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The purpose of the current study was to conduct a 10-year systematic review of HIV/AIDS mass communication campaigns focused on sexual
behavior, HIV testing, or both (1998-2007) and to compare the results with the last comprehensive review of such campaigns, conducted by Myhre
and Flora (2000). A comprehensive search strategy yielded 38 HIV/AIDS campaign evaluation articles published in peer-reviewed journals,
representing 34 distinct campaign efforts conducted in 23 countries. The articles were coded on a variety of campaign design and evaluation
dimensions by two independent coders. Results indicated that compared with the previous systematic review (1986-1998 period), campaigns
increasingly have employed the following strategies: (1) targeted defined audiences developed through audience segmentation procedures; (2)
designed campaign themes around behavior change (rather than knowledge change); (3) used behavioral theories; (4) achieved high message
exposure; (5) used stronger research designs for outcome evaluation; and (6) included measures of behavior (or behavioral intentions) in outcome
assessments. In addition, an examination of 10 campaign efforts that used more rigorous quasi-experimental designs revealed that the majority (8 of
10) demonstrated effects on behavior change or behavioral intentions. Despite these positive developments, most HIV/AIDS campaigns continue to
use weak (i.e., preexperimental) outcome evaluation designs. Implications of these results for improved design, implementation, and evaluation of
HIV/AIDS campaign efforts are discussed.
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The objective is to review the evidence for the effectiveness of health communication campaigns to inform future nutrition campaigns. The review
drew on existing meta-analyses and other literature. The average health campaign affects the intervention community by about 5 percentage
points, and nutrition campaigns for fruit and vegetable consumption, fat intake, and breastfeeding, have been slightly more successful on average
than for other health topics. The factors affecting success rates are discussed. The conclusion is that nutrition campaigns that pay attention to the
specific behavioral goals of the intervention, target populations, communication activities and channels, message content and presentation, and
techniques for feedback and evaluation should be able to change nutrition behaviors.
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OBIJECTIVES: To describe the social marketing approaches used to increase syphilis awareness in 8 US cities. METHODS: We reviewed the typical
academic approach for developing social marketing campaigns and interviewed health department staff responsible for social marketing campaigns
in each city. RESULTS: Using social marketing techniques such as target segmentation, concept testing of materials, and formative evaluation,
campaign planners throughout the 8 cities developed a variety of approaches to reach their target audiences. Preliminary results suggest 71% to
80% of men who have sex with men interviewed were aware of the campaigns, and 45% to 53% of them reported they were tested due to the
campaigns. CONCLUSIONS: Campaigns should address the local epidemic and target audience with culturally appropriate messages.
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outcomes of mass media campaigns in the context of various health-risk behaviours (eg, use of tobacco, alcohol, and other drugs, heart disease risk

1261-1271. . . . . . .

factors, sex-related behaviours, road safety, cancer screening and prevention, child survival, and organ or blood donation). We conclude that mass
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