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and Improves Health: Key Steps
to Developing Effective Programs

. Caroline J acoby, Jane Brown, Uttara Bharath Kumar,

& Sanjanthi Velu, Johns Hopkins Bloomberg School of Public Health
Center for Communication Programs
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JESSICA
How could you do this to me?

SACHI
- I'm sorry, I'm really sorry. Please understand that I love you. She gave me a choice be-
tween you and her tonight. And I chose you, I chose you Jessie, because I love you.

JESSICA
I thought you chose me the day you married me. And what do you mean she gave
you a choice—you couldn’t give yourself that choice?

SACHI
It’s not like that.

JESSICA

t's not only that you cheated on me, but do you know the risks? You obviously
idn’t use condoms, is she alright? We have to get tested

SACHI
No honey, I'm sure it’s alright. ’'m really sure it’s okay.

JESSICA
(Shaking her head)
achi, wake up! How sure can any of us be these days? I was “sure” you weren’t
sleeping with anyone else, and just see how that turned out! Even people that have
n tested for HIV can’t be sure. Have you ever heard of the “window period?”
(Sachi looks blank and slowly shakes his head.)

JESSICA (cont’d)

chi, the window period is the time when an HIV-positive person is most infec-
tious, or most likely to pass on HIV, in the first few weeks after he or she has been
ected. The body has not yet started to fight the new virus, so HIV uses that chance
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to start making more copies of itself. During this time, the amount of virus or “the
viral load” in the newly infected person’s body increases rapidly. The likelihood of
transmitting HIV by having unprotected sex during this period is extremely high;
about half of all HIV infections occur during the window period.

(In the next scene, Sachi explains to his friends what Jessica has told him.)

rovides concrete ideas on how to do that. EE shows consequences of actions
nd models conversations, enabling people to experience things Somao:m_,
efore they test them out in real life. The science is also the measurement OW
an EE program’s impact.

In the last 10 years, EE has evolved from the foundations of traditional
V and am:..:o dramas to embrace new technologies and formats. Programs
becoming even more creative—some more “Hollywood-like” and v\oﬂ

Eom.m \n%.@Em into reality programming—in the increasingly competitive
edia environments. Some channels used are:

In the example above, from the award-winning Zambian TV drama, Cl
Risky Business (2009), Jessica, a nurse, reacts angrily when her husband Sac
confesses that he has a son by another woman. Not only has Sachi been u
faithful, but he has put them all at risk of contracting HIV. Developed und
the auspices of the Zambian National AIDS Council and technical su
from Johns Hopkins Bloomberg School of Public Health Center for Comm
nication Programs (JHU-CCP), the drama addresses the difficult issue of
tiple concurrent partners and HIV in a realistic and emotional manner so tk
audiences are able to relate to the story and reflect on their own behav
Club Risky Business is one of many powerful Entertainment Education
productions that have shown considerable success in positively impacting
ple’s relationships and lives. This chapter will share some recent effective
programs and outline the key steps to developing successful EE programs

Most conventional entertainment programs are not educational. Also,
programs with an educational intent are too didactic and do not engage 2
ences. The conscious aim of Entertainment Education is to grab and ho CASE STUDY 1: Do you know your lover’s lover? Intersexions:
attention of audiences and to purposely increase andience members’ knowle Exploring sexual networks in South >m_..m§ >
about an issue, create favorable attitudes, shift social norms, and change be .
jor (de Fossard, 2004; Singhal & Rogers, 1999; Singhal, Cody, Roge
Sabido 2004) by using a creative story-telling approach. The Entertainmen
cation approach can have significant influence on motivating people to ch:
health behaviors (Kincaid & Figueroa, 2012; Storey, Karki, Heckert
macharya, & Boulay, 1999). An important Health Communication approar

has been used to address a myriad of public health issues, such as family
ning, gender equality, cancer, and HIV prevention and stigma reduction,
others (Beale, Kato, Marin-Bowling, Guthrie, & Cole, 2007; Storey et al.,
EE is not a new concept. For millennia, people have been telling pa

or stories to teach lessons. What is more recent is the blend of art and s
of EE. The art is the creation of wonderful stories and characters that

audience members’ emotions and help them feel empathy for the chara

and their situations. The science is the application of analysis and the

shape a compelling story that moves audience members to examine

issue in their own lives and, once they are thinking about making ch

e Mass media: television, film, radio, comic books;
¢ Traditional media: storytelling, drama, puppetry, music;

o Internet-based: gaming, social networking, mobile ph
Sood, 2013). & phones (Storey &

