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Abstract

This report addresses: (1) The inpact of the Take
a Bite Qut of Crime national nedia canpaign on citizen
perceptions, attitudes and behaviors regarding crime
prevention; and (2) How the findings fromthat eval uation
may be applied toward strategies for subsequent conmunication
efforts ainmed at increasing citizen participation in crine
prevention activities.

Recent studies of the inpact of public information
canmpai gns indicate they nay have greater efficacy than the
research of earlier decades had suggested. A previous
study of the Take a Bite Qut of Crine canpaign's first
phase suggested it was having nodest | evels of public
I mpact. The present research provided a nore el aborate
design for investigating that canpaign's inpact two years
after its inception.

The design included a national probability sanple
survey of 1,200 adults to determ ne overall citizen response
to the canpaign, and a three-city panel survey of 426 adults
to assess changes in citizen crime prevention orientations
as a function of exposure to the campaign over a two-year
span.

The results of the surveys were analyzed in the
context of citizens' general dispositions toward crine and
its prevention, including their concern about crine; their
beliefs and attitudes regarding crine prevention techni ques?
and their patterns of crinme prevention activities.

Over half of the national sanple said they had seen or
heard at |east one of the Take a Bite Qut of Crine public
service advertisenents (PSAs) as of late 1981. Mbst of those
peopl e also indicated that they were favorably inpressed by
the ads, and a substantial portion reported that the ads had

i nfluenced some of their views and actions concerning crine
preventi on.

The findings suggest that the Take a Bite Qut of Crine
canpai gn had marked and consistent influences on citizen
perceptions and attitudes regarding crine prevention, as
well as on their taking of specific preventative actions.
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_ I ndi vi dual s exposed to the canpai gn exhibited significant
i ncreases over those not exposed in how nmuch they thought

t hey knew about crine prevention; how effective they thought
citizen prevention efforts were; and how confident they

felt about being able to protect thenselves fromcrine- The
PSAs al so appeared to have a strong inpact on the taking of
crime prevention actions by citizens. Exposure to the
canpai gn was significantly related to increases in six of
the seven specific preventative activities nost enphasized
in televised PSAs. Particularly noteworthy were canpai gn-
rel ated increases in neighborhood cooperative crinme
prevention efforts.

Wil e the canpai gn appeared to have significant effects
on prevention orientations and activities for the sanple
as a whole, the distribution of those effects was by no
means uni form across popul ati on subgroups. VWhile in many
i nstances the canpai gn seened nore effective anong individuals
al ready nore conpetent in terns of prevention, it also
appeared to stinulate substantial changes anong | ess
conpetent citizen subgroups as well.

In general, the rather scattershot nature of the
canpai gn's di ssenminati on appears to have resulted in a
wi de range of effects across an even w der range of people.
Such differences in inpact result froma host of interacting
personal dispositions and social and environnmental factors.

Based upon the research, several key issues need to be
taken account of in designing subsequent conmunication
strategies ainmed at citizen-based crinme prevention efforts.
These i ncl ude: (1) The salience of crime as an issue on
the public agenda; (2) The inportance of community-based
prevention efforts; (3) The perplexing role of fear arousal
in determ ning canpaign effectiveness; (4 The role of
formative research in canpaign design; (5 The probl em of
audi ence targeting; and (6) The potential for the negl ect
of the elderly as an audience of such canpaigns.

I nsofar as the future progress of the Take a Bite Qut
of Crime canpaign in particular is concerned, its sponsors
and producers would do well to continue several things that
appear to have been effective within the confines of public
service advertising. Techniques are also needed which w ||
keep the canpai gn—and the issue of crine prevention—fresh
in the eyes of past and future audiences. Mre specific
canpai gn goals need to be fornmulated as to what kinds of
changes are optiml anong particular citizen groups, and
dat a- based criteria need to be established to determni ne
the relative success of the canpaign in neeting those goals.
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| nt roducti on and Overvi ew

Citizen involvenent in crine prevention activities
has energed as a critical issue in recent years as it has
become nore clear that such actions can play a key role in
controlling the level of crime. As such, nunmerous efforts
have been ained at encouraging citizen participation in
activities ained at reducing their own risk of victimza-
tion, and those of others as well. One highly
prom nent effort has been the three-year-old "Take a Bite
Qut of Crime" national public information canpaign, pro-
duced under the sponsorship of the Crinme Prevention
Coalition, with the cooperation of The Advertising Council.

This report addresses: (1) The inpact of the Take a
Bite Qut of Crine national mnedia canpaign on citizen
perceptions, attitudes and behaviors regarding crinme
prevention; and (2) The application of the findings of
that evaluation toward strategies for subsequent comuni ca-
tion efforts aimed at increasing citizen participation
in crinme prevention activities.

The study builds in part froma previous work carried
-out within a few nonths of the begi nning of the canpaign
and reported in Public Conmunication and the Prevention of
Crine: Evaluations and Strategies, funded under Nati onal
Instrtute of Justice Gant No. 738N AX0105.

Such research on crine prevention canpaign effective-
ness is inmportant not only in its own right, but also in
terns of being both conplenentary and suppl enental to
critical public policy research efforts concerned with such
allied topics as citizens® fear of crine (cf. Skogan and
Maxfield, 1981) and factors inpinging upon citizen involve-
ment in anti-crime behaviors (cf. Lavrakas, 1980; Podol esky
and Dubow, 1981) . The research should also prove useful
in facilitating, key reconmendations of Phase One of the
Attorney General's Task Force on Violent Crinme, notably
i ncl udi ng:

"The Attorney General should exercise |eadership
in informng the American public about the extent of
violent crine." (Recomendation 12); and

"The Attorney CGeneral should direct responsible
officials in appropriate branches of the Departnment
of Justice to give priority to testing systematically
progranms to reduce violent crime and to inform state
and local |aw enforcenment officials and the public
about effective prograns.” (Recommendation 15).




This investigation follows the overall pattern of the
first study in that we will exam ne what kinds of people
wer e exposed to the canpaign materials: what uses they
made of them and what effects resulted.

More specifically, the approach is one of:
(1) Explicitly identifying neaningful patterns of exposure
and attention to the canpaign; (2) Linking these exposure
and attention patterns to relevant antecedent factors,
i ncl udi ng extensive denographic, sociological and psycho-
| ogi cal characteristics of audience nenbers, as well as
their orientations toward crine and crinme prevention and
rel evant conmuni cati on behaviors? and (3) Exami ning the
possi ble effects of the canpaign both in of thenselves and
as functions of their interactions with antecedent factors.
The findings then serve as a basis for reconmendi ng
strategi es for subsequent crime prevention informtion
canpai gns.

The report begins with an overview of the uses of
public service advertising canpaigns to pronote changes in
citizen perceptions, attitudes and behaviors. The effective--
ness of such canpaigns is exam ned, particularly in the
context of what is known about effects of media on
i ndividuals overall. The Take a Bite Qut of Crine canpaign
I's then described, followed by a summary of the previous
evaluations of it and a research plan for the present
undert aki ng.

The research nethodol ogy for evaluating the canpaign
i nvol ved both a national probability sanple of citizens
. to determ ne overall reactions to the canpaign, and a
three-city panel sanple to neasure changes in individuals
as a consequence of the canpaign- These are detailed in
Part 111.

The evaluation of the effectiveness of the Take a Bite
Qut of Crine canpaign after two years serves as the focus
of Parts IVand V. The national sanple data indicate that
not only were over half of the U S. adults exposed to the
medi a canpai gn, but also that substantial portions of
people reacted favorably to it and reported that it had
I nfluenced their views and actions concerning crimne
prevention. The panel survey evaluation strongly supports
the national survey findings and suggests that the canpaign
had marked ‘and consi stent influences on citizen perceptions
and attitudes regarding crime prevention, as well as on
the taking of specific preventative actions.

Part VI considers the above findings in terns of
what they have taught us about the efficacy of crine
prevention information efforts in general, and Part VI X




suggests strategies for subsequent canpaigns and for the
future conduct of the Take a Bite Qut of Crinme canpaign in
particul ar.
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Background and Research Perspectives

Public information canpaigns form a uni que content
area in American mass communi cations systens, and public
service advertisenents are typically their dom nant form
(Paisley, 1981) . Public service advertisenents or
announcenents are pronotional materials which address
probl ens assuned to be of general concern to citizens
at large. PSAs typically attenpt to increase public
awar eness of such problens and their possible sol utions,
and in many instances also try to affect public beliefs,
attitudes, notivations, and behaviors concerning them
Most PSAs emanate fromnon-profit or governnental
organi zations, and these usually receive gratis placenent
i n broadcast and print nedia. The Advertising Counci
serves as sonething of a clearing house for many nati onal
public service ad canpaigns, and enlists the services of
maj or advertising conpanies to produce and distribute
the ads whil e chargi ng sponsoring groups for production
costs only. '

Those PSAs warranting free nmedia placenment are
ordinarily relegated to status behind regular paid ads and
are apt to appear only as space or time becones avail abl e.
Most tel evised PSAs, for exanple, run during the | east
wat ched vi ewi ng periods, while newspaper PSAs are rarely
seen on the nore heavily travel ed pages. Conpetition
bet ween PSA sponsors for nedia placenent is heavy, and many
of the ads fail to be dissemnated at all.

