement, accent, regulate, or cdittrathe verbal communications
(Haig, 2008). Encoding represents the processaofilating concepts into reality, and
consequently, it crosses the threshold from thecspuo the media channel, to the
intervention message. For example, an interventiay be encoded into a single or
sequence of messages. It may be visually representaumerous ways. It may be
expressed through numerous media. Influencersdeckequential request techniques
such as the foot-in-door or door-in-face techniquésllard, 1991) or how an
intervention is experienced through tunnelling aeduction techniques (Fogg, 2003).
In the meta-analysis, the following source encodirilyence components were coded:
single interaction, multiple interactions, sequaintequests (foot-in-the door or door-in-

the-face).

Intervention messagerepresents the tangible communication containingertov
influencers designed to impact behavioural deteamtinand ultimately behaviour.
Influencers include BCTs, arguments, and marketifigrs. Factors which may modify

intervention effectiveness include argument stienghich is proposed to influence

150



intervention impact, and is moderated by argumentelty, strength, and relevance
(Ajzen, 1992). Also, marketing offers can be expegsas messages associated with
services or products that aim to reduce barriegsimerease incentives towards a target
behaviour (McKenzie-Mohr & Smith, 1999). For thesdluence components, an
updated taxonomy of 40 behavioural change techsiffeen behavioural medicine was
used (Abraham & Michie, 2008). These are listedable 9-7.

Audience interpretedescribes the individual or population targetegedorm or adopt

behavioural outcomes. For the communication cyoledntinue, the audience must
decode, interpret, and act on a message. The aediepresents the intervention target
person, within whom influence components from agrtd®e entire model may exert
influence. In particular, this part of the modeditdi the psychological determinants of
behaviour, which are those psychological construust associated with behavioural
change. There could be hundreds of separate bemalvideterminants. To make this list
manageable, two research tracks that have condoobsd-theory syntheses to reduce
the number of behavioural determinants to smaherrmaore manageable lists. The first
is the Behavioural Change Consortium who examimedniediator variables used in
successful behavioural change interventions (Oryal.e 2002). The second research
track brought together behavioural change exper® wextracted 128 influence

constructs from 33 theories and reduced them tacdr2 behavioural determinants
(Michie, et al., 2005). In the meta-analysis, tthkhavioural determinants are used;

they are listed in Table 9-8.

Audience encodindescribes the process whereby the audience psofegeback. This
does not describe the content of the feedback,rdther, the means by which it is
conveyed. For online interventions, these areikelbe in the form of structured web
forms or e-mail. In the case of mass campaignsibi@ek may be communicated
indirectly and identified through market researtiowt audiences, rather than directly
expressed by audiences themselves. The primaneimdkers are providing incentives to
send feedback, and reducing barriers that preveoplp from sending feedback
(McKenzie-Mohr & Smith, 1999).

Feedback messag#escribes information that audiences send to ¢lecs, which is
used as a basis to design personally relevanveriéons, and which serves as the basis

for interactivity. Without the full communicatiorycle, through feedback, it would be
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virtually impossible to design relevant or indivadly tailored interventions or engage
persons in interactive relationships. Feedbackiwithhe communication cycle is a key
component of numerous techniques and approachafitence. For example, to reach
goals, people require feedback that reveals pregmsards their goals, which allows
them to modify their effort in relation to feedbaekout a given task; this may be
explained by control theory (Locke & Latham, 200R¢rsonally tailored information is
regarded as more effective than generic messageite wmteractivity is considered
essential to persuasive communications, as it ©fediences participation in both the
communication process and content (Neuhauser & Kr&®903). Stage matched
interventions, based on the transtheoretical modiequently begin with user
assessment surveys to determine the approprige/émtion (Prochaska, et al., 1995).
Kairos, the opportune time to communicate a pergeasessage, requires feedback
from a user and their context (Fogg, 2003). For snmeampaigns, initial feedback
(normally conducted through market research) isl usedesign behavioural proposals
that are relevant, appealing and easy for targgieages to perform (McKenzie-Mohr
& Smith, 1999).

Within the feedback category, a number of influeneechanism have been grouped
that can only operate when feedback has been &ittoto the intervention design.
These includdailoring, user input used as the basis for personally aglemnessages.
Personalizationthe inclusion of personal information in an intmtion, such as the
users’ name or agédaptation/content matchings matching the content style to a user
based on demographic variables, such as matchimgciy in videos or using “cool
language” for a youth intervention (Lustria, et @D08).Self monitoringkeeps track of
a person’s performance to help them achieve a @aake & Latham, 2002; Oinas-
Kukkonen & Harjumaa, 2009). In the meta-analysibe tfollowing feedback

mechanisms were coded: tailoring, personalizatod, adaptation/content matching.

An Example of How the CBICM Works
As an example, consider a weight loss website. ddmextof this intervention draws

on the participant’s family who are asked to previsupport. Themedia channel
describes the website and e-mail channels usedrneey the interventions, and these
include text, graphics, video, and audio. The st@rpoint for most interventions is
when theaudienceencodes &edback messadbkat is sent to theource who decodes
it. The audienceencodesnformation about their diet and lifestyle intave@b form that

constitutes théeedback messagéhis isdecodedby thesourceand then used as input
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for the design of a tailored intervention. As timgervention is being conducted by a
reputableuniversity,sourcecredibility may influence thaudience’swillingness to trust
the intervention, and act on its advice. Thiervention message encodedas a long-
term process with multiples messages based onsstaigehange. Théntervention
messagecontains behavioural change techniques, such a&sgtiing and/or skill
training, which are designed to influence thelience'psychology or behaviour. The
intervention is thendecodedby the audiencemember who may be influenced by
various influence components expressed during stHecbmmunication cycle, which
may result in psychological or behavioural impaéisally, the system tries engaging
this person in a long-term relationship by encoungghem to provide more feedback,

which continues the intervention cycle.

8.6. Conclusions and Research Implications
This chapter presented the CBICM, a new model tp Hescribe the psychology of

online interventions. It was developed for onlingerventions but is generic and could
have application to interventions conveyed througther channels. This chapter
discussed the limits of existing influence systeths, process of model development,
theoretical foundations, and finally an expositioihits operation. The CBICM is a
circular communication model described from the npoof view of a website

intervention that could be designed to interachwitany users. Within each part of the
communication process, various influence componemay contribute to an

intervention’s persuasiveness and psychologicahgth.

The model contributes to this thesis by offeringesearch tool that enabled the meta-
analysis (in the following chapter) to proceed. Whihis chapter focused on the
theoretical thinking behind the model, the subsatiabapter applies it. As a result, no
conclusions or implications are drawn on the maadhis chapter. Rather, the model is
discussed within the context of the meta-analysibere its attributes are better

evaluated in light of its application.
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9. Intervention Psychology Meta-
Analysis (Study 4)

Within the fields of e-health and persuasive tetbgy a growing body of research
indicates that intervention websites can motivagepte to adopt healthy behaviours,
such as quitting smoking, exercising more, or gakinalthier foods. Frequently, these
online interventions are individually tailored pragimes, resembling two-way
interpersonal therapy. It is now conceivable thedlth campaigners can deploy mass-
interpersonal campaigns, where online media ard tsengage large populations in
automated interactions that resemble relationshifis doctors, councillors, trainers, or

friends.

As discussed in Chapter 3, Wantland et al. (200d)wed that online interventions
could outperform non web-based interventions, wRibetnoy et al. (2008) showed that
web and computer-based interventions could imprinealth-related knowledge,
attitudes, behavioural intentions, and actions.s€hstudies provided strong evidence
that online interventions could be effective, bud aot fully explain the range of
psychology and design factors that may accountirftarvention success. Moreover,
these meta-analyses included studies of mandatehavours and psychological
conditions, such as chronic disease and depressaragement, which prevents the
findings from fully generalizing to the types of luntary behaviours that social

marketers target.

This chapter describes a new meta-analysis thastigates psychological design
factors that can explain the efficacy of online dabural change interventions. It draws
on interventions of voluntary studies, selected tfgir similarity to potential online

social marketing applications. It examines relatops between behavioural outcomes,
intervention design factors, and behavioural infeeetechniques. A secondary analysis
examines relationships between study and intermeratdherence, and associations with

behavioural outcomes.

The structure of this chapter is based on the QUMREatement of best practices for
reporting meta-analyses (Moher, et al., 1999). Tapter is organized as follows.

First, it reviews the methods, validity assessmeni] data abstraction approaches.

155



Second, it describes the quantitative data syrghasd statistical approach. Third,
results are presented for 30 interventions. Foufth, psychological design section
presents descriptive statistics by the CBICM. krthpresents the results of meta-
regression analysis on the relationships betwegohp#ogical design and behavioural
impacts. Fifth, the dose analysis is presentedthSik discusses the overall findings,

and the theoretical and practitioner implicatidfigally, it presents the conclusions.

9.1. Methods

9.1.1. Searching
To identify qualifying studies for this meta-anasysa three-step systematic review

approach was used (Littell, et al., 2008). Firspilat search was conducted to assess
and finalize keywords and bibliographic databa§etond, these terms were used to
identify and retrieve abstracts from relevant dasas. Third, additional strategies were

employed to identify potential studies from theyglieerature.

After the pilot search, query terms were constai¢tem keyword combinations across
three word categories, including spelling variasioAs shown in Table 9-1, the first
keyword group describes online media. The secondipydescribes interventions in
singular and plural form. Finally, the last groupntains singular/plural variations of
British and USA spellings. Based on these threegmates, two combinations were
formed. The first combined online media and intatien terms, the second, online

media and outcome terms. In sum, there were 84atepsearch term combinations.

To combine these word categories, the first queosynlined online media and
intervention terms, the secondynline mediaand behavioural outcomderms. The
syntax was as follows: (word category 1 AND wordegary 2) OR (word category 1
AND word category 2) OR etc... These combinationsipoed 84 separate queries.

Table 9-1: Boolean Search Term Combinations

Online Media (14) Intervention (2) Outcome (4)
internet, online, c-line, web, intervention, interventior behaviour, behaviou
website, webpage, web-based, behavioural, behavioral

www, cyber, cyberspace,
hypertext, email, e mail, e-mail

Five bibliographic databases were selected. Torcthe timeframe from 1999-2008,
these databases were searched on 20 September2ddBen on 16 Jan 2009 to cover

2008. The outcomes from both search sessions edsiit the following number of
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potential studies: Web of Knowledge (652), PsycINEZ®2), MEDLINE (244),
PubMed (327), and the Cochrane Library (7).

Additional studies (59) were retrieved from thelioigpraphies of similar meta-analyses
(Collins, et al., 2008; Portnoy, et al., 2008; Wamd, et al., 2004). Further, requests for

suitable publications were sent to relevant onliigcussion forums. These included

listservs for the Georgetown University social naitkg group, Community Based

Social Marketing, Association of Internet Researsheand the Medicine 2.0

Conference discussion group. For grey literatuearches were undertaken in Google

and Yahoo. These strategies produced a few additpapers (6).

9.1.2.

Selection

Eligible studies for this meta-analysis includedlghed or unpublished research and

reports in English. Qualifying papers included expental, quasi-experimental, and

correlational studies, whether they used randomeed non-randomized allocation.

The substantive criteria in Table 9-2 were usedéoeening studies.

Table 9-2: Inclusion and Exclusion Criteria

Area Criteria

Timeframe Inclusion: years 1999-2008

Age Inclusion: Pre-teens to older persons
Exclusion: Studies with persons nine years and younger

Behavioural Inclusion: Health, safety, environmental behavi¢, or community developme

domains Borderline inclusion: Subjects with ailments for which the behaviowrak beneficial,
but not critical; occupational groups for which theget behaviour was voluntary
Exclusion: Compulsory behaviours; critical behavioural lidikke chronic illness; and
psychological disorders

Behavioural Inclusion: A clear behavioural outcor

outcome Borderline inclusion: Interventions that blended change with mainteeaigjectives,

(dependent such as interventions encouraging both weightdossmaintenance

variable) Exclusion: Behavioural maintenance or psychological outcomes

Intervention
types

Inclusion: web-based or web and e-mail-based

Borderline inclusion: Interventions stored on a CD ROM, USB stick drdnet, provided
they contained an intervention designed for Intedeployment; technology such as
pedometers, provided both intervention and comgrolips received them, so the
difference lay in the web-based intervention, hetadditional treatment

Intervention
mechanism

Inclusion: Primarily automated intervention (human-computer)

Borderline inclusion: Interventions that were primarily human-compukert included
minor computer-mediated communication; cases whetle the experimental and contrg
groups receive similar human contact, so the diffee lay with the online intervention;
cases where human interaction was secondary, suelclanical support, voluntary help
lines, or minor councillor engagement

Exclusion: Primarily computer-mediated communication (hunh@aman)

Control
treatments

Inclusion: Control group intrvention comprising a print; w-based intervention:
waitlist or placebos; and therapist

Exclusion: Studies that contrasted different behaviouratommes; when the difference
between interventions was a non-web based faatoh as contrasting populations or
administering a mobile phone to one group; studikesre the difference between the tw
interventions was not clear
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Figure 9-1 shows the intervention selection procEssm all sources, 1,587 abstracts,
references, and papers were reviewed, with 315ahips, resulting in a pool of 1,271
potentially qualifying papers. After manually rewieg titles, abstracts and full texts,
1,176 were judged irrelevant. For the remaining t&®, full text were obtained and
evaluated in-depth. A further 64 were rejectedniotr meeting the inclusion criteria, not

containing a qualifying behavioural outcome, or being suitable for calculation.

Search results (n=,587,
Electronic databases: 1,522
Prior reviews: 59
Discussion groups and web search: 6

ﬁ‘| 315 duplicates remove

A 4
Unduplicated search results (n=1,271) |

1,176 citations judged
irrelevant by title and/or
abstract

»

A\ 4

Full text reports retrieved (n=95, 64 Excluded

. 37 did not meet
inclusion criteria
18 did not have a
qualifying behavioural
A 4 outcome

Included in meta-analysis (n=31) | . 9 were not calculable

»
»

Figure 9-1: Selection Process Flow Chart

In total, 31 studies were included in this metakgia and coded. Two studies that met
the inclusion criteria were removed from the oveaaklysis, but were included in the
dose analysis. The first, Cullen and Thompson (20@8& the only correlational study
that required separate analysis (Higgins & Gre@@82 The second, by Patten et al.
(2006), was the single study that only reportebeaapist control group (Patten, et al.,

2006), which could not be included in the moderatmalysis, as a single case.

9.2. Validity Assessment

As the inclusion criteria covered both experimeutad correlational studies, a flexible

research quality scoring system was used that ssseandomized and non-randomized
studies. Research quality was assessed with then®amd Black instrument for
randomized and non-randomized studies (Downs & B14898). This instrument has
been used in a number of other studies, includindeast two by the Cochrane
Collaboration (Macpherson & Spinks, 2008; Marirteale 2008).
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This assessment tool is a checklist of 27 itemtapeng to reporting, external validity,

internal validity, and selection bias. However, three item on statistical power was
removed, as this factor is addressed by the metlsia weighting. This assessment
tool was highly rated in a review of research eatitin tools (Deeks, et al., 2003). No
minimum research score was set, but research gusaldres were used to evaluate

publication bias and assess the overall results.

To assess publication bias, three methods were: disedel plot, cumulative meta-

analysis, and an assessment of research qualiteriBiin, et al., 2009). The funnel
plot in Figure 9-2 displays interventions arrangdégth sample size on the y-axis and
effect size on the x-axis. In the absence of pahbn bias, studies should spread out
evenly around the combined effect (Egger, et &97). To assess publication bias, a
manual check was made; it found two issues. Ringtie is a significant discrepancy
between large and small studies: four studies laatpke sizes over 1,000, while the
remainder were much smaller. Second, the study tiv#hargest sample size does not
line up as would be expected in an ideal funndi gistribution. However, as discussed
below, this study scored lowest for methodologaquadlity. The funnel plot suggests the

sample of studies may not be ideal, indicating sbias, but appears acceptable.

4,500
4,000
3,500 o)
3,000
2,500
2,000
1,500
1,000 o
o)
508 Po &b Poo o o
-06 -04 -02 0.0 02 04 06 08
Effect Size (d)

Sample Size (n)

Figure 9-2: Funnel Plot of Intervention

A cumulative meta-analysis did not show that smstidies were contributing a large
impact on the final effect size. Thus the smaldsa are unlikely to be biasing the
sample of studies (Borenstein, et al., 2009). Aeaesh quality assessment showed a
small statistically insignificant positive corralat between research quality and effect
size (r=.116, p=.553, k=30); this indicates thasesrch quality is probably not
correlated with effect size. One quasi experimeetérsen, et al., 2008), scored lowest

on the research quality assessment, but had tpeskapopulation.
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Borenstein, Hedges, Higgins, and Rothstein (2068pmmends assessing publication
bias according to three categoriésvial, which does not change the resuttgydest
where the results change, but the conclusionste&game; osubstantial where the
conclusions may be called into question. This asialgevealed two possible sources of
bias: a non-ideal distribution of interventionsdjcated by the funnel plot) and the
impact of one study (with the largest populatiartesand lowest research quality score).
These possible sources of bias do not changerthediatistical outcomes by more than
a small margin. The small potential bias seems wiodad unlikely to alter the

conclusions.

9.3. Data Abstraction

Data was extracted from studies using calculatipnd.ipsey and Wilson (2001) and

Borenstein et al. (2009). When the reported dat insufficient for coding, procedural
work-arounds were used (Lipsey & Wilson, 2001). Whtwas impossible to code
qualifying papers, a request for data was serttécstudy authors. For each effect size,
only one outcome measure was selected per indepeimiervention sample (Lipsey &
Wilson, 2001). However, when more than one follgpvmeasure was reported, these
were also coded for the longitudinal analysis, Wwhicas analysed separately to avoid
dependence. Coding was carried out by a singlexrelser. To improve the reliability,
each paper was coded on two occasions. déde sheewas used to guide data
extraction from studies; it is presented in App&ntlB.3. Thecode book(Appendix
13.3.2) was used to guide the coding process hyiging precise definitions for coded

factors and guidance resolving ambiguities.

For the psychological analysis, the CBICM was uasd framework to code absolute
influence components. However, the influence corepts from two behavioural
medicine taxonomies (Abraham & Michie, 2008; Michee al., 2005), were also coded
as relative components. Firstabsolute codingdescribes an intervention using an
influence component, whether or not the controlugroeceived the same treatment.
This coding is used for descriptive statistics @novides an answer to the question,
“How many interventions used a particular influeremponent?” Secondeglative
coding records when a particular influence component wmly administered to the
experimental group. If an influence component wagliad to both the experimental
and control groups, then the component was notd;ods it could not explain the

psychological difference between treatments. Thative coding influence components
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are used to assess correlations between influemrepanents and behavioural

outcomes.

For the dose analysis, when coding the adherendables, study adherencevas
measured as the percentage of participants indy stia set time, compared to the
baseline. The time varied across studies, but wdsd:for the first post-test and follow-
up measures. Codingtervention adherenceas more challenging, as it was conceived
and reported in many ways. Across papers, thistaarisvas reported as logins, visits,
page views, core pages viewed, percent of requiading completed, and complex
multi-item measures. Statistically, researcherentegd it by the total number of users,
averages per user or percentages over variousumit®- In some cases, the data was
continuous; in others, it was dichotomous; but maften, it was continuous data cut
into arbitrary categories, such as high/low logioups. To deal with this diversity, two
analyses were conducted. The first coded any regpamtervention adherence construct,
while the second approach only coded adherence wthewuld be converted into a

percentage.

Papers varied in the extent to which they groupesllts according to participant
exposure. Some papers calculated outcomes baseah amtention to treat analysis.
Others calculated outcomes from participants whidop@ed a minimum action, such
as logging into a website, resulting in minimum @syre groups. Still others reported
results from participants who had full exposureyihg completed the full programme.
This diversity of groupings presents serious methuglcal problems, as full intention
to treat group may distort the results by includismgge number of participants who are
not motivated enough to complete the interventwshile the fully exposed group are
likely to represent the most motivated participgfgsenbach, 2005). In aiming to keep
subject groupings as comparable as possible, stukig¢ report both intention to treat
and full exposure groups were pooled to renderceffeize calculations more

comparable with the majority of studies that did employ these distinctions.

9.4. Quantitative Data Synthesis

Three analyses were conducted. The primary inweastig focused on the overall effect

size, including groupings by control conditionsimnéi moderators, and participant

demographics. The second analysis focused on plegibal design factors, presenting
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descriptive statistics and correlation estimatdg third analysis examined correlations

between dose variables.

Analytically, the overall effect size estimates werarried out by standard meta-
analytical approaches, using an analogue to ANOWVAe psychological design
analysis utilized descriptive statistics and metgression. The dose analysis relied on a

flexible correlational approach combined with medgression.

For the analysis, a distinction was made betweenotrerall effect size estimates and
the correlation estimates for psychological desagil dose. Although it is common
practice to select statistical models (such asdfieéfect, mixed effects, or random
effects) on the basis of heterogeneity analysimesoesearchers caution against this
approach. Rather, they argue that statistical nsoslebuld be selected in advance, on
the basis of substantive reasons (Borenstein,.,e2@09; Littell, et al., 2008). For this
study, the online interventions may appear similas, they are all web-based
interventions. However, from a psychological pafhview, they are radically different.

Consequently, a random effects model was selecpeibid.

To assess categories used to explain heterogeineitye analogue to ANOVA, the
between-group heterogeneity statisticp)(@ used to assess the strength of the
categories; likewise, the within-group,@nd f statistics are used to assess the strength
of categories (Borenstein, et al., 2009; Littetlak, 2008).

When estimating correlation effect sizes, any twoaables can be correlated, whether
continuous, binary or mixed. Fischer's-Z correlatb effect size is considered more
robust than Pearson’s r in regards to standard eatoulations. For data reporting both
continuous and dichotomized variables, Point Bisenad the standardized mean
difference may be used. For data where both vasahte dichotomized, Phi coefficient
or the odds-ratio may be used (Borenstein, eRD9; Lipsey & Wilson, 2001). One
consequence of this approach is that artificiallghdtomized data can produce a
downward bias in correlation estimates, and ultatyaéffect size estimates (Lipsey &
Wilson, 2001). Some researchers advocate corregtirtgntial statistical distortions,
such as the lower effect size estimates resultimg fartificially dichotomized variables.
However, in this analysis, the variables were usgdout modification. Consequently,

the correlational effect size outcomes are likety ie more conservative. To
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accommodate comparison between two statistical edstiimeta-regression and direct

correlation estimates), Pearsons r was used foelation effect sizes.

Intervention effect size estimates, standard exnatr inverse variance calculations drew
on the data extraction spreadsheet of Lipsey angowi{2001). Overall effect sizes and
analogue to ANOVA analyses were carried out in C@hensive Meta-Analysis, while

meta-regression was conducted with SPSS macrosegy.i@ Wilson, 2001).

9.4.1. Overall Effect Size Estimates
The primary investigation focused on behaviouratcomes resulting from online

interventions. The majority of studies were randmdicontrolled trials, measured with
continuous or dichotomous data, with pre and posasures and in some cases, just
post measures. For group contrasts, between-susijedies, thestandardized mean
difference(d) was used as the primary effect size measuseenBure comparability,
studies reporting dichotomous outcomes were cakdlasing thdogged-odds ratip
subject to an arcsine transformation. Adtandard error and inverse variance

calculations were extracted based on the calcualstiy Lipsey and Wilson (2001).

For each effect size, only one outcome measure sedscted per independent
intervention sample (Lipsey & Wilson, 2001). Howewshen more than one follow-up
measure was reported, these were also coded fdootiggudinal analysis discussed
below. When more than one behavioural outcome epsrted, if they were dissimilar
or measured on different scales, the most relematcbme was selected. If a number of
similar and relevant outcomes were reported andsured on the same scale, they were
pooled. When interventions targeted multiple bebiarg, a single behavioural outcome
was selected that best reflected both behaviours.ekample, weight loss would be

selected for an intervention targeting both exereisd diet.

Across the studies, online interventions duraticersged from a brief single-session
treatment to several months, with post-study messtanging from same day measures
to follow-up surveys occurring one year after theeivention ended. To accommodate
this diversity, all mid-intervention measures weignored, with the first post-
intervention measure representing the primary on&aAlthough is not permissible to
include more than one effect size per calculatioipsey & Wilson, 2001), unless

applying multi-level meta-analytical techniquesijsitpossible to run separate analysis
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on the different post-intervention timeframes (Bmtein, et al., 2009). Consequently,

beyond the post-treatment measure, four potemtlhi-up timeframes were coded.

9.4.2. Psychological Design
Given a large number of psychological design véemband the modest number

studies, the psychological design analysis drawstwa coding and analytical
approaches. First, the analysis presents overalirigi¢ive statistics on the absolute
distribution of influence components across intatams. In other words, it presents
how often particular influence components were e@ygd across interventions.
Second, using meta-regression, it examines agg@gregatelations between relative
influence components and effect sizes. In particutaexams statistical relationships

between influence components and behavioural olgsom

9.4.3. Dose Correlations
For the dose investigation, three variables weesrened: study adherence, intervention

adherence, and behavioural outcomes. To deal \Wwihnany ways adherence was
conceived, reported and coded, two statistical odthwere employed: a flexible

correlation approach, and meta-regression.

Of the two statistical methods employed, the fietrelation approach was highly
flexible, in a conceptual and statistical sensds Thethod was employed to estimate
two correlations: first, study adherence and irgation adherence; and second,
intervention adherence and behavioural outcomestit® analysis, any intervention
adherence variable was extracted from a varietgath formats, though many were
correlation coefficients. Although this analysisedsa conceptually liberal approach
(drawing on a wide variety of intervention adheemefinitions and statistics), it is
likely to be more accurate as it draws from dagd th closer to the raw figures than the

second analysis, which relies heavily on dichotealidata.

The second meta-regression analysis estimated vemigon adherence through
adherence percentages. It was used to estimatecdwelations: first, intervention

adherence and behavioural outcomes; second, stdfigrence and behavioural
outcomes. The advantage of this approach was tlenge on standard measures.
However, the disadvantage is that this data wasyhdjchotomized, which can lead to

underestimates.
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9.5. Results

9.5.1. Study Characteristics
Table 9-3 lists the 29 studies qualifying for themm@ary analysis. Bruning Brown,

Winzelberg, Abascal, and Taylor (2004) contained tumterventions, which are
designated a and b. Across these studies, 17,5akipants were allocated to 30
interventions, with 14,895 participants completipgst intervention surveys. Of the
interventions, 24 used random assignment, one aasandom, and it was not possible
to determine the type of assignment for five iné@mions.