Examples of ommo%mé and innovative EE approaches were recently dem-
nstrated at the 5" International Entertainment Education conference
ttp://www.ee5.org/). Highlights included EE programs from Africa and

sia that had a positive effect on peopl o
ple and government-level
ase Studies 1-3). evel policies (see

W&mﬁoﬁ (2012), an award-winning 26-episode TV drama series in South
ica, 96_2.8 the lives of those infected and affected by HIV, the circum-
ices of Eo:.ﬁ contracting the virus, and the relationships in Eoma lives. Each
d-alone episode takes viewers closer to understanding the Eaaoo:b.o&om-
s of momcmﬁ networks. The program also addresses audience self-efficacy to
st multiple concurrent partnerships, use condoms, and get tested for HIV.

A 2012 survey revealed that 9 million South Africans watched b&m&.@?
—28% of men and 38% of women (Kincaid & Figueroa 2012). Of those
Smﬂowo.a the series, almost 50%, or 4.5 million South \ﬁwmombm <.§8er at
t 13 episodes. According to the survey, Infersexions Eﬁommma audience
efficacy to resist multiple concurrent sexual partnerships (MCP). The se-
increased positive attitudes towards condom use and self-efficacy to use
em. It also reinforced the perceived norm that more people are getting an
test and increased discussion about testing (Kinkaid & Figueroa, wosm
For more information about Intersexions, see the official Nﬁm\umima
site at http://www.intersexions-tv.co.za and “Intersexions wins Peabody
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Award” at wawn\\éié.u.ssoow.Q..m\saém\wao_,moxmosm-Ewsm-wamvoa%-mém

mooowmmom-wg?ooBEm.mo&r-mmwom:.moaw_-&mﬁw.

>EMM meramb% possibilities for application. Three additional case studies
A showcase using comic books to i

. : : prevent diabetes among Nati -
ican youth, radio reality programming in Malawi, and a short EMWE_@ M\MMMM”

3

Award-Winning Film Influences Pakistani Health Policy

Bol (“Speak Up”), a full-length Entertainment Education feature film th: The EE Development Process

dresses social realities and advocates women’s rights, opened in Pakist
June 24, 2011, and has earned more box office revenue than any other fi
the nation’s history. The film revolves around Zainub Khan, who has t
found guilty by Pakistan’s Courts and is to be hanged. Her last wish
speak out about her father Hakim, and the lengths he went to in order to
a son instead of his seven daughters. While the film has received critice
widespread acclaim, its critical message was aimed specifically at op
Jeaders and policymakers and has had an influence on national health po
In January 2012, Pakistan’s National Assembly and Senate unani
passed bills that prohibit forced marriage (one of Bol’s central issues).
For more information, see “Pakistan women hope to gather gains
moves forward to Senate,” on the Women News Network at http:/ : .
noémbogo%.:ﬁ\woS\oH\Nc\vmﬁmﬁmb-éoaoﬁ-maro?mmmsm\ and “Thy art 1: Design—Audience Assessment, Theory, and Technical Brief
ing of Bol,” in The Vigilant at rn?\\ééé.Eoﬁm:mbmsﬁoamao ) e
oonosa:QooEoE\mEo_a\wqu.Zo/aE_uanwoG.EB_.