The ads of course reflect the individual concerns of
their sponsors. Content anal yses of televised PSAs in the
early 1970s indicated that nearly half of themdealt with
health or personal safety topics, including alcohol and
drug abuse, nedical check-ups and care, traffic safety,
nutrition and the |i ke (Hanneman, MEwen and Coyne, 1973,

Pal etz, Pearson and Wllis, 1977). Qher ads were distributed
over such subject areas as environnental concerns, communi-
ty services, educational and occupational opportunities,

and crine prevention.

The "Take a Bite Qut of Crine" Canpaign

The specific canpaign under study is the Advertising
Council's Take a Bite Qut of Crime public service adver-
tising canpai gn, produced under the sponsorship of the
Crime Prevention Coalition. Creative work on the canpaign
was carried out by Dancer Fitzgerald Sanple. The canpaign
has been running since Cctober 1979, and has attai ned,
by the Advertising Council's standards, an unusually high
degree of gratis placenent in the nation's nedia channels.
The canpaign is ained at pronoting citizen involvenent in




crime prevention efforts; mai nly through increased
burglary self-protection/ and, most notably, through
nei ghbor hood cooperative efforts anmong citizens.

More specifically, the canpaign has four major
obj ectives: - : .

1) To change unwarranted feelings about crime and
the crimnal justice system particularly those
feelings of frustration and hopel essness.

2) To generate an individual sense of responsibility
anong citizens.

3) To encourage citizens, working within their
cormunities and with local |aw enforcement, to
take collective crime prevention action.

4) To enhance existing crime prevention programs at
| ocal, state and national |evels.

The canpai gn uses a cartoon dog character, "MGuff,"
arrayed in a trenchcoat and adnonishing citizens to follow
t he exanFIe of "real people" prototypes who through various
means hel ped "take a bite out of crime " (See Appendix B) .

~ The canpaign in total incorporates the more visible
medi a canpa|?n utilizing public service advertisenments,
and perhaps less obvious but potentially equally inportant
comunity projects in hundreds of locales all over the
U.S. The localized projects are highly diversified and
dependent upon individual connunit% needs and resources.
The medi a canpai gn serves as sonething of an unbrella for
these, providing a shared identity and rationale. Qur
concern in this stud% at this point is alnost exclusively
with the inpact on the public-at-large of the media
canpai gn. Nationwi de, the public service advertisements were,
as of November 1981, by far the nost publicized aspect of
it with the greatest potential for inpact on citizens
overall as of that time.

As of July 1981, nedia resgonse to the canpaign had
been excellent. More than $ 100 m|lion of documented tine
and space had been donated, making MG uff one

of the most popular Ad Council canpaigns. About 1,000,000
bookl ets had been distributed free-of-charge in response

to the ads. Another 250,000 had been sold through the
Government Printing Office. Mre than 100 requests had

been received for ne%atives to use in reprinting the

booklets locally. The Department of the Arny printed

300, 000 MG uff booklets for use in their programs. A

host of national, state and |ocal programs have either

been enhanced or initiated as a result of canpaign activities.




The present study was conducted following the first
t hree phases of the canpaign. The first phase focused
on offering audi ences tips -about protecting homes and
property. The second and third phases enphasized the
I nportance of observing and reporting suspected crim nal
behavi or and organi zi ng nei ghborhood and |ocal groups
in support of various comunity crime prevention activities.

Previ ous Research on |nfornmation Canpai gns

Wil e public service-oriented nedia canpaign effects
research has a long tradition going back to nowcl assic
field studies of the 1940s and early 1950s, the area went
t hrough a period of relative dormancy until fairly re-
cently. At least partly at the root of that dormant period
in the late 1950s and 1960s were inferences fromthe pre-
vi ous research that medi a canpai gns were apt to have few
if any effects, and when they did occur they were likely
to be anong particul ar segnments of the popul ation who were
primarily seeking reinforcenent of their already existing
attitudes and behaviors (cf. Star and Hughes, 1950; Hynman
and Sheatsley, 1947; Kl apper, 1960). Such "limted effects”
hypot heses were by no neans peculiar to canpai gn research;

i ndeed, early studies of nedia effects on such diverse
activities as childhood socialization, aggressive behavior,
and voting behavior generally reached the sanme kinds of
concl usi ons.

However, research endeavors into these sane areas
over the past decade have led to substantially revised
conceptions of the kinds of effects nedia are capabl e of
havi ng on individual and social behavior. Perhaps the two
nost not abl e exanpl es have involved: (1) Exam nations
of the effects of violent nedia portrayals on the aggressive
behavi or of audi ence menbers; and (2) The effects of
political nedia content, espeC|aIIy during el ection cam
pai gns, on citizens' polltlcal cognitions, attitudes and
behaviors. In both instances, while the gravity and extent
of the nedia influences are open to argunent, the enpirica
evidence is clearly supportive of the media having the
potential for doing nore than sinply reinforcing a
psychol ogi cal status quo anong audi ence nenbers.

The increased potential for nedia influence in con-
tenporary society should not seemoverly surprising.
Wil e the underlying social processes renmain |argely open
to inquiry, it is clear that nass nmedia have taken a far
nore visible role as sources of information, and perhaps
influence as well. The predom nance and i mredi acy of
tel evision undeni ably plays a part in all this, but also
i mportant are. changes in the social and political structure
of the society itself- For various reasons, social and
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political institutions and processes are not as stable
as they appear to have been in the 1940s and 1950s.

G eater geographic nmobility, the changi ng makeup and
role of famly, and a |essening of the inpact of
traditional social ties and values, to name a few things,
have perhaps led to somewhat greater reliance on nore
"inpersonal " sources of information and influence, such
as mass nedi a.

Wil e research on the persuasive effects of public
informati on canpaigns was in the forefront of the nedia
studies of three decades ago, there have been only few
and wi dely scattered efforts in recent years (cf. Atkin,
1979; Douglas ,et al, 1970; Farquahar, 1977; Hanneman and
McEwen, 1973; Maccoby and Sol onon, 1981; MAlister, et al,
1980; Mendel sohn, 1973; O Keefe, 1971; Sal cedo et al,
1974; Scheneling and Wtring, 1976). However, the
collective findings fromthese studi es suggest rather
strongly that such canpai gns may have noteworthy effects
on audi ences. Perhaps the nost striking data, as well
as conceptual el aborations, are found in the nulti-year
conmunity heart di sease prevention project underway at
Stanford University (cf. Maccoby and Sol onon, 1981). Those
results suggest rather salient effects of nmass nedi a
nmessages per se on public cognitions, attitudes and be-
havi ors concerni ng heart di sease prevention

One difficulty found throughout the recent research
on canpai gns has been a lack of consistent conceptual or
t heoretical perspectives to guide problem devel opment and
desi gn. However, as nore data-centered eval uative studies
continue to contradict the earlier limted effects-rel ated
hypot heses, nore el aborate nodels will surely be devel oped.
And, they are likely to be based upon assunptions that
it is critical to investigate the contingencies under
which different nmedia nessages result in different effects
for different kinds of people under different circunstances
and at different points intinme. That is, nmedia effects
are unlikely to be found en masse, or to be attributable
to any one set of factors™ Rather, it nay be nore im
portant to determ ne which factors are nost operative in
gi ven comruni cation situations involving given audi ences.

Evaluating "McGuff" After Two Years: A Research Pl an

The present research effort ainmed to: (1) Examine
citizen exposure and reaction patterns to the various
stages of the canpaign over a two-year period; (2) In-
vestigate changes over time within specific citizen groups
bot h previously exposed and unexposed to the canpaign's




initial stage; (3) Generate and clarify hypotheses con-
cerning the effects and consequences of broad-based | ong-
termcrinme prevention canpaigns on citizens; and (4)

El aborate upon policies and strategies for the devel opnent
of nore effective subsequent public crine prevention
camnpai gns. ' -

The general design utilized consisted of two parts:
(1) a national survey sanple of U S. adults, primarily
ainmed at investigating the summative inpact of the cam
pai gn; and (2) a longitudinal sanple survey based upon
re-interviews with a substantial portion of the respondents
included in the Phase One panel survey, for the purpose
of tracing changes in canpaign exposure and reaction
patterns . (These designs are elaborated on in the fol-
| ow ng net hodol ogy section.)

The overal|l approach was one of: (1) Explicitly and
definitively identifying nmeaningful patterns of exposure
and attention to the canpaign; (2) Linking these exposure
and attention patterns to relevant antecedent factors,

i ncl udi ng extensive denographic, sociological and
psychol ogi cal characteristics of audience nenmbers, as well
as their orientations toward crine (e.g. fear) and crine
prevention and rel evant communicati on behaviors; and

(3) Exam ning the possible effects and consequences of the
canpai gn nessages both in of thenselves and as functions
of their interactions with antecedent factors.

Qur approach rests on an assunption that investigations
of prevention canpaigns, or of any purposive comunication
phenonenon, toward policy-related ends will be nobst pro-
ductive in an explanatory way if it entails nore than
either: (1) only basic descriptions of audi ence types and
requisites as related to canpai gn exposure; or (2) only
possi bl e out cones of such exposure in terns of direct
effects. Rather, at a mninmum such research should in-
clude an interactive process approach containing all such
conponents. -

The canpaign in general, and the public service
advertisenents in particular, presented citizens with a
rat her diversified range of appeals, content areas, nedia
formats, and suggestions for actions. Here, we have
consi dered those crinme prevention orientations and be-
havi ors whi ch the canpai gn would seemto have had the
- greatest potential for influencing during its first two
! years.

