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About 60% of all the HIV/AIDS cas are found in sub-Saharan Africa (UNAIDS, 2007). While a few
countries in the region have shown a decline @valence, most countries in southern Africa have
made little progress in their fight against AIDS. Thalgd this study was tprovide empirical support

to confirm and extend an earlierodel of the effect of organizational factors and campaign planning
on campaign execution to help answer the quesif what makes for a successful communication
campaign to change AIDS-relatedhavior. A survey of the top leaders of 120 Ugandan organizations
delivering AIDS communication camgis supports a model that illuges the vital role of several
features, such as focused campaigals, the formality of organizational structure, and outreach
worker supervision, on effecévcampaign execution. Surprisingly, financial resources are negatively
related to goal extensiveness and message daxitynay be a distraction during campaign execution.

About 60% of all the HIV/AIDS cases worldvadire found in sub-Saharan Africa (UNAIDS, 2007)
even though only one out of every 10 people in the world lives in Africa. A few countries in the
region such as Kenya, Uganda, and Zimbabwshawing a decline in HIV/AIDS prevalence. Most
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notably, prevalence among adults in Uganda declined sharply from as high as 30% some urban areas
in 1992 (Uganda AIDS Commission, 2000) to ak®u®o country wide in 2005 (Ministry of Health

and ORC Macro, 2006). Yet, most countries in southern Africa have made little progress in their
fight against AIDS. Comparthe success in Uganda to the desaatLesotho, where about 23.2% of

the adult population was living with HIV in 2008NAIDS, 2007). A similatragedy is unfolding in

South Africa, where 5.5 million people were living with HIV in 2005—the highest number in the
world (UNAIDS, 2007). What accounts for the stdifference in the trend between countries such

as Uganda and Lesotho? The survival of millions of people turns on answering the question of what
makes for a successful communication cagipt change AlDS-related behavior.

Research has identified a number of variablasdbrrelate with theuccess of communications
campaigns. Many of these variables are aspec@npaign planning suas conducting audience
research, analyzing channel availability, targeappropriate audienceselecting messages that
are relevant to particular audience segments (Backer, Rogers, & Sopory, 1992; Backer & Rogers,
1994; Hornik, 1988, 1989; Kiwanuka-Tondo & Snyder, 2002; Woods, Davis, & Westover, 1991),
and goal specificity (Holtgrave et al., 1995; Hornik, 1988; Kiwanuka-Tondo & Snyder, 2002;
Manoff, 1985). Other determinants of campaign success have been more closely related with mes-
sage processing, such as regtbrnik, 1988, 1989; Shimp, 1993; Snyder & Hamilton, 2002), mes-
sage quality (Manoff, 1985; Shimp, 1993)daxecution quality (Hornik, 1988; Manoff, 1985).

More recently, Curtin and Gaither (2007) héaleen a postmodern perspective on public relations
theory, emphasizing the role of identity, differeraoe] power. These authors illustrate that identity is
socially constructed, dynamic, and political and thust be considered in campaign planning and
execution. This work provides an importaantext for internationgbublic relations practice.

While Curtin and Gaither's work (2007) andrlea work by Rogers (2003) have provided
many valuable insights into the relationship between communication campaigns, target audiences,
and the adoption of new practices, little reselahbeen conducted on the organizational factors
that influence the campaign dgsivariables mentioned above (Backer, Rogers, & Sopory, 1992;
Backer & Rogers, 1994; Kiwanuka-Tondo & Snyder, 2002) and hence the dire need for more
research in the area. The first ever systenzatit quantitative study to attempt this endeavor, by
Kiwanuka-Tondo and Snyder (2002), establishéldearetical model that mainly focused on the
organizational and campaign variables #fétct campaign quality (See Figure 1).

In their model, the authorseasured campaign quality using goal specificity, execution qual-
ity, and message quality. The purpose of thegureresearch is to confirm and expand this theo-
retical model by measuring audience reach, ddfasethe percentage of the audience exposed to
the AIDS campaigns. By doing sbe present research edisitiies new relationships between
organizational factors, campaign planning, and campaign execution and contributes to both
theory and the practice of strategiealth communideon campaigns.

ORGANIZATIONAL FACTORS AS PREDICTORS OF CAMPAIGN SUCCESS

Many African nations, including Uganda, have aeédpa “multisectoral approach” to AIDS com-
munication that involves an alliance among thegbe sector, communitiesyltural groups, reli-

gious institutions, nongovernmental organizagigNGOs) and government agencies such as the
National AIDS Control Program (NACP) in ldgda (Uganda AIDS Commission, 2000; Uganda
AIDS Commission, 2002). As noted by other health campaign scholars (Stephens, Rimal, & Flora,
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FIGURE 1 Model of relationships between organizational and campaign
variables from study by Mianuka-Tondo & Snyder (2002)ote. Root-
mean squared error = .0592. Chi-squareN6247) = 4.54p = 1.00.