Table 9-3 presents the pre and post number of cisbgeross the experimental and
control groups. For the experimental group, Tablg Presents the mean age, the
percentage of male participants, study, and intdiwe adherence (measured at first

post-intervention measure). Finally, the reseacdhesis presented as a percentage.
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Table 9-3: Interventions

Experimental

& Control
Groups Experimental Group
Interv | Resea
Study ention rch
Pre Post Participant Mean Male Adher | Adher | score
Reference (n) (n) Characteristics Age (%) (%) (%) (%)
Students (who
(Bersamin, et al., 2007) 139 139 drink alcohol) 18 18.0% 57.4% 73.14
(Bewick, et al., 2008) 506 317 Students 21|3 21.3% 59% 73.1%
(Bruning Brown, et al., 2004) 4 153 153 Studefém@le) 15.1 15.1% 66.7% 69.2
(Bruning Brown, et al., 2004) bj 69 69 Parents 0.090 100.0% | 50.0%| 69.29
(Celio, et al., 2000) 52 47 Students (femaldq) 19.6 19.6% 96.3% 7109 92.39
Students (who are
(Chiauzzi, et al., 2005) 265 215 heavy drinkers) 20 20.0% 80.2% 86.0p6  80.9
(Dunton & Robertson, 2008) 155 129 Women 42{8 42.94% 78.6% 92.3%
(Gueguen & Jacob, 20(C 100¢ 100¢ | French citizen 61.5%
(Hunter, et al., 2008) 451 446 Military personngl 3.3 33.5% 85.0% 80.89
(Jacobi, et al., 2007) 97 97 Students (femalg) 22.522.5% 100.0% | 83.0% 80.89
(Kim & Kang, 2006) 50 50 Diabetics 55.1 55.19 178.
(Kosma, et al., 2005) 151 75 Disabled persons 0.0P0 45.5% 84.6%
100.0
(Kypri, et al., 2004) 104 83 Students 19.p 82.4% % 76.9%
100.0
(Kypri & McAnally, 2005) 146 122 Students 20.3 23| 82.0% % 76.9%
(Lenert, et al., 2004) 485 144 Smokers 39 39.000 096. 57.7%
University faculty
(Marshall, et al., 2003) 655 258| and staff 43 43.0% 76.5% 26.0% 73.1
(McConnon, et al., 2007) 221 131 Obese persons 45.845.8% 48.7% 53.099 76.99
(McKay, et al., 2001) 78 68 Diabetics 52.8 52.3% .19 84.6%
(Moore, et al., 2005) 100 100 Students 2147 21.7% 6.2% 65.4%
(Napolitano, et al., 2003) 65 52 Hospital staff 2| 42.8% 70.0% 80.89
(Oenema, et al., 20C 521 384 Employee 42 42.0% 72.0% 69.2%
(Petersen, et al., 2008) 4254 4294  Employees %1.p 38.5%
Students (High
(Roberto, 2007) 378 103| school) 15.5 15.5% 84.8% 88.5%6 53.8
Smokeless tobaccd
(Severson, et al., 2008) 2528 18(1users 36.7 36.7% 44.1% 50.006 57.7
Smokers trying to
quit with the
(Strecher, et al., 2005) 3501 350[L nicotine patch 36.9 36.9% 46.6% 80.8
(Strom, et al., 2000) 102 45 Headache suffelers 5 4[L. 41.5% 39.2% 80.89
(Swartz, et al., 2006) 351 274 Employees 40,9 40.9% 50.9% 70.2%| 80.8%
Overweight
(Tate, et al., 2001) 91 81 | persons 40.6 40.6% 78.39% 96.2
Persons at risk of
cardiovascular
(Verheijden, et al., 2004) 146 13( disease 62 62.0% 84.9% 32.9p6 84.4
Church
(Winett, et al., 2007) 707 620| congregation 53.13 53.1%) 88.59 57.0% 57.

166



9.5.2.

Overall Effect Size Estimates

Table 9-4 reports the overall and grouped effentssi while the overall forest plot is

available in Figure 9-3. Query 1 used the firsttgest effect size from all 30

interventions. Query 2 included all post-test dffsizes, resulting in 38 effect sizes

across three timeframes.

Table 9-4 shows the overall effect size, whiclsnsall and statistically significant.

However, the heterogeneity statistics indicatesaamgmal level of heterogeneity that

cannot be explained by sampling error alone.

Table 9-4: Effect Size Estimates

Query Groupings k d (95% Cl) p Qs (p) Q) | 1° |
1 Overall effect siz¢ 30 N/A
All interventions| 30 .194 (.111 to .278) <.00L 64.125 (<.0001) 54.776
i Control group 30 9.109(.011)
Waitlist or placebo| 18 .282 (.170 to .393) <.00L 55.163 (<.0001) 69.183
Website| 8 .162 (.006 to .318) .041 .650 (.999) <.001
Print | 4 -.110 (-.343 t0 .123) .353 1.623 (.654 <.001
2 Long-term impacts 38 N/A
From 1 day to 1 month 24 .194 (.107 to .282) <.00L 39.329 (.018) 41.519
Beyond 1 to 4 months 10 .226 (.089 to .363) .001 7.139 (.623 <.001
Beyond 4 to 7 months 4 .157 (.002 to .312) .048 15.261 (.002) 80.342
1 Intervention duration 30 6.611(.158)
One-time| 4 404 (.130 to .677) .004 367 (.947) <.001
From 2 days to 1 month 5 .205 (.026 to .383) .024 4,511 (.341 11.336
Beyond 1 to 4 month$ 16 220 (.116 to .324) <.001L 30.131(01]) 50.218
Beyond 4 to 7 months 3 .090 (-.077 to .258) .290 3.235 (.198 38.186
Beyond 7 to 13 months 2 | -.047 (-.337 to .243) 752 1130 (.718) <.001
1 Age groups 30 1.248(.742)
1 Younger (15.0-21.4) 8 .271 (.095 to .446) .002 4.676 (.699 <.001
2 Middle (21.5-41.8)] 9 .198 (.045 to .352) .011 4,725 (.787 <.001
30lder (41.9+) 9 .141 (-.003 to .286) .055 29.017 (<.001) 72.430
Unknown | 4 .190 (-.033 to .414) .095 8.196 (.042 63.397
1 Gender groups 30 5.889(.117)
More female (66.6-100%) 12 .307 (.187 to .427) <.001L 18.290 (.078) 39.857
Mixed | 12 .122 (.010 to .235) .033 11.354 (.414) 3.116
More male (66.6-100%) 2 123 (-.111 to .357) .303 .864 (.353) <.001
Unknown | 4 124 (-.049 to .297) .161 5.685 (.128 47.233
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Study name

Bersamin et al. (2007)
Bewick et al. (2008)

Bruning Brown et al. (2004) a
Bruning Brown et al. (2004) b

Celio et al. (2000)
Chiauzzi et al. (2005)
Dunton et al. (2008)
Gueguen et al. (2001)
Hunter et al. (2008)
Jacobi et al. (2007)
Kim et al. (2006)
Kosma et al. (2005)
Kypri et al. (2004)
Kypri et al. (2005)
Lenert et al. (2004)
Marshall et al. (2003)
McConnon et al. (2007)
McKay et al. (2001)
Moore et al. (2005)
Napolitano et al. (2003)
Oenema et al. (2005)
Petersen et al. (2008)
Roberto et al. (2007)
Severson et al. (2008)
Strecher et al. (2005)
Strom et al. (2000)
Swartz et al. (2006)
Tate et al. (2001)
Verheijden et al. (2004)
Winett et al. (2007)

Std diff
In means
0.470
0.123
0.294
0.637
0.494
0.145
0.196
0.303
0.178
0.478
-0.435
0.361
0.400
0.206
0.201
-0.068
-0.092
0.116
-0.008
0.527
0.169
0.014
0.162
0.189
0.116
0.476
0.327
0.194
-0.002
0.507
0.194

Statistics for each study

error

0.174
0.113
0.172
0.264
0.298
0.137
0.177
0.325
0.095
0.206
0.288
0.239
0.222
0.549
0.567
0.125
0.178
0.243
0.200
0.287
0.102
0.031
0.434
0.106
0.077
0.304
0.419
0.223
0.176
0.082
0.042

Standard Lower

limit
0.130

-0.099
-0.043

0.120

-0.090
-0.122
-0.152
-0.334
-0.008

0.074

-1.000
-0.107
-0.035
-0.869
-0.910
-0.314
-0.440
-0.360
-0.401
-0.036
-0.032
-0.047
-0.688
-0.019
-0.035
-0.120
-0.494
-0.244
-0.346

0.346
0.111

Upper

limit

0.810
0.345
0.632
1.154
1.077
0.413
0.543
0.939
0.364
0.881
0.130
0.829
0.835
1.282
1311
0.177
0.256
0.592
0.384
1.090
0.369
0.074
1.012
0.397
0.266
1.072
1.148
0.632
0.342
0.667
0.278

Z-Value p-Value

2.707
1.084
1.708
2.413
1.657
1.064
1.103
0.931
1.870
2.319

-1.509
1.512
1.802
0.376
0.354

-0.547

-0.519
0.477

-0.042
1.833
1.648
0.444
0.374
1.778
1.505
1.565
0.781
0.869

-0.012
6.201
4582

0.007
0.278
0.088
0.016
0.097
0.288
0.270
0.352
0.061
0.020
0.131
0.131
0.072
0.707
0.723
0.585
0.604
0.634
0.966
0.067
0.099
0.657
0.709
0.075
0.132
0.118
0.435
0.385
0.991
0.000
0.000

-2.00

Std diff in means and 95% CI

%

i

Favours Control

i

-1.00 0.00 1.00

2.00

Favours Intervention

Figure 9-3: Overall Effect Size Forrest Plot

Examining the control group comparison, presente#igure 9-4, the between-group

random effects heterogeneity statistig(ff) was below .05, revealing a large difference

between control group categories, which indicaked grouping by control condition

explains much heterogeneity in effect sizes. Inegaln online interventions showed the

largest effect size when compared against waitiets placebos, a smaller effect when

compared against lower-tech online interventioms] a negative insignificant effect

size when compared against sophisticated printvetgions.
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Figure 9-4: Effect Size by Control Group

Figure 9-5 shows the long-term impact, after arerwe@ntion ended; all post-

intervention measures were grouped into three tiategories. This resulted in the 38
distinct post-intervention measures; theses amrnaxf to as Query 2 in Table 9-4. As it
is only possible to include one measure per intgiga sample per analysis, no
between-group heterogeneity analysis was undertakageneral, the long-term impact
appears to last several months. The pooled efieetod the 24 interventions in the first
timeframe is similar to the overall effect size.eTéffect sizes rise slightly from one to
four months, then drops slightly for the final pogtervention measure, from four to

seven months.
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02+~ § ————————————— % —————————————————————
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From 1 day to 1 Beyond 1 to 4 Beyond 4to 7
month months months

Figure 9-5: Long-term Effect Size Groupings

The figures for intervention duration are in TaBlel and Figure 9-6. The overall
between-group heterogeneity statistics do not atdica large difference between
groups. In general, the results suggest that loimgerventions have lower impacts. The
strongest effect sizes resulted from the briefrirgtions. It appears that interventions
lasting up to four months had an effect size ckosthe overall effect size. However,
interventions beyond four months were statisticaigignificant, demonstrating no

significant impact.

169



One-time From2daystol Beyond1lto4 Beyond 4 to 7 Beyond 7 to 13
month months months months

Figure 9-6: Effect Size by Intervention Duration

Table 9-5 gives demographics from experimental groparticipants across
interventions; the figures have been weighted kBrtpst experimental group totals.
With demographic records for 8,813 pre-test pardiots, the average age was 34.7 and
weighted average age was 36.5 (k=26, N=6,057).afsestandard deviation was 6.6;
the weighted average standard deviation was 9.@1(k#N=5,691). In general, the
balance between genders was similar, with sligihtlgre men. The majority were
Caucasian and held a university degree.

To assess demographic moderators, participags’and genderwere grouped into
three categories; then effect sizes were calculdtedeach group. Across both
groupings, the overall between-group heterogensigistics @p) was above .05,

indicating that the categories are quite similat da not explain the heterogeneity.

Table 9-5: Demographic Descriptives
Demographics k n Percent

Gender 26 6,028 100%

Men 3,152 52.3%

Womer 2,87¢ 47.7%
Education 15 2,341 100%

BA 1,347 57.6%

MA 552 23.6%
Secondar 404 17.2%
Primary 38 1.6%
Descent 19 2,957 100%
Caucasia 2,47¢ 83.7%
African 144 4.9%
Mixed 11€ 3.9%
Asiar 82 2.8%
Latin Americar 74 2.5%
Aboriginal 33 1.1%
Unclassifiel 33 1.1%

Table 9-4 shows the age groupings. The cut poartadge were determined by dividing
the distribution of ages into three groups. Studigth younger participants (average
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age 15-21.4 years) tended to achieve the largasbimes, followed by middle aged
(average age 21.5-41.8 years). Finally, the oldetiggpants, whose average age was
above 41.9, achieved the lowest outcomes. Howeter, results were marginally
statistically insignificant, with large heterogetyeihis indicates a wide diversity across
studies. Looking at the gender groupings, the vetaions with more women showed

greater impact than the mixed or statisticallygngicant male dominated groups.

9.6. Psychological Design

This section describes the psychological designl@yed by online interventions.

Using absolute coding, the first section presengscdptive statistics about the
distribution of influence components. Using relaticoding, the second section

examines relations between influence componenteHadt sizes.

Of the theories used across interventions, thestingoretical approach was the most
popular, being used across 47% of the interventidhe others were social cognitive
(13%), cognitive behavioural therapy (13%), behaxad therapy (10%), extended
parallel process model (7%), health belief modéb);7and the theory of reasoned

action (7%).

9.6.1. Psychology Descriptives (Absolute Coding)
Using the CBICM as a framework to describe onlisgghological intervention design,

Table 9-6 presents thmntext media channelfeedback messagsource modifiemand
source encodingTable 9-7 presents thetervention messagand Table 9-8 presents

theaudience interpreter

Starting inTable 9-6, the context describdése social and environmental components
that can influence an intervention’s effectivene$fie majority of interventions
consisted of interaction between the system andcpgmmnt, either directly or often

within the context of an institutional setting.

The media channel describes the communication @tannsed to distribute an
intervention. Interventions primarily combined witéés and e-mail, while one third

only used a website.

The feedback message describes information that@ees send to the source, which is

used to design the intervention messages. It wasrmm for interventions to deploy
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multiple feedback mechanisms simultaneously. Thestm@mmmon was tailoring

combined with personalization.

The source interpreter describes influence compsntdrat are based on audience’s
perceptions of the source, either the organizatimmsrating the intervention or the

website itself. Few interventions explicitly memtexl source factors.

Source encoding describes how an intervention @essed. The vast majority of
interventions were source encoded as processe®nhigaiged users through multiple

interactions over time.

Table 9-6: CBICM: Context, Media, Feedback, Sourceand Encoding
% Across 30

CBICM Clusters k Interventions

Context

Individual 14 46.7%
Institution 13 43.3%
Family & frienc 2 6.7%
Geographi 1 3.3%
Media Channel

Website &e-mail 2C 66.7%
Website 1C 33.3%

Feedback Message

Tailoring 25 83.3%
Personalizatio 12 40.0%
Adaptatior / content matchin 2 6.7%

Source Modifier

Attractivenes 5 16.7%
Similarity 3 10.0%
Credibility 1 3.3%
Source Encoding

Multiple interaction 23 77%
Singleinteractiot 3 10%
Sequentiarequestsfoot-in-the-door’ 1 3%

Table 9-7 presents the intervention message, wiijgtesents the ovecbmmunication
designed to impact audience psychology and/or bhetavThis is where behaviour
change techniques are deployed. The interventiossage coding is based on
behavioural change techniques from the taxonomyAbsaham and Michie (2008).
Most of the intervention messages comprised bebada@hange techniques that were
outcome orientated, and stressed risks or bersfgsciated with particular behaviours.

To encourage personal change, many of these imtisows helped participants develop
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healthy habits by motivating them to set goalspredheir behaviour, learn new skills,

and then use feedback to track progress.

Table 9-7: CBICM: Intervention Message (BehaviouralChange Technigues)
% Across 30

Behavioural Change Techniques k | Interventions
Provide information on consequences of behaviogeimeral 23 77%
Goal setting (behaviour) 21 70%
Provide feedback on performance 20 67%
Prompt self-monitoring of behaviour 19 63%
Provide instruction on how to perform the behaviour 18 60%
Action planning 17 57%
Provide normative information about others’ behavio 12 40%
Fear Arousal 12 40%
Barrier identification/Problem solving 10 33%
Set graded tasks 10 33%
Provide information on where and when to performlikehaviour 10 33%
Facilitate social comparison 9 30%
Plan social support/ social change 9 30%
Provide information on consequences of behavidevaat to the individual 8 27%
Model/ Demonstrate the behaviour 8 27%
Prompt review of behavioural goals 7 23%
Environmental restructuring 7 23%

Prompt self-monitoring of behavioural outcome 9] 17%

Agree behavioural contract 5 17%
Prompt identification as role model/ position adstec 5 17%
Stress management 4 13%
Time management 4 13%

Provide information about others’ approval 3] 10%

Goal setting (outcome) 3 10%
Provide rewards contingent on successful behaviour 3 10%
Shaping 3 10%
Use of follow up prompts 3 10%
Prompt Self talk 3 10%
Relapse prevention/ Coping planning 3 10%
Emotional control training 2 7%
General communication skills training 2 7%
Provide rewards contingent on effort or progresgatas behaviour 1 3%
Prompting generalisation of a target behaviour 1 3%
Prompting focus on past success 1 3%
Teach to use prompts/ cues 1 3%
Prompt use of imagery 1 3%
Motivational interviewing 1 3%
Prompt review of outcome goals 0 0%
Prompt practice 0 0%
Prompt anticipated regret 0 0%

The audience interpreter describes the psycholdgyh® individual or population
targeted to adopt a target behaviour. This is whpsgchological behavioural
determinants are targeted, which are theorizedftoeince behaviouTable 9-8 shows

the audience’s behavioural determinants targetediteyventions. The coding is based
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on the list of behavioural determinants by Michteak (2005). Knowledge was used
across all interventions. Consistent with the bé&haal change techniques, most
interventions targeted related behavioural deteamtimn motivation and goal-setting,
beliefs about consequences, and skills. Other poppkychological determinants
included appealing to social norms and remindingsqres to stay focused on their
goals. The least frequent behavioural determinas &n appeal to participant’s social-
professional role or identity, which was an exabastriterion in this study.
Table 9-8: CBICM: Audience Interpreter (Behavioural Determinants)

% Across 30

Behavioural Determinants k Interventions
Knowledge 30 100%
Motivation and goals (intention) 26 87%
Social influences (horms) 22 73%
Beliefs about consequences 2] 70%
Skills 19 63%
Memory, attention, and decision processes 18 60%
Behavioural regulation 17 57%
Emotion 10 33%
Nature of the behaviours 9 30%
Beliefs about capabilities (self-efficacy) 8 27%
Environmental context and resources q 20%
Social-professional role and identity 3 10%

9.6.2. Psychology Analysis (Relative Coding)
The influence components in this section were irsgdatoded. Thus, the analysis only

examines influence components administered to ¥peremental group, but not the

control group. Table 9-9 presents the three congrolups, effect sizes, and two
influence components clusters: average relativeiebiral determinants, and average
relative behavioural change techniques. Overadl,gtoupings with the largest number
of influence components demonstrated the greatHettesize. For example, the

interventions matched against waitlist or placebatl! groups received the largest
number of relative influence components; they acddde the highest effect size.

Interventions compared to website control groupsired fewer influence components;
they attained a smaller, but significant effecesizinally, interventions compared with

the sophisticated print publication control growpsre exposed to the fewest relative
influence components; this group achieved a snmalliasignificant effect size.

Table 9-9: Relative Influence Components by ControGroup

Control Group Relative Influence Components Effect Sizes
Behaviour Behaviour Change d p k
Determinants (Avg.) Techniques (Avg.)
Print 3.0 -110 .353
Website 4.4 8.3 162 .041 8
Waitlist or placebo 5.7 8.6 282 <.001 18
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Assessing the correlations between the numbeiflokimce components and effect size,
Table 9-10 reports two univariate meta-regressgiimates of the two correlations. The
results show that both meta-regression analysestedsin moderate, but statistically
insignificant correlations.

Table 9-10: Univariate Meta-Regression of Influenc€omponents on ES (d)

Correlation Variables k | Native Unit Beta (95% CI) r p Equation
Behaviour change techniqu¢ | 3C .012 +.009 to .033 .21¢ | .264 | y=.0121x +.089

& effect size (d)

Behavioural determinant & | 30 .031 (-.005 to .067) 327 .08  y=.0311x +.0217
effect size (d)

Examining behavioural determinants and change tqubs,Figure 9-7 compares effect
sizes against the sum of relative influence comptmerhe trend line is derived from
the equation in the meta-regression. When examitiiagfigures by the three control
groups, print publications with the lowest effeidesare clustered around the bottom
left; while the survey only group is generally ¢kred in the top right. The website
control group demonstrates no trend, spreadindpauzontally.
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Figure 9-7: Sum of Influence Components by EffectiZe (d)

The analyses carried out on relative influence cmmepts produced mixed results.
Inspection ofTable 9-9 and-igure 9-7 suggests there may be an associatiavebat
the number of influence components and effect sidesoss both figures, the number
of behavioural determinants and change technigppeaa to generally progress in an
upward trend, with interventions employing the &sgnumber of relative influence
components generally offering larger effect sizékwever, the meta-regression
analyses imable 9-10 show moderate, but statistically indigant relationships.
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9.7. Dose (Adherence and Attrition)

To assess correlations between the three doseblemjawo calculation methods were

employed. The first correlation method includestthe papers that were excluded from
the primary investigation, but which qualified fohe dose analyses: (Cullen &
Thompson, 2008) and (Patten, et al., 2006).

Table 9-11: Univariate Correlation Effect Size

Correlation Variables k r (95% ClI) p Q (p) 12
Study &intervention adheren 5 .374 (.246 to .48! <.001 | 10.575(.03Z | 62.17¢
Intervention adherence & effect | 9 .240 (.133t0 .341) | <.001 | 48.209 £.001) | 83.406
size (d)

Table 9-11 reports the correlation effect sizes; fibrest plots are presented in Figure
9-8. Both correlation groups are highly heterogeseandicating a large discrepancy
between studies. There were only five studies usemksess the relationship between
study and intervention adherence. However, theczsson was strong and significant.

Similarly, the relationship between interventiorhadknce and outcome was modest,

yet significant.

Study adherence and intervention adherence correlain

Study name Statistics for each study Correlation and 95% ClI
Lower Upper

Correlation  limit limit  Z-Value p-Value
Cullen et al. (2008) 0.241 0.018 0442 2115 0.034 —i—
McConnon (2007) 0.358 0.153 0.533 3.329 0.001
Patten et al. (2006) 0.496 0.037 0.782 2.104 0.035
Severson et al. (2008) 0.299 0.247 0.348 10.891 0.000 [ ]
Tate et al. (2001) 0.563 0.407 0.687 6.090 0.000

0.374 0.246 0.489 5.432 0.000
-1.00 -0.50 0.00 0.50 1.00

Intervention adherence and effect size correlation

Study name Statistics for each study Correlation and 95% CI
Lower Upper
Correlation  limit limit  Z-Value p-Value

Bewick et al. (2008) 0.182 0.018 0.336 2175 0.030 ——
Hunter et al. (2008) 0.384 0.257 0.498 5579  0.000 -
McConnon (2007) 0.138 -0.135 0.391 0.991 0.322 —1—
McKay et al. (2001) 0.390 0.093 0.623 2537 0.011 ——
Petersen et al (2008) 0.030 -0.031 0.090 0.950 0.342 .
Severson et al. (2008) 0.266 0.211 0.319 9.227 0.000 -
Tate et al. (2001) Cont 0.330 -0.004 0.598 1.939 0.052 ——1
Tate et al. (2001) Exp 0.430 0.118 0.665 2.642 0.008 ——
Winett et al. (2007) 0.193 0.083 0.298 3425 0.001 E 5

0.240 0.133 0.341 4.324 0.000 .

-1.00 -0.50 0.00 0.50 1.00

Figure 9-8: Forrest Plots of Correlation Effect Siz Estimates

For the second meta-regression method, Table 9HIRvss the univariate meta-

regression relationships between the percentagaeszention adherence on outcomes,
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Effect Size (d)

and study adherence on outcomes. This analysis esh@vmoderate and significant

relationship between study adherence and behaVvioutaomes. It also showed a

moderate, but statistically insignificant associatbetween intervention adherence and
behavioural outcomes.

Table 9-12: Univariate Meta-Regression CorrelatiorEffect Sizes

Correlation Variables k | Native Unit Beta (95% CI) r p Equations
Study adherence & effe 28 | .004 (.001 to .00l 481 | .00€ | y=.0036x—.042:
size (d)

Intervention adherence & | 13 | .005 (-.001 to .011) 456 109 y=.0048x —.0520
effect size (d)

Figures 9-9 shows two graphs that demonstrate #tationship between study
adherence and effect size; and between interveatiberence and effect size. Based on

the meta-regression, trend lines were fitted. T ¢harts demonstrate a general trend

where intervention impact on behaviour appearstidiine in proportion to attrition.

100 90 80 70 60 50 40 30 20 10 O 100 90 80 70 60 50 40 30 20 10 O
Study Adherence (%) Intervention Adherence (%)

Figures 9-9: Study and Intervention Adherence by Hect Size

By combining both calculation methods, correlationald be estimated across all three
adherence variables. These combined correlatiotimages are presented in Figure
9-10, whereCOR presents correlation effect sizes calculated foomelation data, and
MR represents correlation effect sizes calculatethbia-regression. The analyses show
a significant correlation between study and inteti adherence, and a significant
correlation between study adherence and effect Biawever, this approach produced
one contradictory result, with one analysis showh®association between intervention
adherence and outcome to be statistically sigmificand the other, insignificant.
Greater weight should be placed on the correlaggtimates over the meta-regression,
as it drew from statistics that are closer to thgiwal data, which render them more
reliable. Though the meta-regression analysis ha retudies, the analysis was based

on data that was heavily dichotomized which canemas$timate effect sizes (Lipsey &
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Wilson, 2001). Given greater weight placed on tbeelation estimates, there is some

evidence that all three variables are related.

Intervention
Adherence

CORr=.240, p<.001

CORr=.37, p<.00 MR r=.455, p=.10

Outcome
Effect Size

Study
Adherence

MRr=.481, p=.006

Figure 9-10: Adherence Variables and Correlation Hect Sizes

9.8. Findings

The overall effect size across the pool of onlimgrniventions is small, but statistically
significant. However, the control conditions explainuch of the variance across
studies. This suggests that online interventioicatly should be regarded as relative to
particular intervention media. The evidence frons #malysis suggests that the largest
impact is from online interventions in comparisomnaitlists and placebos; followed by
lower-tech online interventions; and no significalifference when compared against
sophisticated print interventions. In general, waliinterventions can influence
behaviour, with high quality online interventionppgaring to offer effects that are

similar to sophisticated print interventions.

Time proved to be a critical factor. Interventionration demonstrated a trend where
shorter interventions achieved larger impacts, aadthe length of an intervention
increased, its impact decreased. After intervestiended, the impact appeared to

increase from one to four months after the firsdtgest, and then decline afterwards.

Regarding demographics, younger audiences achiieethrgest behavioural impacts,
with impact strength decreasing for the older ageugs. Female-dominated groups
achieved larger behavioural outcomes in comparigbrmixed gender and male-

dominated groups.
When designing interventions, two thirds combinezbsgites and e-mail, while just one

third relied on a website only. For psychologicakidgn, the transtheoretical approach

was the most popular, followed by social cognitared cognitive behavioural therapy.
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Many sites relied on feedback mechanisms, with 8&enmt using tailoring and 40

percent including personalization.

Surprisingly, few papers reported source factordgth wonly 17% reporting

attractiveness, 10% similarity, and most surprisjogt one intervention noted source
credibility even though this is considered a caitifactor in persuasive communication.
Interventions were primarily goal-orientated, depdg a number of behaviour change
techniques that informed people of the consequenicir behaviour; helped them set
goals and plans; and finally tracked their progresgards goals. The psychological
behavioural determinants targeted by these intéiven included knowledge,

motivation and goals, and social norm appeals.

When assessing the relationship between the nuoflretative influence components
and behavioural outcomes, the statistical analghmvs no significant relationship.
However, the tabulated figures and charts suggese tmay be an association. Perhaps
the limited number of studies and noisy signal Itesy from relative influence

component coding explains the implied, but statily insignificant correlation.

Assessing the relationships between dose variahledight of one contradictory
result—it appears that study adherence, interventwoherence, and behavioural
outcomes are likely related. This relationship dopbssibly be explained by a third
variable: motivation. Across studies, as the numbkrmarticipants stopped using

interventions and left the studies, the effectsiemded to depreciate.

These findings are subject to many limitationsvduld have been ideal for at least two
coders to have assessed papers, from which intlrgeliability calculations could be
estimated. Second, it would have also been ideabde influence components from the
interventions rather then the research papers. Wwasonly possible for a minority of
studies, when the papers did not provide detaild #rere was evidence that the
available intervention had not changed since thpeps publication. Third, while

coding influence components, particularly behawwbudeterminants and change
techniques, some papers only provided vague déscip Control conditions were

rarely described in enough detail to code relaiiviuence components with full

confidence. Fourth, as there are still too few istsidbf online interventions, it was

necessary to combine effect sizes across behalidoraains. Fifth, the sample of
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interventions revealed two possible sources ofipatibn bias. However, these sources
did not appear large enough to change the finaisstal outcomes by more than a
small margin. Thus, the sample contained a potgnti@vial bias, though not enough

to alter the conclusions.