In the nost general terns, we view the canpaign as
havi ng been largely concerned wth effecting increased




citizen conpetence in helping to reduce crine. The:

term "prevention conpetence" serves as an organi zing
rubric enconpassi ng several kinds of orientations and
behavi ors through which citizens my denonstrate their
ability in the crime prevention arena. Prevention _
conpetence is likely to increase anong citizens to the
extent that they (1) are nore fully aware of effective
prevention techniques; (2) hold posiTive attitudes about
the effectiveness of citizen-initiated prevention activities,
and about their own responsibility for getting involved

in prevention; (3) feel capable about carrying out actions
t hensel ves to reduce thefrT—chances of victimzation; (4)
are concerned about protecting thensel ves and ot hers
frontcrime;—and (5) actually engage in actions ai ned at
reduci ng cri ne. _—

Thus prevention conpetence includes the same general
constellati on of dependent variables often found in
comuni cation effects and persuasion studies. Wth varying
degrees of conceptual sophistication, persuasion is usually
apt to be seen as at least a four-step process involving:
(1) the building of awareness or know edge; (2) the
i nducenent of attitude change; (3) notivating individuals
toward behavi or by generating interest or concern; and
(4) finally effecting behavioral change (cf. McGuire, 1969;
Perc¥ and Rossiter, 1980; Galdini et al, 1981; Sol onon,
1981) .

Whil e this sequence of potential canpaign-induced
events has a nice logic about it, rarely can even wel |l -
designed and carefully targeted nmedi a canpai gns be expected
to successfully induce changes on their own along all of the
above di nensions. For one thing, the degree to which
persuasi on may occur is highly dependent upon existing
audi ence di spositions concerning the topic or issue at
hand. Sone issues are sinply nore change-resistant than
are others. And, when nedia canpaigns in of thenselves
are effective to any degree, it is likelier to be in terns
of providing increased know edge or, perhaps, in changing
attitudes. As Bandura (1977) has cogently theorized and as
Farquhar et al (1977) , Maccoby and Sol onon (1981), and
McAli ster et al (1980) have denonstrated enpirically,
people are nore likely to act on information acquired
from mass nedi a sources Whem appropriate social and en-
vironmental supports are present. There are indeed several
anbiquities and problens in interpreting the specific types
of changes, and the processes underlying them which may be
influenced at |east in part by public information canpaigns.

Moreover, it is also possible that nmedi a nessages nay
i nduce action-taking w thout necessarily effecting congruent
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cognitive or attitudinal changes. This would seem
particularly true of actions requiring little rational -
i zation, cost or effort (Ray, 1973).

It is inportant to note that the Take a Bite Qut
of Crime canpaign, particularly insofar as the PSAs are
concerned, was ainmed at "the public" in a highly diver-
sified manner. A reasonable possibility exists that the
canpai gn woul d have scattershot influences on various
types of peopl e dependi ng upon their already existing
orientations toward crinme and preventi on—perhaps sinply
informng some, changing selected attitudes in others,
maki ng still others nore concerned, and perhaps trigger-
ing sone into action. For exanple, if a particular
citizen is already concerned about crinme, and already
feels that self-prevention techniques may be effective,
t he canpai gn may have provided information about specific
prevention techni ques and how to use them pronpting
"action."

The primary purpose of the present research is to
provide enpirically based recomendations for en-
hanci ng the effectiveness of public comuni cations ainmed
at encouraging citizen crine prevention efforts. As such,
the findings fromthe research described above are -
integrated into reasoned recomendations for effective
c??nunication strategies in subsequent crine prevention
efforts.
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Met hodol ogy

The nature of the Take a Bite Qut of Crine canpaign
presents several obstacles to well-controlled eval uation
of its effects on citizens. As noted above, while the
overal | canpaign includes a wi de range of conmunity-based
efforts, our concern is rather exclusively with the inpact
of the public service advertisenents. Those were arguably
t he nost obvi ous conponent of the canpaign as of Novenber
1981, and had the greatest potential for public inpact.
(Only seven percent of the respondents in the national
sanmpl e, and 13 percent of the canpai gn-exposed respondents,
were aware of community-based crine prevention activities
based upon the canpaign at that point,)

The public service advertisenent format renders
pl acement of specific ads within specific |ocal es over
the country quite haphazard and dependent upon the willing-
ness of nedia outlets to incorporate themas space and tine
permt. Moreover, the design of the canpai gn made no
al l owance for attenpted dissem nation of the PSAs in
particular conmmunities while w thholding the nessages from
ot hers, making classic "treatnent versus control community"”
field experinment controls inpossible. - Thus our overal
research effort is based upon the "next best" design options
avai | abl e: (1) The use of a national sanple survey to
determ ne the reach or penetration of the canpaign over
the nation as a whole and within various kinds of citizen
subgroups; and to exam ne citizen self-evaluations of the
i npact and effectiveness of the canpaign; and (2) The
i ncorporation of a panel survey in which respondents
interviewed in 1979 prior to the canpaign's release would
be reinterviewed in 1981, for the purpose of exam ning
changes in their crinme prevention orientations and attenpting
to trace those to exposure to the canpaign.

The National Sanple Survey

The national sanple survey, subcontracted to the
Roper Organi zati on, was conducted with a standard nulti-stage
probability sanple of 1,200 adults interviewed in their
hones for approximately 45 m nutes during Novenber 1981.
The questionnaire included unaided and aided recall neasures
of exposure to the canpaign PSAs and extensive self-report
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nmeasures of their perceived inpact upon the respondents.

O her itenms focused upon citizen cognitions,

attitudes and behaviors concerning crine and its prevention;
medi a habits in general; and denographic indicators.

The overall analytic strategy for the national sanple
i nvol ved first identifying specific indicators of public
reaction to the canpaign, including sinple nmeasures of
exposure and respondent self-reports of canpaign effects.
Then, enphasis turned to identifying the make-up of the
exposed audi ences in ternms of their nedia patterns,
denogr aphi cs, psychol ogical attributes, crinme orientations
and ot her relevant factors. The characteristics of
i ndi vidual s reporting having been affected by the canpaign
were then identified. More general profiles concerning
crime prevention-related comuni cati on behaviors were
al so present ed.

The Panel Sanple Survey

The panel survey enconpassed a probability sanple
of 1,049 adults initially interviewed in person in Buffalo,
Denver and M | waukee in Septenber 1979, three nonths prior
to the canpaign's onset. The three |ocales were chosen to
provide diversity in regional characteristics and crine
rate profiles, while assuring an adequate nedia m x for
at | east potentially noderate distribution of the McG uff
canpai gn PSAs. The second round of interviews was carried
out by tel ephone in Novenber 1981, with 426 of the ori ginal
respondents (41 percent) being successfully feintervi ewed.

The advantages of the panel field design were first
put to use to find out which respondent dispositions
prior to the canpaign were nost associated with subsequent
canpai gn exposure. Pre-to-post change score nmeasures
were then used as relatively objective indicators of
canpaign effects. Respondents' self-reports as to whether
they recall ed having been exposed to the advertisenents
served as the basis for separating the sanple into an
experinmental group (those exposed) and a control group
(those unexposed). After the investigation of selectivity
factors in exposure to the ad, effects of that
exposure in terns of changes in crine prevention, crine,
and general psychological orientations were studied by
nmeans of both sinple group conparison tests and
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mul tivariate control procedures. Thereafter, analyses
focused on specific types of canpaign effects within
various kinds of audiences, wth an eye toward sub-
sequently integrating the respondent typol ogies
identified here with those noted in the national sanple,
and arriving at reasoned communication strategies for
targeting crinme prevention information to the public.

It is inmportant to note that while sanple surveys
such as these have proven to be valid indicators of
publ i c opi nion and behavi or over the decades, the data
derived are based upon individuals® own self-reports of
their cognitions, attitudes and behaviors, and not upon
nore "objectively" observed evidence.

13




The National Sanple Canpai gn Eval uati on

The national sanple evaluation of the Take a Bite
Qut of Crime canpaign primarily addresses the extent of
citizen exposure to the canpaign as well as their
reactions to it, particularly in ternms of their perceptions
of its inpact upon them

Eprsure to the Canpai gn

Si mpl e exposure to canpaign stimuli was neasured in
ternms of respondents® ability to recall having seen or
heard any of the Take a Bite Qut of Crine PSAs in any of
the media. Respondents were classified as having been
exposed if they either: (1) nentioned the PSA voluntarily
when they were asked to describe any one particul ar recent
public service ad that stood out in their nmenory (unaided
recall); or (2) indicated recognition of the ads when
they were shown to themby the interviewer (aided recall).
Forty-one respondents (three percent of the national
sanple) nentioned the ads wi thout interviewer aid, and
573 (48 percent) said they recognized the PSA when pronpted
by the interviewer. The unaided recall group was considered
too small for neaningful subanal yses, and the two cohorts
were conbined to constitute the canpai gn-exposed group,
totalling 614 respondents or 51.7 percent of the sanple.