2004), community organizations serve a criticdé as the source of health prevention commu-
nication, and this is clearly the casgarding AIDS campaigns in Uganda.

These organizations design campaign messagkedeiermine how that design will be executed,
often with the help of outreach workers. If thecss of a campaign hinges on key aspects of planning
and execution, then a crucial research objectit@igentify which qualities of an organization influ-
ence their choice of design. Yet, little is knovinoat the organizational factors that affect campaign
design (Backer, Rogers, & Sopory, 1992; Baék&ogers, 1994; Kiwanuka-Tondo & Snyder, 2002).
A few studies have examined whigtganizations have been moresessful in executing particular
types of campaigns, and which campaign elementslbd to success. The results from these studies
suggest a two-step model, as shown in Figure tRelfirst step, organizational factors influence cam-
paign planning variables. In the second step shown in Figure 2, campaignglaariables influence
campaign execution. In general, greater planning should improve the execution of the campaign.

The present study further expdal the two-step process mobdg examining the components
within each of the three factors shown in FigRrg&ee Figure 3). Those aspects of organizations
that might influence campaign planning incluthe function, structure, and resources of the
organization. In turn, those aspects of campaign planning that might influence campaign execu-
tion include information management, identifioat of audience segmentsnd the differentia-
tion of audiences. The campaign planningiatdes influence campaign execution, which
includes audience exposure, attention, and cehgmsion. The next sections consider each of
the relationships among the components of Figurereverse causal order, starting with cam-
paign execution, continuing with campaign planning, and ending with organizational factors.
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FIGURE 2 Two-Step Model of relationships between the organiza-
tional and communication cgraign design variables.
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CAMPAIGN EXECUTION

Effective campaign execution rei on maximizing the audie&’s reception of the message.
The three stages of the message reception grotdsde exposure, attion, and comprehension
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(Hamilton, Hunter, & Boster, 1993; McGuire, 1985, 1989). The conceptudfence reach
addresses the need to expose the messagertargsmembers of the target audience as possi-
ble. In order to capture the audience’s attention, message designietenest featuressuch as
color, music, children’s voices and sloggMendelsohn, 1973; Newhagen & Reeves, 1992).
Effective execution also regaes that audience members understand the message, which
requires increasing thdarity of the message (Kiwanuka-Tondo & Snyder, 2002).

Individuals differ conglerably in their response to canigra messages, so researchers often
divide their audience into distinct target groups. By targeting groups who differ on important
demographic and psychographic variables, anrozgtion should be abke extend the reach of
the campaign and design messages with relevant attention-getting interest features. Hence, we
propose that number of target groups, reitecthe degree of audiea differentiation, will
increase message reception. This geneogdgsition implies twaspecific hypotheses:

Hla: A greater number ¢dirget groups increast®e reach of the campaign.
H1b: A greater number of target groups increases the number of interest features in the
campaign message.

The third aspect of messageception, clarity, may be impred by worker supervision. We
propose that supervision of outreach workersvides greater opportiiies for feedback to
message designers which allows for increased clarity through mestjagenents (Kiwanuka-
Tondo & Snyder, 2002). Outreach workers havedlicontact with the audience and are there-
fore able to uncover difficulties due to cultubarriers, misunderstandings, and poor persuasive
strategies. The more often outreach workersimreontact with theirsupervisors, the more
efficiently feedbaclcan be shared.

Hlc: Worker supervision is relatéol an increase in message clarity.

The hypotheses concerned with the two target group effects are shown on the far right side of
Figure 3.

The Effect of Segment Identification on Interest Features

Different media require differértechniques for capturing audience attention, such as sounds
(radio), color (print) or visudimages (television). Figure 3 illustes that the number of chan-
nels used increases the number of inteesiufes present in the ssage (Kiwanuka-Tondo &
Snyder, 2002). Hence, the more diverse the ambreo channels, the melikely the campaign
messages will contain rd&-specific features.

H2: A greater number of channels used increases the numbere$irigatures in the message.

The Effect of Conducting Research on Message Clarity

Research prior to the campaigmasstablish the presence of resistance points such as cultural
beliefs, misconceptions, inhibiting attitudes, awdferred behaviors that need to be addressed

in campaign messages (Atkin & Freimuth, 1989; Backer, Rogers, & Sopory, 1992; Curtin &
Gaither, 2007; Holtgrave et al.1995; Hornik, 1988; Manoff, 1985; Woods, Davis, & Westover,
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1991). The model in Figure 3 proposes that thore research the organization conducts, the
clearer the resulting campaign message.