9.8.1. Overall Heterogeneity Assessment
In meta-analysis, it customary to examine variaamess studies in order to assess how

much heterogeneity is due to the true effect $mesible unknown moderator variables;

and measurement error, bias, or methodologicatdi(@orenstein, et al., 2009).

First, to assess the true effect size, numerouseratat variables were used to describe
trends; however, the control condition explainede tmajority of variance.

Consequently, the overall effect size is not likedybe a representative measure of
online intervention effectiveness, but rather, &tree measure that varies with the
control condition. For example, compared to sojtastd print publications, online

interventions do not appear to offer any impactaad&ge; compared to static websites,
they offer small advantages; and compared to wHflacebo treatments, online

interventions offer modest advantages.

Second, to assess possible unknown moderatorsisiranalysis numerous moderators
were used to explain heterogeneity: control coodsdj intervention length, and
demographic variables. There were too many inflaesmmponents to undertake a full
mediation analysis, but the sum of relative inflicerromponents suggested they could
be an important factor. Further, authors frequeptiyvided unclear descriptions of
behavioural influence components and it is likehatt many descriptions were
incomplete. Consequently, there may be many psggial factors that could explain
the variance, and given a larger sample of intdroes along with better reporting, it
could be possible to model the variance throughcipsipgical differences between

interventions.

Finally, there may be methodological weaknesses eanol's that could explain the
variance. First, the correlation effect size esteravere based on direct (unmodified)
statistics that are known to under-estimate eff@pes. Second, the inclusion of the
study by Petersen et al. (2008) could be challengechuse it scored the lowest
methodological quality, but contributed the mostighe as it had the largest
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population—though the random effects model limitisdimpacts somewhat. This one
study reduced overall results and rendered otlsiteeheterogeneous that would have

otherwise been homogenous. However, the basic usinak are unaffected.

9.8.2. Comparisons
To place the overall findings into perspectives thection provides comparable figures

from prior meta-analyses, studies of self-quit{@esrsons who can quit without the aid
of an intervention), and placebo effects. Whileraoting comparable figures, the
standardized mean difference effect size was udeehvavailable; however, in some

cases, these measures were recalculated.

Comparisons will be made with the meta-analysisi®rall effect size outcome
(d=.194). As a general guideline, effect size d lsarconsidered smadl .2; medium =

.5; and largex .8. Likewise, correlation effect sizes r are smgall; medium = .25; and
large= .4 (Cohen, 1998 as cited in Lipsey & Wilson, 20@¢mpared to these figures,

the overall results of this study can be considsradll.

When comparing the results of this study with otbterdies, Wantland et al. (2004)
showed comparisons between five web-based and ebrbased interventions
produced effect size on knowledge and behaviounfos=-.24 to .44, k=5. Further,
Portony et al. (2008) showed effect sizes on imestd=.18, k=23; physical activity
d=.05, k=11; weight loss d=.10, k=8; tobacco us88=k=11. Overall, the results from

prior meta-analysis are somewhat consistent wetfitidings from this study.

Another way to examine the impact of online intei@ns is to compare their outcomes
with self-quitters, people who successfully quit on their own. Onetlsgsis paper

examined smoking self quitters across 10 studiesrevimdividuals quit on their own, a
median of 5% at 6 months and 4% at 12-month follpyHughes, et al., 2004). There
is no standard way to convert between a percergadean effect size. This limitation

can be explained by the fact that depending on twav percentages are compared,
different effect size measures may be obtainedekample, when calculating an odds
ratio effect size, a 5% difference can producecallyi different effect sizes depending
on the proportions. For example, the comparisorwden (50/100) and (55/100)

produces a small effect size, while the compareddzen (7/100) and (2/100) produces

a larger effect size; however, both ratios are j96tdifferent. To extract a conservative
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effect size estimate from the self-quitters stuthe percentage of self-quitters was
converted into a logged odds ratio that would tesnl the most conservative
standardized mean difference effect size estiniethis conservative approach, 5%
self-quitters at 6-months produces d=.110, while &%d2-months results in d=.088.
Compared with these figures, the meta-analysisralveffect sizes is larger than a
conservative estimate of the impact of self-quittiAdditionally, as the meta-analysis
primarily included randomized and quasi experimeiitsan be assumed that potential
self-quitters were equally represented across Xperemental and control conditions,

which would suggest that the impact is above thaet-quitters.

Placebo effectbave been shown to operate in bogus medicinegldoitsham medical
procedures. Consequently, one could argue thahemiterventions may contribute a
digital placebo effect. One meta-analysis foundigoificant effects for placebo studies
with dichotomous outcomes. However, for continuaugcomes, psychological and
physical placebo effects are d=-.28, CI95% (-.38.1®) (Hrobjartsson & Gotzsche,
2001). These placebo effects are larger than méarheopooled online intervention
effect sizes from this meta-analysis. Although manfiythe studies appear to have
underperformed against the placebo effect, theranisexplanation. In many of the
studies, waitlist and placebo control groups mageificant improvements despite not
receiving any significant intervention. In a fewseas, it seemed that completing baseline
guestionnaires exerted influence on control groamigipants. This effect may reflect a
placebo effect resulting from study participationy perhaps completing the
questionnaire increased participant’s elaboratignfdrcing them think about binge
drinking or healthy eating. Although both experirtedrand control groups generally
made progress, the experimental groups made mogggss. This suggests that online
interventions may have the capacity to exert agilaceffect. However, like the self-
quitters, the experimental studies in the metayaimlare likely to have already
accounted for the placebo effect across both exyerial and control groups, rendering

the outcomes an effect that is beyond the placéfbote
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9.8.3. Theoretical Implications

Psychological Design
Influence components approaches, such as eviderssgEibbehavioural medicine

(Abraham & Michie, 2008) and behavioural kernelmiEy & Biglan, 2008), posit that
the strength of an intervention is a function efpsychological components. The meta-
analysis did not find statistical support for tpissition, but suggested that there could
be a relationship between the psychological infteelwomponents and behavioural
outcomes. The inconclusive findings may be duéited factors: coding limitations, the
moderate number of studies, and a potentially noerl relationship. First, accurate
relative coding of influence components could omdke place when researchers
described the experimental and control groups imkdetail. When authors did not
fully describe control conditions, this caused amroestimate of relative influence
components. Second, the strong, but statisticalljgnificant correlations suggest that
this relationship may require a larger pool of g#ado overcome the impact of studies
that do not fully report control conditions. Thirtthe relationship may not be linear, but
rather resemble an inverted u-shaped. For exangudew influence components may
not be enough to significantly impact behaviour,ilesttoo many could potentially
overwhelm users with complex interventions. Howeuweere is probably a middle
ground where a small number of relevant (and milytueinforcing) influence
components are most effective. One researcher érthed websites which provide
fewer individually tailored feature may be moreeetive in promoting and maintaining
behaviour than ones that offers numerous poorlgened strategies (Doshi, et al.,
2003).

The CBICM was iteratively developed for this inugation to help identify a broad
range of psychological design factors. During thecpss, the CBICM proved to be
comprehensive, robust, and flexible framework. Thsgstem proved to be
comprehensive in the sense that the framework cact@mmodate large number of
overt and covert influence factors across a rafdields. There are more influence that
could have been included, and the model appeasbtapf extension should there be a
need to develop larger taxonomies. The system grawde robust, in that all clearly
expressed intervention reports that were identifvede easily analysed by the model. It
was flexible, in that it could accommodate a larggety of interventions, whether they

were targeting individuals or larger population,etifer they were conceived as one-
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way or two-way communication, or whether they wenedelled on mass-media

outreach or interpersonal interaction.

Dose (Law of Attrition)
The law of attrition posits two notions. First, dguand intervention adherence follow a

systematic pattern of decline over time, similaatoinversed S-shaped diffusion curve.
Second, study and intervention adherence are piolcalbrelated and impacted by a

third variable: a participant’s interest (Eysenh&d05).

The law of attrition’s first hypotheses proposesatthattrition follows a systematic
pattern, declining over time, similar to an inve8shaped diffusion curve (Eysenbach,
2005). This same attrition pattern is found in kbgarithmic shaped relapse curve of
smokers who are trying to quit (Hughes, et al.,, 400n this meta-analysis, the
relationship between time and attrition was notnexed; however, interventions
appeared to follow a downward trend, with effeeesideclining as intervention length

increased. It is believed that attrition offerstprthe explanation for this trend.

The law of attrition’s second hypothesis positd #tady and intervention adherence are
likely to be correlated because they are impacyed third variable: participant interest
(Eysenbach, 2005). This assertion is somewhat stggpdy the results of the meta-
analysis, with five studies showing a medium sttesgignificant correlation between
the two adherence variables. Moreover, the anabsggests that the relationship is
likely to include three variables: study adherenaaervention adherence, and

behavioural outcomes.

Instead of hypothesising that attrition is a fuotiof participant’s loss of interest, a
slightly different proposal is that adherence ifuaction of participant’'s motivation,

which is a construct generally comprised of two emsions. The first is goal-

commitment, and second, ability and/or efficacyrdss different research, motivation
generally encompasses these two dimensions: goadment and either self-efficacy
or ability (Bandura, 1982; Fogg, 2009; Locke & Lathm 2002; Pintrich & De Groot,

1990; Prochaska, et al., 1995).

Adherence and Motivation
Motivation encompasses the concept of interestgbas further to include a number of

dimensions related to goal-attainment. By bettedewstanding the components of
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motivation, interventionists can design betternveations. Across a number of models,
motivation generally contains two dimensions: goamitment and self-
efficacy/ability. Additionally, for action to occua person sometimes requires a trigger.
According to social cognitive theory, for a persmnact, they require a motivating
outcome expectation and self-efficacy, the belkeft tthey can perform the required
behaviours (Bandura, 1982). In the transtheoreticatlel, for a person to progress
through stages of change, they require positivasier balance (the pros of change
outweigh the cons) and self-efficacy (Prochaskal.e995). The theory of goal-setting
and task motivation states that goal-attainmennilsienced by three factors: goal-
commitment (composing goal-importance and selcatfy), feedback, and task
complexity (Locke & Latham, 2002). The expectaneyue model describes motivation
by three dimensions: expectancy (self-efficacy)ueggoals and motivation), and an
affective dimension comprising emotions relatedttie task (Pintrich & De Groot,
1990). The Fogg Behavioural Model posits that skemrn behaviour is influence by
three factors: motivation, ability, and a behavaurigger (Fogg, 2009).

Although goal-commitment has been identified as fire dimension of motivation,
self-efficacy and ability have been grouped asdbeond dimension. This is because
they are important constructs that shift from tlyetor theory. While ability describes a
person’s capacity to perform a task, self-efficdegcribes a person’s belief that they
can perform that task. The reason why researcleers $0 adopt either self-efficacy or
ability could be that there is a relationship bedwethese two variables, where
behaviour is more likely when both are high. Foareple, assume that a person is
highly committed to a goal and needs to perforrowine task to attain it. This person
could be within four possible groupings of selfiedty and ability, which may be either
high or low. The person is more likely to act whenor she has high-self efficacy and
high ability. The person is likely to act out ofareonfidence (and possibly become
frustrated later on) when he or she has high $tfaey and low ability. This person is
less likely to act when under-confident, due to-keif efficacy and high ability, though
the person would likely stick to the task afterlimag he or she possessed the ability.
Finally, if the person honestly recognized his er mability, with low self-efficacy
reflecting low ability, this person would be in asition to accept the need to develop
skills as a preliminary step towards reaching thal.gThis relationship will be referred

to as self-efficacy/ability.
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Dopamine is commonly regarded as a biochemicalaggtion for motivation, though
without any clear consensus, several theories explaw it may function. Perhaps the
most popular explanation is that when people at@ials, dopamine triggers a
pleasurable psychological state—this reinforces lihk between activities and a
psychological rewards. As a particular behaviobemlomes associated with a dopamine
induced psychological reward, this reinforces teeatiopment of drive-like motivation,
where the person will seek to carry out particaletivities that are associated with the

dopamine rewards (Wise, 2004).

9.8.4. Practitioner Implications

Communication-based Influence Components Model
The CBICM can serve as a useful tool for analysirgting online interventions, and

explaining their efficacy. The framework offers amprehensive checklist of key
factors and influence components that may be usegite intervention development.
Consequently, it may be used as a framework fordésign and development of
interventions, whether they adopt interpersonahass-media approaches, whether they
use overt or covert tactics, and whether they areudfed on human mediated
communication or direct human computer interactionparticular, the model can aid
the design of social marketing campaigns that seelengage citizens in mass-
interpersonal campaigns aiming to achieve long-téaitored, and personally engaging

interaction.

One limitation of the model in its current form its comprehensive nature. When
designing specific interventions the CBICM is mbke an index of ingredients, rather
than a recipe that describes how to combine ingraglieffectively. When designing
interventions, it is advisable to stick to the coommcombinations of influence
components that have been proven to work. Howdkiercomprehensive nature of the
model could be a problem, as it is unknown howcaihbinations may function, while
some combinations may be counter-productive. Thomglpractice, the number of
proven combinations is likely to be quite smalfleeting the common theories such as
the theory of planned behaviour and social cogaitheory. Consequently, developers
can use the model to remain aware of the rangeos$iple influence components;
however, the popular behavioural change theoriespaobably the best guides for
selecting packages of influence components. Momregwe-testing and revision are

essential to ensuring effective design regardlé#iseatheory used develop it.
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Dose
Analysing online interventions with different leselof adherence is similar to

synthesizing medical studies, where some patieet® wnder pressure to take their
medicine, while for others, it was optional. In soroases, interventions did not
explicitly employ measures to maximize participadherence. In the worst case, one
intervention attained a median of one visit in eiglonth (Verheijden, et al., 2004).
These participants were exposed to such low lesetie intervention, that one could
question the value in continuing the experiment.t@nother hand, some interventions
implemented sophisticated adherence systems thaitored usage, automatically
engaged participants who were at risk of droppiag-and in some cases, prompted
staff to follow-up with potential dropouts. Thisshanplications for practitioners who
need to maximize dose to increase the efficachaf interventions and for researchers
who need to ensure participants receive a high ginalose that the impact of the

intervention can be assessed.

Motivation Design
Motivation is a more likely explanation for the agbnship between study adherence,

intervention adherence, and behavioural outcomes. aih exogenous variable,
intervention adherence can be influenced by intdgiee approaches that address
participant’s goal-commitment and ability/self-eticy. Particularly, with goal-
commitment and self-efficacy/ability as the critivariables, interventions can benefit
by intentionally designing interventions around ivating goals (similar to the social
marketing approach), but also help participant'sirtorease their ability and self-

efficacy.

Intervention Length
Time proved to be a critical factor, with shorteterventions generally achieving the

largest impact and intervention impact fading asittiervention length increased. This
has implications for intervention designers whodc&e make interventions as short as
possible, to cope with rapid attrition. Moreovesy some behaviour, highly tailored
brief interventions produced the strongest effezéss This suggests that short and
targeted interventions can be as effective, if motre effective, than some long and

demanding ones. However, this is only applicablpatdicular behaviours.
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9.9. Conclusions
Many of the online interventions reviewed in thisidy demonstrate their capacity to help

people achieve voluntary lifestyle changes. Conmpéoewaitlists they demonstrate reasonable
efficacy, whereas compared to print materials tlodfer similar impacts, but with the

advantages of lower costs and broader reach.

Psychological design appears relevant to intergantfficacy, though this analysis was
inconclusive. The CBICM, developed for this studppears to be a useful framework for
harmonizing numerous influence systems into a atigrackage suitabfer describing online

interventions.

Motivation may be the critical factor that drivasidy adherence, intervention adherence, and
impact. Perhaps closely related, time appears t dréical factor, with impacts and adherence

fading over time, perhaps as motivation depreciates

The studies in this meta-analysis demonstrate d¢méine interventions targeting voluntary
behaviours can work. This suggests that it is Béadb deploy online interventions that target
individual-level behaviours that can be scaled mssnaudiences, translating into population-
level health benefits. Given the high reach anddogt of online technologies, the stage may be
set for social marketing practitioners to incredbe development of public health and
environmental campaigns that blend mass-media axhrevith interpersonal engagement. For
example, this means more public health campaigaisdd not just advocate quitting smoking,

but offer personalized online support and guideppeethrough the process of quitting.

There are many avenues to explore for follow-upeaesh. First, with a large number of
influence components and few studies, it was nasipte to undertake significant mediation
analysis. However, in the future, the number ofdigs will increase which will create an
opportunity to undertake a full mediation analysisnfluence components. Second, as many
interventions draw on the transtheoretical apprpachsimilar analysis could examine the
influence components used to move persons throtagfes of change. Third, during this meta-
analysis, the CBICM proved to be a useful way ofkaging influence components from a
range of fields. Further work can focus on extegdine model and improving upon it, in

reflection of its application thus far.
This chapter contributes to the thesis by offeradylitional evidence to answer research

guestion one, on intervention efficacy. It alsototwtes to question two, on factors associated

with online intervention success.
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10. Discussions

This chapter reflects on the literature review eagkarch projects in order to answer the
research questions. It then explores implicatioos theory and social marketing
thinking and practice. This chapter is organizedoilews. First, it answers the thesis’
two research questions by reflecting on the findifigm the two research projects.
Second, it provides a synthesized summary of tle®rétical implications of both
studies. Third, it reflects on how the researclatesd to social marketing literature.
Fourth, it examines practitioner implications. Fiftit reviews the contributions,

limitations, and proposals for future research.

10.1. Research Questions and Findings

Q1. Can online social marketing campaigns influenta&rget audiences’ behaviour?

As previously discussed, the prior meta-analyse® Isaown that online interventions
can influence peoples’ behaviours. However, thdseies had combined different
classes of behaviours: voluntary, mandatory, are rttanagement of psychological
problems. This limited their generalizability tocg& marketing applications. Given the
results of the new meta-analysis presented inthi@sis, which drew on interventions
targeting voluntary behaviours, the results shoat tnline interventions can influence
behaviours suitable to social marketing applicatioAcross all studies, the overall
effect size was d=.194, Cl=.111 to .278, p<.00Bk=As control conditions explained
most of the variance in the statistical modelssutisions of intervention efficacy should
be described in comparison to different controldibons. Relative to waitlist/placebos

there was a moderate impact (d=.282, Cl=.170 t®,.38.001, k=18). Relative to

lower-tech websites there was a small impact (d.03=.006 to .318, p=.041, k=8).

Relative to major print interventions, online intentions underperformed, though the
effect size was statistically insignificant whialdicates no difference (d=-.110, Cl=-
.343 10 .123, p=.353, k=4).

These results are comparable to two prior and armmiteta-analyses. Comparisons
between five web-based and non-web-based inteorentmade by Wantland et al.

(2004) produced effect sizes on knowledge and hebhavanging from d=-.24 to .44,
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k=5. Moreover, Portony et al. (2008) showed eff@zes on physical activity (d=.05,
Cl=-.05to .15, k=11); weight loss (d=.10, CI=-1b1.29, k=8); and tobacco use (d=.33,
Cl=.08 t0 .59, k=11).

Though the interventions in the meta-analysis wam from social marketing

campaigns, they targeted behaviours that are simdathose targeted by social
marketing campaigns: stopping smoking, reducingéidrinking, increasing exercise,
and eating healthier. These types of interventmmdd easily be integrated into social
marketing campaigns, and Section 10.3 presentsrierithat show the meta-analysis
interventions are highly suited to social marketagplications. This evidence leads to
the conclusion that online social marketing campsigwhich integrate similar

interventions, could influence individuals’ behawis.

Q2. What design factors are critical to online imteention success?

Across both research projects, a number of factere identified that were shown to
increase the efficacy of online behavioural changmpaigns and interventions. The

following paragraphs review these key design factor

First, there is evidence that goal orientated v@etions are capable of increasing
behavioural outcomes. As the interventions in thetasanalysis were capable of
influencing behaviours, the overall descriptive tistecs offer insight into the

psychological design factors associated with theraly outcomes. Most interventions
were goal-orientated, offering skill building, ameedback mechanisms to aid goal-
attainment. The top five behavioural change teamsgemployed are as follows:
provide information on consequences of behaviourgémeral (77%); goal-setting
(70%); provide feedback on performance (67%); prosgif-monitoring of behaviour

(63%); and provide instruction on how to perforne thehaviour (60%). The top two
feedback mechanisms employed across interventinokide tailoring (83%) and

personalization (40%).

Second, there could be a trend (which was notsstally validated in the meta-
analysis) where interventions that are more psyaiclly sophisticated can produce
stronger results. This is called the influence congmts approach. The meta-regression

correlation between the number of relative behavahiange techniques and effect size
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(d) was as follows: r=.219, p=.264, k=30. The nreigression correlation between the
number of relative behavioural determinants anéatfsize (d) was r=.327, p=.087,

k=30. Although the results are statistically ingigant, there are reasons to suspect
intervention efficacy is a function of influencensponents. This is further discussed in

the section on theoretical implications.

Third, intervention exposure (dose) proved to hiécat. People who received more
exposure to an intervention, or used it more oftganerally achieved greater
behavioural outcomes. Although there was one S$tais contradiction between
intervention adherence and behavioural outcomeshdtance of evidence suggest there
is a statistical relationship between study adheenntervention adherence, and
behavioural outcomes. In this thesis, it is progoet motivation is the driving force
behind intervention adherence and behavioural owso Additionally, across the
research motivation is generally comprised of gmahmitment and self-

efficacy/ability.

Fourth, time also proved to be a critical facthistmay be due to an association with
exposure. In general, shorter interventions ackidaeger impacts, while the longer an
online intervention operated, the smaller its cépao impact on users. This may be
explained as an effect of intervention exposuregr@lpeople who were exposed to a
brief 15-minute intervention could experience 1@ cent of the intervention, while

people in a three-month long intervention may, varage, only experience 25 percent

of the intervention.

Fifth, the website credibility and trust study shalrthe importance of website source
credibility, but surprisingly, just one out of ti8® interventions in the meta-analysis
mentioned source credibility. In the website crédijpstudy, participants were more
likely to act on the advice of a website perceit@dbe credible. Additionally, website
credibility and active trust showed a small mediatrelationship, with active trust
mediating a small, but statistically significantdirect effect of website credibility on
behavioural impact. The strongest mediation retatigp flowed from trustworthiness,
to active trust, to behavioural impacts. ExperBewed a very small mediation effect
that was insignificant in some assessments. Degptstatistical correlations, there are
theoretical reasons to believe that website criyilioes not motivate people to act,

but rather reduces risks that can prevent motivagzdons from acting. In other words,

191



website credibility and trust cannot increase s@es behaviour, but low credibility

and trust can decrease their behaviour.

Sixth, visual appeal is generally regarded as guoitant part of intervention design;
however, there is no consensus on why visual apgpaatportant. The results of the
website credibility suggest visual appeal may oeaisted with behavioural influence
due to its relationship with source credibility. eTtvebsite study evaluated two source
credibility models. One was the two-dimensionalhteslogy credibility model that
comprised expertise, trustworthiness, and treaaehl/appeal as an external factor that
can influence credibility. The other was the thdemensional human source credibility
model comprised expertise, trustworthiness, andaviappeal. The three-dimensional
human model fits the data better, which is conststeith the media equation’s
hypothesis that people interact with mediated egpees in a human-like way (Reeves
& Nass, 2003). However, regardless of the modeéslugisual appeal proved to be a

critical factor in influencing credibility perceptis, and indirectly impacting behaviour.

10.2. Theoretical Implications
This section reflects on this thesis' researchiriggl and explores their theoretical

implications, in regards to social exchange thearfluence components approaches,
the CBICM, and intervention dose. The subsequewtices discuss how these

theoretical implications relate to social marketihgory and practice.

Social Exchange Theory
Findings from the website credibility and trustdstuare relevant to social exchange

theory. This theory proposes that social exchangesur between people and/or
organizations who conduct transactions in ordermtaximize their rewards and
minimize their costs. In a private sector comméreéchange, a product’s benefits
constitute the purchaser's reward, while the mopaid is the company’'s reward
(Bagozzi, 1974). Relationship marketing views ilelaghips as long-term repeat
exchanges based on commitment and trust (Morgamigt,H 994). Cyberspace is risky
and competitive—these attributes contribute hiddests that are not necessarily
emphasized by current literature on online engagentiesocial marketers ignore risk-
based costs, then the price of participation médlata to levels that citizens consider

too expensive.

192



The website credibility and trust study showed aretation between website
credibility, active trust, and behavioural impa&#hough the results show that website
credibility and trust increase behaviour, an aléxue explanation is that they decrease
mistrust, which from a correlation viewpoint is t&tcally the same as increasing
people’s willingness to act on the advice of arirmntampaign. For example, a person
who wishes to test for HIV/AIDS but remain anonyraasi more likely to take the test
from a trusted, rather than a mistrusted sourcé¢higcase, trust does not motivate the
person, but rather presents a safe opportunitytfem to act on their pre-existing
motivation. In the language of social marketingagsrice factor, mistrust can decrease
the likelihood that a person will act on a campaagpeal by increasing risk-based costs
associated with an activity. Likewise, differemtdés of trust and mistrust in competing
organizations may determine whether a person acteeadvice of one online source

versus another.

Influence Components Approaches
Influence components approaches do not ask whatbbas theorized to influence

behaviour, but rather what approaches have beemmsmted to work. A number of
researchers discuss approaches to behavioural ehesmgre the strength of an
intervention is a function of its psychological neal. The ternminfluence components
approacheslescribes research that adopts this assumgtios principle was evaluated
during the meta-analysis, but the analysis didpnovide statistical support, although it
suggests that there could be an undetected redaipnThe p-values may have failed

the tests, but other indicators suggest thereetasionship.

The reasons for asserting this relationship, itespi the insignificant statistical results,
are as follows. The absolute coded influence comptnshowed no correlations (as
was expected), but the relative coded influencepmrants were correlated with many
other variables. Additionally, one of the corradas was borderline insignificant. The
inconclusive findings may be explained by threg¢des coding limits, few studies, and
a potentially non-linear relationship. The shapetlud relationship could be semi-
circular, like an inverted-U, where too few infloencomponents are not enough to
impact behaviour, while too many could overwhelrdividuals, possibly resulting in

counter-productive interventions.
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CBICM
Literature on behavioural change and persuasios agtoss numerous fields and

theories. The CBICM offers a way to organize dieerssearch into a simple and
theoretically useful communication framework. Theodal was developed as an
intellectual bridge that needed to be built bethiee meta-analysis could proceed. As the
CBICM was developed as a means, not an end, it masformally evaluated.

Nonetheless, there are compelling reasons why tbdemconstitutes a valuable

contribution. Support for this model comes fronethsources: theoretical justifications,
empirical findings from the two research projeasd its performance in the meta-

analysis.

First, theoretically, the model is grounded in velat theory. For one thing, people
interact with technology as social actors. Themftwuman-computer interaction can be
modelled on human-human interaction. Furthermoneline communication and
interaction may be one-way or two-way dependinghow a particular interaction is
conceived and used, though two-way interactiondstam better chance of influencing
behaviours. At the same time, a circular two-wayngwnication model provides a
framework to describe when various aspects of psien or behavioural influence may
be exerted. Finally, the model adopts the influecomponents approach, where the
strength of an intervention is proportional to thuence components built into that
intervention. Moreover, as these components existdifferent points in the
communication process, numerous effects can beteskesimultaneously, along

different points in the communication cycle.

Second, the two research projects provided soméetimevidence to support the
CBICM. The website credibility study provided emga support for the model’s

assumption that people interact with websites agakb@ctors. The results of the
structural equation modelling analysis demonstraited the three-dimensional human
credibility model better fit the data than the tdioaensional technology model.
Furthermore, the meta-analysis did not specificalbsess the efficacy of one-way
versus two-way interventions; though there were esomdications that two-way

communication does offer advantages. Overall, therventions in the meta-analysis
showed a positive impact and the majority (83%)duséoring which can only exist in

two-way communication processes. Although thereewsany possible alternative

explanations of intervention efficacy, this at kgwovides some circumstantial
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evidence that the majority of interventions in Hrealysis were effective and based on
two-way communication. This would also require liert research to assess. Finally, the
meta-analysis did not provide statistical supporrttfie influence components approach;
however, there are indications that a relationsh@y exists. This offers an indication
that influence components approaches may be vidhbeigh further investigation is

required to reach stronger conclusions.