MW:»MMMME& research, design, implement, and monitor impact in a sys
Wm Ay %ooc.mr%c._ way; scriptwriters, graphic designers, filmmakers MME
S Imagination and creativity to attr: i :
. act the audien

02). Having a systematic oo o
2 process enables e v
b o etotonty veryone to work together effi-
wkm“uim cmﬁm an Ecmﬁmaé example of the Club Risky Business case

e describe the basic steps required in formulating and implementing

: he intended audience members’ social context and psychosocial
so the program can addresses their specific needs and m@@w\& HM NMW ina
mmmw Mwwwmam way. moBo key data that is gathered at this mSMoHM:m._
bl meress s vt o o s
) , its i
_E mﬁ Mmommmﬂoﬂm and barriers the mﬁMWbWM %QWMSMMMMM%M MM:W n
ou,_m out existing policies or programs. While some audi infor-
an be gleaned from existing demo i demiological S@-
conomic studies, many Emmﬂmam WMMHM_M MWMMMMM“MMMr o
tical wm: of the EE process is to determine which behavi . h.
heories a.iz be most effective for influencing change émﬂowa * given
on a particular topic. Two widely adopted theoretical per cctives
_ mmao.ﬁm. change are presented in this chapter. perspectives
‘, cognitive En.woa\ (SCT) (Bandura, 1977, 1986) explains that indi
am v% observing the behavior of others and evaluating the mm ront
es in o&&. to make behavioral decisions of their own F&wﬁwﬂ o__:
_uo.rmsmwa modeled in the real life around them or ?o _u,m vior
1s depicted in the media. The theory asserts that people i_o_ MMMH

CASE STUDY 3: Get H20:
Using games to promote peace among young people in urban East

Get H20 is a serious game that provides young people skills to d
themes that lead to violent conflict. Get H20 simulates the complex
in an informal settlement, focusing on the scarcity of resources
water and housing. Players learn how to manage resources, inv
community, and prevent escalation of conflict. The mobile versi
game at www.geth20game.com garnered more than 85,000 dow.
cluding 5,000 downloads from East Africa. ,

Before playing the game, a majority of youth noted “friend
“helping people in need” as key community contributions. Afte
participants noted “puilding public toilets and community house
ing the resources like water,” and “working together and cease
other possible ways that can contribute to improve the well-b
community (Beamer, 2012).




|

88 Jacoby et al.

Entertainment Education 89

cate behaviors they are exposed to if they perceive the behaviors to be b
ficial. Similarly, negative behaviors are more likely to be emulated if t
exhibiting the behaviors are shown not to suffer negative consequences
ple interpret the consequences of actions, assess their own ability to'e
similar behaviors, and then act (or choose not to act) accordingly.

Self-efficacy is the belief that one has the ability to exert personal co
over outcomes. EE programs focus on strengthening self-efficacy through
acters modeling the key positive behaviors and achieving their desired goal

Intended .>c&a:oo“ Determine primary audience (individuals whom th
program is .8 reach directly) and secondary audiences (those who infl -
‘osoo.a_o primary audience). For both audiences, at a minimum oEa .
age, E.oos,_ov where they live, and marital status should be Eo:a“ow o
Behavioral Objectives: Clarify what the program wants audience

cﬁm to know, what attitude they should hold, or what the should Mz "t
ter they see or hear the EE program. Ensure that objontives o

The extended parallel process model (EPPM) (Witte, 1992) sug bound. These objectives will serve to guide th
that, in order to promote behavior change, individuals must perceive provide the foundation for evaluating whether So Eomﬂm_d.mm well as to
nificant amount of threat associated with their current behavior. For exam s ication Objectives: Determine the two ¢ mNmBB 1s successful.
those who do not use condoms must first perceive that this behavio; get across to the primary intended audience or three key messages to

them at risk of negative consequences. Second, individuals must pe Positioning Statement:
that they have the self-efficacy to bring about change. ey promise, or main benefit of doing the behavior

Thus, EPPM proposes that behavior change occurs when both per Call to Action: Clarify what individuals )
threat and efficacy, or the ability to do something about it, are high
programming, this is often accomplished by showing the negative
quences of high-risk behaviors (which may include an unwanted pre
or the realization that one is HIV-positive) and modeling the correc]
sired behaviors.