H3: Prior research inenses message clarity.

CAMPAIGN PLANNING

During the planning of a campaign, an orgation conducts research, segments the potential
audience, and differentiates tta@get groups. At the point afudience segmentation, organiza-
tions use demographic or psychographic infornmatibtained from research to create clusters of
audience members. Once identifisdgments are profiled on additional variables as the organi-
zation seeks to further differeate its target groups and tailor messages to those groups.

The Effect of Segment Identification on Audience Profiling

Some researchers identify thérget groups via conceptualadysis. Other researchers take a
more empirical approach, using statistical procedurelikster analysis teegment their audi-

ence. Whether they are identifigi segments with a conceptualahuster analysis, researchers

can employ media use variables or attributes related to knowledge, attitudes, or behavior. Gener-
ally, the model in Figure 3 proposes that the more criterion variables entered into a segmenta-
tion, the greater the opportunifgr a granular response, yialdi more target groups as an
outcome.

Number of channels. The pioneering researchers on diae effects argued that heavy
users of one medium are also heavy userstioér media (Berelson, Lazarsfeld, & McPhee,
1954; Lazarfeld, Berelson, & Gaudet, 1948&&rt & Ward, 1994). Some scholars argue that
campaigns using multiple channels are moreyikelreach a larger percentage of the audience
(Backer, Rogers, & Sopory, 1992; Flay & Sobel, 1983; Hornik, 1988, 1989; Shimp, 1993). This
suggests that organizations that use multipdelia are likely to expestheir campaign messages
to a greater percentagétheir target audience.

Suppose that media use variables are usedasis for clustering. Including more channels
in a campaign allows for greater diversity in hpgople might be exposed to the campaign mes-
sages. With a greater possibility for individafiferences expressed on the channel variables,
there should be a greater number of targatgsdo emerge from the segmentation analysis.

H4a: A greater number of channels usenteases the number of target groups.

Goal extensiveness. Suppose that campaign goals are used as the basis for clustering. In
the popular Knowledge-Attitude-Behavior (K-A-B) model, knowledge change is proposed as a
precursor to attitude change, aattitude change is proposed as a precursor to behavior change.
Campaigns with a narrow scope seek onlintmease knowledge or awareness of the problem.
More comprehensive campaigns go beyondeasing awareness to change attitudes. The
broadest campaigns go beyond knowledge and attitude change to include behavior change.
Thus, campaigns vary in the extent of theiregtives. More extensive goals on which an audi-
ence can be segmented increases the probability that more target groups will emerge from a con-
ceptual or cluster analysis.
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Setting specific, measurable, and attainabledsg@aa crucial aspect of campaign design
(Backer, Rogers & Sopory, 1992; Holtgrave et al., 1995; Mendelsohn, 1973). Kiwanuka-Tondo
& Snyder (2002) defingoal specificityas the degree to which the goals of the AIDS campaign
include details about the types of behaviors to be changed (such as “promote condom use”),
rather than general goals (such as “stop AID8”")s expected thaivhen the campaign goals
include behavior change, the messages would also be more likely to address behavior change. Goal
specificity and goal extensiveness are relataitepts in that reseamts who can distinguish
knowledge, attitude, and behavior change are more inclined to run more extensive campaigns.

H4b: Greater goal extensivenésselated to an increase in the number of target groups.
Conducting Research and Segment Identification

The effect of research on segment identification. Based on previous research by
Kiwanuka-Tondo and Snyder (2002he model in Figure 3 proposes that organizations that
conduct research are more likely to be awarthefvarious media available to carry the cam-
paign message to their audience.

H5a: More extensive research ited to an increase in the number of channels employed in the design.

The effect of research on worker supervision. When organizationsconduct research
they are more likely to recognize the vahfeongoing evaluation and feedback. One way to
achieve this is to maintain aosle connection with owach workers, or engage in closer super-
vision (Kiwanuka-Tondo & Snyder, 2002). This leads to hypothesis H5b:

H5b: Prior research increases fikelihood of worker supervision.

ORGANIZATIONAL FACTORS

The nature of the organization planning the communication campaign includes its function,
structure, and resources. Thumction of the organization will largely depend on its goals and
sense of purpose. Some organizations, suehgrassroots AIDS caregiving organization, may
be narrowly focused on a particular typecommunication campaign, whereas others, such as
religious organizations, will have a wider focus, engaging in a broad spectrum of activities.
Organizations also differ istructureor the degree of formality drthe extent to which the flow

of information is constrained. 8 organizations are more hiagiical than others, where hier-
archy provides an indirect irmhtor of information integration within the work groups. Finally,
organizations vary in thénancial resourceghey have available tspend on their campaigns.
Some organizations will have vast financial tgses and a large workforce to bring to a cam-
paign, whereas others are leaner, with lessayp@and fewer workers to allocate to a campaign.