Third, evidence in support of the model also corfresm its application. Over the
course of the project, different influence systemwsre tested, modified, rejected,
compared, and reconfigured. Before the model rehcite final form, coding

interventions was difficult. Once the model hadctesd its final form, coding became
simple. During the meta-analysis, CBICM proved ® domprehensive, robust, and
flexible framework. Comprehensively, it accommodage large number of overt and
covert influence factors across many fields. Rdipust stood up to many types of
interventions and was consistently viable. Flexihly could accommodate a wide
variety of intervention types, whether they targetadividuals or groups; whether they

were conceived as one- or two-way; or as masstemiarsonal interaction.

Dose
The law of attrition argues that study and inteti@nadherence follow a pattern where

participants drop out of a study, similar to aneirse S-shaped diffusion curve. This
particular proposal was not tested; however, imetions did appear to follow a
downward trend, with effect sizes declining asnveation length increased. There was
some support for this theoretical proposal, thotigl shape of the curve was not

assessed.

Despite one contradictory result, the study fouodetations between study adherence,
intervention adherence, and behavioural outcomies.dhe contradiction was between
intervention adherence and behavioural outcomeweder, the significant correlation
was based on a lower number of high quality effside measures, while the
insignificant outcome was based on a higher nundfdower reliability effect size
measures. Consequently, it is likely that thera statistical relationship between study
adherence, intervention adherence, and behaviamutomes. The law of attrition
posits that study adherence and intervention adherare likely to be correlated,
possibly through their relationship with a thirdriadle: participant interest. The meta-

analysis found support for this, that all three iafales are probably correlated.
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However, an alternative proposal is that this thiediable is a related, but different
construct: motivation. Research shows that motivais generally composed of two
dimensions: goal-commitment and ability/efficacy.niay also require a trigger to

prompt action.

10.3. Social Marketing Implications
Reflecting on the findings and theoretical implioas, this section describes how the

results fit within, and contribute to, social matikg thinking. To place the two research
projects of this thesis into a social marketingteat) they are compared to the criteria
of Peattie and Peattie (2003). The framework i®tam the principle that the more a
social problem resembles a commercial marketingodppity, the greater the
likelihood that social marketing is suitable. Corsedy, the more a context resembles a
non-marketing opportunity, the less likely sociabrketing would be appropriate.
Perhaps one limitation of this model is that it sloet reflect the new breed of activist-
like youth social marketing campaigns, such asTtiweh Campaign.

Table 10-1: Peattie and Peattie’s (2003) Framework

Convergence with Divergence from
Commercial Marketing Commercial Marketing |
= =

Principle benefit Individual Family Community Society
accrue to

Benefitsaccrue Immediately Delaye( Long-term Only possibly
Link between benefit Obvious Direct Indirect Taken on trust
and behaviour

Sensitivity of the issue Low > High
Degree of consensus High > L ow
Cust_omlzablhty of the High > Low
offering

From the criteria in Table 10-1, the activist websiin the credibility and trust study
share less in common with marketing contexts, wttike online interventions in the
meta-analysis share more in common. For the wels#dibility study, the benefits
were generally targeted towards society, with benéiat were only possible and often
taken on trust. Moreover, the sensitivity was gagsinoderate, the degree of consensus
on the solutions was low, and the customizabilityhe offers was generally quite low.
This study did not share much in common with tiad#l social marketing contexts.
However, it offered an opportunity to assess thelpslogical constructs that could be

applied to social marketing applications.
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The types of online interventions discussed inntf&ga-analysis share more in common
with social marketing criteria. The benefits accrte individuals, though the outcome
could range from delayed to long-term. In many sa#iee link was obvious and it was
common for interventions to stress this link. Thasstivity of issues was generally low,

with a high degree of consensus because many ofnteeventions were based on
popular practice. Finally, the customizability wesceptionally high, with many highly

tailored interventions. This provides a good b&siassert that the interventions in the

meta-analysis are highly relevant to social manigeépplications.

10.3.1. Social Exchange Theory and the 4Ps
The findings from both research projects are ralewa social exchange theory. In

particular, they relate to the 4Ps’ product and@erFigure 10-1 presents a conceptual
model of how findings from the two research prgaetiate to marketing’s product and
price. In summary, conclusions from the websitalitiiéity project are relevant to price,
as mistrust can constitute hidden costs that mayemt individuals from acting on a

motivating appeal. The meta-analysis is more relei@the augmented product.

) Product Product Product
Price (Augmented)  (Actual) (Core)
Active Obiect of
Intervention | Trust Intervention | Behaviour Ject 0
—> - » Motivational
Credibility Psychology Relevanc
Motivated
Individua

Figure 10-1: Unified Research Framework and the 4Ps

As presented in Figure 10-1, website credibilitg active trust are relevant to the 4Ps’
price, as they offer one way of addressing onlingtnost and competition. Trust is the
essential first step, as mistrust can prevent agmefrom acting, even if they are
motivated. Trust is unlikely to increase motivatioather, trust is likely to ensure a

motivated person feels confident to act when predidn opportunity.

The meta-analysis is more relevant to the 4Ps’ymbdJsing the framework by Kotler,
Roberto, and Lee (2002), Figure 10-1 presents ttiese separate products. Ttwre
productdescribes the object that motivates the individthas represents the benefits in
which the person is interested. This describe®tject of motivational relevance in the
model. Theactual productdescribes the behaviour targeted by the intereentvhich

the person must act out to achieve their objecmetivational relevance. In this
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research, this behaviour is normally an interveri$idarget behaviour. However, it was
common for interventions to contrast these two potsl such as in the case of
interventions targeting diet and exercise behasidarachieve a weight loss outcome.
The augmented produalescribes the tangible object or service desigoefhdilitate

behavioural change. Online interventions constitiigeservice.

10.3.2. Applications to Social Marketing
Andreasen (2002) asked two questions about sogteting applications: “Wheoan

social marketing be used?”, and “Whelmould social marketing be used?” To assess
when online social marketinrghouldbe used, Rothschild’s (1999) framework provides
an overview of contexts when marketing offers ablMaapproach. The framework is
presented in Table 10-2. The first two factors cosep psychological dimensions
internal to individuals: motivation and ability/efhcy. The third includes an external
factor: an opportunity to perform the behaviourti®ehild argued that the solution to a
lack of motivationis legislation that creates a favourable environnberencourage the
behaviour. The solution to ack of ability/efficacyis education, with support from
marketing services. The solution tdagk of opportunityis the marketing of products
or services (Rothschild, 1999).

One critical distinction in this framework is theffdrence between motivated and
unmotivated audiences. As the research in thisses only focused on interventions
targeting motivated individuals, the discussion ¥a€us on the motivational half of the
model (Cells 1-4), and only briefly discuss onlimgerventions targeting potential
unmotivated audiences (Cells 5-8).

Table 10-2: Rothschild’s (1999) Framework

Motivation Yes No
Opportunity Yes No Yes No
Ability/Efficacy ) 2 )] (6)

Prone to behay | Unable to behay | Resistant to beha | Resistant to beha

Yes

Education OSM (Service) Law Law, Services
©) 4 (7 (8)
Unable to behay | Unable tabehavi | Resistant to beha | Resistant to beha
No OSM OSM Law, Education, Law, Education,

(Education &

(Education) Service)

Services Services

Motivated audiences (Cells 1-4)
To explain how the model applies to online sociarketing applications, consider a

campaign that encourages citizens to undertakeaigophysical activity for at least 20

198



minutes a day, three times a week. In Cell 1, toemisprone to behavevhen they are
motivated, have the ability, and an opportunity &t out the campaign’s
recommendations. For these people, all that isimedus education. Thus, in an
appropriate online social marketing interventiolhttaat is required is a simple one-to-

many outreach campaign.

In Cell 2, the target group imable to behaveThey are motivated and have the ability
to act, but not the opportunity. In this case, aline servicewould provide the missing

opportunity or help audiences find an opporturitgr example, an online intervention
could offer a service where people might type tipestal code into a website and then

be shown a list of exercise facilities in their commity.

In Cell 3, the target isinable to behaveThey are motivated, have an opportunity to
behave, but lack the ability/efficacy. In this caske system could offer online
education such as e-training or confidence building exexigor example, an online
intervention could aid people who lack ability bffesing alternative opportunities and
then encouraging them to seek exercise appropnatieeir skill level and interests. It
could offer a matching service, where people disc¢hsir likes, dislikes and skills, and

then the system could offer them a range of tailagtions.

In Cell 4, the person is motivated but usable to behaves they lack both the
opportunity and the ability. In this case, a viabtgution could combine features from

the two prioreducationalandservicecomponents.

Unmotivated audiences (Cells 5-8)

The majority of social marketing literature focuses motivated audiences. Likewise,
the majority of online interventions evaluated Ime tmeta-analysis appear to have
engaged at least somewhat motivated individualsis,Tthe findings are unlikely to

generalize to unmotivated audiences. Cells 5-8 desitnate interventions designed to
motivate unmotivated persons. Rothschild’s (19@®)tson was to introduce legislation

alongside social marketing. Examples include laimgisocial marketing campaigns

alongside the outlawing of smoking in public spaa@simposing fines on individuals

who do not sort their garbage.
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For unmotivated audiences, social marketing maggdj@ied in conjunction with legal
measures. However, in some cases the approachdsyechpare likely to start breaking
from traditional social marketing. For example, Aemken (2002) argued that social
marketing could be used on politicians, to influepolicy makers, to change policy, to
influence citizen’s behaviours (such as anti-smgkiagislation). Additionally, this
approach would quickly leave the domain of sociatketing and enter that of political
advocacy. In another case, it appeared that notteeadnline interventions in the meta-
analysis focused on unmotivated audiences in taepntemplation stage. Although it
is possible to implement interventions designechtve people from pre-contemplation
to contemplation stages, this may be expensivestrtito enter the domain of therapy.
Social marketing campaigns are often designed dogyet audiences who are easily
moved to adopt the behaviour. They tend to igndfedlt groups, such as unmotivated
people in the pre-contemplation stage (such ashalws in denial), who may remain
there for years. Clearly, the application of socisdrketing reaches its limits when
discussing mandatory behaviours or unmotivatedviddals. Likewise, online social

marketing is subject to the same limitations.

10.3.3. Elaboration Likelihood Model
Although this thesis draws from many disciplindgre is one model that cuts across

many of the major themes and findings: the elabmralikelihood model (Petty &
Cacioppo, 1986). The model describes how attitwdesbe formed and changed. The
elaboration continuum ranges from low to high. Whenaudience receives a message,
low elaboration(peripheral route processinglescribes when people do not pay direct
attention to a message, or lack the expertise medjio understand it fully. In this case,
people are more likely to evaluate a propositiothaut actually considering the merits
of the proposal, relying instead on heuristics Wes of thumb to determine whether
they accept a propositiokligh elaboration(central route processinglescribes when
people pay attention to a message and possessesptbrise to comprehend it. In this
case, a person is more likely to accept or rejpcrgument because of its substantive

merits.

Andreasen (1995) argued that that-involvement decisionshat people do not spend
much time considering) are likely to be influendey peripheral route processing.
Conversely, high-involvement decisiongthat people spend considerable time

contemplating) are likely to be influenced by cahtoute processing. As the types of
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behaviours targeted by social marketers are higbhkrement, this means that activities
that can increase central route processing arelylike aid social marketing

communications.

The following paragraphs discuss how the elabamdikelihood model may underpin
many issues addressed in this thesis. Specific@dly, source credibility may be
processed peripherally; (2) trust can be procesenttally or peripherally depending on
the level of risk; (3) tailoring increases centralite processing; and (4) the CBICM

contains influence components that include bothrakand peripheral route processing.

First, the website credibility study demonstrated @ssociation between website
credibility, active trust, and behavioural impad&esearchers have discussed the impact
of credibility on perception, in terms consistenthwthe elaboration likelihood model.
The impact of source credibility appears to be @ased with peripheral route
processing. For instance, technology credibilitge@sments are perceived differently
according to peoples’ interest in, and familiamtith, a particular subject. People with
low interests or familiarity are believed to pexeecredibility as a binary value: either
credible or not. While people with high interests familiarity are better able to
appreciate subtle differences, and perceive ciggilzslong a continuum from low to
high (Fogg & Tseng, 1999). It is possible that bBehavioural impact associated with
website source credibility reflects the impact @frqeived credibility resulting from
people who have little interest or familiarity withe issues, and who believe the
campaigns to be trustable because of superficialac evaluations. From this
theoretical perspective, it is unlikely that websdredibility would influence people

who are highly interested and familiar with a gitepic.

Second, trusting behaviours imply a certain levietigk. Thus, it is possible that risk
levels may influence whether central or periphesate processing is used. Higher-risk
transactions may require more trust than lower-tisinsactions. For instance, one
researcher found that across different websitegoaites, users required different levels
of trust in proportion to different types of ris{@®art, et al., 2005). It is possible that as
the risks increase, users start to perceive ontimmpaign proposals as high-
involvement decisions that require central routecpssing. Conversely, as risks
decrease, campaign propositions are treated asinleMvement decisions where

peripheral route processing is more likely.
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Third, the vast majority of interventions in the tar@nalysis used tailoring (83%),
while many also used personalization (40%). AltHougtervention psychology and
dose were offered as explanations for interventgfficacy, research shows that
tailoring can influence behaviour. The elaborati@elihood model has been offered as
the primary mechanism to explain the psychologicatribution of tailoring. Kreuter et
al. (2000) have argued that tailoring increasegrabnoute processing. Studies show
that tailored information is more attention gralghineadable, memorable, likely to be
saved, discussed, perceived as interesting, carsidelevant, and felt to have been
written especially for the reader. Additionallyjléaing does not just offer personally
relevant information, but also eliminates unnecgssaformation (Kreuter, et al.,
2000).
Table 10-3: CBICM and the Elaboration Likelihood Model

Central Route Processing Peripheral Route Processing
Intervention messa Sourct
Audience encodir Source encodir
Feedback messa Media chanel

Fourth, the CBICM can be broken down into clustkeg are more relevant to central or
peripheral route processing. Table 10-3 grouposithe CBICM clusters into the two

processing routes. As factors that can increasmedtion, the central route processing
category includes the intervention message, audieerecoding, and the feedback
message. As factors associated with low elaboradgision making, the peripheral
route category includes the source, source encpdind the media channel. The
audience interpreter has been omitted from thisehoas an individual's particular

background and the particular issue will determivieether they employ central or

peripheral route processing.

10.3.4. Mass-Interpersonal Campaigns
The psychologist Prochaska once remarked thatgievehich is normally carried out

between a therapist and patient, could be scalédet@opulation level, through stage-
based mass communication campaigns (Prochaskd,, eit985). Reformulating this

vision in the digital age, in the near future sbamarketing campaigns could routinely
offer citizens levels of individualization that veepreviously only available through

personal support.

Before Prochaska’s vision can be realized, howdwer,questions need to be asked and

answered. The first is “Whemoesonline social marketing fit into the continuum of
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individualization?” In answering this, targetingasbasic principle of social marketing,
which means interventions are tailored on poputatevel variables. Although some
campaigns are conveyed through people, such asrdamtintervention staff personally
engaging with target audiences, the level of imtlalization is generally at the group
level.

The second question is, “Wheran social marketing fit into the continuum of
individualization?” In answer to this, for socialanketing practice to advance in the
digital age, it needs to design online intervergidimat jump from the one-way mass-
media category to the two-way mass-interpersoniggcay. This would be similar to
the evolution from social advertising to social k&ting, or in other words, a shift from
one-to-many to one-with-many. As social marketivgleed from social advertising,
individualized mass-interpersonal social marketiren evolve from contemporary
social marketing. In other words, mass-media cagmsi can bridge the
mass/interpersonal gap, and offer mass-interpersmmgagement. One way to achieve
this vision is by designing social marketing cangpaithat target sub-groups as the first
step towards relevance, but then apply tailoring) personalization to achieve levels of

individualization far beyond the capacity of cutrerierventions.

Mass/Interpersonal Gap Fulure Mas-Interpersong

A Harmopization
Ve N Ecological Model of Change /—M

Public Policy

Mass-Media
Campaigns

Community Factors

ne-to-many

Institutional Factors

Online Social
Marketing

Interpersonal and Primay,
Groups

Interpersona one-with-one

Interventions

Intrapersona one-with-many

Factors

Figure 10-2: Vision of Mass-Interpersonal Social Meketing Campaigns

This vision is expressed in Figure 10-2. Accordimghis, the future of social marketing
could be to integrate its current mass-media ampredth the benefits of interpersonal
interaction. Building on the ecological model (Mcag, et al., 1988), the vision of

mass-interpersonal campaigns demonstrates howefuterventions could conduct
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one-way targeting to communities, then offer twosweersonalized interventions that
reach people at the sub-group and individual le&edimilar vision was expressed by
Glanz, Rimer, and Sharyn (2005) who argued thabliPlhealth communications

should represent an ecological perspective ancerfasiultiievel strategies, such as
tailored messages at the individual level, targetexdsages at the group level, social
marketing at the community level, media advocacthatpolicy level, and mass media

campaigns at the population level."

10.3.5. Practitioner Implications

Engineering Website Credibility

Given the relationships between website credibilétgtive trust, and behaviour, it is
possible to improve an intervention’s efficacy Bsining more credible and trustable
campaigns. Expressed from an exchange theory mramemistrust can undermine a
campaign’s potential impact; however, website dditif can be leveraged to increase

trust and counter the potentially negative impattsnline risks and competition.

The following are different proposals on factorimgbsite credibility into the social
marketing planning process. First, as website useay conceptualize campaign
websites as the credible source, campaigns shouttleim interactivity and
communications on human-like relationships. Thisangebasing interventions on the
types of interaction offered by a motivating andacématic coach, doctor, or peer.
Second, visual appeal is an important part of bikyi. When designing interventions,
materials should visually express the campaignjsedise and trustworthiness. Third,
specific credibility design factors should be addexl during the formative research
phase by consulting existing literature on the sctopnd obtaining feedback from target
audiences during pre-testing. Fourth, during thenfdive research phase, investigators
can use the three dimensions of credibility (trusthiness, expertise, and visual
appeal) as a framework to guide research on ooliedibility. Target audiences should
be the ultimate judges of what constitutes a ctedémd trustablenline campaign.
Fifth, to outperform online competition and compgtibehaviours, credibility can be
leveraged to gain a competitive advantage. Conleree same factors used to boost
credibility could potentially be used to design g@aigns that undermine the credibility

of competitors.
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Designing Interventions with the CBICM
The CBICM was developed as a comprehensive toalegrribe online intervention

psychology. However, the psychology behind the rhasigeneric and could equally
describe many types of interventions, not justranliln its current form, the model’s

comprehensive nature offers both pros and cons.

The model's pros include its comprehensive natoféering a theoretically based
synthesis of evidence-based influence systemsjrdlugnce components that may be
used to guide intervention development. Consequeihtmay be used as a framework
to develop new interventions, by offering a list kéy categories from which
intervention design features could draw. It coukbae used as an analytical tool to
audit interventions and gain insight into why thragy work, or if they are ineffective,

help understand what may be missing.

The cons are a consequence of the model’s scopeh wiay be too comprehensive and
disaggregated to guide intervention design. Icutsent form, the CBICM is more like
an index of ingredients, rather than a recipe fow tbest to combine them. When
designing interventions it is advisable to use coations of influence components that
have been proven to work. However, random comlmnatiof influence components
could result in unknown effects, with some combiored possibly proving counter-
productive. In its current form, the CBICM can beclzecklist of key factors in an
intervention, but the model would have to be furtdeveloped if it were to offer

evidence-based guidance on how to combine influenogonents.

Addressing Motivation Upfront
It was not always clear that the interventionshie mmeta-analysis explicitly addressed

users’ motivation. Conversely, the identificatiohanidience’s motivation is a defining
feature of social marketing intervention reseafthis is achieved while researching
how to frame campaign messages to offer audiensesfigial exchanges. By explicitly
addressing motivation, online interventions coubtieptially increase their prospects of
achieving greater adherence and better outcomes.acfoeve this, intervention
designers need to spend time during pre-testingincover the factors that drive

audiences’ goal-commitments and ability/self-effiza

When looking at the integration of online inteniens into social marketing
campaigns, there is a potential to fuse the fomeatiesearch (identifying easily
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motivated audiences) with intervention design (pdg the motivational products).
The social marketing planning process offers aectiffe way to identify and frame
interventions around motivational appeals. Thissenes an opportunity to design
campaigns based on motivational appeals targefinticplar sub-groups, which can be
further aggregated to motivational appeals targetinb-groups of sub-groups and,

ultimately, individuals.

Increasing Efficacy with Brief Interventions
Brief interventions are not unique to the Interr@he researcher argued that, “Single-

session therapy is as old as psychotherapy.” (Talni®90). The meta-analysis
demonstrated that shorter interventions achievedetaimpact, while intervention
impact faded as the intervention length increa3dis suggests that some behaviours
can be influenced to some degree by brief intefgeat For example, papers have
demonstrated that brief interventions can reduogédrinking, sometimes in as short
as 15 minutes for one intervention (Kypri, et @&004) and three hours for another
(Bersamin, et al., 2007). It is likely that sevebbahaviours can be addressed through
brief and highly tailored interventions. In the me@nalysis, short interventions

targeting behaviours such as binge drinking, shoaege impacts.

Of course, many behaviours are unlikely to benfbm brief interventions. It is
unlikely that people will be stop smoking after eming feedback from a 15-minute
online intervention. Even though these behavioarsnot be impacted in one session,
brief interventions can serve as the first stepatols forging long-term relationships.
Some brief interventions can deliver a “wake up’dal people exposed to a variety of
risks. For instance, a brief online screener cpalegéntially motivate individuals to take
the next step down a long-term process of changdy, a&s showing a person their stroke
and heart attack risk, and if it is high, encounggthem to join a healthy living

programme.

Although brief interventions may appear simple,hhygtailored interventions require
considerable formative research, theory, and effodevelop. Additionally, a two to
five page online intervention may actually draw awlatabase containing hundreds of
individually crafted messages (Kreuter, et al.,®0@lthough the effort to produce this
type of intervention is demanding, the resultsho$ tmeta-analysis suggest that brief

online interventions can offer significant advamsgvhen targeting suitable behaviours.
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Increasing Doses with Adherence Systems
While brief interventions do not suffer from ativit, process-orientated interventions

suffer from high drop out. However, the more peame interventions, the more likely
they are to achieve the outcome goals. This hadidatipns for intervention design,
where it may be just as important to focus on thereamotivations for using an

intervention, as the macro-motivations for achigvam outcome goal.

Some of the interventions in the meta-analysisndidexert a strong effort to encourage
system usage, while others implemented sophisticadherence systems. To increase
intervention efficacy, adherence systems can b#& vui For example, an adherence
system would detect when a user appeared to beidgput of a programme; then

automatically try to engage him or her by e-ma&kttmessages, or other means. If the
user still did not reply, the system would follow-with more e-mails, and eventually a

councillor would be asked to telephone the userddfedt support or motivation.

10.4. Contributions

Both research projects have contributed to the exoad literature. Whereas many

papers blur the concepts of credibility and trtfs¢, website credibility study presented
a theoretical model that contrasted these variandsexamined their interrelationship.
It applied concepts from commercial e-marketingesabehaviour to a non-profit
contexts and provided arguments to suggest exiensid social exchange theory
online. Finally, it provided evidence that websieedibility may be perceived in a

human-like way.

The meta-analysis was the first to consider oniirterventions exclusively targeting
voluntary behaviours suitable to social marketingpleations. It provided an

indication, but not conclusive empirical evidenttggt the strength of an intervention is
a function of its influence components. It alsoyied insight into the ongoing debate
on the role of dose, and expanded this debate plprxg relations with behaviour.

Moreover, it offered a theoretical explanation thabtivation lay behind these
relationships. Finally, the CBICM offers a harmatien of previously separate
influence studies into a unified package suitablednline interventions, and there is

scope to apply this model to other communicatiodime
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10.5. Limitations
The two research projects are subject to a numbkmiations. For the first research

project on website credibilitgtudy, it was not possible to draw a random seladt
the web survey. Consequently, self-selection maxe Hatroduced bias. Efforts were
made to ensure cross-language comparability ameaddur surveys; however, the
different translations may have introduced soméeodisns. The active trust construct
was measured with a single item, and would havefiied from a multi-item measure.
As a correlational approach, structural equationdefimg could only indicate
relationships between variables, but not causeedisdt relationships. As a standard

practice, theory was relied upon to justify thesdtron of causal relationships.

Peattie and Peattie’s (2003) criteria demonstritatwebsites in the website credibility
and trust study did not share much in common witditional social marketing
contexts. See Section 10.3 for the analysis. Tindystought to identify generic factors
in online influence suitable to non-profit behav@uHowever, the generalizability may
be limited to participants of citizen mobilizatioampaigns, rather than the audiences of
interventions such as public health or safety cagmsa Nonetheless, there are some
compelling reasons why these findings may generadiz least to some types of social
marketing campaigns. Specifically, there is a neaell of social marketing campaign
that can be difficult to distinguish from advocazympaigns. Examples include Verb,
Truth, and Own Your-C. Clearly, these are not adegccampaigns, but they do share
features in common with citizen-mobilization advog@ampaigns. Perhaps Truth was
the most controversial, as it mobilized Florida §oto rally against tobacco companies,
charging them with intentionally misleading the pcibPerhaps the website credibility
study will be more generalizable to social markgtoampaigns that share features in

common with advocacy campaigns.

For the second research project, the meta-analysiguld have been ideal to have at
least two coders from which inter-coder reliabilitglculations could be calculated.
Additionally, it would have also been ideal to codéuence components from the
actual interventions, as opposed to reliance opared papers. In some cases this was
possible, but for the majority it was not. Next, ilwhcoding influence components,
particularly behavioural determinants and changdrigues, some papers provided
detailed descriptions while others provided vagescdptions. Control conditions were

rarely described in enough detail to code relaiiviuence components with full
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confidence. Finally, as there are still too few &gl studies of online interventions, it

was necessary to combine effect sizes across lmhaldomains.

Peattie and Peattie’s (2003) criteria demonstrétedl websites in the meta-analysis
share many features that mark them suitable toakwooarketing applications. See
Section 10.3 for the analysis. Although they wer# oonceived as part of social
marketing campaigns, the careful selection critenmal strong fit with Peattie and
Peattie’s (2003) criteria provide evidence thatfihdings from the meta-analysis can

generalize to social marketing applications.

10.6. Future Research
The first research project on website credibilinjydooked at the role of increasing an

intervention’s credibility, but it did not addreasiother application: undermining the
credibility of competitors. For the future, it woube useful to assess how online
counter-credibility campaigns could influence bebaxs. For instance, Florida’s Truth

campaign did not preach to teens to stop smokingrdiher it informed them that the
tobacco industry had manipulated them, and urgethtto make their own decisions
rather than be manipulated by greedy corporatidimés was a direct attack on the
tobacco industry’s credibility. One could ask wtestthe counter-credibility component
of this campaign was a factor in reducing smokihgo, the same approach could be
applied to other domains, such as debunking tHaen€e of pro-anorexia advocates,
anti-environmental industries, or the fast food ustly. Thus, there is room to

investigate the potential behavioural impacts aermining the source credibility of

competitors.

During the meta-analysis, the large number of erilte components, and few studies,
made it difficult to conduct mediation analysisr kwstance, within the message cluster
there were 40 possible influence components, afh@iven just 30 studies, it was not
possible to conduct multiple meta-regression amalygloreover, with much of the
heterogeneity explained by control conditions, fetumeta-analysis should be
conducted with the same control conditions. Addilly, they should probably focus
on just one behavioural domain. Although these icenations could improve the
guality of future meta-analyses, at present thezenat enough studies to allow focused

meta-analysis. The two other meta-analyses iniéhé faced the same constraints, due
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to the limited number of papers. Perhaps in a feary there will be enough studies to

undertake meta-analyses with an optimal populaifantervention papers.