“reative Considerations: Consider tone, brand personality.

chemes, clothing to be worn, and any underlying social mm,
e aware or to address.

chnical Program Specifications: Identify geographical placement

plan, languages, promotional materials,
am-related issues.

format, color
sues of which

, INe-

Technical brief pretesting needs, and pro-

Every successful EE program—be it a street drama, film, radio pro »
video game—has a technical brief, which outlines the “education” thai ¢ amount of detail covered in the t
into an EE program before making any decisions about the creativ
or the “entertainment.” An effective brief is developed with part
from key stakeholders—researchers, content experts, communicatio
sionals, social scientists, artists, writers, producers, stakeholders, i
ence members, as relevant to the program. Based on the audience a
considerations described above, the technical brief becomes the
document for the creative people to develop storylines, script, chara
The technical brief is also the foundation for script and program
monitoring, implementation, and evaluation.

Technical briefs are done in varying styles. For example, a lon,
drama serial may have a more comprehensive document (de Fossai
Shorter programs may only have a one-page brief highlighting
That said, the following are the essential elements for any EE techni

, . echnical brief depends on
ut the key idea is to keep it as concise as possible. ’ program

tive Example: Club Risky Business Part |- Design—A

di
ment, Theory, and Technical Brief udience

s HIV prevalence was high at 14.3% among 15-49 year-olds (Central
Office (CSO) [Zambia] & Macro International Inc 2007). Multipl
urrent sexual partnerships was identified as a key &“?2 Am.m_ eri cM
Noo.wv. Urban residents were twice as likely to be livin Smraﬂu/\

with their rural counterparts, and prevalence anommam
e general perception was that marriage and long-term relationshi
a safe haven from HIV, in fact, over 20% of new infections ooocﬁww
ple who reported having only one sex partner (NAC, 2009) Zo
aware of the “window period” and its relation to HIV Qmwmsmmmm.o: -

with age.
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Table 1. Club Risky Business chapter study: Technical brief Urban and peri-urban men (ages 25-45
years) with some dis i
posable in-

. 1 Phase 1 primary target: me 2 Phase 1 secondary targets: women (wives and girlfriends me and aspirati i . .
PR Rt . e s . i EE% _o _M:m_ lifestyles were identified as those most likely to
22 Income: medium to high Income: low to medium e p oncurrent ﬁwﬁbowmgﬁm. ZNS% men did v\. -
.m 2|  Education: medium to high Education: low to medium < o in a sexual network or that being in a sexual not know if they
m §m.3 they live: E@.E,\vaa-ﬁcm: ﬁro.no they live: .E@mn\vma-ﬁvma o eased risk of HIV. Xual network would put one at
Marital Status: married Marital status: wives or unmartied girlfriend: As the goal of the program was to i
This mass media campaign will be a “wake-up call” or “epiphany” for target groups. Afier seeing thy among Zambian m en. th . 0 :\_Q.ommmo mo_ﬁ.oﬁmomo% and risk percep-
campaign, people engaged in multiple concurrent sexual parmerships (MCP) will do the followin ; . e » the main theoretical framework was a co bi
mbina-

(a) Realize the risks posed by MCP; ,
(b) Have one partner at a time who has no concurrent sexual partners, or simply reduce th 7\@ The QOmmmb team decided th: . parallel process model
number of concurrent sexual partners; ed that the ma
(c) Realize that sexual partners have mutual rights and responsibilities to know and disclos
their HIV status to each other;
(d) Go for Voluntary Counseling and Testing (VCT) (preferably with partners) and discl

Behavioral Objective

their status to partner(s); ehaviors b . ters changi i
ase : ing th
(e) Improve relationship with primary partner (better communication and sex); E d on consideration of these consequences ,:Hm M i o o
(f) Use condoms correctly and consistently with all sexual partners, including regular/lon; d EPPM Gv\. mros_ﬁm how characters’ risk A € design team
term/trusted partners. heir self- SK perception increased m;osm

efficacy to engage in risk-reduction b
1. Increase personal risk perception for acquiring HIV through better understanding o S m®<m_0@ma the technical brief.