Available Resources
The model in Figure 3 proposes that financiabreces will have an impact on campaign plan-

ning. Presumably, greater financial expendguo@ campaigns should improve the quality of
campaign planning.
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Financial expenditures on campaigns. Funding agencies insist on specific behavioral
goals for a campaign before releasing fufsrns & Stalker, 1972; Kiwanuka-Tondo &
Snyder, 2002). It is conventional wisdom tHahded organizations have more financial
resources at their disposal to ensure thairtbampaigns set speicifgoals, hence the link
between financial resourcesdspecificity of campaign gosl Organizations with greater
financial resources available are more likelysed more extensive objectives than organiza-
tions with fewer resources. Similarly, it is exped that organizations with greater financial
resources and more specific goals will create messages with clearly stated audience
outcomes.

H6a: Greater financial resources is related to greater goal specificity.
H6b: Greater financial sources is related todreased message clarity.

Organizational Structure

We are defining organizationakgtture as the existence of arfal structure, characterized by
existence of written rules and regulations as well as a published organizational chart. More for-
mal organizations are likely toe more differentiated thanske structured, fiormal organiza-

tions. More formally structured organizations #ras more likely to have the expertise to run
multi-media campaigns. In order éxecute campaigns that sgaadcast and print media, the
organization needs employees who have had experience with television, radio, newspapers,
magazines, posters, flyers, and the Internet.

H7: More formal organizational stture is related to an increaseaimber of channels used in the
campaign.

Organizational Function

Organizations vary in their degree of speeition. Some organizatis are highly specialized
in the type of campaigns they manage while others take on a wide variety of projects. Organiza-
tions with a broader focus have the potential to be distracted from the details of a particular cam-
paign (Kiwanuka-Tondo & Snyder, 2002).

Research requires a focused purpose (Holtgeaad, 1995; Hornik, 1988; Kiwanuka-Tondo
& Snyder, 2002), defined as whether the organization was started with a specific overall goal of
addressing AIDS-related activities. Organizatiomish many purposes are likely to spread
resources thinly, perhaps omitgimesearch activities on the falpremise that they are more
expendable than campaign implementationviis (Kiwanuka-Tondo & Snyder, 2002). It is
expected that those with the single goal of conducting AIDS campaigns would be more likely to
spend resources on research ieorto better achieve their goal.

H8a: Organizations with greater focar® more likely to conduct research.

The larger and more differeated an organization becomdble more informal networks
replace formal communication as organizatlom&mbers rely on relevant subgroups within
their area of specialty as opposed to formal channels in theizagjanal hierarchy. Ironically,
these informal networks imprevthe flow of bottom-up information, but are also likely to
undermine formal structure.
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H8b: Organizations with greater focus &kely to have a less formal structure.

METHOD

In order to test the hypotheses shown in Figure 3, in-person interviews were conducted with
heads of organizations running AIDS campaigntganda. The interviews consisted of struc-
tured survey questions and were conducted by 10 medical doctors. These doctors were trained in
interviewing skills and data management before starting the data collection. The interviews were
conducted orally in English and were supervised by an in-country consultant-coordinator. All
interviews were conducted with top managatmgersonnel from eacbrganization in their

offices.

Sample

At the time the interviews were conducted, in 2003, there were 300 organizationsgrunnin
AIDS campaigns in the country. The list ofganizations was provided by the Network of
AIDS Service Organizations (NASO). According to Keyton (2006), the suggested sample size
for a population of 300 with a 5% sampling error is 169. Using simple random sampling with a
random numbers table, an oversample of 180 organizations was selected. Of the 180 organiza-
tions contacted, 120 organizatiguerticipated in the survey. Hee, the response rate was 67%.
The sample covered all 56 districts of Ugaatlghat time, representinthe geographical areas
as well as the variety of organizations in tdoaintry. Of these organizations, 79.2% (95) were
private or nongovernmental, 5.8% (7) were comityumased, 4.2% (5) were international, and
1.7% (2) were governmental. Only 9.1% (11} organizations didot indicate their type.

The patrticipating organizations were fundedabwide range of agencies including interna-
tional organizations such as Action Aid, UnitNations Children Emgency Fund (UNICEF),
Irish AID, Danish International Development Agency (DANIDA), governmental organizations
such as the National AIDS Control Program (NACP), and local nongovernmental organizations
such as The AIDS Support Organizations (TASTe campaigns were aimed at various target
groups including youth, orphans, children, people living with HIV/AIDS, employees, and the
general public.