During the meta-analysis, a decision was made mabtle stage transitions based on
the transtheoretical approach. However, as the nhajf interventions were modelled
on Prochaska’s transtheoretical model, there iogwortunity to conduct a similar
meta-analysis examining stage transitions rathem fmal behavioural outcomes. Such
a study could further support online social mangtiesearch, as the role for mass-
campaigns is more appropriate during the earlyestagihile the role for interventions

that start approaching digital therapy are more@pyate for later stages.

Finally, the CBICM proved to be a useful way tonfieinfluence components from a
range of fields into a simple model. To make thedetowork, constructs from
behaviour change and persuasion theories weregiesgated. Although disaggregation
was a necessary step, it also had disadvantages. CBICM may be highly
comprehensive, but it does not show which of maoynlinations of influence
components are best suited to particular applicatido improve this weakness, future
research needs to reflect theory and best pracfltes CBICM may be fine enough to
offer a common denominator that can explain marifueémce systems. By clearly
identifying these packages (groups of construamfthe major theories), the CBICM
would be more useful as a tool to aid interventa@sign. There is also a need to
reorganize some behavioural change techniques.ekample, the primary list of
behavioural change techniques includes some thtdré into the feedback message
cluster, such as providing feedback to audienceslittonally, should there be a point
when enough homogenous interventions can be retatded, then it could be possible

to validate packages through statistical means.

10.7. Summary

The first research question asked, “Can onlineasauiarketing campaigns influence

target audiences’ behaviour?” In answer to thigrpstudies provide some evidence
that they can. However, the meta-analysis proviadeditional, but stronger evidence
due to its selection of studies that targeted bieay similar to those targeted by social
marketers.
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The second research question asked, “What desigior$aare critical to online

intervention success?” In answer to this questimmst interventions were goal-

orientated, offering skill building and feedback ahanisms to aid goal-attainment.
There could be a trend (which was not statisticadliyjdated in the meta-analysis) where
more psychologically sophisticated interventions peoduce stronger results. Time is a
critical factor, possibly due to an associationhvgdbse. In general, shorter interventions
achieved larger impacts (with people receiving &dposure to an intervention), while
longer interventions resulted in smaller impactes@ibly due to lower exposure as
people lost motivation over time). Motivation wasoposed as the key construct
underpinning adherence. Participants were mordylilceact on the advice of websites
perceived to be credible. Additionally, active tragppears to mediate a small, but
statistically significant indirect effect of welssitredibility on behavioural impact. The
data showed the three-dimensional human credibilihodel—comprised of

trustworthiness, expertise, and visual appeal—ttigésdata better.

The findings have implications for social exchanpeory, influence component
approaches, the CBICM, and intervention exposumsiderations. Regarding social
marketing implications, the website credibility dgufound that interventions were less
generalizable to social marketing applicationsegxdor the case of activism-like social
marketing campaigns. However, the interventionthen meta-analysis were similar to
social marketing applications and are thus moresgdizable. From a 4Ps perspective,
the website credibility study addressed price fagtwhile the meta-analysis addressed
product factors. The interventions from the metakgsis are primarily suitable to
interventions where participants are motivated tuime degree, and where an
intervention can achieve impacts by providing ssgsito help carry out behaviour, as
well as education. The elaboration likelihood moe®plains much of the research in
this thesis: website credibility, trust, tailoringnd the CBICM. Finally, future social
marketing could aim to disseminate mass-interp@isoampaigns that engage large

populations through numerous individualized, intéxee relationships.

For practical applications, intervention planneas engineer trust through manipulating
credibility factors; use the CBICM for interventighanning (though the model requires
further work); better address motivation in onlineterventions; deploy brief

interventions when appropriate; and use adhereysgerss to decrease potential

dropouts.
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11. Conclusions

Human behaviour affects the wellbeing of individyadocieties, and our planet. When
social problems share features in common with niexggecontexts, social marketing
offers an effective way to influence the behavionfrindividuals, which can positively
impact social and environment health. Social mamgeis predicated on the application
of commercial marketing principles, alongside otbehavioural change techniques.
During the social marketing planning process, irgation architects commonly
identify particular sub-groups and, with pre-tegfimlevelop targeted communication

materials that offer audiences beneficial exchanges

When this research project began, there were fgwergaabout social marketing over
the Internet. Since that time, there has been ginarincrease in the number of papers
about social marketing over the Internet, includstgdies on social marketing with
other new media. Some of these papers have enealagctitioners to adopt online
engagement and to rethink how they communicate wlisir target audiences.
Nonetheless, there has been a lack of researdieaafficacy of online social marketing
interventions and, perhaps because it is diffituldssess intervention impacts, there is
also a lack of evidence-based guidelines to aidrwention development. However,
literature from other fields—such as e-marketingdence-based behavioural medicine,
health communications, and persuasive design—mady bkecial marketers better
appreciate intervention efficacy and design apgreacBuilding upon this literature,
this thesis has presented two research projecigngesto shed light on the impact of
online interventions and to assess a few desigmorfgcassociated with positive

behavioural outcomes.

Efficacy of online social marketing

Meta-analyses and systematic reviews have shownittiea possible to influence the

offline behaviours of individuals through onlingeraction. However, the prior meta-
analyses that offered the strongest evidence redlbtl both voluntary and mandatory
behavioural goals with psychological therapy, drepia situation where it was not
possible to know if their conclusions were geneedlle to social marketing

applications. However, there was at least one dimepa systematic review that

showed interventions suitable to social marketingtexts could work, but this study
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did not offer pooled statistical synthesis. Thetgdies provided an indication that
online interventions could be incorporated intoigbmarketing campaigns. However,
the meta-analysis in this thesis supplements thstiey evidence by providing
additional and more generalizable evidence thatneninterventions can influence

behaviours, and that they could be integrateddntaal marketing campaigns.

Factors associated with behavioural influence

Overall, the interventions in the meta-analysis thedcapacity to influence behaviours.
They were primarily goal-orientated and deployechuamber of behaviour change
techniques that informed people of the consequentékeir behaviour, encouraged
them to set goals and plans, and tracked theirgssgowards their goals. Intervention
exposure, also called dose, was demonstrated tnpertant. People who received
more exposure to interventions generally achieweatgr behavioural outcomes. This
principle appears to be manifest in an intervergioduration and adherence.

Intervention duration was associated with beha@buoutcomes, with shorter

interventions resulting in stronger outcomes. A¢ ttame time, study adherence,
intervention adherence, and behavioural outcomesapto be related. It is proposed
that motivation may be the key variable explainaatherence correlations, why people

stick to some interventions, and why shorter irgations produce larger impacts.

The meta-analysis showed that just one of thirtyineninterventions specifically

addressed source credibility. However, the wehsielibility study demonstrated that
website credibility and trust are important factorsnfluencing users’ behaviours. In
particular, there are relationships between websigglibility, users’ trust, and their
behaviour. For theoretical reasons, high credybiiebsites are unlikely to increase
people’s behaviours, but rather, lower credibilitgbsites are likely to reduce people’s
trust, and consequently reduce their likelihoodaofing on a website’s advice. Thus,
website credibility and trust can be leveraged ffsed the possible negative impacts

resulting from low trust and highly competitive e environments.

Designing online interventions

When describing online interventions, there is mmle influence system capable of
describing the full range of influence factors. dape with the diversity of influence
literature, the CBICM provides a communication-lthBamework that can incorporate

a broad spectrum of influence systems and techsiqliee model is founded on three
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theoretical notions, which received some suppathiwithe two research projects. It is
based on a two-way communication model, thougtaiit also be applied to one-way
communication by excluding feedback-based influeaemponents (which can only
operate when two-way communication exists). Thisdehofits well with social

marketing calls to rethink online communicatioreasinteractive communication media
(Lefebvre, 2007; Peattie, 2007). The model protede a useful way of describing
online interventions. However, more work would leguired if the model were to be

used to guide intervention development.

Mass-interpersonal campaigns

It is conceivable that the types of online intemi@ms described in the meta-analysis
could be easily incorporated into social markettagnpaigns. This would enable social
marketers to design campaigns that both promot#éhyebehaviours and provide the
services required to facilitate the change proc€sw of the innovations that social
marketing offered over social advertising was thetroduction of targeted
communication, rather than generic messaging. & fthure, it is conceivable that
online social marketing campaigns could combinesradreach with interactive and
interpersonal services, to offer mass-interperssoaial marketing campaigns. Such
campaigns could begin with broad outreach (one-doyjpto engage target audiences,
but then offer them interactive online support (evith-many), previously only offered
by therapists, coaches, or health experts. Massp@tsonal interventions could offer
the field another major step forward. To achievs Wmsion, social marketers could first
target key groups through multi-channel campaigimsn offer tailored online systems
for specific sub-groups, and further provide tabbrinterventions to accommodate
individual needs. During this process, differenygh®logical design factors may be

relevant and tailored for each level of aggregatgwoup, sub-group, and individual.

Future applications

At present, many nations are debating the valueniied patient records. In many

countries, it is common for citizen’s health rectd be managed by their doctors,
resulting in decentralized patient records whefiedint medical staff treating the same
patient may struggle to obtain their patients’ fukdical history. There are numerous
social, political, and ethical concerns surroundimgfied patient records. These human

concerns are perhaps the most challenging to agldndsle the technology solutions
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are much simpler. Nonetheless, it is reasonabixpect that many nations will move

towards e-health solutions, with unified patierdarels as a key component.

In nations that are planning to harmonize patiexgtlth records, there are discussions
about providing public interfaces. For exampleQOntario, Canada there are plans to
provide citizen portals for disease management, icaédn management, and
scheduling (eHealth Ontario, 2009). As these systenti out, there will be a new
opportunity for nations to offer their citizens lemcost digital health interventions,
which may also create an opportunity to automatgasonarketing interventions. For
instance, there are numerous examples of socidtatiag campaigns that encourage
women to screen for breast cancer. However, witheghpatient records, public health
officials could draw on an individual’'s health reds to disseminate automated health
campaigns that target women at risk, and provideréa support, particular to their

medical background, risk factors, and possiblystifie preferences.

There may come a point when social marketing amjitaditherapy merge. Such a
confluence of fields could offer a powerful comtina of targeted outreach and
tailored support. Perhaps as countries around tbddwnove towards centralized
patient health records, the health campaign intdéiees of this decade could become
routine digital-treatments in the next. At suchimet instead of targeting at-risk
individuals with expensive and broad campaignstatsccould prescribe their patients

highly tailored digital interventions as routineepentative medicine.

Despite this thesis’ optimistic conclusions andions many of the world’s social
problems are very difficult to resolve. The fireingence of Andreasen’s (1995) social
marketing book stated that “Changing behaviournprove people’s lives is not an
easy task.” Though the challenges are huge, gimemperfect and highly-wired world,
the more we understand online intervention degtuym better our chances of marketing

a better future.
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13. Appendices

13.1. Social Marketing Bibliographic Analysis
Methodology (1971-2008)

To gain perspective on the growth of social marigtliterature, a bibliographic

analysis was undertaken on the PubMed databasetiméeseries chart is presented in
Figure 13-1. This investigation was not intendedb® a comprehensive or deep
analysis, but rather a quick way to assess thalsraver time. Consequently, this
approach blended standard content analysis witha@vel of confidence that was low,
but adequate for the purpose of basic insight.
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Figure 13-1: Social Marketing Journal Publications(1971-2008)

During the process, a number of key word combimatiand two bibliographic abstract
databases were compared. The analysis was conduttgtl January 2009. Table 13-1
presents the three queries, the hits from Web avwedge (WOK) and PubMed, and
the overall judgement after assessing the resAfitsr evaluating the results, the search
terms from Query 2 was selected, though both datsbaroduced roughly the same
results, with Web of Knowledge retrieving 1,774tiitn and PubMed, 1,760. However,
after retrieving the search results from both dasek and querying for duplicate records
through title matching, the Web of Knowledge proeliicl,769 results and PubMed
1,749, which shows a small difference. A reviewtlod results from both databases
showed significant overlap in coverage; howevehNped offered one advantage, in
that it included the Social Marketing Quarterly, iséh was not indexed by Web of

Knowledge. Thus, PubMed was selected.
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Table 13-1: Search terms and results

Query Keyword Search Terns WOK | PubMed Judgement
1 "Social marketing' 176¢€ 1641 Good results, biappears tbe
missing some records
2 "Social marketing" OR "social 1774 1760 | Good results and highly relevant]

marketer" OR "social marketers"| (1769) | (1749)
OR "social marketed"
3 "social market* 199/ 14 Larger results thathe other twc
queries, it included many
irrelevant papers on economics

After retrieving the 1,760 results from PubMed,ragess was undertaken to clean the
data and evaluate query relevance. One articladdf®/1 and another from 2009 were
removed. This produced a time series of 1,747 lastibetween the years 1971 and
2008. A random sample was drawn from 5.7% (n=10®he abstracts to verify if each
abstract was about social marketing or irrelevAhstracts and titles were evaluated by
a loose definition of social marketing, as the aggplon of commercial marketing
principles, along with other techniques, to infloenvoluntary behavioural change.
After assessing each abstract and title, they wexked for relevance as followges
perhaps no, or cannot judge Table 13-2 presents the results, which were asdes
within a +/-10% margin of error at a 95% confidetees| (Neuendorf, 2005).

Table 13-2: Results of random sample assessment

Category Count Percent

Yes 78 78%
Perhaps 11 11%

No 5 5%

Cannot judge 6 6%
Grand Total 100 100%
Grouped Categories Count | Percent
Yes and perhaps 89 89%
No and cannot judge 11 11%
Grand Total 100 100%

Limitations and generalizability

Past research has shown that many interventiorigygaa social marketing, despite the
fact that they do not use the term “social markgtitMcDermott, et al., 2005). This
qguick assessment did not retrieve full text to makdefinitive assessment; rather, it
aimed to paint rough picture, rather than condadnadepth assessment. Consequently,
these results are indicative at best.
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13.2.2. Waebsite Audit Code Sheet

Group

Details

Role and site tyf

URL

Languages

Scope (global, regional, national)
Width (horizontal, vertical)

Branding/affiliation

Campaign logo
White band symbol
White band link
MPH branding
MDG branding
Weak campaign link

Communications
features

Newsletter
Discussion forum

Ranking anc
relationships

In-links (Yahoo)

Links between sites (Yahoo)
Co-Links (Yahoo)
PageRank (Google)
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13.2.3. Research Partnership

Memorandum of Understanding between the GCAP E-commumications Group and the University of
Wolverhampton Statistical Cybermetrics Research Group

This paper outlines the key points that will form a partnership between the GCAP e-communications group and the
University of Waolverhampton. Simply put, the researcher, Brian Cugelman, will play a dual role as member of the
GCAP e-communications group while also undertaking a case study of the 2007 campaign. In doing so, he will
provide expert online advocacy advice while conducting an extensive research project; this will provide the e-
communications group access to high quality information that will strengthen the campaign, while information
collected during the study will be used for research about non-profit communications.

Mutual support

+ Based on a collaborative effort, the researcher will support GCAP’s online campaign by providing advice,
analysis, share almost 10 years of professional Internet campaigning experience and provide e-campaigning
education when the occasion arises.

+  Through this arrangement, the GCAP campaign will be granted indirect access to leading Internet
researchers and marketing academics. At the same time, any published works about the GCAP campaign
may be subject to academic scrutiny which would increase the credibility of this research.

+  The researcher will conduct a number of research projects and implement a number of website monitoring
activities. Findings will be made available to the e-communications at regular intervals during the 2007
campaign.

+  Toensure that this arrangement supports the GCAP campaign, a needs assessment will be distributed to all
members of the e-communications group and participating coalitions. Though it is impossible to address
every single request, the needs of the majority will be met.

Ethical considerations for the main stakeholder groups

+  Survey participants: Participants in the study have the right to anonymity and any confidential information
they share will be protected. E-mail addresses collected during the study will be hand over to appropriate
bodies as agreed to in the survey (such as agreeing to join an e-mail list or asking to be notified about the
survey findings).

+  Website coordinators: If desired, each website coordinator or coalition, will be provided a full copy of all
data related to their website. However, user e-mail addresses or feedback may be withheld in the interests
of protecting the rights of individuals whom whish to remain anonymous or not to have their e-mail
addresses abused.

+ E-communications group and GCAP coordinaters: The ecommunications group will have access to the
fully tabulated results, minus any data considered confidential. They will be provided with incremental
reports that can be used to benchmark progress and obtain valuable feedback about the online campaign’s
online progress. Furthermore, at the end of the research project, a report on the online campaign will be
presented. The tabulated findings and final report may be used without any restriction; however, to protect
months of full time work, certain considerations would apply to the full data set (as specified below)

+  Researcher: Because this research project will represent several years of work, and as part of a PhD, it is
important that the researcher have exclusive rights to publish academic papers based on the data. To protect
years of research, and months of hands-on work, the full data set may not be distributed to any third parties
nor used for publication purposes. However, as indicated above, the fully tabulated data and reports will be
available for any member to use in any way.

Notifications
+  Onallresearch products, there will be a clear notice stating that the research will support the GCAP
campaign, while at the same time, contributing to scholarly research about non-profit Internet campaigning.

CIVICUS on behalf of the E-Communications Group Date

University of Wolverhampton, Statistical Cybermetrics Research Group Date
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13.2.4. Qualitative Study Materials

Interview Instrument

Survey #AUTO NUMBER Zone number: Event letter: Time:
Visible campaign symbols:Y N M Gender: F M Refusal: Y

Q1. From what type of communications medialid you learn about this eventqSelect all that apply)

Website(qualifies for 1a, 6)

E-mail (qualifies for 1a, 6)

Word of mouth (by phone or in persdigualifies for 7)

Publicity material (Posters, flyers, promotionahit)

Mobile phone (SMS, MMS)

Print media (newspaper, magazine, newsletter)

Broadcast media (TV, radio)

Found the event by accideft only this, end interview)

Other:
If website or e-mail were selected:

la. Can you remember the name of the website or URL
(If participants can’t remember, show campaign vitels$ | Aided

YourVoiceAgainstPoverty (The world can’t we
MakePovertyHistory Other:
WhiteBand/GCAF Cannot rememb

Q2. a. From which sourcesdid you learn about this event?(Source: people or org behind medja)

(Select all that apply)
b. Of these_sourceswhich ones most motivated/ou to attend?How did they communicate with

you?

Source a. Learn | b. Motivate (Note communication
media)

Organization

Your work/professional contact
Fiend/acquaintance

Family member/significant other (not 7
I’'m not sure

Other:

Q3. Are you primarily attending this event becaus@f an [1organization, [lcampaign or[Icause?

If YES: 3a. Which category best describes your participatio at this event?(Select one)

Coordinator/organizer Outside observer, as an individual
Staff member Outside observer, from an organization
Volunteer Media/journalist

Member, supporter, constituent Other:

3b. Can you name the organization, campaign or caa8

3c. How long have you been involved with it®years and months)
If NO: 3d. Why did you attend today’s event?

Q4. What city did you travel from, to attend this event? [ILondon [1Other:
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Q5. Which of the following activities have you undeaken?

a. Offline X b. Online X
Attended a Women'’s day event Subscribed to anneslegter
Intentionally wore white clothing as Joined an e-mail discussion list or onling
requested by the campaigners (accidental discussion forum
white clothing does not count)
Brought an alarm cloc
Made a speech bubble before today’s € Made a speech bubble and uploade

online

Informed colleagues or friends Informed colleagaefriends
Distributed campaign materials Distributed cargpanaterials online
Wrote or published campaign informatior Wrote oblgshed campaign information
Sent a paper petition for the G8 Sent an e-patitiche G8
Enccuraged your MP to take acti E-mailed you MP to take acti
Bought white ban Bought white ban
Made a charitable donati Made a charitable donati
Volunteerec Volunteerec
Undertook event coordination activities Underteslent coordination activities
Others: Others:

If communicated through website or e-mail: Q6
If communicated through word of mouth only (excludag family members): Q7; If neither: end

Q6:websitelle-mail Q7:[personal
How was your decision to attend today’s event impaed by...........? (Follow up with WHYs)

Q6.a...your ability to easily find information on thebsite/e-mail?
Q7.a...your ability to easily communicate with thegun?

Q6.b...your belief that you could trust informatidre twebsite/e-mail?
Q7.b...your belief that the you could trust what §ésson said about the event?

Q6.c...your belief that the campaigners were actingour best interest?
Q7.c...your belief that this person was acting innjoest interest?

Q6.d...the website/e-mail’s visual attractiveness?
Q7.d...the persons visual appearance?

Q6.e...how well information about the event relategdur personal interests?
Q7.e...how well information about the event relategdur personal interests?

Q8. In the future, how could interaction with the (website/e-mail/persons) better motivate you to be
more active in the campaign?
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Event Sample Zones

11:00

11:30

12:00

12:30

13:00

13:30

Speech
Bubble
Placard
Making
C

14:00

14:30

15:00

15:30

16:00

16:30

Debate:Two years
on from
Gleneagles: Can
the G8 deliverB
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13.2.5. Engagement Tools and Needs Assessment

Learning about GCAP’s e-adveocacy in 2007

Through a formal partnership between GCAP and the University of Wolverhampton, we will undertake a
comprehensive study of GCAP's 2007 e-campaign. This research partnership presents an opportunity to better
understand our online user’s needs, improve our e-campaigning and confribute to research about non-profit
outreach. In particular, this investigation will help us:

Understand our constituents” background, interests, motivations and needs

See how users perceive us, as ¢ izations through our websi

Understand the relationships between online engagement and offline action

Leam how owr approaches to e-advocacy may encourage or discourage participation
Answer questions proposed by e-campaigners across the GCAP network

This investigation is part of a PhD thesis with the University of Wolverhampton’s Statistical Cybermetrics
Research Group and Business School. It will be conducted by Brian Cugelman who co-authored the GCAP
websites evaluation in 2006 and brings 10 years of e-campaigning experience to the project.

A brief needs assessment will be sent cut in early September and the full study will be conducted the first
weekend after the Stand event on 17 October 2007. Due to budget limitations, this study will only be camried out
in Arabic, English, French, Portuguese and Spanish. However, if your campaign is being conducted in another
language, we welcome your participation provided you can help us translate the main survey.

To protect rights and confidentiality of all participants, the partnership agreement outlines ethical guidelines for
this research project. In summary, each individual will be informed about this project so they may provide
informed consent. Each national coalition will be provided a full copy of their data, but not data from any other
coalitions, The aggregate findings will be published in a final report.

Participation is voluntary and is open to all GCAP coalitions with a web presence. It will only require a small
investment of time and input, estimated to be no longer than 20 minutes. If you have any questions or wish to
confirm your participation, please e-mail b.cugelman(atjwlv.ac.uk.

Learn more:
s View GCAP’s online network (http:/eybermetrics.wlv.ac. uk/GCAP/geap-online-network .htm)
s  Read the partnership agreement (htip://cybermetrics. wlv.ac.uk/GCAP/gcap-partmership.htm)
¢ Leam about the overall research project (http:/cybermetrics.wIv.ac.uk/ GCAP/index html)

Webmaster Needs Assessment

To prepare for the final survey, please tell us the top three things you'd like to know about your
online constituents and list a websile focal point we can contact later on (this person may be
you}. The website focal point should be heavily involved in your e-outreach efforts, be able lo
speak on behalf of your colleagues (or collect their viewponts), and have the authonty lo post
oontent on your sile. This questionnaire is in English; however, the final questionnaire will be
available in English, Spanish and French.

This study is being conducted by a partnership between the GCAP E-Communications Task-
Force and the University of Wolverhampton. The partnership aims 1o help GCAP learn more
about its e-advocacy while also contribuling to research about non-profit e-engagement. All
dala will be trealed confidentially, and only released in summarnies. However, the names of
GCAP websile focal points will be shared with the GCAP E-Communications Task-Force for
the purpose of aiding the exchange of expertise across the campaign network. You can learn
more about this project on

1. Which GCAP website do you represent?
[Drop down list of countries]

2. Whalt are the lop three things you'd like 1o know about your users and ther perceptions of
your e-advocacy?

1. [Open tex field]

2. [Open text field]

3. [Open lext field]

3. Please name the website focal point {(who may be you) so we may contact them for this
ed?
o Organization name [text field]
Contadt name [text field)
Role [text field]
E-mail [text field]
Phone [text field]
Other contact details: [text field]

Newsletter annou on needs assessment outcomes
GCAP E-Activism Study Focus

With input and discussions from about half of GCAP’s 60 website operators, we have identified ten
common themes for the upcoming website user study. Contributors to the needs assessment were
interested in leaming more about the people using their websites; which topics users are most interested
in; what motivates them to participate in GCAP activities; how much campaigning users have done in
the past, are doing at present, and might do in the future; whether their online outreach was working and
if their users were spreading the word online {viral marketing }; what sort of e-advocacy works best; and
whether users consider their websites to be usable with high quality content. In addition, the study will
address user’s perceptions of website trust and credibility.

We wish to thank everyone who participated in the needs assessment, and stress that the final study is
open to all coalition website operators. The online study will start at the end of October and website
operators will receive a link to the online questionnaire, available in English, Spanish, French,
Portuguese; and depending on fechnical issues, Arabic. If you would like to participate, but your
national language is not represented here, we welcome your participation provided you can assist by
translating the swvey. Also, if you'd like to participate but didn’t complete the needs assessment, just e-
mail us to let us know you're interested.,

Any questions should be directed to b.eugelman@wlv.ac.uk and you can read about the study here:
http:/fwww.whiteband. arg/about-geapy geap-sites/researching -geap-s-e-advocac y-in-2007
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13.2.6.

Website Credibility and Trust Questionnaire

There may be some discrepancies between this weraial the final study that was
posted and subject to minor editing.

Navigational Elements

English Spanish Portuguese French
<< Prev (short fo << Ant. Ant. << Préc
previous)
Next Next >> Sig. >> Prox. Suiv. >>
Exit this survey >> Salir de esta encuesta »> &adte enquérito Quitter

Please answer this
guestion.

Por favor, responda estg
pregunta

Por favor, responda estg
pergunta

Vous devez répondre a
cette question.

Please enter a comment
the other field.

n

Por favor, hace un
comentario en el otro

Por favor, comente no
outro campo

SVP, ajoutez un
commentaire ici

espacio
Done Li st 0>> Prontc Fait
Globa Mundial Globa International
Regiona Regiona Regiona Regiona
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Likert-type Scales

English Completel Completel
Disagree Agree
Spanisl Discrepao Totalmente
Totalmente De Acuerdo
Portuguese: Discordo Totalmente Concordo Totalmente
French: Pas du Tout d’Accord Tout a Fait d’Accord
English: Very Bad Very Good
Spanish Muy Malo Muy Bueno
Portuguese: Muito Ruim Muito Bom
French: Trés Mauvaise Trés Bonne
English: Very Very
Unattractive Attractive
Spanish Muy Poco Atractivo Muy Atractivo
Portuguese: Muito Desatraente Muito Atraente
French: Trés Rebutant Tres Attirant
English: No Yes
Spanish No Si
Portuguese: N&o Sim
French: Non Oui
English: Untrustworthy Trustworthy
Spanish No Fidedigno Fidedigno
Portuguese: N&o Merece Confianca Digno de Confianga
French: Non Digne de Foi Digne de foi
English: Unreliable Reliable
Spanish Inconfiable Confiable
Portuguese: Inconfiavel Confiavel
French: Pas du Tout Fiables Tout a Fait Fiables
English: Not Experts Experts
Spanish No Expertos Expertos
Portuguese: N&o-Especializados Especializados
French: Non-Experts Experts
English: Unknowledgeable Knowledgeable
Spanish Desinformado Informado
Portuguese: Mal-Informados Bem-Informados
French: Mal Informés Bien Informés
English: Unconfident Confident
Spanish Inseguro Seguro
Portuguese: Inconfiante Confiante
French: Sans Conviction Avec Conviction
English: Completely Completely
Mistrust Trust
Spanisl Desconfianza Tot Confianza Tote
Portugues Desconfio Totalmen Confio Totalment
French Aucune Confianc Confiance Absolu
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Survey Introduction

English

English| Espafiol| Francais| Portuguég

GCAP’s White Band Campaign Website Study

Thank you for contributing to this study. Your feéedk will help us improve the White Band Campaigiriéine
capabilities while supporting research on non-pr@mmunications. The questionnaire will take alientminutes to
complete and you may use any of the languagesl liieve.