dow period” and sexual networks (role of concurrency); ‘, et. Amom Table C.
Increase understanding of protective behaviors (partner reduction, condom use); -
3. Increase sense of responsibility to not infect others.

ehaviors. All critical

Communication
Objective
[\

Part 2: Artistry and Pretesting

Partner Reduction: Having one partner at a time can greatly reduce your risk of HIV
and can reduce the stress/strain on your resources (time and money).
VCT: You and your partner(s) have mutual rights and responsibilities to know and discl S ical brief. Arti

E . . H
HIV status to each other. : . profiles and stor Next sts develop

Positioning
Statement

Condoms: Condoms are not just for those who are unfaithful or infected/worried abo; acters and story will resonate with the audi HQM\ team ensures that
infected with STIs (including HIV); they are a sign of love/care for your partner. search and that th . 1ence described in the
, ey will demonstr: : or-
ate the des ;

Get yourself tested.

Call to
Action

ots, followed by storyboards @if
ote that EE reality programm

(11

using a visual medium like TV or

ing follows a diff; ;
» erent crea -
stories” and “characters” are based on who five proc

Concept of “risk” needs to be expanded from focusing on the individual to raising a\

w HIV risk depends on sexual patterns of both partners (and partners’ partners, etc.) .. 3
S |e Capture ideas that resonate with Zambian culture and specific target groups, a: es of mbmcﬂmzm that “ch: » 1s interviewed, but
g e othing phrascology sayings: L ol at “c aracters” resonate with the ms&osoo»mba
] m e  Concept of monogamous relationships such as marriage should be re-defined - N Y app 0&:5% story are the same.
.m ®!e  Challenge gender norms (e.g., having more partners does not make you more rs-are important. Characters must be eople wi
§ |e Challenge people to take responsibility and not use cultural/social “norms” as e can relate and identify (Kincai people with whom the in-
5 their actions; , ters . . @ A incaid, Noomv. W% representin
o Model positive, healthy relationships - Or processes in particular ways i § cer-
, . . , audience memb
approaches in their own thinking, or int ers come to
AOmMMM,wMMSM M_MnanE. %HWM%M”@, i own practices (Parker, Ntlabati. & mm— or n o.mnmﬁo such Q:EDD@
guages: guag ’ 1y1annis, 2005). In a South

: R_mwm%um_z MMQMH m”%ﬂ%ﬁ:ﬁ%é&?om&o.on.Nm\mvo:Emwm-armv

il : ers to the point that particul |
ng mm_,mﬁm_om were internalized and mﬁ&o%oo me mw <m_w~om "
e depicted characters (Parker et al or s

loping good characters are:

Materials to be used for promotion: ~ Facebook, launch, newspaper insert, bus §
billboards, radio talk show, adverts on radi )
bumper stickers, T-shirts, caps and pens

Technical/Program
tions

Sp!

wanted
-» 2005). Some key characte-
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‘he artists of Club Ri
5 isky Business creat :
mtended audience, Zambian men, woul %w characters with whom the main

lude an interesting story. elate, and they made sure to in-

e Each character should have a unique personality, shown by the way the
walk, talk, move, and react.
e Characters should be believable and someone the audience can relate to

e Characters must have quirks or flaws.
The main quirk or flaw of the character should drive the plot. For ex
ple, in a successful American detective drama (not an EE program)
main detective Monk is obsessive compulsive—which makes thing

Sachi, in his late 30s. i i
> 1 his S, 1s a middle-income civi i
wo and a girlfriend who is the mother of his HMMmmona L e

h women but has to figure out whi -year-old son. He loves

ficult for him. But he solves crime because he is obsessive compul , wed that condoms signify mi ich one ﬁ.o be with. Formative research

e Effective EE programs demonstrate key characters going through g-term relationships. Sachi does not 1sease and are rarely used in
own behavior-change processes in realistic ways. Rather than dowsm n girlfriend because he trusts th o! i condoms with his wife and long-
fect role models, they must be human by making mistakes, by bein ction is not well understood - The “window period” of acute HIV