Measures

Participating organizations responded to questions on their most AdEEh preventive com-
munication campaigns run in the past year. The survey was conducted from the middle of Sep-
tember to the end of October, 2003. The messand operational definitions were the same as
those used by Kiwanuka-Tondo and Snyder (2002) and are presented in Table 1. One of the
variables was measured with multiple-item scdleg required internal consistency. Standard
score coefficient was used to measure scale reliability.

Organization factors. The organization’$ocuson AIDS or HIV was assessed using a sin-
gle item measure asking whethee thrganization was started withe overall goal of addressing
AIDS related issues or problems.
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TABLE 1
Descriptive Statistics for Measures Used

Coefficient
Variable Mean Variability Alpha
Message Clarity: Number of crucial points for 3.12 SD=0.88, range = 0-4 .91
AIDS prevention in the messages
Interest Features: Degree to which attention 6.48 SD=4.29, range = 0-17
getting devices were used
Audience Reach: % people exposed to any 76.99 SD=62.20, range = 0-355
campaign messages
Number of Channels: Number of channels 8.71 SD=5.55, range = 0-23
used in campaign
Finances Expended: Total amount of money, in 23,777 110,818.92, range = 0-1,000,000
Uganda shillings, spewin the AIDS campaign
Prior Research: Whether research was conducted .73 SD=0.37, range = 0-1.44

at different times during the campaign
AIDS Focus: The overarching organizational goalYes = 77.5%,

was focused on No = 22.5%

Number of Target Groups: Number of groups 2.54 SD=1.35, range = 0-6
targeted by organization for AIDS campaign

Goal Extensiveness: The degree to which 1.19 SD= .84
campaign goals addressed behavior change

Formality of Structure: Formality of the 3.00 SD=.80

organization
Worker Supervision: Frequency of contact

between outreach workers & supervisors 27 SD=1.15, range = 1-5

The degree dformality in the organization’s structure wassessed with a 2-item index that
asked whether the organization had (1) writtdasand regulations and (2) a published organi-
zational chart. The extemf the organization’sinancial resourcesvas measured as the total
amount of money (in Uganda shillings) spent on AIDS prevention campaigns.

Campaign planning. The extent to which the organization had conducted campaign
research was assessed as research cond(txdn): the organization before the campaign, (2)
by other people outside the organization betbeecampaign, (3) by the organization during the
campaign to monitor its progress, and (4 Xty organization to evaluate the campaign.

Goal extensivenessgas assessed as the degree tohlwbinpaign goals addressed behavior,
attitude, and knowledge change. A single open-ended question was used: “What were the goals
of the campaign?” Answers were coded “3” for behavioral change, “2” to create awareness of
the problem, and “1” for general goalschuas to reduce the spread of AID&mber of chan-
nelswas measured as a summative index coveradg and TV talk shows, features, ads, and
other programs, posters, flyers, brochures,klats, comic books, videos, plays, concerts,
debates, other performing arts, fairs, festivadarches, telethons, contests, and other events.

Number of target groupsas measured as the number of groups targeted by the organization
for its AIDS campaigns. This was an additinveléx consisting of an open-ended list of target
groups.Supervision of outreach workergas measured as the frequency of contact between
outreach workers and supervisorbe levels of frequency were coded as (5) Daily, (4) Weekly,

(3) Monthly, (2) Annually, and (1) Quarterly.
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Campaign execution. Audiencereachwas measured as the percentage of people in the
target group exposed to any of the organization’s campaign messages. Reach was calculated as
the number of people in the audience exposed to the message divided by number of people
intended to receive the message.

Interest featuresvas measured as the degree to whitbntion getting devices were used in
the message. The 17-item scalelided elements such aadkground music, sudden loud
voices, children’s voicegshemes, proverbs, alliteration, color illustrations, songs, slogans, and
repetition.

Message claritywas measured as the extent to Whice content of the message included
information about AIDS prevention. The items measuring clarity included “How many of the
communications stated what belrargi reduce the risk of contrarg the AIDS virus?” “Did the
message indicate the danger of not doing wizst recommended?” “Did the message state the
benefits of doing what were recommended® @Did the message address the objections that
people might have to doing the things you want them to do?” This four-item scale bad an
reliability of .91.

RESULTS

The hypotheses in the model were tested usitiy IAadel statistical package for path analysis
by Hunter and Hamilton (1998), followed by regsion analysis using SPSS for confirmation of
the path analysis results. Once again we wadftsivith the right side of the model and move
backwards (see Figure 4).