The PSAs apparently nade a fairly strong inpression
on those recalling them Sixty-three percent said they .
were "very sure" they' d seen or heard ads exactly Ilike i
the MG uff one, and 29 percent said they were "fairly i
sure" they had. Moreover, nore than a third said they
had seen the ads nore than ten tinmes, and only a fifth
had seen themonly "once or twice." The ads also were
gai ni ng new audi ences up to the point of the 1981 survey.
Twenty-si x percent of those exposed said they had first
noticed the PSA "within the past couple of nonths,"
while 37 percent said they had first seen or heard it
between two nonths and a year before.

Tel evi sion energed as the dom nant medi um of choice
for exposure, with 78 percent of the exposed group nam ng
it as where they had seen or heard the ads nobst often.
Posters or billboards ran a sonewhat surprising second,
with 14 percent naming them Following in order were
newspapers (eight percent), radio (six percent), mnagazi nes
(five percent), and car cards (four percent).

The canpai gn appeared to be reaching a highly diversi-
fied audi ence denographically, with little indication that
persons in any particular social or economc strata were
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beyond the scope of the PSAs. Sonething of an exception
was age |evel, wth younger persons decidedly nore likely
than ol der ones to report exposure; nonetheless, a third
of respondents over age 64 could recall the MG uff ads.
Persons who regularly either watched nore television or
listened nore to the radio were likelier to have cone
across the ads, having of course greater opportunity to
do so. (See Table 1.)

To the extent that denographic differences were found,
it appeared that the canpaign was particularly successful
in reaching individuals usually regarded as bei ng nore
crime-prone than others. These include the young, nales,
nore residentially nobile, and those residing in |ower-
wor ki ng cl ass nei ghborhoods. The canpai gn appeared to
have | esser, but still noteworthy, reach anbong two cohorts
with typically higher self-perceived vulnerability to
crime—the elderly, and to a |less striking degree, wonen.

More specifically, the Take a Bite Qut of Crine
canpai gn appears to have been successful in reaching
| arge segnments of the populace with; (1) specific
concerns about crinme; (2) a greater potential for victimza-
tion; and £3) an expressed need for ideas and advice on
preventi on. It also seens to have reached nearly equally
sized proportions of persons with |esser crine prevention-
rel ated concerns and needs, which may well be inportant
as well if for no other reason than building public
awar eness. '

Public Reactions to the Canpai gn

Over a quarter of those exposed reported paying
"a great deal" of attention to the ads, and another 51
percent said that they usually paid "sone" attention to
them Twenty-two percent said they paid "hardly any"
attention. This finding in and of itself suggests a generally
positive interest in the ads anong nost persons- Eighty-
ei ght percent of the canpaign-exposed individuals were
able to verbalize one or nore points related to crine
prevention when they were asked what they thought the
ads were "trying to get across" to people. More
specifically:

* 46 percent gave a "general" answer al ong the
lines of saying that the PSAs were trying to
make people nore aware of crinme as a probl em
or nore aware of how to prevent crinme, or asking
people to be nore careful in protecting thenselves
fromcrine.

15




* Another 20 percent nore specifically suggested
that the canpaign was ained at telling people
how to protect thenselves and their hones, and
many gave detail ed exanpl es.

* And, a rather substantial 28 percent pointed
specifically to encouragenent of citizen partici-
pation in crinme prevention efforts, ranging from
wor ki ng wi t h nei ghbors, joining community action
prograns, reporting crinmes when observed, hel ping
police, and the |ike.

The emphasis in the nore recent stages of the canpaign
on comunity participation appears to have nmade its mark,
at least in part.

Apart from sinply recalling the general thene or
logo used in the ads, thirty-nine percent of those exposed
coul d describe a specific ad which stood out in their m nds.

When directly asked whether they personally Iiked
or disliked the use of the MG uff cartoon character,
57 percent of those exposed responded positively, five
percent disliked it, and 36 percent were neutral. A third
of those liking it said they did so sinply because they
| i ked dogs or animals, and another half praised it as
being attention-getting, "clever," "different," or as
appealing to all ages. The few negative coments referred
toit as "too cutesy," too vague, and the like. The pattern
of positive affect toward the ads is reinforced by the
finding that only 15 percent could nane anything in the

PSAs that specifically "turned themoff" (individual comrents

were highly varied), and just eight percent said they
wer e annoyed by them (as opposed to 59 percent saying they
were "pl eased" by them).

Wil e the canpai gn seens to have gotten favorable
"reviews" fromits audiences, it is nore inportant to
determ ne whether it nmade an inpact in ternms of hel ping
to change public awareness, attitudes and beliefs regarding
prevention. 1In the national sanple, this was ascertained -
by directly asking respondents the extent to which they
t hought the PSAs had influenced themin various ways.

Wil e such sel f-perceptions may not always reflect precise
degrees of change, they do provide a general inpression
of such reactions across the sanple.

Respondents were asked both whether they thought they
had | earned anything new fromthe ads, and whether the
ads had "reinforced" or rem nded them of things they

m ght have previously known but had forgotten about (Table 2) .
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Twenty-two percent said they had | earned sonething new from
the PSAs, and 46 percent said that they had been renm nded
of sonething they'd known before but had forgotten about.

Upwards of half of the respondents recalling the ads
said they had made them nore concerned about crinme and nore
confident in protecting thenselves. Over half said the
PSAs had made them feel nore responsible about preventing
crime and in perceiving citizen group efforts as nore
effective. Twenty-two percent said the ads nade them
nore fearful of being victimzed, with wonen being likelier
to report this than men. Nearly a fourth of the exposed
sanple said they had taken preventative actions due to
havi ng seen or heard the ads, including inproving househol d
security and hel ping their neighbors in prevention efforts.
Wnen were likelier to have reported doing so than nen.

Mor eover, persons reporting having been influenced in one
particular way were likely to report other influences

as well. The extent to which people reported having been

i nfl uenced appeared nore a function of how nmuch attention
they paid to the ads, rather than a consequence of how many
times they had seen or heard them (Tables 3, 4).

One potential weak spot in the findings was the |ack
of respondents seeking further information about prevention
whi ch was recommended in alnost all of the ads. Only
two percent of the exposed group said they had witten or
phoned for nore information about crine prevention.

However, the overall inpression made by the PSAs
appears positive, with only negligible nunbers of respondents

-appearing put off by them There is scant evidence of a

"boonerang” effect in terns of exposed persons feeling

| ess concerned about crinme, |ess conpetent in protecting

t hemsel ves, or feeling that group action is less effective.
The results suggest quite strongly the opposite. The one
exception, if it may be called that, is that nearly a
quarter of the respondents reported becom ng nore fearful
of victimzation. Since at face value the content of the
ads down-pl ayed that el enent, perhaps such respondent
perceptions necessarily go with the territory of dealing
with a troubl esome topic with al nost inherent fear-arousing
conponents. On the other hand, there was sone evidence
here that respondents who did becone nore fearful were
also likelier to have been influenced by the canpaign in

ot her nore positive ways, e.g. taking preventative actions.

Wil e the canpaign tended to generate sonmewhat
differing reactions fromvarious groups—particularly the
young and women—t he overall pattern of perceived effects
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suggests that the canpaign's inpact was relatively uniform
across the exposed popul ace- As was the case with exposure
to the canpaign per se, no particul ar denographi c subset
seened immune to its effects. The canpaign, perhaps for

a variety of reasons, appeared to be transcendi ng many of

t he audi ence-bound constraints which seemto inhibit the

wi der di ssem nation of other crime prevention information
canpai gn efforts. O her prevention canpai gns were found

to have greater penetration anong those seeing thensel ves
in greater need of information about prevention, e.g. wonen

and mnority group nmenmbers. However, the McGuff ads reached
si zeabl e nunbers of those individuals as well as citizens
wi th perhaps |esser crine-related concerns.
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V. The Panel Sanpl e Canpai gn Eval uation

The panel sanple canpai gn eval uation was ainmed at
provi ding nore stringent enpirical evidence concerning
the McG uff canpaign's ability to stinulate specific
ki nds of changes in citizens' psychol ogical orientations
toward crinme prevention, and in their taking of persona
actions to help reduce crine. The findings will also
be viewed in the context of the nore popul ation gen-
eralizabl e national sanple results.

Det er m nants of Canpai gn Exposure

The panel data supported the inference drawn
fromthe national sanple that the canpaign reached a
br oad- based popul ati on denographically. Moreover,
while there was a tendency for persons perceivVving
t hensel ves as | ess know edgeabl e and preventi on neasures
as nore effective to have been exposed, the PSAs appear
to have reached goodly nunbers of individuals with
wi dely varying perceptions and orientations regarding
crime and its prevention. However, attentiveness to
the PSAs was nuch less uniform wth greater attention
to them being paid by persons previously nore know edgeabl e
and confident regarding prevention, and those nore
concerned about protecting thenselves. Individuals
engaged in nore prevention activities were also nore
attentive, as were those who anticipated that nore
I nformati on about prevention would benefit them  Thus
sel ective exposure was found to be only a m nor factor
here, perhaps not surprising in an age of ubi quitous
tel evision commercials. However, selective attention
proved far nore prom nent.