‘He cannot communi i

; unicate his sexual dissati i

0 ) . ssatisfa o

s comfort and distraction with three other wo crion fo his wife and so

Elements of a good EE story
college student. men, including a co-worker

An EE story must touch the emotions of the audience (e.g., a love s
competition, a quest). It should be exciting with lots of action or twist
plot that catch and hold the audience’s attention. A good EE story’
conflict is about something more than the health or social topic, beca
depiction of only a health issue is immensely difficult to present in an

ing manner.

wmlmm Lucky is a “player” in his late 20s
ends but always uses a condom. .
> of his life shows up.

He is single and ha;
S man
He has to figure out what to do s&ow

ese three friends meet ;

. at the neighborh

xchan ; . - ood bar, Club Rj ;

the mmmwﬂoﬁ.__o s about their relationships and lives ,EQMN%_Q wﬂ.hmEOmm
o ies i Emﬁmﬂo each man’s sexual network The m:m.mEm :.:a:ﬂ
nd out who is HIV positive at the end of the story enee 1s sur

tch th :
ch the show at :Eu.\\ésé.%oca_uo.oogéaog,\nﬁ 00mts_uZ8

2

Pretesting

Technical program experts, and drama experts provide critical 1
key points in the production process to ensure that character:

scripts, storyboards, etc., are in line with the technical brief and- Part 3: Implementation

program is more effective
when a “buzz” is
o ) v : created
] %MHM <.<&w their families, friends, partners, and oOMMM R.M.Eo RE
reasin ) s uniti
o b gly seek to open up dialogue because audience i .
© a precursor for increasing self: o volve-

, s -efficac d :

In promoting interpersonal co i y and collective ef-
: m ; N

c Amooau 2002). munication among individuals in

the audience.
Despite the rigor with which the program has been develope

point, all EE must be pretested with the audience. This general
focus group discussions with audience members to pretest scr
boards, and entire episodes or program segments. Pre-testing se
ence feedback on attractiveness and identification with character:
episodes or storylines, credibility and originality, cultural, religis
cial authenticity and acceptability, gender sensitivity, message
sion, take-away points, and avoidance of stereotyping. ,

n promotion is key. With th,
. . e saturated medi i
o . a environm
o M“oﬂm“ oo::ﬁ_oms programs must be increasingly e
get the audience’s attention. Promotion can include TV
or

ters Sﬂmmnﬁumsmm Tm;m Hlm:: ts OO_ZCO_”:: NS _mz:C_— events
». > s H iti 5
©S, HHHO_..:.“—O a_n;m—m.ﬂm“w nm—m._w EOUm NEOH—W OEOH _..QON v
9 S.

aggressive
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- See a reinforcement spot on Saachi’s network at: ‘http://www.youtube

som/watch?v=e6Rmd8-K ¢3 ist= 7
; 23E&list=UUgi- .
1 &feature=plep. gl NN&Nzomm%umﬁémsmm%aEa@x

Media planning is a critical aspect of implementation, which, regretfu
is often left until the last minute. Media planning involves determining wh
and when the EE program' will be broadcast or performed. Determinin
media plan requires getting input from listeners about their preferred t
and days for listening to and watching the programs, balanced with the h
broadcast costs, as is the case in many countries.

Program implementation refers to community engagement activ
feedback and monitoring while the EE is ‘on air.” Some ideas are:

@%QMHN\ memwm:”““ M om, nwowwoow @mwo named for the campaign tag line

vas pular. Facebook fans more than doub

_Hw N%oo MM Mﬁ beginning of Em.omawmmms in 2009 to over 5,000 in »EMMMM

& .Eom Mao QBQ people sowo still active on the Facebook page two years

o In facilitated discussion groups, audience members can see or he é.@oo_uooﬂmwm\mwﬁ%a. h<_w<< Q_o.m rogram’s Facebook page at: http:/

program and then talk about the issues raised in terms of their own #/Onel.oveKwasila.
in order to take action.