This study is being carried out by the Global GalAction against Poverty Campaign (GCAP) and théversity of
Wolverhampton. This is an anonymous questionnaidevee are using a secure website connection tegirgour data. If
you wish to read more about this study, how datbbeiused or our ethical guidelines, visit WhiteBaorg

When you start this questionnaire, you will firstext the one website you’re commenting on. Trigdep this website in
mind throughout the survey. After completing eaalyg click on the “Next” button at the bottom oé tcreen. If you
make a mistake, you can go back with the “PrevidsutThe progress bar at the top will show 100%mwyeu reach the
last question. We appreciate your time.

Spanish

English| Espafiol| Francais| Portuguég

Estudio del sitio web de la Campafia GCAP

Muchas gracias por su contribucién a este est&dis.opiniones e insumos nos ayudaran a mejoraafeidades on-
line de la Campafia de la Banda Blanca, al tiempapdgar a la investigacion sobre comunicaciones sactor sin fines|
de lucro. Le llevara solamente 10 minutos compleltéormulario y puede hacerlo en cualquiera dedmsmas
enumerados abajo.

Este estudio se lleva a cabo mediante un acuetddaseado Global a la Accién contra la Pobreza (&34 la
Universidad de Wolverhampton. El cuestionario émnano y estamos usando una conexion de sitio welotprga total
seguridad a la privacidad de la informacion. Secgiieer mas sobre este estudio, el uso de lokagssi o las directrices
éticas, por favor visite: WhiteBand.org

Al comenzar el cuestionario usted seleccionarésgiggweb estd comentando. Trate de recordarlda¢m del
cuestionario. Después de completar cada pagina,di@gen el botén “Sig.”. La barra en la parteesigr de la pantalla I¢
mostrara 100% cuando usted haya completado toslaedpuestas. Apreciamos mucho el tiempo que dedigesponde
este cuestionario.

h

Portuguese

English| Espafiol| Francais| Portuguég

Pesquisa para o Sitio da Campanha GCAP Faixa Branca

Obrigado por contribuir a este estudo. Suas reag@eajudardo a aprimorar as habilidades onlin@atapanha da Faixa
Branca e a apoiar as pesquisas acerca de comusscs@&d fins lucrativos. O preenchimento do questionevara cerca
de dez minutos e vocé podera fazé-lo em uma dgisdénlistadas acima.

Este estudo é realizado pela Campanha Global de éaiiira a Pobreza (GCAP) e a Universidade de Wadwvapton.
Este é um questionario andnimo e a conexdo de séEs@ protegida para resguardar suas informa@egocé desejar|
ler mais acerca deste estudo, de como as inforreagbao ou usadas ou de nossas orientacdes éisies,
WhiteBand.org

Ao comegar o questionario, indique primeiro quahganha vocé deseja comentar. Tente manter o sfiectico dela
durante o preenchimento. Ap6s completar cada pAdigae no botdo “Préx.” abaixo na tela. Se vogisey corrigir um
erro, retorne por meio do botdo “Ant.”. O indicader progresso no topo chegara a 100% quando vbeérem Ultima
guestéo. Obrigado por sua participagdo.

French

Englist | Espafic | Frangai |Portugué

Etude sur les sites Internet de la campagne du Baadu blanc de ’AMCP

Nous vous remercions de participer a cette étuds.réponses nous aideront & améliorer la cyberaampdu Bandeau
blanc et serviront a la recherche sur la commuioicatans le secteur sans but lucratif. Il va vai®ir environ dix
minutes pour répondre et vous pouvez utiliser I'dae quatre langues ci-dessus.

Cette étude est menée par I'Action Mondiale Colatfeauvreté (AMCP) et par I'Université de Wolvertgaon. Le
guestionnaire est anonyme et nous utilisons uneecéon sécurisée pour protéger vos données. Vousdrez sur le site
WhiteBand.orgoutes précisions sur la fagon dont seront uédés données et sur notre éthique.

Pour commencer, il vous est demandé de sélectidasée dont il va étre question. Il faudra bievoir en téte tout au
long du questionnaire. Apres avoir répondu a uresien, cliquez sur le bouton "Suiv." en bas derfié. En cas
d'erreur, utilisez le bouton "Préc."pour revenirariére. La barre d’avancement en haut de I'éaffichera 100%

lorsque vous en serez a la derniére question. Nous voumsartrés reconnaissants du temps que vous nousiez

238



Questionnaires

English

Spanish

Portuguese

French

1. Please select the one website you
commenting on.

If you are not sure the exact name, look it up
here

1. Por favor seleccione qué sitio web ¢
comentando.

Si no esta seguro del nombre exacto, mirg
esta lista.

1. Por favor, indique o sitio que vocé de:
comentar.

Caso nao tenha certeza do nome exato,
confira aqui

Veja a lista de paises ao final

1. Sélectionnez le site qui fait I'objet |
présent questionnaire.

Si vous avez un doute sur son hom exact,
cliquez_icipour vérifier.

2. | primarily use this website to support a
worthwhile cause.

2. Uso este sitio principalmente porque
quiero apoyar una casa hoble e importantg

2. Eu uso este sitio primariamente para
2.apoiar uma causa digna.

2. J'utilise avant tout ce site pour soutenir
une cause qui me tient a cceur.

3. This website is easy to u

3. Es muy facil usar este sitio w

3. C sitio é facil de use

3. Ce site est simple d'utilisatic

4. This website’s reputation

4. La reputacion de este sitio wehb

4. A reputacgédo do sitio

4. La réputation de ce site €

5. Because of this website, | am more willing
support this campaign in the future.

td. A causa de este sitio web, ahora estoy

inclinado(a) a apoyar su camparia en el
futuro.

mAasPor causa do sitio, estou hoje mais
disposto/a a apoiar essa campanha no fut

5. Ce site renforce mon désir de soutenir
Liette campagne a l'avenir.

6. This website’s visual appearanct

6. La apariencia visual de este sitio wel

6. A aparéncia visual do sitic

6. Visuellement, ce site e:

7. I'm primarily involved with the White Ban
Campaign because of obligations to others.

7. Mi vinculacion a la Campafia de la Bai
Blanca es principalmente a raiz de
obligaciones con otras personas

7. Estou primariamente envolvido/a
Campanha da Faixa Branca por minhas
obrigagdes junto a outras pessoas.

7. C'est avant tout par der envers le:
autres que je participe a la campagne du
Bandeau blanc.

8. Information on this website is believable.

8. La informacién en este sitio web es
confiable

8. A informacéo do sitio é confiavel.

8. Les infations données sur ce site sof
crédibles.

9. As a result ousing this websit, have you
done any of the following activities? (select y¢
or no)

9. ¢ Por haber usado este sitio, uste
2gealizado alguna de las siguientes
actividades? (seleccione si 0 no)

9. Como resultado cuso do siti, vocé ja
realizou alguma das seguintes atividades?
(marque sim ou ndo)

9. Ce site vous «t-il conduit(e) a effectue
I'une des actions ci-dessous? (Oui ou Non
pour chacun des items).

Englist

Spanisl|

Portugues

Frenct

Attended an eve

Participd de un eentc Partic

ipou de um ever

Assister a un événem

Distributed campaign materii

Distribuyé materiales de la campi

Distribuiu materiais de campar

Distribu

er des matérie

Gave a charitable donati

Realiz6 una donacit Faz u

ma doacao por caridi

Faire un do

Got others involve

Involucr6 a otras persor Envol

veu outras pessc

Convaincre d'autres personnes de s’eng

Helped coordinate an ew

Ayudo a coordinar un ever

Ajudou a coordenar um evel

Particip

er a 'organisation d’'un événen
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Informed other people

Informé a otras personas

rinéwl outras pessoas

Informer d’autres personnes

Joined an online network

Se unié a una red eleictadn

Juntou-se a uma rede online

Rejoindre un résedigne

Made promotional materials

Preparé materiales poionales Criou

materiais promocionais

Fabriquerrdatériels promotionnels

Purchased promotional materials

Compré material@spcionales

Adquiriu materiais promocionais

Achelies matériels promotionnels

Signed a petition

Firmd una peticion

Assinou umiécge

Signer une pétition

Subscribed to a newsletter

Se suscribié a un boleti

Assinou um informativo

S’abonner a une newsletter

Volunteered

Realiz6 actividades con caracter
voluntario

Voluntariou-se

Etre volontaire/bénévole

Wore a white band

Us6 la banda blanca

Usou uma faianca

Porter u

n bandeau blanc

Wrote campaign information

Escribio informacionadenpafia

Escreveu informacgfes de campanha

Ecri

it sampagne

Other

Otros

Outro

Autre

10. This website has inspired me to dore for
the White Band Campaign.

10. Este sitio me ha inspirado a hacer
por la Campafia de la Banda Blanca

10. Esse sitio me inspirou a fazer mais |
Campanha da Faixa Branca.

10. Ce site m'a incité(e) a en faire plus p
la campagne du Bandeau blanc.

11. How often do you visit this website? (sele

ctll. ¢ Cuan frecuentemente visita usted esf

sitio?

one)

ell. Com que freqiiéncia vocé visita o sitioP

(marque a op¢ao)

11. A quelle fréquence allez-vous sur le si
? (une seule réponse)

English

Spanish

Portuguese

French

Every day

Todos los dias

Todo dia

Quoti

diennement

A few times each week

Algunas veces cada semana

unmislg vezes por semana

Plusieurs fois par semaine

About once a week Cerca de una vez por semana Empovr més Environ une fois par semaine
A few times each month Algunas veces cada mes Adgurazes por més Plusieurs fois par mois
About once a month Cerca de una vez por mes Ceroand vez por més Environ une fois par mois

Every few months

Cada pocos meses

Uma vez em pOuEsss

Tous le

s deux ou trois mois

A few times last year

Algunas veces el afio pasado

Igumas vezes no Ultimo ano

Plusieurs fois 'anreraidre

This is the first time

Esta es la primera vez

[Estaprimeira vez

Pour la premiére fois aujourd’hui

I'm not sure

No estoy seguro/a

Nao tenho certeza

neai

S pas exactement

I'd rather not say

Mejor no diria

Prefiro ndo dize

Je préfére ne pas répondre

12. Information on this website see

12. La informacion en este sitio pare

12. A informacao acerca destitio parece

12. Les informations données sur ce
semblent :

13. Also, information on this website seems:

13. También, la informacién en este sitio
parece:

14. Também, a informacao acerca desse §
parece:

D

ifi8. Les informations données sur ce site
semblent aussi :

14. How would you describe your connection

this campaign? (select one)

td4. ; Cémo describiria su forma de

opcién)

conectarse con la campafia? (seleccione Uressa campanha (marque uma)

15. Como vocé descreveria sua relagao c(

rh4. De quelle fagon étes-vous lié(e) a cette
campagne ? (une seule réponse)

D
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English Spanish Portuguese French

Campaign staff Funcionario/a de campafia Equipeadwanha En tant que permanent(e)
Campaign supporter/participant Participante de ediap activista Apoiador/participante da campanha | n taBt que militant(e)/participant(e)
Campaign volunteer Voluntario/a de campafia Volimi&ida campanha En tant que volontaire

GCAP coalition organization

Organizacion de coalicion GCAP

Organizagéo de z@alda GCAP

En tant qu’organisation de la coalition
AMCP

Outside observer (as an individual)

Observador(a) externo(a) (cor
persona)

Observador/a externo/a (individc

En tant qu'observateur extérieur (a ti
individuel)

Outside observer (with an organizatiof

nJorganizacion)

Observador(a) externo(a) (en una

Observador/a externo/a (institucional)

En tant he&yvateur extérieur (au
sein de mon organisation)

Outside observer (as a journalist)

Observador(a) externo(a) (periodista)

Observadodi@rno/a (jornalista)

En tant qu'observateur éatér
(comme journaliste)

I'd rather not say

Prefiero no decirlo

Prefiro rhper

Je préfére ne pas répondre

Other (please specify)

Otro (especifique)

Outrpéetfique)

Autre (précisez)

15. Content on this website refts authors wh
are:

16. El contenido de este sitio web revela
sSus autores son:

gue sao:

15. O conteudo nesse sitio reflete aut

sont :

Le contenu de ce site montre que ses au

16. Also, content on this website reflects
authors who are:

16. El contenido del sitio web también reve
autores que son:

autores que sao:

2146. Também, o contelido nesse sitio reflets

auteurs sont :

elLe contenu de ce site montre aussi que se

[

17. Which of the following issues are you m

17. ¢ Cual de los siguientes temas le inte

17. Quais das seguintes questdes

Quels sont ceux des sujet-dessous gt

Ses

interested in? (select all that apply) mas? Seleccione tantas opciones como | interessam mais? (marque todas que desejadus intéressent le plus ? (plusieurs répon
desee. possibles)
English Spanish Portuguese French

Aid & development financing

Ayuda y financiamiento al desarrollo

Ajuda e fineameento ao
desenvolvimento

L'aide et le financement du
développement

Climate chang

Cambio climatic:

Mudanca climéica

Le changement climatiq

Debt cancellatio

Cancelacion de la deu

Cancelamento de divic

L'annulation de la det

Gender equalit

Equidad de géne

Igualdade de géne

L’égalité homme-femme:

Human right

Derechos Human

Direitos humanc

Les drots humain

Millennium Development Goals

Obijetivos de Desarrollo del Miler

Objetivos de Desenvolvimento
Milénio

Les Obijectifs du Millénaire pour
développement

Poverty

Pobreza

Pobreza

La pauvreté

Public accountability & governance

Rendicién publica de cuentas y
gobernanza

Prestacédo publica de contas e
governancga

La responsabilité publique et la
gouvernance
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| Trade justice

| Comercio justo

Justica comercial

Ustige commerciale

18. If | were to act on the advice of this websi
| would feel:

las recomendaciones de este sitio web, m
sentirfa:

tel8. Si yo tuviera que hacer algo siguiendo

18. Se eu tivesse que agir a partir dos
e conselhos deste sitio, eu me sentiria assin

18. Si je devais agir sur les conseils de ce
nsite, je me sentirais :

19. Approximately, when did you first learn
about this website? (select one)

19. Aproximadamente, ¢cuando fue la
primera vez que supo de este sitio?
Seleccione solamente una opcion

19. Aproximadamente, quando foi que vog
ouviu falar do sitio pela primeira vez?
(margue uma)

€19. Quand avez-vous découvert ce site ?
(une seule réponse)

Englist Spanis| Portugues Frenct

Just this mont Recién este Ultimo m Neste mé Ce mo-ci

In the last few months (From Ju | En los Ultimos meses (a partir de julic Nos ultimos meses (apos jul. Ces derniers mois (aprés juillet 20

2007) 2007) 2007)

Beginning this year (From J: A principios de este afio (a partir de ener: No comeco deste ano (apds jan | Au début de cette année (aprées janvi€d7)
2007) 2007) 2007)

Around one and a half years ago | Hace un afio y medio (a partir de julio de Cerca de um ano e meio atras (apd$y a environ un an et demi (apreés juillet
(From July 2006) 2006) jul. de 2006) 2006)

Around two years ago (From Jan Hace dos afios (a partir de de enero de 2006) @erdais anos atras (ap6s jan. Il y a environ deux ans (aprés janvier 2006)
2006) de 2006)

Around two and a half years a¢ Hace dos afos y medio (a partir de julic Cerca de dois anos e meio at Il y a environ deux ans et demi (aprées jui
(From July 2005) 2005) (apos jul. 2005) 2005)

Around three years ago (From .| Hace tres afios (a partir de enero de Z Cerca de trés anos atras (apés Il y a environ trois ans (aprées janvier 2C
2005) de 2005)

I’'m not sure No estoy seguro / segura Nao tenhiezar Je ne sais pas exactement

20. This website looks professionally designe

d20. El disefio de este sitio es profesional

20. &é@qria do sitio tem um design
profissional.

spécialistes.

20. Ce site semble avoir été congu par des

21. There is too much inconsistency in
website.

21. Hay muchas inconsistencias en este

21. Existem muitas inconsisténcias ne
sitio.

21. Il y a trop d'incohérences sur ce ¢

22. When | visit this website, | am interested
the following types of content. (select all that

apply)

n22. Cuando visito este sitio, me interesan

sea necesario)

siguientes contenidos: (marque tantos con

082. Quando visito o sitio, estou interessad
nmos seguintes tipos de contetdo. (marque
todos que desejar)

D22. Les contenus de ce site qui m'intéress
sont les suivants. (plusieurs réponses
possibles)

ent
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English Spanish Portuguese French

Action alerts Avisos de acciones Alertas de acdo s dwis d’action
Audio Audios Audio Les audios
Background information Informacién de contexto infiagcbes contextualizantes Les articles de fond
Events Eventos Eventos Les événements
Images Imagenes Imagens Les images

Networking contacts

Contactos en red

Contatos die re

Les adresses de réseaux

News or press releases

Noticias o comunicados de prens

Noticias ou corados a
imprensa

A

Les actualités ou les communiqués de presse

Official GCAP declarations

Declaraciones oficiatkes GCAP

Declaracoes oficiais da GCAP

Les déclamatbfficielles de TAMCP

Official GCAP resources

Recursos oficiales del GCAP

Recursos oficiais da GCAP

Les ressources foupaes’ AMCP

Statistics Estadisticas Estatisticas Les statissiqu
Videos Videos Videos Les vidéos
Other (please specify) Otro (especifique) Outrpéesfique) Autre (précisez)

23. The people and organizations operating
website are reputable.

23. Las organizaciones y personas
operan este sitio son de confianza

23. As pessoas e organizagfes que op
esse sitio sdo confiaveis.

23. Cwx qui gérent ce site et leL
organisations ont une bonne réputation.

24. How did you first learn about this website

?24. ; Cébmo supo de este sitio?

24. Quando voceé ficou sabendo desse siti
pela primeira vez?

p24. De quelle fagon avez-vous découvert ¢
site ?

Englist Spanis| Portugues Frenct

| found it mysel Lo encontré yo mismo/misr Encontrei por conta prép Je I'ai découvert tout(e) seul
I was informed about Me contaro Fui informado/a a respeito d On m’en a parl

| cannot rememlr No me recuerc N&o me lembr Je ne m'en souviens |

25. Which people or organizations first
informed you about this website? (select one

25. ¢ Qué personas u organizaciones le
informaron de este sitio? Seleccione una
opcion

25. Que pessoas ou organizacdes lhe
informaram pela primeira vez acerca dess
sitio? (marque uma)

25. Qui, ou quelle organisation, vous a fait
edécouvrir ce site ? (une seule réponse)

Englist

Spanis|

Portugues

Frenct

Club or interest grot

Club o grupo de inter

Clube ou gruo de interess

Un club ou une associati

Educational institutio

Institucién educativ

Instituicdo educacion:

Un établissement d’enseignen

Employer or a professional conta

Mi empleador o un contac
ttprofesional

Empregador ou contato profissio

travail

Mon patron ou un(e) collegue

Family members or significal

Integrante de mi familia o n

Membros da familia ou outras pess

Un membre de la famille ou un prou
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other

pareja pr

6ximas

Fiends or acquaintances

Amigos, amigas, conocidos m

igds ou conhecidos

Un(e) ami(e) ou connaissance

Non-profit organization

Organizacion sin fines derb

Organizag¢ao sem fins lucrativos

Une orgarmisaans but lucratif

Institucion religiosa o espiritual

Instituicdo gahsa ou espiritual

Une institution religieuse ougnoupe

Religious or spiritual institution de spiritualité
Union Sindicato Sindicato Un syndicat
I’'m not sure No estoy seguro / segura N&o tenhiezar Je ne sais pas exactement

Other (please specify)

Otro (especifique)

Outrpéetfique)

Autre (précisez)

26. At the time, how much did you trust tl
source?

26. Nesta época, ¢,cuanto ha confiado L
en esa fuente?

26. Naquela época, qual era o seu gra
confianca nessa fonte?

26. A ce momet-la, quel était votre degré
confiance en cette source d’'information?

27. Can you remember the way you first learne¥. ¢ Puede usted recordar la forma cémo

about this website? (select one)

enterd de este sitio web?

se7. Consegue lembrar a maneira como vo|
ouviu falar do sitio pela primeira vez?
(margque uma)

c27. Vous souvenez-vous de la fagon dont
vous avez été informé(e) de I'existence de
site ? (une seule réponse)

Englist Spanis| Portugues Frenct

Another websit A través de otro sitio we Outro sitic Par un autre si

Broadcist media (TV, radic Medios de comunicacion (TV, rad | Meio de divulgagao (TV, radi Par la télévision ou la rac
Email Correo electrénico E-malil Par un malil

Internet advertisement

Anuncio en internet

AnUm@Ea internet

Par une publicité sur Internet

Internet search engine

Mecanismo de blsqueda&mént

Sitio de busca na internet

Par un moteueawerche

Mail or post Correo postal Correio postal Par lerder
Medios escritos (periddico, revista) Meio impre§esonal, revista) Par la presse écrite (journal,
Print media (newspaper, magazine) magasine)
Material publicitario (folletos, Materiais de divulgacéo (pbsteres, | Par un matériel publicitaire (affiche,
Publicity material (posters, flyers) | afiches) flyers) plaguette)
Word of mouth Boca a boca (por referencias orales)Boca a boca Par le bouche a oreille
I’'m not sure No estoy seguro / segura N&o tenhiezar Je ne sais pas exactement
Other (please specify) Otro (especifique) Outrpéetfique) Autre (précisez)

28. The content in is website is difficult tc
understand.

28. El contenido de este sitio web es dil
de entender

28. O contetdo desse sitio é de dit
compreensao.

28. Le contenu de ce site est difficili
comprendre.

29. Generally speaking, would you say that
most people can be trusted or that you can't
too careful in dealing with people?

29. En general ¢ diria usted que se puede
peonfiar en la mayoria de las personas o qu

29. Em termos gerais, vocé diria que a
emaioria das pessoas merece confianca ou

nunca se puede ser lo suficicientemente

gue todo cuidado é pouco ao lidar com as

29. Pensez-vous que, sauf exception on p
faire confiance aux autres, ou plutét que I

n’est jamais assez prudent(e) ?
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cuidadoso para tratar con otras personas?

pessoas?

Englist

Sparish

Portugues

Frenct

You Can’t Be Too Careful

Siempre hay que estar alerta 'y nu
se puede confiar

Todo cuidado é pou

On n’est jamais assez pruden

Most People Can Be Trusted

las personas

Se puede confirmar en la mayoria deA maioria das pessoas merece
confianca

Sauf exception, on peut faire
confiance aux autres

30. If you support any causes or campaigns
beyond the White Band Campaign, what do y

do for them? (select all that apply)

cademas de la de la Banda Blaanca ¢ Qué

30. Si usted apoya causas o campafas

por tales causas o campafas? Selecciona
todas las que correspondan.

haeenpanhas além da Campanha da Faixa

30. Caso vocé apdie quaisquer causas ou

Branca, o que vocé esta a fazer por elas?
(margue todos que desejar)

30. Si vous participez a d’autres campagn
ou causes que celle du Bandeau blanc, en

quoi consiste cette participation ? (plusieur

réponses possibles)

English

Spanish

Portuguese

French

Attend events

Asisto a eventos

Participo em eventos

J'assiste aux événements

Do online actions

Acciones en linea

Participo d&eapn-line

Je participe aux actions en ligne

Give donations

Doy donaciones

Faco doacgdes

Jddaidons

Promote the campaign or cause

Promuevo la causa o la campafa

Promovo a campartausa

la cause

Je fais la promotion de la campagne ou

Receive informatio

Recibo informacié

Recebo informaco

Je recois leurs informatio

Voluntee

Soy voluntario / voluntar

Voluntaric-me

Je suis volontaire/bénévi

Work as a staff memb

Trabajo como funcionario

Trabalho como membro da equ

Je suis I'un(e) des permanent

campaigns

I don't support any other causes

No apoyo ninguna cause
campafa

N&o apdéio nenhuma outra cause
campanha

cause

Je ne participe a aucune autre campagr

Other (please specil

Otro (especifique

Outro (especifique

Autre (précise:

31. Currently, I live in:

32. Actualmente, vivo en:

31. Atualmente, vivo em:

31. En ce moment, j'habite en :

32. My age is: Mi edad es: 32. Minha idade é: 32. Je suis agé(e) de :
Englist Spanist Portugues Frenct
14 or lowe 14 afios o0 men 14 ou menc Moins de 15 ar
75 or mort 75 afios 0 mi 75 ou mai Plus de 74 ar
I'd rather not sa Prefiero no decirl Prefiro ndo dize Je préfére ne pas répon
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33. lam: 33. Soy: 33. Eu sou: 33. Je suis :
Englist Spanis| Portugues Frenct
Male Masculinc Masculinc Un hommt
Femalt Femenin: Femininc Une femm:
I'd rather not sa Prefiero no decirl Prefiro ndo dize Je préfere ne pas répon
34. Currently, my occupation is with: 34. Actualrtemi ocupacion es: 34. Atualmente, trabalho em: 34. Pour le moment, je suis
professionnellement dans :
English Spanish Portuguese French
Donor Agency Agencia donante Agéncia doadora Uartggne de financement
Education Educacion Educacédo L’éducation
Government Gobierno Governo Le gouvernement
sedteur de la santé

Health Sector

Sector de la salud

Setor de salde

Inter-Governmental Agency

Agencia intergubernamnienta

Agéncia intergovernamental

Une agence intergmementale

Journalism or Media

Periodismo o medio de
comunicacion

Jornalismo ou midia Le journ

alisme ou les médias

Organizacion sin fines derb

Organizagao sem fins lucrativos

Une orgarmisagans but lucratif

Non-Profit Organization

Private Sector Sector privado Setor privado Lessgqbrivé

Student Estudiante Estudante Je suis étudiant(e)
Unemployed Desempleado Desempregado/a Je suimagh

United Nations Agency Agencia de las Naciones Unida| Agéncia da ONU Une agence des Nations Unies
I'd rather not say Prefiero no decirlo Prefiro mner Je préfére ne pas répondre
Other (please specify) Otro (especifique) Outrpéetfique) Autre (précisez)

35. | primarily access the Internet frc

en:

36. Uso y accedo a internet principalme

35. Meu local primario decesso a interne
é:

35. Le plus souvent je me connec!
Internet depuis :

English Spanish Portuguese French

Home Mi hogar Casa Chez moi

Cyber café Cyber café Cyber café Un cybercafé
School Escuela Escola Mon école

Work Trabajo Trabalho Mon lieu de travail

246




Library Biblioteca Biblioteca Une bibliotheque
Community centre Centro comunitario Centro comuiuta Un centre communautaire

| rather not say Prefiero no decirlo Prefiro ndzedi Je préfére ne pas répondre
Other (please specify) Otro (especifique) Outrpéetfique) Autre (précisez)

36. My highest level of education is:

36. Mi nivel mas alto de educacién es:

36. Meu nivel mais alto de educagéo form
é:

nl36. Mon niveau de formation est :

Education)

Englist Spanis| Portugues Frenct

No forma educatiol No tengo educacion forn N&o tive educagéo form Pas d'étude
Primary Schoc Ensefianza primal Ensino primari Primaire
High School (Secondai Ensefianza secunde Ensino secundar Secondair

Technical College

Escuela técnica

Escola técnica

rm&tion professionnelle

Undergraduate Degree (B.A., B.S. Licenciatura en la Universidad Graduacao Licence

or similar)

Graduate Degree (M.A., M.S. or | Posgrado (Maestria) Pos-graduacao (MA, MSc ou | Master

similar) similar)

Post Graduate Degree (PhD, MPhiPosgrado (Doctorado, PhD) Pos-graduacao (PhD, Mhil Doctorat

or similar) similar)

I'd rather not sa Prefiero no decirl Prefiro ndo dize Je préfére ne pas répon

37. Why do you use this website?

37. ¢ Por qué usa este sitio web?

37. Por que #acésse sitio?

37. Pourquoi utilisez-vous ce site ?

38. If applicable, why are you more likely to &

on some email requests than others?

cB8. Si corresponde, ¢Por qué usted puede
veces actuar o responder a ciertos mensa|
de correo electrénico mas que a otros?