While, with a few exceptions, exposure rates do
seemrel atively honogenous across the sanple, this
should not of course inply that the nessages were per-
ceived in the same way by persons with varied orientations
to crinme and prevention, nor that the nessages were as
effective for s'one individuals as for others. But the
findings do testify to the strength of di ssem nation of
the canpaign, as well as to the inpact of its thenes and
appeals, in allowing citizens with nmany varyi ng di spo-
sitions toward crinme and prevention to at |east have had
the opportunity to hear the nessage.

o g £ T TRTRORI T g

Prevention Orientation Effects

Persons exposed to the canpai gn showed significant
changes in three of five reported crinme prevention orientation
di spositions. Canpai gn exposure was associated wth:
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(1) Increases in hownuch respondents thought they

knew about crinme prevention; (2) Mre positive attitudes
about the effectiveness of citizens taking action to
hel p prevent crime; and (3) Geater feelings of persona
conpetence in protecting oneself fromcrine. The cam
pai gn appeared to have no inpact, however, on feelings
of personal responsibility for hel ping prevent crinme,

or on personal concern regarding crinme prevention. These
findings held even when controlling for the several
possi bl e intervening variables, including denographics,
exposure to ot her canpai gns, general attention to nedia
crime content and prior victimzation .(Table 5) .

These findings are strongly supportive of (and in
turn are reinforced by) self-reports of respondents in the
nati onal sanple according to what they said they thought
they had gained from PSAs.

The lack of inpact of canpai gn exposure on concern
about protecting oneself fromcrime lends itself to
sone anbiguity in interpretation. On the one hand, a
goal of the canpaign is to make citizens concerned enough
so that they will act appropriately, but not so concerned
as to unduly frighten them G ven that concern about
prevention was substantially correlated with hei ghtened
perceptions of crinme in one's own environnent, and greater
personal vulnerability, it may actually be a "plus" for
the canpaign that it did not significantly increase such
concern. Indeed, the PSAs, by enphasizing the nost
positive approaches to crime prevention, may have
built nore positive citizen dispositions—know edge,
sense of efficacy, and confidence-—while at the sane tine

mnimzing potentially nore negative orientations toward

preventi on.

Crine Oientation Effects

It could be argued that while the canpai gn was having
positive influences on certain prevention orientations,
It may have been doing so at the expense of naking
i ndividuals nmore fearful of crime per se or seeing them
selves as nore vulnerable to it.

The panel sanple respondents were asked in both waves
of the survey: (1) Wether they thought the crine rate was
I ncreasing or decreasing in their neighborhoods; (2)

How safe they felt being out in their nei ghborhoods at
night; (3) How dangerous in ternms of crinme they saw

t heir own nei ghborhoods as conpared to others; (4) How
i kely they thought it was that their residences would
be burglarized; and (5 How likely they thought it was
that they woul d be attacked or robbed.
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The findings suggest that the canpai gn had
virtually no inpact on respondents' perceptions of crime
within their i mredi ate nei ghborhoods. No neani ngf ul
changes in perceptions of crinme rate, sense of personal
safety at night, or conparative nei ghborhood danger were
found to be associated wth exposure to the canpai gn.
However, the canpaign did appear to have sone effect on
perceptions of likelihood of victimzation, and in a
curiously inverse way at that. Persons exposed to the
MG uff PSAs significantly lowered their estimations
of likelihood of being burglarized. But, canpaign
exposure was also related to nodest increases in per-
ceived probability of being a victimof violent crine.
One working possibility at this point m ght be that, since
the nost prom nent features of the canpaign dealt with
househol d protecti on agai nst burglary, the exposed re-
spondents may have felt sonewhat assured that what they
got out of the canpaign would help dimnish their chances
of burglary. On the other hand, the overall thene of
“crime” in the PSAs may have al so heightened their genera
concern about it, channeling that concern nore into
t hought s about violent crime, which nost of the PSAs
dealt very little with.

Prevention Activities and Canpai gn Effects

The nost stringent test of an information canpaign's
ef fectiveness is whether changes in people' s actua
actions or behaviors can be traced to their exposure to
the canmpaign. |In the national sanple, nearly a fourth
of the canpai gn-exposed respondents said they had taken
preventative actions as a result of having seen or heard
the MG uff PSAs, and they typically gave such exanpl es

as inproving household security or helping their neighbors
In prevention efforts.

Panel respondents were queried in both 1979 and 1981
as to whether or to what extent they were engaged in each
of 25 prevention activities ainmed at protecting them
selves and others fromvictimzation. To the degree that
the canpaign was effective in stimulating behavioral
change, it was expected that persons exposed to it would
have been |ikelier than those unexposed to have either
adopted or begun "doing nore of" specific kinds of
activities.

As ot hers have alluded to (Lavrakas, 1980; Skogan
and Maxfield, 1981), categorizing the full set of prevention
activities is a conplex undertaking due to their diversity.
Mor eover, some activities may be seen as functionally
equi valent to others, and sone have greater rel evance to
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certain kinds of people in certain situations. For
organi zati onal purposes here, we arranged the activities
into several discrete groups, building on the groundwork
provi ded by Lavrakas and Skogan and Maxfield. W

have generally attenpted to order them according to the
degree of "cost" involved in inplenmenting or practicing
t hem

We began with the nost effortless behaviors of | ocking
doors or leaving on |ights when out, noving to nore
effortful actions such as asking neighbors or police to
wat ch the house, to cooperating with neighbors or joining
prevention groups. W conclude with nore costly actual
"purchases” such as buying burglar alarnms, theft insurance
and the like. W also include under purchases any
enpl oyment of professional prevention resources such as
havi ng police do a household security check. Even though
usually "free of cost,"” the effort can be quite tine-
consum ng.

Qobvi ously, sone individual actions are going to be
relatively easy for sonme people while costly for others,
and we do not offer this schema as a uniform "scal e" of
difficulty. Rather, it is a way of organizing a w de
range of diverse actions in a reasonably coherent manner.
Moreover, we discrimnated within the "behavioral"™ actions
and the "purchase" actions by noting ones associated wth
target hardening, deterrence, surveillance, personal pre-
caution, loss reduction, and cooperation with others,
borrowi ng heavily from Lavrakas and Skogan, and Maxfi el d.

A "test" of canpaign effects on prevention action-
taking is made even nore difficult because of the varying
degrees of enphasis placed on specific activities within
di fferent conmponents of the canmpaign. Wile the televised
PSAs focused on a fairly discrete set of activities, print
ads covered a much broader range of reconmendati ons,

i ncluding at one point or another nearly all of those
t he panel respondents were asked about.

Thus we m ght argue that "positive" changes, i.e.
in the direction of "doing nore,” in any of the prevention
activities anong those exposed to the canpai gn provide
sone evidence of its inpact on behavior. But also, we
may have nore concrete assurance of the effectiveness of
the canpaign if nore changes are found anong those
activities that were clearly advocated in the specific
PSAs to which respondents were nore exposed, since 71
percent of the respondents said they saw the ads nost often
over television, it seens reasonable to expect that, to
the extent that the canpai gn was having an inpact, it would
be best discerned anong those activities specifically
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reconnended in the three televised PSAs.

Consequently, we expected the nost |ikely changes
to have been in:

* Locking doors when out of the house ("Sop
a Crine" PSA)

* Leaving outdoor lights on ("Sop a Crine")
* Using tinmer lights indoors ("Sop a Crine")"

* Havi ng nei ghbors watch the house ("Sop a
Crime") :

* Keeping a watch on the nei ghborhood ("GIstraps,"”
"Mm Marth?)

* Reporting suspicious incidents to police
("Alstraps,” "Mm Marth")

* Joining with others to prevent crime ("Mm
Mart h")

In terns of enphasis, the first four of the above
actions were nentioned in the original "Stop a Crine"
PSA, but the latter three served as the overall thenes
for the two nore recent ads, "G lstraps" and "Mm Marth."
As for the other activities, no other specific behaviors
(police security checks, not going out at night al one, etc.)
were nmentioned or alluded to in the televised PSAs, nor were
any of the prevention purchases reconmended.

Prevention Activity Effects

Qut of the seven above prevention activities the cam
pai gn would seemnost likely to have influenced, significant
changes associated with exposure to the canpai gn were
found in six. No changes traceable to canpai gn exposure
were found in any of the other activities, save one—havi ng
acquired a dog at least partly for security purposes (Table 6) .

This striking finding strongly suggests a marked and
consi stent influence of the canpaign on citizens' crime
prevention activities. Mreover, the one case in which
a significant canpaign effect was expected but not found
was that of nore frequently |ocking doors when |eaving the
residence. Here, there is strong evidence of a "ceiling
ef fect” precludi ng nmeasureabl e change, since 75 percent of
the respondents in the first wave of interviews reported
"al ways"” |ocking up to begin wth.
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The strongest rel ationshi ps between MG uff
exposure and behavi oral changes occurred anong the
cooperative action-taking steps, which also received
t he heavi est enphasis in the "Glstraps" and "M m Marth"
PSAs. Canpai gn exposure was significantly correlated with
I ncreases,in "keeping a watch" outside one's hone,
reporting suspicious events to the police, and joining
crime prevention groups or organi zations. These relation-
ships are particularly noteworthy given that these can
be regarded as fairly "costly" actions to take in terns
of time and effort—at |east certainly noreso than, say,
| ocking up or leaving on lights. As with the precaution-
ary actions, exposure to prevention canpai gns other than
MG uff was also significantly related to positive changes
i n cooperative behavi ors, again suggesting conmunity-based
canmpai gn efforts advocating such in the panel |ocales.