e Supplemental materials such as discussion guides, story books, in
tional brochures, and pictorial flip charts can reinforce the main
tional or educational issues.

e Social media is an emerging powerful tool through Facebook, T
and mobile technology. Social media can be used to promote a pr
hold discussions, gain feedback, or monitor interest in the pro
Many EE programs will have their own Facebook and Twitter pa
post provocative questions after broadcast each week. This op
space for dialogue between the program and the audience but a
tween audience members themselves. ;

e Mobile phones are becoming increasingly useful in an EE approz
some time, texting through mobile phones has been utilized fo
or promotional activities. In some countries mobile phones are
tioning as the radio or video screen to hear/see the EE progra:
the means for audience members to engage in discussions about

perience on social media sites.

Part 4: Evaluation

evaluation question for funders, program designers, and partners is: Did
, : Di

program have an impact that can b
¢ documented?
‘nuanced questions, such as: 7 They may also ask

Which segment of the population appears to have gained the most from

e program and which segment a
ppears to have b

hat are the reasons for this disparity? e feast affected?
wﬁ did 9%8:8 to ?o EmeE result in the desired outcomes? Did the
ogram, a fect perceived risk or self-efficacy, which may h

desired outcome? “ e affected
QMS actor wﬂﬁoﬁm to m%o.r& the highest level of identification from

nce members and did this translate into desired behavior change?

ause mm.waomﬂgm often use mass media, it becomes a challe
,mbmoE_Noa S.m_m to assess program effectiveness. One omnbbw oMo
: EHMMQE% Mmm_wﬂ people not to watch a particular program éﬂmbﬁm
L SS H.sa 1a. Therefore, researchers use oth ibu
e ,ﬁ,o, wwn.:o:_uﬁ programs. One such doogma:mowﬂmwﬁmmw”v mnm_uﬁm
w:m_v\&m (Piotrow et al., 1992; Storey et al., Goovlléwrmﬁw oM ’
who were o..xvomoa to the program more extensively would oﬂ g
; _M or &MM_MM:%, in comparison with those who were owamM% MHWM
al ,OWom. other technique is running a pr i i
caid, 2006), which matches people m: WMM MMMMN%AMM Ms -
osure to the program differentiates the exposed group fi o the
yroup on key behavioral outcomes. group from fhe

Tllustrative Example: Club Risky Business Part 3: ~§s~m§m=§m§

The Club Risky Business program kicked off with a showy
launch, attended by partners, media, and senior government offi
grabbed attention right away. View the trailer for Club Risky
rq%”\\ééé.%oﬁ:do.ooaémﬁorfnzulpwmmoé%momg..oua_m;

The series was then aired weekly on national and private TV
new episode was broadcast every week with repetitions at differ
same week to maximize viewership. These were supplemented &

commercials.
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back into the program to strengthen it. Our experience has been th t, al
?ocmr some funders are reluctant to spend a lot of resources on ooMmu mﬂ-
ing the campaign evaluation, they often do want to see results H an
evaluation component is needed. e
Utilize a participatory, theory-based design process. Getting technical
; %ﬁ mBE. experts, audience members, and stakeholders oM the o
EH.svm. design, theoretical foundations, objectives and content @oaﬂw .
m.m_bbEm makes the program more likely to be effective )
ire the best creative minds and actors possible. It m.m an art form to

Evaluators have also found that indirect exposure to EE programs.
have significant impact on behavior. Indirect exposure refers to people w
have not watched or heard the EE program directly but discussed the
gram with family, friends or neighbors who were exposed. Program eva
tions that ignore indirect exposure underestimate the impact of a mass
program on behavior (Boulay, Storey, & Sood, 2002).