CAMPAIGN EXECUTION
The Effect of Audience Profiling on Campaign Effectiveness

Hla states that a greater numbgétarget groups, reflectingdhdegree of audience differentia-
tion, will be related to increased message reception. The reftilspath analysis show a positive
association between number of target groupsraessage reception (Figure 4). The relationship
was confirmed by the results thie regression analysR= .25,F (1, 66) = 4.36p < .05.

The results of the path analysis support H1b lwktates that a greatenmber of target groups
is related to an increased number of interestufes in the campaign message. This association is
confirmed by the results of the regression analigsis,43,F (1, 118) = 26.20p < .001.

Hlc states that increased worker supervisiorelsted to increased message clarity, this is
also supported by the results of thehpanalysis and regression analysts; .31,F (1, 94) =
10.24,p < .01.

The Effect of Segment Identification on Interest Features

H2 proposes that a greater nwenlof channels used correlateith an increased number of
interest features in the message. The resultsegpath analysis andgeession analysis support
this positive associatiol® = .53,F (1, 101) = 40.23p < .001.
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FIGURE 4 Model of effect of organizational and communication
campaign design variablem message receptioNote: RMSE= .064,
X2(38,120) = 9.06p = .91.

The Effect of Conducting Research on Message Clarity

H3 states that prior research is related to ages€larity. The results of the path analysis show
that prior research is associateith greater message clarity. Tagsociation is supported by the
results of the regression analys$tss .33,F (1, 89) = 10.94p < .05.

CAMPAIGN PLANNING

The Effect of Segment Identification on Audience Profiling

Number of

channels. H4a, which proposes that number of channels used will be associ-

ated with an increase in the number of target grosmipported by the results of the path anal-
ysis and confirmed by the results of the regression anaR/sis23,F (1, 101) = 5.87p < .05.

Goal extensiveness. H4b states that goal extensivenesselated to a greater number of

target groups

. The results of the path analgsid regression analysis support this association,

R=.25,F (1, 118) = 7.67p < .05.
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The effect of research on segment identification. H5a, which proposes that prior
research is related to a greater number of mbisremployed in the design, was supported by the
results of the path analysis and confirnisdthe results of the regression analy8is; .42,

F (1, 87) = 18.54p < .001.

The effect of research on worker supervision. Likewise, H5b, which proposes that
prior research is related to increased likelihafdvorker supervision was supported by the
results of the path analyséd confirmed by the resultf the regression analysiR = .31,

F (1, 87) =9.09p < .05.

ORGANIZATIONAL FACTORS
Available Resources

Financial expenditures on campaigns. H6 proposes that greater financial resources are
related to increased goal extensiveness. Howdweresults of the path analysis show that there
was a negative association between finanggereled on the campaigns and goal extensive-
ness. The association was supportethkyresults of the regression analyBis; .31,F (1, 87) =
9.09,p < .10. Similarly, it was anticipated thahéincial resources would be positively related to
the chances of message clarity.wéwer, the results of the regression analysis show that there
was a negative association between finances expended on the campaigns and message clarity,
R=.33,F (1, 79) = 9.85p < .05.

Organizational Structure

H7 states that more formalrganizational structure is related to the increased number of
channels used in the caaign. The results of the path ays$ and regression analysis support
this associationR = .33,F (1, 95) = 11.78p < .001. The results of the path analysis also show
that formality of the organization is associated with worker supervision which was confirmed by
the regression analysik,= .28,F (1, 92) = 8.11p < .01.

H8a proposes that organizations with a mimeused purpose are more likely to conduct
research. This was supported by the results of the path analysis and regression Rralg8is,
F (1, 92) = 7.53p <.01. Likewise, H8b states that onggations with a more focused purpose
are likely to have less structure, which was also supported by the results of the path analysis
and confirmed by regression analyd®ss .21,F (1, 100) = 4.44p < .05. The results of the
path analysis indicated that organizations wveittnore focused purpose would use more target
groups for their campaigns, which was aeported by the regression analy§is= .23,
F (1, 109) =6.18p < .05.

Number of Organizations involved in AIDS Campaigns

Another important finding in the present resgmais the increased number of organizations
involved in AIDS campaigns in Uganda. When Kiwanuka-Tondo and Snyder (2002) collected
their data, there were only 135 organizatimenducting AIDS campaigns in the country.
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When the data for the present research wasateliein 2003, the number had more than dou-
bled to 300 organizations. The involvemengo¥ernment, nongovernmental (NGO), private,

and international organizations demonstrates a strong multisectoral approach to health com-
munication which has shown evidence of reducing HIV prevalence in Uganda (Kiwanuka-
Tondo, 2006).