88. Caso se aplique: por que vocé tem ma
gropensao a agir com um pedido com e-m
do que outros?

is88. Le cas échéant, pourquoi y a-t-il
ailertaines demandes par mail que vous éte
plus porté(e) a satisfaire que d’autres ?

39.How can we improve our website to h
you get more involved?

39. ¢ Cémo podemos mejorar nuestro !
para ayudar a que mas gente se involucre|

39. Como poderiamos aprimorar nosso !
?e fazer com que vocé se envolva mais?

39. Comment améliorer ce sitour vous

donner la possibilité de vous impliquer plu
2

U7

Thank you for contributing to this study. You
input will help improve the White Band

Campaign's online outreach while contributin
to research about non-profit communications

Muchas gracias por su contribucion a este
estudio. Sus opiniones e insumos nos
gayudaran a mejorar las capacidades en lin
de la Campafa de la Banda Blanca, al
tiempo de apoyar a la investigacion sobre
comunicaciones en el sector sin fines de

Obrigado por sua contribuicdo a este estu
Sua colaboracéo nos ajudara a aprimorar

e@ampanha da Faixa Branca on-line e noss
alcance externo, juntamente com as
pesquisas acerca de comunicagdes sem f
lucrativos.

ddJerci d’avoir participé a cette étude. Vos
aréponses vont aider a améliorer la
sacybercampagne du Bandeau blanc et serv
la recherche sur la communication dans le
nsecteur sans but lucratif.

=

lucro
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Website drowp down list

English

Spanist

Portuguese¢

French

GLOBAL> White Band (www.whiteband.org)

GLOBAL> BandaaBta

(www.whiteband.org)

GLOBAL> Faixa Branca

(www.whiteband.org)

INTERNATIONAL > Le Bandeau blanc

(www.whiteband.org)

GLOBAL> Banners Against Poverty

(www.bannersagainstpoverty.com)

GLOBAL> Estandartes contra la Pobreza

(www.bannersagainstpoverty.com)

GLOBAL>
(www.bannersagainstpoverty.com)

Banners contra a Pobreza

INTERNATIONAL > Banderoles contre la
pauvreté (www.bannersagainstpoverty.com)

GLOBAL> End Poverty Blog

(www.endpovertyblog.org)

GLOBAL> End Poverty Blog

(www.endpovertyblog.org)

GLOBAL> End Poverty Blog

(www.endpovertyblog.org)

GLOBAL> End Poverty Blog

(www.endpovertyblog.org)

GLOBAL> GCAP MySpace
(www.myspace.com/endpoverty)

GLOBAL> GCAP MySpace
(www.myspace.com/endpoverty)

GLOBAL> GCAP MySpace
(www.myspace.com/endpoverty)

GLOBAL> GCAP MySpace
(www.myspace.com/endpoverty)

GLOBAL> GCAP Testimonies (www.testimonies-

whiteband.org)

GLOBAL> Testimonios del GCAP

(www.testimonies-whiteband.org)

GLOBAL> Testemunhos GCAP

(www.testimonies-whiteband.org)

INTERNATIONAL > Témoignages de I'AMCRH

(www.testimonies-whiteband.org)

GLOBAL> GCAP videos (www.cs-tv.tv/iwbd)

GLOBAL> VideosldeCAP (www.cs-
tv.tv/iwbd)

GLOBAL> GCAP Videos (www.cs-
tv.tv/iwbd)

GLOBAL> Vidéos AMCP (www.cs-tv.tv/iwbd)

GLOBAL> IPS

(www.ipsnews.net/new_focus/poverty)

GLOBAL> IPS

(www.ipsnews.net/new_focus/poverty)

GLOBAL> IPS

(www.ipsnews.net/new_focus/poverty)

GLOBAL> IPS

(www.ipsnews.net/new_focus/poverty)

GLOBAL> Millennium Campaign
(www.endpoverty2015.0rg)

GLOBAL> Campafia del milenio
(www.endpoverty2015.org)

GLOBAL> Campanha do Milénio da
ONU (www.endpoverty2015.0rg)

GLOBAL> Campagne du Millénaire
(www.endpoverty2015.org)

GLOBAL> Poverty Requiem

(www.povertyrequiem.org)

GLOBAL> Réquiem a la Pobreza

(www.povertyrequiem.org)

GLOBAL> Réquiem da Pobreza

(www.povertyrequiem.org)

INTERNATIONAL > Requiem de la Pauvreté

(www.povertyrequiem.org)

GLOBAL> Stand Against Poverty

(www.standagainstpoverty.org)

GLOBAL> Levantate contra la Pobreza

(www.standagainstpoverty.org)

GLOBAL> Levanta-te contra a PobreZ

(www.standagainstpoverty.org)

AINTERNATIONAL > Debout contre la pauvret

(www.standagainstpoverty.org)

[0}

GLOBAL> White Band Book

(www.whitebandbook.org)

GLOBAL> Libro de la Banda Blanca

(www.whitebandbook.org)

GLOBAL> White Band Book

(www.whitebandbook.org)

INTERNATIONAL > Le Livre du Bandeau

blanc (www.whitebandbook.org)

REGIONAL> Arab region
(www.gcaparabregion.net)

REGIONAL> Region arabe
(www.gcaparabregion.net)

REGIONAL> Regiao arabe
(www.gcaparabregion.net)

REGIONAL> Pays arabes
(www.gcaparabregion.net)

REGIONAL> Latin America and Caribbean

(www.gcaplac.org)

REGIONAL> América Latina y el Caribe

(www.gcaplac.org)

REGIONAL> América Latina e Caribe

(www.gcaplac.org)

REGIONAL > Amérique latine et Caraibes

(www.gcaplac.org)
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REGIONAL> South East North & Central Asia
(www.gcap-senca.net)

REGIONAL> Asia del, Sur, Este, Norte, y
Central (www.gcap-senca.net)

REGIONAL> Sul, Leste, Norte e Cent
da Asia (www.gcap-senca.net)

OREGIONAL > Asie Sud Est Nord et Centrale

(www.gcap-senca.net)

Algeria (algeriegcap.blogspot.com)

Argelia (algecig blogspot.com)

Argélia (algeriegcap.blogspot.com)

Algérie (algeriegcap.blogspot.com)

Argentina (www.nomaspobreza.org.ar)

Argentina (www.ngrobeeza.org.ar)

Argentina (www.nomaspobreza.org.a

) ertige (www.nomaspobreza.org.ar)

Australia (www.makepovertyhistory.com.au)

Australia (wwakepovertyhistory.com.au)

Austrélia

(www.makepovertyhistory.com.au)

Australie (www.makepovertyhistory.com.au)

Austria (www.nullkommasieben.at)

Austria (www.nullkomneden.at)

Austria (www.nullkommasieben.at)

Autriche (wanllkommasieben.at)

Azerbaidjan (www.gcap.az)

Azerbaijan (www.gcap.az)

Azg@bdwww.gcap.az)

Azerbaidjan (www.gcap.az)

Azerbaijan (groups.yahoo.com/group/azericoalitior]

/)Azerbaijan

(groups.yahoo.com/group/azericoalition/)

Azerbaijao

(groups.yahoo.com/group/azericoalition

Azerbaidjan

)(groups.yahoo.com/group/azericoalition/)

Bangladesh (www.campebd.org)

Bangladesh (www.campef)d.or

Bangladesh (www.campebd.org)

Bangladesh (www.campef)d.

Belgium (www.11.be)

Bélgica (www.11.be)

Bélgica (www.X).b

Belgique (www.11.be)

Bosnia Herzegovina (www.zajedno.ba)

Bosnia Herzegdvimav.zajedno.ba)

Bosnia Herzegovina (www.zajedno.ba

) niBdderzégovine (www.zajedno.ba)

Brasil (www.chamadacontrapobreza.org.br)

Brasil (wwwitddacontrapobreza.org.br)

Brasil

(www.chamadacontrapobreza.org.br)

Brésil (www.chamadacontrapobreza.org.br)

Canada (www.makepovertyhistory.ca)

Canada (www.makefybistory.ca)

Canada (www.makepovertyhistory.ca)

&an(www.makepovertyhistory.ca)

Canada (www.8goals.ca)

Canada (www.8goals.ca)

Cafvaitv.8goals.ca )

Canada (www.8goals.ca)

Chile (www.contraladesigualdad.cl)

Chile (www.contrakigaealdad.cl)

Chile (www.contraladesigualdad.cl)

Ofwlww.contraladesigualdad.cl)

China (www.gcap-china.ngo.cn)

China (www.gcap-chinagrgo.

China (www.gcap-china.ngo.cn)

Chine (www.gcap-chiga.cn)

Colombia (www.colombiasinpobreza.org)

Colombia (www.adbiasinpobreza.org)

Colémbia

(www.colombiasinpobreza.org)

Colombie (www.colombiasinpobreza.org)

Costa Rica (www.alforja.or.cr/centros/cep/odm/)

Codta
(www.alforja.or.cr/centros/cep/odm/)

Costa Rica
(www.alforja.or.cr/centros/cep/odm/)

Costa Rica (www.alforja.or.cr/centros/cep/odm

Czech Republic (www.ceskoprotichudobe.cz)

Republicac&@ifwww.ceskoprotichudobe.cz

Republica Checa
(www.ceskoprotichudobe.cz)

République Tcheque
(www.ceskoprotichudobe.cz)

Denmark (www.makepovertyhistory.c

Dinamarca (www.makepovertyhistory.

Dinamarce

(www.makepovertyhistory.dk)

Danemark (www.makepovertyhistory.

Dominican Republic (www.cipaf.org.do)

Republica Doroama (www.cipaf.org.do)

Republica Dominicana
(www.cipaf.org.do)

Républiqgue Dominicaine (www.cipaf.org.do)
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El Salvador (www.cidepelsalvador.org)

El Salvador (wvidepelsalvador.org)

El Salvador (www.cidepelsalvadgj.o

Le Salvador (www.cidepelsalvador.org)

Fiji (www_fijifriend.com)

Fiji (www fijifriend.com)

Fiji (www.fijifriend.com)

Fiji (www.fijifriend.com)

Finland (www.makepovertyhistory.fi)

Finlandia (www.makeprtyhistory.fi)

Finlandia (www.makepovertyhistory.fi

Finlande (www.makepovertyhistory.fi)

France (www.2005plusdexcuses.org)

Francia (www.2008pkesises.org)

Franga (www.2005plusdexcuses.org)

&(amvew.2005plusdexcuses.org)

France (www.crid.asso.fr )

Francia (www.crid.asso.fr)

Franca (www.crid.asso.fr )

France (www.crid.asso.fr )

Georgia (www.whiteband.ge)

Georgia (www.whiteband.ge)

Fadmwww.whiteband.ge)

Géorgie (www.whiteband.ge)

Germany (www.deir-stimme-geger-armut.de

Alemania (www.deie-stimme-geger-armut.de

Alemanha (www.deir-stimme-gegelr-

armut.de)

Allemagne (www.deir-stimme-geger-armut.de

Greece (www.stoppoverty.gr)

Grecia (www.stoppoverty.gr)

édr (www.stoppoverty.gr)

Gréce (www.stoppoverty.gr)

Hungary (www.globalance.hu)

Hungria (www.globalance.hu)

ndtia (www.globalance.hu)

Hongrie (www.globalance.hu)

India (www.wadanatodo.net)

India (www.wadanatodo.net)

aligoww.wadanatodo.net)

Inde (www.wadanatodo.net)

Indonesia (www.gelangputih.org)

Indonesia (www.gelartigparg)

Indonésia (www.gelangputih.org)

Indonésie (wgelangputih.org)

Ireland (www.makepovertyhistory.ie)

Irlanda (www.makegryhistory.ie)

Irlanda (www.makepovertyhistory.ie)

rlahde (www.makepovertyhistory.ie)

Italy (www.nientescuse.it)

Italia (www.nientescuse.it)

talia (www.nientescuse.it)

Italie (www.nientescuse.it)

Japan (www.hottokenai.jp)

Japon (www.hottokenai.jp)

adavww. hottokenai.jp)

Japon (www.hottokenai.jp)

Lebanon (www.annd.org)

Libano (www.annd.org)

Libano (wwmnwckorg)

Liban (www.annd.org)

Luxembourg (www.bandeaublanc.

Luxemburgo (www.bandeaublanc

Luxemburgo (www.bandeaublanc

Luxembourg (www.bandeaublanc.

Malta (www.stopovertymalta.org)

Malta (www.stopovertyiaarg)

Malta (www.stopovertymalta.org)

Malte (www.steprtymalta.org)

New Zealand (www.makepovertyhistory.org.nz)

Nueva Zdian

(www.makepovertyhistory.org.nz)

Nova Zelandia

(www.makepovertyhistory.org.nz)

Nouvelle Zélande

(www.makepovertyhistory.org.nz)

Nigeria (Southern)
(gcapsouthernnigeria.blogspot.com)

Nigeria (Sur)
(gcapsouthernnigeria.blogspot.com)

Nigéria (Sul)
(gcapsouthernnigeria.blogspot.com)

Nigeria (austral)

(gcapsouthernnigeria.blogspot.com)

Nigeria (www.gcapnigeria.blogspot.com)

Nigeria (www.gugpria.blogspot.com)

Nigéria (www.gcapnigeria.blodsymm)

Nigeria (www.gcapnigeria.blogspot.com)

Paraguay (www.paraguaycontralapobreza.org )

Paragway.paraguaycontralapobreza.org

)

Paraguai

(www.paraguaycontralapobreza.org )

Paraguay (www.paraguaycontralapobreza.org

Peru (www.llamadoperu.org)

Perd (www.llamadoperu.org)

ru Peww.llamadoperu.org)

Pérou (www.llamadoperu.org)

Philippines (www.endpovertynow.org.ph)

Filipinas (wwvwdpovertynow.org.ph)

Filipinas (www.endpovertynow.org.ph

Philippines (www.endpovertynow.org.ph)

Portugal (www.pobrezazero.org)

Portugal (www.pobrezaaegp

Portugal (www.pobrezazero.org)

Portugal (www.pabeero.org)

Romania (www.anaconda.ro)

Rumania (www.anaconda.ro)

Riand@ww.anaconda.ro)

Roumanie (www.anaconda.ro)
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Russia (www.protivbed.ru)

Rusia (www.protivbed.ru)

Ragsiww.protivbed.ru)

Russie (www.protivbed.ru)

Scotland (www.scotlandagainstpoverty.org)

Escocia (weoetlandagainstpoverty.org)

Escécia
(www.scotlandagainstpoverty.org)

Ecosse (www.scotlandagainstpoverty.org)

Singapore (www.onesingapore.org)

Singapur (www.onesorgagrg)

Singapura (www.onesingapore.org)

Singapewm(.onesingapore.org)

Slovakia (www.svetbezchudoby.sk)

Eslovaquia (www.svetiedoby.sk)

Eslovaquia (www.svetbezchudoby.sk)

Sloeaguwvw.svetbezchudoby.sk)

South & North Korea (www.endpoverty.or.kr)

South & Nokibrea (www.endpoverty.or.kr)

Coréia do Norte e do Sul

(www.endpoverty.or.kr)

Corée du Sud et du Nord (www.endpoverty.or.

k

Spain (www.pobrezacero.org)

Espafia (www.pobrezacejo.org

Espanha (www.pobrezacero.org)

Espagne (www.pobrezacgy

Spain (www.rebelatecontralapobreza.org)

Espafia (wwelatdzontralapobreza.org)

Espanha

(www.rebelatecontralapobreza.org)

Espagne (www.rebelatecontralapobreza.org)

Sweden (www.utrotafattigdomen.nu)

Suecia (www.utrotafadimen.nu)

Suécia (www.utrotafattigdomen.nu)

Suedenwivotafattigdomen.nu)

Switzerland (www.gemeinsamgegenarmut.ch)

Suiza (www.isaeagegenarmut.ch)

Suiga (www.gemeinsamgegenarmut.

clhuisse (www.gemeinsamgegenarmut.ch)

Tanzania (www.tango.or.tz)

Tanzania (www.tango.or.tz)

Tanzania (www.tango.or.tz)

Tanzanie (www.tango.or.tz)

The Netherlands (www.een.nl)

Paises Bajos (www.een.nl)

Paises Baixos (www.een.nl)

Pays-Bas (www.een.nl)

Uruguay (www.cnsmujeres.org.uy)

Uruguay (www.cnsmujergsig)

Uruguai (www.cnsmujeres.org.uy)

Uruguay (Www.CoETes.org.uy)

United Arab Emirates (www.makepovertyhistory.ag

)

EtosaArabes Unidos
(www.makepovertyhistory.ae)

Emirados Arabes Unidos

(www.makepovertyhistory.ae)

Emirats Arabes Unis

(www.makepovertyhistory.ae)

United Kingdom (www.makepovertyhistory.org)

Reino Unigvww.makepovertyhistory.org)

Reino Unido

(www.makepovertyhistory.org)

Royaume Uni (www.makepovertyhistory.org)

United States (www.one.org)

Estados Unidos (www.one.org)

Estados Unidos (www.one.org)

Etats-Unis (www.one.org)

Wales (www.makepovertyhistorywales.org.uk)

Pais desGale

(www.makepovertyhistorywales.org.uk)

Pais de Gales

(www.makepovertyhistorywales.org.uk)

Pays de Galles

(www.makepovertyhistorywales.org.uk)
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13.3.

13.3.1.

Intervention Psychology Meta-Analysis

Meta-Analysis Code Sheet

Research Description

Study ID | Date: |
Authors
Title
Year
Pub Type 1-Beok 4-Confarence papsr &-Technical raport
2-Book chapter 5-Thesiz or dostoral dissertation T-Dther
3-Journal article
Study Type 1-Lab experiment | 2-Field experiment | 3-Cross-sectional | 4-Longnitadinal
Study Setting 1-Clinical | 2-Real world | 3-Mized | 4 -Unabls to detsrmine
Control 1-Control group | 2-No control group
Experimental 1-Within-subjects | 2-Between-subjects | 3-Mixed | 4-TUnable to determine
Design
Assignment 1-Random | 2-Non-random | 3-Unable to detarmins
Intervention Yes | Mo
Obtained
E.g. (urlfile)
General Notes
Successive
Projects
Research Quality Score
Reporting (11)
YN 1.1z the hypothesisfaimiobjective of the study clearly deseribed?
YN 2. Are the rrain ontcomes to be measured clearly dezeribed in the Infroduction or Methods sestion?
YN 3. Are the characteristics of the patients included in the stady clearly described?
YN 4. Are the interventions of interest clearly described?
Y Part N | 5 Are the distributions of principal confounders in each group of subjests to be sormpared elearly dessribed?
YN . Are the rmain findings of the study clearly described?
YN 7. Does the study provide estimates of the randorm variability in the data for the rain outeornes?
YN 8. Have all irmportant adverss events that may be a conssquence of the intervention been reported?
YN 0. Hawe the characteristics of patients lost to follow-up been deseribed?
TN 10, Have acmal probability values been reported] 2.z, 0.035 rather than <0.05) for the rmain outeornes except whers the
probability valus iz less than 0.0017
External validity (3)
YNU 11, Were the subjects azked to participats in the atudy representative of the entire population from which they were recruited?
YNU 12, Were those subjects who were prepared to participate repregentative of the entire population from which they were
recrited?
YNU 13, Wera the gtaff, places, and fasilities where the patients were treated, representative of the treatment the majority of patients
receive?
Internal validity — bias (7)
YNU 14, W as an atterrpt rade to blind smdy subjects to the intervention they have received?
YNU 15, Was an atternpt made to blind those measuring the min onteomes of the intervention?
YNU 16, If any of the results of the study were based on “data dredeing”, was this made clear? INVERSE)
YNU 17, In triale and cohort stadies, do the analyzes adjust for differant lengths of follow-up of patienta?
Orin cage-control shidies, is the time period between the intervention and outcome the same for cases and confrols?
YNU 18. Were the statistical tests used to assess the main outcomes appropriats?
YNU 19, Was cormpliance with the interventionss reliable?
YNU 20, Were the main outcome measurss used aceurate (valid and reliable)?
Internal validity - confounding (selection bias) (6 or 11}
YNU 21, Were the patientg in different intervention groups (frials and cohort gtudiss) or wera the cazes and controls (sage-control
smdiaz) recruited from the zarme population?
YNU 22, Were smudy subjacts in different intervention groups (trials and cohort stadies) or were the cages and controls (cage-control
stdiaz) recruited over the same period of tirme?
YNU 23, Were siudy subjects randomised to intervention groups?
YNU 24, %W as the randomised intervention agsignment concealed fromboth patients and health care staff until recruitment was
sormplets and irrevocable?
YNU 25, %W as there adequate adjustment for confounding in the analyses from which the main findings were drawn?
YNU 26, Were logaes of patients to follow-up taken into acsount?
Meta Analvsis Code Sheet
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13.3.2. Meta-Analysis Code Book

Shorthand for Papers

The following acronyms will be used while codingopas, as a shorthand for key constructs.

Code Meaning
BCT Behavioural change technique
BCD Behavioural change determinant or antecedent
THEORY Behavioural change theories
ES Effect size
CONT Control group information
EXP Experimental group information
LOST Study groups lost to follow-up
CONFOUND Confounders
DEMO Demographics
TIME Any time factors
ADHER For any adherence data
HUMAN Any human contact with participants

Study Selection Criteria

Category Criteria
Timeframe Inclusion: years 199-200¢
Age Inclusion: Pre-teens to older persc
Exclusion: Studies with persons nine years and younger
Behavioural Inclusion: Health, safety, environmental behaviours, or camity development
domains Borderline inclusion: Subjects with ailments for which the behaviowak beneficial,

but not critical; occupational groups for which theget behaviour was voluntary
Exclusion: Compulsory behaviours; critical behavioural lidke chronic illness; and
psychological disorders

Behavioural Inclusion: A clear behavioural outcome

outcome Borderline inclusion: Interventions that blended change with mainterarigjectives,
(dependent such as interventions encouraging both weightdossmaintenance

variable) Exclusion: Behavioural maintenance or psychological outcomes

Interventior Inclusion: wek-based or web anc-mail-base!

types Borderline inclusion: Interventions stored on a CD ROM, USB stick drdnet,

provided they contained an intervention designedrfiernet deployment; technology
such as pedometers, provided both interventioncantrol groups received them, so the
difference lay in the web-based intervention, hetadditional treatment

Interventior Inclusion: Primarily automated intervention (hun-computer

mechanism Borderline inclusion: Interventions that were primarily human-compuker, included
minor computer-mediated communication; cases whetle the experimental and contral
groups receive similar human contact, so the diffee lay with the online intervention;
cases where human interaction was secondary, sueltlanical support, voluntary help
lines, or minor councillor engagement

Exclusion: Primarily computer-mediated communication (hunhaman)

Control Inclusion: Control group intervention comprising a print;lwlased interventions;
treatments waitlist or placebos; and therapist

Exclusion: Studies that contrasted different behaviouratones; when the difference
between interventions was a non-web based faatoh as contrasting populations or
administering a mobile phone to one group; studiesre the difference between the twp
interventions was not clear
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Downs and Black’s (1998) Research Instrument for Randomized and Non-

Randomized Studies
Reporting (11
1. Is the hypothesis/aim/objective of the study cely described?(Yes=1, No=0)

2. Are the main outcomes to be measured clearly dethed in the Introduction or Methods section? (Yes=1,
No=0)
If the main outcomes are first mentioned in theuRessection, the question should be answered no.

3. Are the characteristics of the patients includedh the study clearly described? (Yes=1, No=0)
In cohort studies and trials, inclusion and/or agin criteria should be given. In case-controdli&s, a case-definition
and the source for controls should be given.

4. Are the interventions of interest clearly desched? (Yes=1, No=0)
Treatments and placebo (where relevant) that doe ttompared should be clearly described.

5. Are the distributions of principal confounders in each group of subjects to be compared clearly deibed?
(Yes=2, Partially=1, No=0)
A list of principal confounders is provided.

6. Are the main findings of the study clearly desébed? (Yes=1, No=0)

Simple outcome data (including denominators and erators) should be reported for all major findirsgsthat the
reader can check the major analyses and conclusidimis question does not cover statistical testiclv are
considered below).

7. Does the study provide estimates of the randonasiability in the data for the main outcomes?(Yes=1, No=0)

In non normally distributed data the inter-quartéage of results should be reported. In normaiyributed data the
standard error, standard deviation or confi- deintervals should be reported. If the distributiontioe data is not
described, it must be assumed that the estimageswisre appropriate and the question should beeaeswes.

8. Have all important adverse events that may be aonsequence of the intervention been reported@res=1,
No=0)

This should be answered yes if the study demoestrtitat there was a comprehensive attempt to measlverse
events. (A list of possible adverse events is pred).

9. Have the characteristics of patients lost to fldw-up been described?(Yes=1, No=0)

This should be answered yes where there were sedds follow-up or where losses to follow-up wecesmall that
findings would be unaffected by their inclusion.i¥’ehould be answered no where a study does nottrée number
of patients lost to follow-up.

10. Have actual probability values been reported(.g. 0.035 rather than <0.05) for the main outcomesxcept
where the probability value is less than 0.001¢¥es=1, No=0)

External validity (3)
All the following criteria attempt to address tlepresentativeness of the findings of the studyvaimether they may be
generalised to the population from which the stsdlyjects were derived.

11. Were the subjects asked to participate in thetiedy representative of the entire population from vhich they
were recruited? (Yes=1, No=0, Unable to determine=0)

The study must identify the source population fatignts and describe how the patients were seleBegiknts would
be representative if they comprised the entire @oyropulation, an unselected sample of consecptients, or a
random sample. Random sampling is only feasiblergvhdist of all members of the relevant populagoists. Where
a study does not report the proportion of the sopapulation from which the patients are derivied,duestion should
be answered as unable to determine.

12. Were those subjects who were prepared to partate representative of the entire population fromwhich
they were recruited? (Yes=1, No=0, Unable to determine=0)

The proportion of those asked who agreed shouldtaeed. Validation that the sample was represestatiould
include demonstrating that the distribution of thain confounding factors was the same in the staagple and the
source population.

257



13. Were the staff, places, and facilities where ¢hpatients were treated, representative of the trement the
majority of patients receive?(Yes=1, No=0, Unable to determine=0)

For the question to be answered yes the studyidldemonstrate that the intervention was represigataf that in use
in the source population. The question should mvared no if, for example, the intervention wasertken in a
specialist centre unrepresentative of the hospitaist of the source population would attend.

Internal validity — bias (7)
14. Was an attempt made to blind study subjects tine intervention they have received?(Yes=1, No=0, Unable to
determine=0)
For studies where the patients would have no wakrmfwing which intervention they received, this shiobe
answered yes.

15. Was an attempt made to blind those measuring ¢hmain outcomes of the intervention?Yes=1, No=0, Unable
to determine=0)

16. If any of the results of the study were basednd‘data dredging”, was this made clear? (INVERSE)(Yes=1,
No=0, Unable to determine=0)

Any analyses that had not been planned at the toafsthe study should be clearly indicated. If regrospective
unplanned subgroup analyses were reported, theveangs.

17. In trials and cohort studies, do the analysesdast for different lengths of follow-up of patients, or in case-
control studies, is the time period between the ietvention and outcome the same for cases and coniso?
(Yes=1, No=0, Unable to determine=0)

Where follow-up was the same for all study patiethis answer should yes. If different lengths ofdwetup were
adjusted for by, for example, survival analysis #mswer should be yes. Studies where differencédsllow-up are
ignored should be answered no.

18. Were the statistical tests used to assess theaim outcomes appropriate? (Yes=1, No=0, Unable to

determine=0)

The statistical techniques used must be appropatee data. For example nonparametric methodsldtoe used for

small sample sizes. Where little statistical arialyms been undertaken but where there is no esédef bias, the

guestion should be answered yes. If the distrilbbutibthe data (normal or not) is not described ustrbe assumed that
the estimates used were appropriate and the qoestould be answered yes.

19. Was compliance with the intervention/s reliable (Yes=1, No=0, Unable to determine=0)

Where there was non compliance with the allocatedtment or where there was contamination of omemgrthe
question should be answered no. For studies whereffect of any misclassification was likely tabiany association
to the null, the question should be answered yes.