Qualitative methods can serve as a mechanism for audience memb
share how they or their community were impacted by the EE program
tential methods include in-depth interviews, focus groups, audience fee
analysis (i.e., blog posts, texts, letters, and Facebook updates, among of

(Sood, 2002).
roduction team and talented actors, it is easier and more cost effective

%Miov a great product that will attract a wider audience
u.asn_» EE training for writers and/or producers. Hb. man,
2:.83 or haomcooum may be at the top of their field but not ex Wamwm mw
;, :mmmﬂmssm educational messages into their programs HE% o
specific training, . s
i .w with oz.o_.. resources, such as health or social services peer edu-
wmu. community or religious leaders, talk shows, online “&mocmmm
oups, Facebook, Twitter, and mobile technology. >
orm partnerships with TV or radio media houses, DVD, video CD
D), or comic book distributors, schools, ME@_oaozmbm cm_.msaa dram;
oups, puppet teams, Internet service providers, mobile ph servi .
oviders, and others. » prone service
ork with the private sector. Contact media houses and compani
it could sponsor ads or airtime or make in-kind contributions FM%_ H
ca, partnership with the South Africa Broadcasting Cor o.nm& M
ted free national broadcast for the Intersexions TV &mE% e

Illustrative Example: Club Risky Business Part 4: Evaluation

Club Risky Business won a national award for “Best Drama Series” i

bia (2009) and the AfriComNet 2010 award for the “Best HIV/AIDS
tichannel Campaign in Africa.”

The program achieved impressive results. For example, 32% of
ans had heard of Club Risky Business (Kumkum & Clark, 2010). Thy
paign call-in radio program reached 3 million listeners in a count; ;
million, and during the text messaging competition, over 17,000 text
were received in response to questions posed at the end of the episode

The program used primarily qualitative data for the evaluation
tions of how audience members perceived the program and the i
made on their lives was evidenced through comments on Facebook as
other means. One Zambian health professional shared how the prog
fected her community: “The series woke Zambia up and broke a hug

around MCP. Furthermore, the wake-up happened on primetime t¢
and went into homes, directly to families and couples.”

mE.EoE Education is a powerful and versatile approach that

the impact of communication strategies and programs. As &mocmoww
h pter, if implemented correctly and systematically .: works "

.Q of health and social issues and through a ::Emﬁ of cha o:_ w
m,_mw traditional media, or with the new information 8&50“: dos
cial networking sites. EE has the promise to make the éozmhom
mmoﬂm and rm_uﬁ.mo_, place for the millions of audience members Srw
HMW. ay to their TV, radio, community activities, and social net-

Lessons Learned about Entertainment Education

Our experience in Entertainment Education has taught us several

lessons:

e Plan for evaluation from the beginning. Many EE Eom_.,m_,
evaluated because of cost and time issues. There is no doubt th:
programs are expensive to evaluate. But if planned and g_amﬂ
the start, impact assessments can be done, and the findings ca
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APPENDIX

Recommended Readings

Fossard, E. (2004). Communication Jor behavior change, volume 1 Writing and produc-

CASE STUDY: “Reaching Young Native Americans

Through Comic Books” ing radio dramas. India: Sage Publications Pvt Lt - Provides a detailed step-by-st
process of developing a long-runni i i . yestep

Type 2 diabetes is an emerging problem among young Native Americans. In res Fossard, E. (2005), QQSS:EWSS: Mm M Mﬁwwe MWWM using the design mowﬁ.::ma process.

a comic book series was developed for Native children in grades K—4. Diabetes Jor television and film. India: Sage Publications wﬂaws volume 2: Writing and producing

: . Ltd. Describes the step-by-step proc-
ess of developing a long-running TV drama using the design document Eooomw. ppee

ee, R. (1997). Story substance, structure, style and the principles of Screenwriting. Regan

Books. Explains the fundamentals of character and story development.

vention messages are integrated into a mystery-adventure plot, in which the chil
acters foil a ring of fossil poachers with the help of three animal heroes that e:
the cultural values of their tribe. Due to high demand, approximately 500,000
book sets have been distributed, and the program has expanded. The books w
veloped by Westat with support from the U.S. Centers for Disease Control and Pr
tion (CDC). For more information, see http://www.cdc.gov/diabetes/pubs/ea;
dex.html.

CASE STUDY: “Reality Radio in Malawi—A Fresh Approach
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d parallel pro
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