On the whol e, the PSAs appear to have been nost
effective in pronoting cooperative behaviors, followed
by certain deterrence and surveillance actions.

The canpai gn overall generally downpl ayed the need
for citizens to spend noney on property protection by
purchasi ng such things as burglar alarns, theft insurance
and particularly, weapons. W have also included under
"purchases” activities which require effort in terns of
contacting and enlisting the help of professional crine
prevention agencies, including having police do security
checks, obtaining property I.D. materials, and the |ike.
Wil e sone of these latter steps nmay have been reconmmended
in other conponents of the Take a Bite Qut of Crine
canpai gn, they were not dealt with in the tel evised PSAs.

The panel findings clearly indicate that canpaign
exposure was generally unassociated with such purchases
made during the period between the two surveys, with the
not abl e exception of getting a dog "at |least partially
for security purposes.” \Wile the canpaign never
specifically advocated or renmarked on the value of canine
acqui sitions, perhaps the anbiance of the MG uff
character and its general identification with "watchdogs"
and "taking a bite out of crine" sparked in sonme respondents
a desire for a dog for protection. This result may have
been abetted by the rather strong positive audi ence appea
of MG uff noted anmong national sanple respondents.

Variations in Canpaign Effects Across Citizens

Despite the strength of the above relationships, it
shoul d be kept in mnd that the canpaign of course did
not inpact all persons encountering it, or even necessarily
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sizeable majorities. \While.the canpaign appeared to have
significant effects on prevention orientations and
activities for the sanple as a whole, the distribution

of those effects was by no neans uniformacross the
denogr aphi ¢ subgroups. And, while in nmany instances

the PSAs seened npbst effective within those denographic
subgroups already nore conpetent in terns of prevention,

t he canpaign al so appeared to stinulate substanti al
changes wi thin other denographic cohorts as well.

More specifically, the PSAs appeared to stimulate
far greater attitudi nal changes anong nen, as well as
i ncreases in sonewhat individualistic behaviors, e.g.
police reporting and acquiring a dog. On the other hand,
wonen exposed to the canpai gn were considerably nore
likely to engage in increased cooperative prevention
activities with their neighbors. Mreover, upper incone
groups tended to show greater canpaign-related gains in
cooperative activities, as well as in perceived know
| edge and confidence. Canpai gn-exposed |ower incone
persons, however, becane nore concerned about crine
prevention, and increased in such activities as use of
out door lights and reporting suspicious incidents to
the police.

Wil e the canpai gn appeared to have greater cogni -
tive and attitudinal influences on persons seeing them
selves as less threatened by victimzation, increased
preventative action-taking was found anong those seeing
t hensel ves as nore vul nerable. Increased action-taking
was also likelier anpbng citizens perceiving thensel ves
as | ess prevention-conpetent prior to the canpaign.
Canpai gn effects were found anong both opinion | eaders
and non-| eaders, although the nature of the effects
differed between the two cohorts. Geater action-taking
was found anobng persons who had previously indicated
a greater need for information about prevention, and who
were nore attentive to nedia crine content overall and to
PSAs in general

Al in all, however, the findings suggest that the
Advertising Council's Take a Bite Qut of Crinme PSAs had
mar ked and consi stent influences on citizen perceptions
and attitudes regarding crine prevention, as well as on
their taking of specific preventative actions.
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V.

Concl usi ons from the Eval uati on Surveys

W have examined in sone depth citizen reactions to
the Take a Bite Qut of Crine canpaign, and in particular
to the Advertising Council's MG uff PSAs. W have con-
sidered those results in the context of what is known about
citizen orientation wth respect to crime and its preven-
tion, and about nedia influences on individuals in general.

W will now briefly highlight what we see the overal
i mport of the conbined findings fromthe national and pane
sanpl es as being for crinme prevention practitioners and for
t he design of subsequent crine prevention canpai gn strategies.

Canpai gn Exposure

The canpai gn had, in our view, surprisingly w despread
penetration anong the Anmerican public. Just over half of
U.S. adults could recall having seen or heard the MG uff
PSAs within two years of the canpaign's start. G ven the
catch-as-catch-can di ssem nati on of PSAs, this suggests
a rather heavy comm tnent on the part of nedia channels
to use them and that the ads were salient enough to nmake
at least a mnimal inpression on substantial nunbers of
peopl e.

Tel evision was clearly the "medium of choice"” by which
the nost people saw the nost PSAs. W cannot answer whet her
that was because nore of themwere shown over television,
or because the television ads were nore nenorable to peopl e;
we suspect that both reasons were operative, and perhaps
others as well. It does appear, however, that the ads were
quite heavily repeated across the nedia: A third of the
people said they had seen or heard themnore than 10 ti nes.

The canpai gn's penetrati on was extensive enough to
reach a highly diversified audi ence denographically, and no
econom ¢ or social class appeared beyond the canpaign's
reach. While MG uff was decidedly likelier to reach
younger adults, a third of the people oyer age 64 could re-
call the ads.

Persons who regularly either watched nore tel evision
or listened nore to the radio were likelier to have cone
across the PSAs, having greater opportunity to do so.
Exposure to the canpai gn was al so sonewhat greater anong
persons who saw thenselves as initially |ess know edgeabl e
about crinme prevention, and anong those who saw citizen
crime prevention efforts as potentially nore effective.
Just why this occurred is sonewhat unclear, but for what-
ever reasons MG uff appeared to be reaching an audi ence
at least in part rather ideally targeted to the canpaign's
t hemes. However, it should be added that across the board
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the PSAs reached substantial nunbers of citizens with
wi dely varied perceptions, attitudes and behaviors re-
garding crinme and its prevention.

Anong those exposed to the canpaign, a greater anount
of attention was paid by persons who saw t hensel ves as
nore know edgeabl e about prevention, and those nore con-
fident about being able to protect thenselves fromcrine.
More attention was al so paid by individuals already
engaged in a greater range of prevention activities, as
wel |l as those who felt that getting nore information about
preventi on woul d be useful to them This pattern is in
keeping with the "selective attention" hypothesis: People
tend to pay nore attention to nessage content which they
are already interested in, and/or in agreenment wth.
However, as we have seen above, there was |ess evidence
of selective exposure to the canpaign.

Canpai gn Effectiveness

The format and content of the PSAs elicited favorable
reactions fromthe vast mpgjority of the audi ence. Mbst
said they thought the ads were effective in conveying
their message, that they liked the MG uff character, and
that they felt the information in themwas worth passing
on to other people. These reactions were consistently
favorabl e across the sanple, although younger persons
tended to rate themnost highly. From a perspective
of long-terminpact, that is quite encouraging.

The canpai gn appeared to have a sizeable inpact on
what peopl e knew about crinme prevention techniques. Nearly
a quarter of the national sanple exposed to the canpaign
said they had | earned sonething new about prevention from
the PSAs, and nearly half said they had been rem nded of
t hi ngs they had known before but had forgotten. Canpaign-
exposed persons in the panel sanple were significantly
likelier than those unexposed to show increases in how
much they thought they knew about crine prevention.

Simlarly, the MG uff PSAs appeared to have a positive
influence on citizens' attitudes about crine prevention.
Nearly half of the national sanple respondents recalling
the ads said they made them feel nore confident in being
able to protect thenselves fromvictimzation, and that
citizen prevention efforts were an effective nmeans of
hel pi ng prevent crinme. Significant changes in both of
these attitudes were found anong exposed panel respondents
as wel | .

| ndi vi dual s reporting having been influenced in one
particular way were likely to report other influences as
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e ey

wel |l . The extent of influence seened to depend nore

on how much attention was paid to the ads, rather than
how many times they had been seen or heard. Mor eover,
peopl e who said they had been nmade nore fearful of crine
by the ads were likelier to report having been influenced
in other ways as well. Less conclusive was evidence for
canpai gn-stinmul ated changes in degree of concern about
crime and sense of individual self-responsibility to help
prevent it: While about half of the exposed nationa
sanpl e respondents reported having gained nore positive
attitudes fromthe canpai gn on both dinensions, no sig-
nificant differences were found within the panel sanple.

On the nost salient criterion of canpaign success—
behavi oral change—the MG uff canpaign appears to have
had a noteworthy inpact. Nearly a fourth of the exposed
nati onal sanple said they had taken preventative actions
as a result of having seen or heard the ads; nentioned
in particular were inproving household security and
cooperating with neighbors in prevention efforts, the two
mai n thenmes of the MG uff PSAs. Moreover, anong the
panel sanple exposure to the canpaign was significantly
related to increases in six of the seven specific pre-
ventative activities nost enphasized in the televised
PSAs. Again, particularly strong increases were found
for nei ghborhood cooperative crine prevention efforts.
| nportantly, the canpaign appears not to have stinul ated
greater use of behavioral restrictions or avoi dance net hods
anong citizens in dealing wwth crine, and any "boonerang"
effects overall were either slight or nonexistent.

Variations in Canpaign Effects

Wil e the canpai gn appeared to have had significant
effects on the popul ace as a whole, there was consi derable
variation in the degree of influence across denographic
subgr oups. (Wiile.the nore general national sanple self-
report itens showed relatively small denographic differences,
the nore precise panel change neasures revealed far |ess
uniformty.) Wiile in many instances the PSAs seened
nost effective within those denographi c groups already
nore conpetent in terns of prevention, the canpaign also
appeared to stinulate substantial change w thin other
cohorts as wel .