20. Were the main outcome measures used accuratelfd and reliable)? (Yes=1, No=0, Unable to determine=0)
For studies where the outcome measures are cléeslyribed, the question should be answered yesst&gdies which
refer to other work or that demonstrates the outamasures are accurate, the question should beratsas yes.

Internal validity - confounding (selection bias) (6 or 11)
21. Were the patients in different intervention graips (trials and cohort studies) or were the casesd controls
(case-control studies) recruited from the same popation? (Yes=1, No=0, Unable to determine=0)
For example, patients for all comparison groupsughbe selected from the same hospital. The questimuld be
answered unable to determine for cohort and caset@tudies where there is no information conaggrthe source of
patients included in the study.

22. Were study subjects in different intervention goups (trials and cohort studies) or were the caseand controls
(case-control studies) recruited over the same pex of time? (Yes=1, No=0, Unable to determine=0)

For a study which does not specify the time pedeer which patients were recruited, the questiamukhbe answered
as unable to determine.

23. Were study subjects randomised to interventiogroups? (Yes=1, No=0, Unable to determine=0)
Studies which state that subjects were randomisedld be answered yes except where method of raisdton
would not ensure random allocation. For exampleradite allocation would score no because it isiptaule.

24. Was the randomised intervention assignment coealed from both patients and health care staff unti
recruitment was complete and irrevocable?(Yes=1, No=0, Unable to determine=0)
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All non-randomised studies should be answered fnasdignment was concealed from patients but rooh fstaff, it
should be answered no.

25. Was there adequate adjustment for confoundingiithe analyses from which the main findings were dawn?
(Yes=1, No=0, Unable to determine=0)

This question should be answered no for trialth#: main conclusions of the study were based olysemof treatment
rather than intention to treat; the distributiorkabwn confounders in the different treatment gowas not described;
or the distribution of known confounders differegtleen the treatment groups but was not takenaiotount in the
analyses. In nonrandomised studies if the effecthef main confounders was not investigated or aomding was
demonstrated but no adjustment was made in thedirayses the question should be answered as no.

26. Were losses of patients to follow-up taken intaccount? (Yes=1, No=0, Unable to determine=0)

If the numbers of patients lost to follow-up are reported, the question should be answered adait@betermine. If
the proportion lost to follow-up was too small féeat the main findings, the question should benaared yes.
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Communication-based Influence Components Model Coding

Source Modifiers

Modifiers Details
Credibility * Code any reference to Credibility, Trustworthinasd/or Expertise
* Caninclude
Attractiveness « Code when Design, Visual and/or Graphic desigrofacire overtly considered in
the intervention
Similarity » Code when any reference to Similarity between taagdiences and intervention
elements.
e Can be relevant when interventions reflect demdgeagttributes in visuals, stories
and other intervention elements.
Liking e Code any overt factors to address positive feeliogsrds the intervention and/or
source
e Can increase trustworthiness

Audience Feedback

Modifiers

Details

Tailoring

e Based on user input, the intervention (contentiatetactivity) is individually

tailored to meet users’ needs.

» Each user is likely to experience very differenéientions.

Personalization

e Making the interaction personal by including user@ine, age, and other persona

information.

e The intervention will be the same for all usergfmanly superficial aspects
changed, such as the name of the user.

« For example “Dear Brian”

t matching

Adaptation/conten

» Adapting the intervention style to user trait, sashgender, ethnicity or other

demographic attributes.

e The core intervention stays the same, but is espreB a style suitable to the

audience.

* For example, the same intervention may be expraasathple straight-forward
language older audiences, and cool lingo for yauitiences.

Audience: List of Behavioural Determinants by Michie et al. (2005)

Construct Comparable constructs Relevant questions
(1) Knowledge Knowledge » Do they know about the guideline?
Knowledge about condition/scientific *  What do they think the guideline says?
rationale «  What do they think the evidence is?
Schemas+mindsets+illness representations Do they know they should be doing x?
Procedural knowledge * Do they know why they should be doing x?
(10) Emotion Affect « Does doing x evoke an emotional response? If
(Emotion) Stress so, what?
Anticipated regret » To what extent do emotional factors facilitatge
Fear or hinder x?
Burn-out * How does emotion affect x?
Cognitive overload/tiredness
Threat
Positive/negative affect
Anxiety/depression
(5) Beliefs abou Outcome expectancies *  What do they think will happen if they do x?
consequences Anticipated regret (prompt re themselves, patients, colleagues
(Anticipated Appraisal/evaluation/review and the organisation; positive and negative,
outcomes/attitud Consequents short term and long term consequences)
e) Attitudes *  What are the costs of x and what are the costs

Contingencies

of the consequences of x?
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Reinforcement/punishment/consequences
Incentives/rewards

Beliefs

Unrealistic optimism

Salient events/sensitisation/critical incider
Characteristics of outcome expectancies—
physical, social, emotional;
Sanctions/rewards, proximal/distal,
valued/not valued, probable/improbable,
salient/not salient, perceived risk/threat

What do they think will happen if they do no
do x? (prompts)

Do benefits of doing x outweigh the costs?
How will they feel if they do/don’t do x?
(prompts)

Does the evidence suggest that doing x is @
good thing?

(6) Motivation
and goals
(Intention)

Intention; stability of intention/certainty of
intention

Goals (autonomous, controlled)

Goal target/setting

Goal priority

Intrinsic motivation

Commitment

Distal and proximal goals
Transtheoretical model and stages of cha

How much do they want to do x?

How much do they feel they need to do x?
Are there other things they want to do or
achieve that might interfere with x?

Does the guideline conflict with others?
Are there incentives to do x?

(11) Behavioural

Goalltarget setting

What preparatory steps are needed to do x7

!

regulation Action planning (prompt re individual and Implementation
Self-monitoring intention organisational)
Goal priority » Are there procedures or ways of working tha
Generating alternatives encourage x?
Feedback
Moderators of intention-behaviour gap
Project management
Barriers and facilitators
(7) Memory, Memory e Is x something they usually do?
attention and Attention «  Will they think to do x?
decision Attention control «  How much attention will they have to pay to
processes Decision making do x?

Will they remember to do x? How?

Might they decide not to do x? Why? (promg
competing tasks, time

constraints)

(2) Skills (Skills)

Skills

Competence/ability/skill assessment
Practice/skills development
Interpersonal skills

Coping strategies

Do they know how to do x?

How easy or difficult do they find performing
X to the required standard in the required
context?

(4) Beliefs about
capabilities
(Self-efficacy)

Self-efficacy

Control—of behaviour and material and
social environment

Perceived competence
Self-confidence/professional confidence
Empowerment

Self-esteem

Perceived behavioural control
Optimism/pessimism

How difficult or easy is it for them to do x?
(prompt re. internal and external
capabilities/constraints)

What problems have they encountered?
What would help them?

How confident are they that they can do x
despite the difficulties?

How capable are they of maintaining x?
How well equipped/comfortable do they feel
to do x?

8
Environmental
context and
resources

Resources/material resources (availability
and management)
Environmental stressors

Person X environment interaction

To what extent do physical or resource factg
facilitate or hinder x?

Are there competing tasks and time
constraints?
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(Environmental Knowledge of task environment * Are the necessary resources available to thpse
constraints) expected to undertake x?

3 Identity e What is the purpose of the guidelines?
Social/profession Professional identity/boundaries/role «  What do they think about the credibility of the
al role and Group/social identity source?

identity (Self- Social/group norms « Do they think guidelines should determine
standards) Alienation/organisational commitment their behaviour?

* Is doing x compatible or in conflict with
professional standards/identity? (prompts:
moral/ethical issues, limits to autonomy)

¢ Would this be true for all professional groups
involved?

(9) Social Social support « To what extent do social influences facilitate
influences Social/group norms or hinder x? (prompts: peers, managers, other
(Norms) Organisational development professional groups, patients, relatives)
Leadership *  Will they observe others doing x (i.e. have
Team working role models)?
Group conformity
Organisational climate/culture
Social pressure
Power/hierarchy
Professional boundaries/roles
Management commitment
Supervision
Inter-group conflict
Champions
Social comparisons
Identity; group/social identity
Organisational commitment/alienation
Feedback
Conflict—competing demands, conflicting
roles
Change management
Crew resource management
Negotiation
Social support:
personal/professional/organisational, intra
interpersonal, society/community
Social/group norms: subjective, descriptive,
injunctive norms
Learning and modelling
(12) Nature of Routine/automatic/habit *  What is the proposed behaviour (x)?
the behaviours Breaking habit «  Who needs to do what differently when,
Direct experience/past behaviour where, how, how often and with whom?
Representation of tasks e How do they know whether the behaviour has

Stages of change model

happened?

What do they currently do?

Is this a new behaviour or an existing
behaviour that needs to become a habit?
Can the context be used to prompt the new
behaviour? (prompts: layout, reminders,
equipment)

How long are changes going to take?

Are there systems for maintaining long term

change?
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Intervention Message: List of Behavioural Change Techniques by Abraham and
Michie (2008)

1. Provide information on consequences of behaviouim general
Information about the relationship between the kiha and its possible or likely consequenaeshe general case
usually based on epidemiological data, and notopeidgsed for the individual (contrast with techrec)).

2. Provide information on consequences of behaviouelevant to the individual

Information about thdenefits and cost®f action or inactiorrelevant to the individual or tailored to a relevart
group based on that individual'scharacteristics (i.e. demographics, clinical orgh®yogical information). This can
include any outcome and not necessarily outcomaterkto health, e.g. feelings.

3. Provide information about others’ approval

Involves information about what other people thatlout the target person’s behaviour. It clarifideether others will
like, approve or disapprove of what the personacisigl or will do.NB Check that any instance does not also involve
techniques 1 or 2 or 4.

4. Provide normative information about others’ behaiour

Involves providing information about what other pkoare_doind.e., indicates that a particular behaviour or sege
of behaviours is common or uncommon amongst theilptipn or amongst a specified group — presentativoase
studies of a few others is not normative informatidB this concerns other people’s actions and is disfien the
provision of information about others’ approvalcfieique 3).

5. Goal setting (behaviour)

The person is encouraged to make a behaviourdlteso(e.g. take more exercise next week). Thidirected towards
encouraging people to decide to change or maictamge NB This is distinguished from technique 6 and 7 atoés
not involve planning exactly how the behaviour will be done and eitthwdren or where the behaviour or action
sequence will be performed. Where the text onliestthat goal setting was used without specifyirggdetail of action
planning involved then this would be an exampléhaf technique (not technique 7).

6. Goal setting (outcome)

The person is encouraged to set a general goatdhnabe achieved by behavioural means (e.g. tacesbiood pressure
or lose/maintain weight), as opposed to a goal hasechanging behaviour as such. The goal maynbexpected
consequence of one or more behaviours, but is hehaviour per se (see also techniques 5 and 7).

7. Action planning

Involves detailed planning of what the person wil including, when, where and how to act.. “How”yn@escribe
intensity (e.g., speed); “when” may describe fretuye(such as how many times a day/week or durdgan, for how
long for). The exact content of action plans maymaty not be described, in this case code as thimigue if it is
stated that the three dimensions are attended tioeimction plan even if exact details are notgmeNB The terms
“goal setting” or “action plan” are not enough twsare inclusion of this technique, instances of #iould be regarded
as applications of technique 5 and 6.

Action planning could include identification of sgoals or preparatory behaviours and/or specifittexds in which
the behaviour will be performed. The behaviouthils technique will be directly related to the &trgehaviour. NB —
any techniques applied to preparatory behaviowsldhalso be coded as instances of technique @(aded tasks).

8. Barrier identification/Problem solving

This relates to making an initial plan to changhawour. The person is prompted to think about mié barriers and
identify ways of overcoming them. Barriers may udg# competing goals in specified situations. Thég/ fpe described
as “problem solving”. If it is problem solving ielation to the performance of a behaviour, themwitnts as an instance
of this technique. Examples of barriers may inclbdeavioural, cognitive, emotional, environmengadd/ or physical
barriers.NB Closely related to techniques 7 and 9 but involvéscus on specific obstacles to performance. ritrests
with 35 which is about maintaining behaviour thas lalready been changed.

9. Set graded tasks

Breaking down the target behaviour into smalleriezat® achieve tasks and enabling the person ttl o small
successes to achieve target behaviour. This mayd@dncrements towards a target behaviour, oemental increases
from baseline behaviourNB The key difference to technique 7 lies in planniagerform a sequence of preparatory
actions, task components or target behaviours wihimtease in difficulty over timeas opposed to planningf-then”
contingenciesvhen/where to perform behaviours.
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10. Prompt review of behavioural goals

Involves a review or analysis of the extent to hizeviously set behavioural goals were achievedandst cases this
will follow previous goal setting and an attemptact on those goals, followed by a revision or jestthent of goals.
NB Check that any instance does not also involve fgcles 5, 8, 9 or 11.

11. Prompt review of outcome goals

Involves a review or analysis of the extent to iahizeviously set goals were achieved. In most cdssswill follow
previous goal setting and an attempt to act onetlyosls, followed by a revision of goaldB Check that any instance
does not also involve techniques 5, 8, 9 or 10.

12. Provide rewards contingent on effort or progres towards behaviour

Involves praising or rewarding the persfam attempts at achieving a behavioural goal. This might idewefforts
made towards achieving the behaviour, or progresdenin preparatory steps towards the behaviournbumerely
participation in intervention. This can includdfgeward NB Not reinforcement for performing the target belbavi
itself (technique 13).

13. Provide rewards contingent on successful behawir

Reinforcing successful performance of the spetifiget behaviour. This can include praise and eragament as well
as material rewards but the reward/ incentive nhestexplicitly linked to the achievement of the sfiectarget
behaviour i.e. the person receives the rewardeij ferform the specified behaviour but not if tliynot perform the
behaviour. This can include self-rewadi& Check the distinction between this and techniquasd’17.

14. Shaping

Contingent rewards are first provided for any agpmation to the target behaviour e.g., for any ése in physical
activity. Then, later, only a more demanding perfance, e.g., brisk walking for 10 minutes on thdegs a week
would be rewarded. Thus, this is graded use oficgait rewards over time.

15. Prompting generalisation of a target behaviour

Once a behaviour is performed in a particular sitmathe person is encouraged or helped to tiry @nother situation.
The idea is to ensure that the behaviour is ndtttieone situation but becomes a more integratedogbdhe person’s
life that can be performed at a variety of diffarémes and in a variety of contexts.

16. Prompt self-monitoring of behaviour

The person is asked to keep a record of specif@thviour/s as a method for changing behaviour. $haild be an
explicitly stated intervention component. This kcbe.g., take the form of a diary or completingwestionnaire about
their behaviour.

17. Prompt self-monitoring of behavioural outcome

The person is asked to keep a record of specifiedsores expected to be influenced by the behaclwamge, e.g.
blood pressure, blood glucose, weight loss, phiditceess. NB It must be reported as part of theerivention, rather
than only as an outcome measure.

18. Prompting focus on past success

Involves instructing the person to think about ist previous successes in performing the behaviouparts of it)
before the interventior\B this is not just encouragement but a clear focutherperson’s past behaviour. It is also not
feedback because it refers to behaviour precedethtérvention.

19. Provide feedback on performance

This involves providing the participant with dataoat their own recorded behaviour (e.g., followteghnique 16) or
commenting on a person’s behavioural performancg.,(édentifying a discrepancy with between behaxab
performance and a set goal — see techniques 5 anor & discrepancy between one’s own performameelation to
others’ — note this could also involve technique 28dit and feedback involves this technique).

*** 20. Provide information on where and wherto perform the behaviour

Involves telling the person about when and wheeg tiight be able to perform the behaviour this gpg. on places
and times participants can access local exercésses. This can be in either verbal or written fa¥B. Check whether
there are also instances of technique 21.

21. Provide instruction on how to perform the behawur

Involvestelling the persorhow to perform a behaviour or preparatory behaviouiteee verbally or in written form.
Examples of instructions include; how to use gymuigmpent (without getting on and showing the paptcit),
instruction on suitable clothing, and tips on hantake actiorShowinga person how to perform a behaviour without
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verbal instruction would be an instance of techai@@ only.NB Check whether there are also instances of techgique
5,7,8,9,22.

22. Model/ Demonstrate the behaviour

Involves showingthe person how to correctly perform a behaviour, élgough physical or visual demonstrations of
behavioural performance, in person or remot® This is distinct from just providing instructione¢hnique 21)
because in “demonstration” the person is ableltservethe behaviour being enacted. Techniques 21 and&®2hbma
used separately or together — check for this.

23. Teach to use prompts/ cues

The person is taught to identify environmental pptstwhich can be used temind them to perform the behaviour (or
to perform an alternative, incompatible behaviouthie case of behaviours to be reduced). Cues @oclude times of
day, particular contexts or elements of contextgiwprompt them to perform the target behaviourteNbat this could
be used independently or in conjunction with teghes 5 and 7 (see also 24).

24. Environmental restructuring

The person is prompted to alter the environmenwélys so that it is morsupportive of the target behaviour e.qg.
altering cues or reinforcers. For example they migh asked to destroy all their cigarettes or lairt high calorie
snacks, or take their running shoes to work

25. Agree behavioural contract
Must involve written agreement on the performanicaroexplicitly specified behaviour so that thesaiwritten record
of the person’s resolution witnessed by another.

26. Prompt practice

Prompt the person to rehearse and repeat the lselaxi preparatory behaviours numerous times. Kotewill also
include parts of the behaviour e.g., refusal skillselation to quitting smoking. This could be delsed as “building
habits or routines” but is still practice so lorgtae person is prompted to try the behaviour étspof it) during the
intervention or practice between intervention sessie.g. as “homework”.

27. Use of follow up prompts
Intervention components are gradually reduced tenisity, duration and frequency over time, e.detstor telephone
calls instead of face to face and/or provided agéy time intervals.

28. Facilitate social comparison

Involves explicitly drawing attention to others’rfmmance to elicit comparisond\B the fact the intervention takes
place in a group setting, or have been placeddnpgg on the basis of shared characteristics, dutesaetessarily mean
social comparison is actually taking place. Sosiglport may also be encouraged in such settingshésmavould then
involve technique 29. Group classes may also irevahstruction (technique 21) demonstration (techei@2) and
practice (technique 26). Check for these addititeethniques.

29. Plan social support/ social change

Involves prompting the person to plan how to el&itial support from other people to help him/ hehieve their
target behaviour. This will include support duriimjerventions e.g., setting up a “buddy” systenmotirer forms of
support and following the intervention includingpport provided by the individuals delivering theteirvention,
partner, friends, family.

30. Prompt identification as role model/ position advoate

Involves focusing on how the person may be an el@topothers and affect their behaviour e.g., beigpod example
to children. Also includes providing opportunitifess participants to persuade others of the impasaaf adopting/
changing the behaviour. For example, giving a talkning a peer-led session,.

31. Prompt anticipated regret

Involves inducing expectations of future regretthtbe performance or non-performance of behavidhis includes
focusing on how the person wikelin the future and specifically whether they wilefeegret or feel sorry that they
did or did not take a different course of action.

32. Fear Arousal

Involves presentation of risk and/or mortality infation relevant to the behaviour but also negabwomes (e.g.,
death or serious illness) with verbal communicatibthreats (e.g., to health) and/or emotive imadgsigned to evoke
a fearful response (e.g, “smoking kills!” or imag#ghe grim reaper).

33. Prompt Self talk
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Encourage the person to use talk to themselvesdado silently) before and during planned behasdorencourage
and support action.

34. Prompt use of imagery
Teach the person to imagine successfully perforntiveg behaviour or to imagine finding it easy tofpen the
behaviour, including component or easy versionsiefbehaviour.

35. Relapse prevention/ Coping planning

This relates to planning how to maintain behavithat has been changed. The person is promptedetdify in
advance situations in which the changed behaviay not be maintained and develop strategies tadamoimanage
those situations. Contrast with techniques 7 anthi8h are about initiating behaviour change.

36. Stress management

This is a specific set of specific techniques (ggogressive relaxation) which do not target tebaviour directly but
seek to reduce anxiety and stress to facilitatgoiormance of the behaviolNB Only rate this technique if explicitly
referred to by name, not if one identifies speadfiements of it, this may happen if you have pexperience with this
technique

37. Emotional control training

Techniques designed to reduce negative emotiogsrdrol mood or feelings that may interfere wietrfiormance of
the behaviour, and to increase positive emotioas thight help with the performance of the behavidiiB Check
whether there are any instances of technique 8 wlBiwh includes identifying emotional barriersgerformance, in
contrast to the current technique, which addressestions, whether they have been identified addyaror not.

38. Motivational interviewing

This is a specific set of techniques involving ppdimg the person to provide self-motivating statateeand
evaluations of own behaviour to minimise resistaticehange (includes motivational counsellingB Normally this
technique will be mentioned by name. Only rate thshnique if explicitly referred to by name, nbbne identifies
specific elements of it, this may happen if youdavior experience with this technique

39. Time management

This includes any technique designed to teach aopehow to manage their time in order to make tiorethe

behaviour. These techniques are not directed tavyaedormance of target behaviour but rather sedadilitate it by

freeing up times when it could be performd&dB Only rate this technique if explicitly referred by name, not if one
identifies specific elements of it, this may hapgeyou have prior experience with this technique

40. General communication skills training

This includes any technique directed at generalnsonication skills but not directed towards a pattic behaviour
change. Often this may include role play and gneopk focusing on listening skills or assertive EkiINB Practicing a
particular behaviour-specific interpersonal neguatiae.g., refusal skills in relation to cigaret@salcohol would not
be an instance of this technique.
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Sample coding

Sample Ethnicity

Ethnic classification Descent
Aboriginal Inuit, Métis, Indian, indigenous people
African African
Asian Indian, Pakistani, Bangladeshi, Chinesepfifiti, Japanese, Korean
Caucasian European
Latin American Hispanic, Mexican, South and Cenfralerica
Mixed Any mixed groups
Unclassified Any other groups or unlisted

Sample Education

Classification Examples
Non-educated No degree, certificate or diploma
Primary Junior high or earlier
Secondary Secondary (high) school
Technical Trade/technical certificate or diploma
BA University Bachelor's degree
MA University Master's degree
Doctorate PhD, Medical Doctor

Report either the highest degree obtained or custedy. Groups will include those with a degree
and currently studying.
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Statistical Extraction and Coding

Adherence Constructs

Construct Details
Adherence Study %: » Percent of experimental group users in the studygiven
time compared to the baseline
*  When studies only provide the overall attritioristis used

instead
Adherence Intervention Construgt * Log-ins
*  Visits

* Required reading
* Required participation
e Minimum exposure measure

Adherence Intervention %:
Adherence Intervention Avg:
Adherence Intervention Never
Logged %:

Selecting among Multiple Possible Outcome Measures

» If there are multiple different outcomes, seleet thost relevant behavioural outcome.

» If there are multiple outcomes that are all equalbble, flip a coin or use some random
selection method.

» If multiple outcomes measure the same conceptaamaneasured by the same scale, blend
them.

» Always select specific behavioural measures rathan behavioural outcome. However,
when the intervention targets multiple behaviotake the outcome. For example, in a diet
intervention, take reduction of eating (behavidugjore weight (outcome). However, for a
complex intervention promoting exercise and dadtetweight as it reflects both behaviours.

» If multiple outcomes include doing good (+, +),veall as reducing bad (-, -), always select
the positive doing good (+, +) behaviour.

Baseline Exposure Group

For papers that compare outcomes against thredifsasgroups (Intention To Treat [ITT],
Intervention Received, Full Intervention Exposursglect the middle group, with intervention
received.

Baseline exposure Description
group
Intention To Treat Outcome are based on all subjects invited to ppetie, whether or not they were
(ITT) actually exposed to the intervention

Intervention Received Outcomes based on grouphtithbeen exposed to an intervention at least ance
Full Intervention Outcomes only based on individuals that were exppts¢he entire intervention
Exposure
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Measurement Times (Post-treatment and Follow-up)

Ignore mid-intervention measures. Only code paostdad follow-up measures. When coding time,
code two post-treatment measures, from the stdheointervention and end of the intervention.

Category Details
Post Treatmer » List the number of days, since the treatment siattet the
Measure (from Start measure occurred

e Code 0 for same day measures.
* For example, O=same day measure, 1=the day after

Post Treatmen e List the number of days after treatment when thasuees
Measure (from End) happen
e For studies that already took place within the gtperiod,
leave blank

» For studies taking place on the last day of aimeat, code O tg
signify a post-treatment

* For example, O=post-intervention measure on lagbfla
intervention, while 1=first post-intervention meeesu

* Null means the measure happened during the study only

Effect Size Selection and Time Coding

» Two Variables (Pre-Post measures, within-subjedgan Gain (Unstandardized) | Mean
Gain (Standardized)

* Two Variables (Group Contrasts, between-subjedt®an Difference (Unstandardized) |
Mean Difference (Standardized) | Proportional Défece | Logged-Odds Ratio (with
Arcsine transformation)

» Lipsey & Wilson (2001) caution that the Mean GaimddVean Difference are statistically
similar, but should never be combined becausedheyonceptually different.

Experimental Control

Mean Gain

Pre-test Pre-Post )
( ) Mean Difference

Logged-Odds Ratio
(Exp-Cont)

Post-test

or Follow-up Mean Difference
Logged-Odds Ratio
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Time Coding for Pre/Post-Intervention Time

Proces:
intervention

Brief intervention ‘

Measure Times Pre Post Post Follow
-up

0 1 2 3 4 5 6 7 8 9

Pre-Intervention

Time (from start)
Pos-Intervention
Time (from end)

0 1 -1 0 1 2 3 4

Intervention coding examples

» This intervention is coded as 5-days long.
* A 10-minute intervention is coded as within 1-day.
» A weeklong intervention counts as within 7-days.

Measurement coding examples

» Post-measures often occur on the last day of arnvieition. Such a post-measure is
recorded in pre-intervention time as day-5, orastgntervention time as day-0.

» The follow-up measure takes place on pre-intereeriime day-8, or post-intervention time
day-3.

» For the sake of simplicity, code measurements ¢pglace on the last day of an
intervention, or the day after, as day-1.
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Time Frame Reference

Depending on how timeframes are reported, counintiraber of days according to the reported
units.

Day Day Year Month
DV Phase From To Days Days Weeks Months
Pos-treatmer 1 7 8 1 0.2F
8 14 15 2 0.5C
15 21 23 3 0.7t
22 28 30 30 4 1
Follow-up 1 29 35 38 5 1.25
36 42 46 6 1.50
43 49 53 7 1.75
50 56 61 61 8 2
57 63 68 9 2.25
64 70 76 10 2.50
71 77 84 11 2.75
78 84 91 91 12 3
85 91 99 13 3.2¢E
92 98 10€ 14 3.5C
99 10E 114 15 3.7¢
10€ 112 122 122 16 4
Follow-up 2 113 11¢ 12¢ 17 4.2t
12C 12€ 137 18 4.5C
127 132 144 19 4.7¢
134 14C 152 152 2C 5
141 147 160 21 5.25
148 154 167 22 5.50
155 161 175 23 5.75
162 168 182 182 24 6
169 175 190 25 6.25
176 182 198 26 6.50
183 189 205 27 6.75
190 196 213 213 28 7
Follow-up 2 197 208 22C 28 7.25
204 21C 22¢€ 3C 7.5C
211 217 23€ 31 7.7
21¢€ 224 248 245 32 8
22E 231 251 33 8.2t
232 23€ 25€ 34 8.5C
23¢ 24t 26€ 35 8.7t
24¢€ 252 274 274 36 9
253 259 281 37 9.25
260 266 289 38 9.50
267 273 296 39 9.75
274 280 304 304 40 10
Follow-up 4 281 287 312 41 10.25
288 294 319 42 10.50
295 301 327 43 10.75
302 308 334 335 44 11
30¢ 31E 34z 45 11.2%
31€ 322 35C 46 11.5C
328 32¢€ 357 47 11.7¢
33C 33€ 36E 365 48 12
337 348 372 48 12.2¢
344 35C 38C 5C 12.5C
351 357 38¢ 51 12.7¢
35¢€ 364 39E 39t 52 13
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