DISCUSSION

The present study makes an important contriibutd our understanding of factors related to
health communication campaigfffectiveness broadly and AIDS communication campaigns in
Uganda specifically. This is one of the only known studies to empirically test a model of the
relationships between organizational fact@enpaign planning, and campaign execution. By
measuring audience reach, this is the first research stuglyarttitatively and systematically
establish the influence of organizational éastand campaign planning on campaign execution.
This is important since the communication/pasion matrix model suggests that audience
exposure is the first among themportant steps that lead tattitude or behavior change
(McGuire, 1985, 1989). The probability samplel8D organizations that was used renders this a
rigorous study that uses audience reach tldl lmn the earlier modaleveloped by Kiwanuka-
Tondo and Snyder (2002), and hence makes a significant contribution to the area of health
communication campaigns. Below wegamine the implications of our findings starting with
campaign execution and following with discussion of campaign planning and finally, organiza-
tional structure.

CAMPAIGN EXECUTION
The Effect of Audience Profiling on Campaign Effectiveness

Organizations that identifieanore differentiated segmen@mong the intended audience
exposed their campaigts a larger percentage of the audienThis suggests that the greater the
identification of the differences among the intended audieneegrimater the chances that each
segment will be reached by appropriate channels and mesHzeby increasing the interest
in the campaign, and consequently greater expasfithe campaign. Wle there are limitations

to any organization’s ability to capture the shaalient differences among audiences at any
given point in time (Curtin & Gaither, 2007),ishis an important addition to the findings by
Kiwanuka-Tondo and Snyder (2002).

The Effect of Segment Identification on Interest Features

It makes sense that ganizations that identified mordifferentiated segments among the
intended audience included mangerest features in their mgages. Conventional wisdom dic-
tates that different segments of the audience nefipond to different interest features such as
color, rhyme, children’s voices in the backgnad, proverbs, riddles, and hence the diversity in
the interest features used by the organizations.
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The Effect of Conducting Research on Message Clarity, Multiple Channels,
and Outreach Worker Supervision

The results of the research by Kiwanuka-Tondo and Snyder (2002) suggest that research is only
associated with pretesting of messages. Howeklierpresent research establishes a humber of
important relationships betweeasearch and campaign desiglements. Prior research was
directly related to message clarity. By conducting research, organizations get better knowledge
about the audience, such as wli#fferent target groups attertd different media. Conducting
research is also associated wie of multiple channels. It makes sense that organizations that
value research would also appegeithe need to use a varietyobfannels to the differentiated
segments of the intended audience. It is immbrta note that organizations that conducted
research were also more likely to insistgreater supervision of aatach workers. The ability

to have direct contact withehaudience and relay their perceps back to supervisors provides

one possible interpretation of this finding. Altlgbunot directly explored in this study, it seems
reasonable that the more cultlly sensitive the topic (such &8V/AIDS and sexual practices)

the more outreach workers must learn about eadiences’ cultural bedfs, behaviors, myths,

and misconceptions. This was illustrated by Curtin and Gaither (2007) in their description of the
eradication of the smallpox campaign.

CAMPAIGN PLANNING
The Effect of Segment Identification on Audience Profiling

Number of channels. Organizations that used multiptdhannels used more interest fea-
tures and identified more differentiated segmem®ng the intended audience. It makes sense
that the more channels an organization usesnibre interest features that it needs for each
channel. It also makes sensattimore differentiated segntsnwithin the intended audience
leads to greater needrfdifferent channels apppriate to each segment.

Goal extensiveness. Organizations that had a more specific campaign goal of promoting
behavior change (such as safer sex) were fil@ly to identify differentiated segments among
the intended audience. It is conceivable thas¢horganizations that set clear and specific goals
also recognized the need tdfdientiate audiences based on demographic and psychographic
profiles, leading to greater exposure of their campaign messages.

ORGANIZATIONAL FACTORS

Financial expenditures on campaigns. To our surprise, the results show financial
expenditures to be negatively associated wihl extensiveness and message clarity. Conven-
tional wisdom would dictate that financial resces would be associated with goal extensive-
ness as well as message quality, yet this wat the case. It is important to note that
organizations with greater finaatresources do not necessarily have greater goal specificity or
increased message clarity. Thigans that financial resourcesy actually have a distracting
effect: organizations with grest financial resources may not pay as much attention to the
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specificity of their goals and ¢hclarity of their messages. @me other hand, small, less well-
funded organizations pay closéestion to their goals and their messages to make sure they use
their resources wisely. Smaller organizations should therefore not be discouraged by lack of
resources, as this study suggests it is noaitheunt of financial resources devoted to a cam-
paign that is important, but the ability to éiféntiate target audiences, use appropriate channels
to reach them, and make good useafhmunication wittoutreach workers.