Denographic differences in canpaign effects appeared
to reflect the varying kinds of opportunities people had
in carrying out actions advocated by the canpaign. For
exanpl e, wonmen and nmenbers of upper-incone groups tended
to show greater gains in neighborhood cooperative pre-
vention activities. Lower-income persons increased in such
activities as use of outdoor lights and the reporting of
suspicious incidents to the police. Men showed increases
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i n somewhat nore individualistic behaviors, e.g. acquiring
a dog and reporting things to police. Geater attitudina
changes were al so found anong nmen than wonmen. Upper incone
groups indicated greater gains in perceived know edge

and confi dence, while |ower incone persons becanme nore
concerned about crine prevention. The social class

di fferences are akin, to conparisons previously nmade between
"resource poor" and "resource rich" citizens, each type

apt to cope with crime accordi‘ng to the nmeans nost readily
avai |l able to them (Lavrakas, 1980).

The denographic differences notw thstandi ng, perhaps
nore nmeani ngful 1ndications of "who was" versus "who wasn't"
i nfluenced by the McG uff PSAs rest in people's perceptions
prior to the canpaign of crime per se. Clearly, the canpaign
had greater inpact on the attitudes of citizens who felt
thensel ves to be less at risk fromcrinme. Conversely,
it had nore influence on the behaviors of those perceiving
t hensel ves as nore at ri sk. Thus We have evidence that tlie
canpai gn acted as it was designed to in terns of inducing
behavi oral change on an appropriate target, but failed to
i npact at the supposedly easier task of bringing about
attitudinal change. Sone reasons why this may have occurred
wi |l be considered bel ow.

There was little evidence that the MG uff PSAs w dened
the gap between nore prevention-conpetent and |ess conpetent
citizens. To the extent that the canpaign did stimulate
nore preventative action taking, it was anong those who had
previously indicated | ess knowl edge, perceived effectiveness
and conpetence. Persons fitting this profile also were
likelier to have indicated a greater need for information
about prevention.

More generally, the canpaign appeared to reach and
i nfluence substantial proportions of individuals across
a W de spectrumof communication dispositions- MGuff
seem ngly overcane many of the audience-bound constraints
whi ch often inhibit other information canpaign efforts.
Thus opinion | eaders as well as non-|leaders were affected,
as were those with greater and |esser informational needs,
and those typically nore attentive to crine content in
the nedia and those not so attentive. The nature of the
effects within these varying cohorts differed, but not
necessarily their intensity.

d eani ngs from the Findings

The necessarily scattershot nature of the canpaign's
di ssem nation appears to have resulted in a w de range of
effects across an even w der range of people. Wile the
i npact of the key thenes of the PSAs— nproved hone security
and cooperation with neighbors and police—were clear
and preval ent throughout these findings, it is also
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apparent that sonme parts of the messages hit home with
sone citizens but not with others. The reasons under -
' ying such differences are doubtlessly bound up in a
host of interacting personal dispositions and soci al
envi ronmental considerations which we will consider

belowwith an eye toward recomendations for future

successful crinme prevention canpaign strategies.

and

Froma nore theoretical viewpoint, the findings
suggest several interesting things about the overall
i mpact of the MG uff canpaign. For one, there is a
strong suggestion that in at |east sonme instances be-
havi oral change was stimnul ated wi thout correspondi ng
changes in cognitive or attitudinal orientations.
Citizens seeing thenselves as nore threatened and nore
at risk increased their cooperative observing behavior,
but showed no significant changes in prevention know edge,
effectiveness or conpetence. Nor does it seemlikely
t hat the behavioral change cane at the end of a cumul a-
tive series of previous changes in orientations. The
hi gh threat-high risk group was indeed |lower in pre-
vention know edge, effectiveness and conpetence prior
to the canpaign, and thus they were not poised at a high
attitudinal plateau "waiting" for a nessage or other
stimulus to goad theminto action-taking.

What seens nore likely is that the PSAs suggested
behaviors to themwhi ch seened reasonabl e enough to try
out, perhaps on a quite experinmental basis, and perhaps
even sonewhat warily. (It should be kept in m nd that
what we are tal king about here is persons who see them
selves nore threatened or at risk, either sinply | ooking
out for their neighbors and/or asking their neighbors
to do the sanme, and/or actually joining with themin
group efforts. These may not be, for many peopl e,
effortless tasks.) At least sone of these people may
see thenselves in rather desperate straits regarding their
personal safety, and nmay be willing to try just about
anything. Perhaps the realistic touches in the "G Istraps?
and "Mni Marth" PSAs provided the proper cues relating
to their own environments. However, they al so appear
to be waiting to see sone results before "adopting" those
cooperative behaviors with any confidence. They seenmed to be
trying out the actions before believing that they've
| earned anything, or that they feel nore confident, or that
they believe that citizen prevention neasures are necessarily

effective.

On the other hand, anong the |esser threatened and
at-risk, the canpaign appears to have done a better job of
stimulating cognitive and attitudi nal changes, along with
sone action-taking as well, nost notably police reporting.
The pattern here is more akin to the classic reinforcenent
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process, in which persons with already somewhat positive
orientations toward crine prevention becone even nore
positive through exposure to the canpaign, and indeed
take sone actions which they had not been carrying out
before, or at |east as extensively. _

The canpai gn al so appears to have stinulated greater
overall levels of prevention conpetence anong those
initially less, rather than nore, conpetent. The |ack
of increased action-taking anmong those nore psychol ogically
di sposed to crine prevention is not inmediately explai nable
fromthese data. One possible hypothesis is that they
percei ved thensel ves as already doing as nuch as they
t hought was warranted for self-protection. This argunent
woul d be supported by the finding that those high in
prevention orientations saw their neighborhoods as safer,
and thenselves as | ess prone to victimzation*

It is also noteworthy that the canpaign seened to
stinulate greater cognitive and attitudi nal change anobng
t hose seeing thenselves with | esser informational needs,
along with increasing prevention activities on just two
di mensi ons. Thus we have yet another instance of m xed
effects for m xed groups, although again it is possible
to inpose a certain logic on the pattern of findings.
In this case, it seens likely that those indicating a
need for information were |ooking for just that-—sone
practical advice. They received a great deal of advice
from the canpai gn advocating cooperative actions, and they
put that advice to use, perhaps on an experinental basis.
Attitudinal change was only partial here, and it may be
anot her case of persons trying out the advice before
conmtting thenselves to it. Anong the |ow information
need group, in which cognitive and attitudinal |evels
were al ready hi gh, the canpaign served to reinforce or
strengthen those even further, wthout a great dea
in the way of conconmm tant behavioral changes taking place.
Wiile this group may have benefited fromnore action
taki ng, they may have been too confident of their own
position prior to the canpaign, and not notivated to follow
the specific information offered.

The canpai gn, perhaps for a variety of reasons,
appeared to be transcendi ng nany of the audi ence-bound
constraints which seemto inhibit the w der dissem nation
of other crinme prevention information canpaign efforts.

QG her prevention canpaigns were found to have greater
penetration anong those seeing thenselves in greater need
of information about prevention, e.g wonen and mnority
group nenbers. However, the McGuff ads reached sizeable
nunbers of those individuals as well as citizens wth per-
haps | esser crine-related concerns.
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It is highly appropriate to ask when we m ght expect
"saturation" of the canpaign to occur. That is, at what
penetration of the population can we safely say that the
canpai gn has reached just about everybody that it is going
to? Canpaign effectiveness and diffusion theorists have
often indicated that about ten to fifteen percent of
any general popul ation can be classed as bei ng equival ent
to "know not hi ngs" and beyond the inpact of any canpaign
or innovation, and lying beyond the realmof traditiona
communi cation efforts. Mst public service canpai gns
begin with a prem se of reaching "everybody concerned"
with the topic or renedy under dissem nation, but typically
fail to attribute any realistic absolute nunber of percent
to when "success" occurs.

G ven a lack of previous guidelines, sinply reaching
hal f of the general population with a canpaign certainly
seens significant, and it is indeed difficult to concl ude
fromthese data as to when we m ght expect the diffusion
of awareness of the PSAs to begin di m nishing.

Limtations of the Study

Bef ore proceeding with nore policy-related inter-
pretations of the findings, we should note again that these
results are based upon standard social survey research
techni ques, and are subject to the sane limtations as are
all such data. At the risk of sounding overly cautious,

It should be kept in mnd that the findings derive from
respondents' self-reports of their own cognitions, attitudes,
and behaviors, and thus may be subject to the typical
respondent perceptual biases inherent ‘in any survey research
effort. Be that as it may, it seens clear that such survey
self-reporting techniques have nore than adequately
denonstrated their value and validity as evaluative research
tools over the decades. |In addition, the present study
benefits strongly from the congruence of findings derived
fromthe nore popul ati on-generalizabl e national survey

and .the nore causally explicit panel survey.
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VI e

Reconmendations on Strategies for Subsequent Canpai gn
Efforts

Based upon our own research efforts as well as
previ ous ones, we see several key issues which need
to be taken into account in the planning of subsequent
crime prevention canpaign efforts, including those
based upon MG uff. These include: (1) The salience
of crinme as an issue on the public agenda; (2) The
necessity of comunity-based canpaign efforts;

(3) The perplexing role of fear arousal in canpaign
ef fecti veness; (4 The role of formative research

(5 The problemof audience targeting; and (6) The
potential for neglect of the elderly as an audi ence.