Organizational structure. The results of this research indte that the formality of struc-
ture of the organization may play an importaé iia the campaign process since it is positively
correlated with the supervision of outreach workers. gaur assumption was that formal
organizations would be strictemnd therefore insist on greater supervisiboutreach workers,
yet the results suggest otherwise. It is possible that smaller, less formal organizations have an
organizational culture that ena@ges closer interpersor@ntact and communication among
the staff. Apparently, gin an organizational culture may reduriction and fear and create trust
among the staff. It should be noted that most of the organizations in this study falling in this cat-
egory are small, nongovernmental organizations founded by the communities in their localities.
This also suggests a possible link between lematganizations and gater understanding of
their local communities (audiences).

Organizational focus of purpose. The results of the path-analysis by Kiwanuka-Tondo
and Snyder (2002) suggest that organizationsviket founded with multiple purposes at their
inception were more likely to pay more attention to their primary missions and, hence, pay less
attention to some of the critical campaign design elements such as conducting research. The
results of the present research contradict this, finding that organizations with a singular mission
are more likely to conduct research. Apparerttig, more focused an organization is (fewer pur-
poses or goals) the more likely it is to pay attention to and invest in critical campaign design ele-
ments such as research. The results furthecatelithat organizations with a more focused goal
target a greater number of diféettiated segments. In addition, organizations with a singular
mission have less formal structure. As mentiearlier, most of these are small local organiza-
tions. The practical implication of many of thdselings is that fundig agencies interested in
supporting effective AIDS campaigns should givere support to small, informal organizations
that were founded with a singular mission of running AIDS campaigns since they pay more
attention to campaign design elertgethat are critical to success.

CONCLUSION, LIMITATIONS, AND IMPLICATIONS FOR FUTURE RESEARCH

This is the first systematic and quantitative study to use a large probability sample to develop a
theoretical model that establishes the relatigrsshietween organizatiahvariables, campaign
design variables, and audience exposure#dtin communication campaigns. The study builds on
the pioneering study by Kiwanuka-Tondo and Snyder (2002) that developed a model demonstrat-
ing the relationships betweenganizational factors, campaign design elements, and campaign
quality variables. By measuring audience reat¢hérlUganda AIDS campaigns, the study has con-
tributed to this new area of strategic tie@ommunication campaign theory and research.

As with any research endeavtere are limitationso the claims that can be made based on
this project. Specifically, this study is limitdxy the use of self-reppmeasures and a purely
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guantitative analysis. Whilthere is a high level of confidence in the relationships among vari-
ables reported here, we can not claim any caesationships and rely on previous research to
provide interpretations of these relationships and their implications for practice. This study also
does not include measures of gaign effectiveness such as including data on increased aware-
ness or behavior change.

Finally, and importantly, this research relies on a linear, cognitive model of public relations.
While we operate from a systems perspectdy noting the importance of a multi-sectoral
approach, this paper does not address the cariggaes of identity, ffierence, and power dis-
cussed by Curtin and Gaither (2007). This pat&s does not address the nonlinearity of social
systems, which adds considerable complexitguounderstanding of how individuals within a
system receive and interpret new informatiowl &éme process that leads to behavior change
(Nowak & Vallacher, 2001).

Despite these limitations, our results point to some intriguing implications for organizations
that hope to educateommunities about HIV/AIDS prevention and other healthcare-related
behaviors. These results suggest tmall, grassrootsrganizations with an informal structure
and fewer financial resources than larger orzgions can be quite efftive. Our results imply
that when an organization has a more limited fdéeser goals), it can sttegically target its
resources. When field workers develop intespeal relationships with community members
they may build trust, equalize power, and creatdialogue to learn more about their cultural
beliefs and practices. This level of interact@iows for increased flexibility in the messages
used to educate and influence behavior changieh appears to be more important that having
greater financial resources or a higfdymalized organizational structure.

Future studies should attempt to replicate tle®tbtical model to find out whether it is gen-
eralizable to other countries with similar siioas in Africa such as Kenya, Tanzania, Zambia,
Zimbabwe, Lesotho, Botswana, and South Afridzere the HIV/AIDS epidemic is already a
crisis. The model should also be tested to find out whether it is applicable to other health prob-
lems such as obesity, cardiovascular diseababetes, and alcohol awddug abuse, as well as
other types of campaigns such as political and public relations campaigns. The model could
make an important contribution to the field of communication. Future studies should also
attempt to establish a corrétm between audience reach and audience behavior change, which
could be used to measure effectiveness. Continued investigation of this model in combination
with greater attention to the dgmics of identity, differencegnd power and nonlinear systems
will further contribute to the building of a thetizal model for strategihealth communication
campaigns and the ultimate dgsiof more effective campaigns.
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