The Salience of Crime as an |ssue

The canpai gn began during a period when crinme as
an issue was decidedly high on the public agenda of
citizens. Virtually every public opinion poll neasuring
I nportance of issues in the early 1980s found crine
listed in the top three, and often as the nobst inportant
I ssue. Wthin weeks of each other in 1981, the three
maj or national news magazines all had cover stories on
the crinme issue, e.g. "The Curse of Violent Crine,"
Time, March 23, 1981; "The People's War Against Crine,"
U'S. News and Wrld Report, July 13, 1981. Newspapers
and tel évision newscasts devoted substantial anounts
of continued enphasis to crine news (cf. Gaber, 1980).
Thus the McG uff canpaign was acting in an environnment
of already existing public interest and concern about
the problem and presumably including nore of a willingness
to listen to sone ideas as to what to do about the problem

This is not to say that the canpaign was sinply
"reinforcing" citizen orientations which already existed:
The wi de ranging influences of the canpaign per se seem
quite clear. But rather, it does inply that the first
t hree phases of the canpaign benefited froma climte of
opi nion that probably made it nore likely that the canpaign
woul d have an inpact. The opening phases of the canpaign
did not have to cope with public apathy toward the centra
I ssue being dealt wth.

Many, and perhaps nost, information canpai gns of
course do not have such an advantage, and there is no
guarantee that, crinme prevention canpaigns will have it
over subsequent years. In fact, the normal cycle of such
public issues is one of peaks and valleys, and one can
already see that the state of the econony and unenpl oynment
have edged out crine as the critical issue facing the
country as of this witing. On the other hand, it can be
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assuned that "crinme will always be with us," and that
citizen concern over it is unlikely to soon drop to a
trivial |evel.

However, subsequent prevention canpaign efforts
should not sinply assune that because the early phases
of MG uff made notable strides, that future efforts
will as well. [Indeed, canpaign designers mght well
want to consider strategies that will either keep crine
and prevention high on the public agenda, or increase
the visibility of the issue should it be drastically
reduced on that agenda.

In a sense, the challenge for canpaign planners is
much the same as that encountered when a highly success-
ful product finds itself conpeting with newer products;
mar keting strategies have to be developed to keep the
public fromtiring of the old one or sinply wanting to
experinent with the new. "Brand |oyalty"” becones a
central i1issue. Those people who have inproved in-their
crime prevention activities have to be remnded to keep
doi ng what they have been, regardless of various changes
in the social clinmate.

The Necessity for Community-Based Efforts

Wi | e underinvestigatedin this study, we cannot over-
enphasi ze the inport of supplenmenting the national nedia

canpaign with strong | ocal conmunity-based input. This
Is particularly necessary if the canpaign is to have | ong-
terminpact once the initial novelty wears off. Studies

of canpaigns fromCartwight (1949) to Maccoby and Sol onon
(1981) have consistently denonstrated the strong power

of interpersonal and community-level conmunication in

i nformation di ssem nation and persuasion efforts. Wile

t he nmedi a canpai gn appears to have brought about significant
effects on its own, we would have every reason to suspect
that, as Maccoby and Sol onon enpirically denonstrated, the
effects would be substantially heightened with the placenent
of community action prograns.

Such prograns serve several purposes. For one, they
reinforce the national canpaign and provide it with greater
visibility. This is particularly true if local broadcast
and print nedia are encouraged to run nore of the MG uff
ads as a result of l|ocal concern. For another, | ocal
efforts give an inportant |ocal "angle" to the canpaign,
letting citizens know that crinme prevention is indeed a
concern in "River City" as well as nationally. Concurrently,
as is already apparently happening, the canpaign serves as
a focal point for various |ocal agencies, groups and
interested citizens to gather under. The sinple use of
the logo provides an image of famliarity, and probably a
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certain degree of status conferral as well. The |ogo
is "recognized" as a synbol which has gained a certain
degree of legitimacy through its use in national media.
Moreover, the McGuff character is quite well [iked,

| eadi ng to positive dispositions toward the canpalgn
as wel | .

The main function of grass-roots support for the
canpai gn, however, should be to facilitate face- to—#ace
interaction with and anong citizens on the issue of
crime prevention. Wthout the element of personal
contact, a great deal of the potential inpact of
comuni ty involvement will be lost. Local prograns
should attenpt to naxim ze .opportunities for crinme
prevention professionals to neet with citizens in groups
or individually, and also stinulate greater discussion
anong citizens thensel ves about crinme prevention.

W woul d al so strongly advocate that |ocal prevention
prof essi onal s enphasi ze instruction in their neetings
wWith citizens, as opposed to sinply trying to "notivate"
or "persuade" citizens to becone nore involved. Focus
shoul d be upon specifically how steps advocated in the
general canpaign could be applied by individuals within
the specific community or nei ghborhood. For exanple, a
nei ghbor hood of apartment conplexes is unlikely to have
the sanme response pattern to nei ghbor watch prograns as
is one of single detached dwellings. And, of course, high
crinme areas are apt to have different concerns than |ow
crime ones, and so forth. Many useful and specific
consi derations concerning comunity |evel prevention
practice are found in Lavrakas (1980) and Podol ef sky
and Dubow (1981) .

However, the main argunent to be nade here is that
the nost effective and efficient "targeting"” of crine
prevention information to specific subgroups of citizens
Is nmost likely to be through narrow community-I| eve
channel s, not the mass nedia. Moreover, the greater the
role of interpersonal communication in those efforts,
the greater the chance of neaningful inpact.

Fear Arousal and Canpai gn Effectiveness

Wiile the MG uff canpaign was quite cautious in
terns of any deliberate use of fear-provoking themes,
the area of crinme is one which is bound to raise sone
anxi ety anong at |east sonme citizens, as our findings
have indicated. Subsequent canpaign efforts will dtoubt-
| ess encounter the same problem As we have found,
however, the arousal of sonme m ninal | evel of fear




may not be whol |y counterproductive, as long as the
fear may be justified by the "reality" of the actual
situation being dealt wth.

In a nore practical vein, the findings do not
necessarily contradict the view that information
canpai gns dealing with such "l oaded" topics as crine
prevention may often do well to soft-pedal fear appeals
in the design of nessages. However, It is inportant to
note that the reasoning should not necessarily be that | ow
increased fear anong audi ence nenbers will be detrinental
to the canpaign goals. Fear arousal to at least a limted
degree may wel | enhance the persuasive inpact of a nmessage.
But, if the topic is such that one can assune that target
audi ences are already anxious over it, many individuals
may be counted on to becone nore fearful by sinply having
the topic brought to their attention. And, that arousa
can "work" to stinmulate nore effective persuasive changes,
assum ng that the nmessage provides adequate information
and argunentation to serve as a basis for them On the
ot her hand, for topics for which previous fear is
unlikely to exist anong audi ence nmenbers, it may at times be
beneficial to introduce fear appeals within the nmessage
assum ng that they are legitinmate and reasonably
restrained. More extensive research is clearly needed here-

The findings nore specifically suggested that the
nmessages used here triggered nore in the way of what
McCGuire has referred to as the drive conponent of fear
as opposed to the cue conponent. The stinulation of
the drive conponent of fear increases the |ikelihood
~of activity to reduce that fear, e.g. attitudinal or

behavi oral change. On the other hand, if a nessage
arouses fear by cuing undesirabl e consequences (such
as being crimnally assaulted) in the mnd of the
receiver, the nessage stands nore of a chance of
bei ng unattended to or refuted without resulting in
persuasion. The likely explanation here is that while
the PSAs were quite bereft of specific fear-arousing
cues, for many individuals the topic of crime in genera
aroused fear, resulting in drive to reduce it. Had the
PSAs included nore in the way of particular informtion
about how people are victim zed, or the consequences
of victimzation, those cues may well have triggered
fear in ways which would have interferred with the
persuasi ve inpact of the message.

It is also likely that the enphasis of the PSAs on
offering rather concrete actions which citizens could
reasonably take to hel p protect thenselves increased
t he persuasive force of fear arousal here. As Leventhal

36




has indicated, fear appeals appear nore likely to
succeed when specific and preferably imedi ate nmeans
of reducing the arousal are presented as well, and
subsequent canpai gns would do well to note that.

G ven the range of fear arousal occurring anong
menbers of an audi ence to one group of PSAs with the
sane |low | evel of fear appeal in the content, it also
seens clear that in instances where fear as a nessage
response is either likely or being sought, extensive
pre-canpai gn research anong target audiences is highly
necessary.

The Rol e of Formati ve Research

W woul d hope that the use to which the panel
survey design was put here would also serve as sonething
of "a plug for formative, pre-canpaign evaluative research
efforts. Qur use of it was nore to help define and
explain effects, but it should be clear that if the
first stage of panel interviews had taken place prior to
the design of the first phase of the canpaign, things
m ght have been | earned about audi ence dispositions
regarding crinme and prevention which would have hel ped
generate even nore substantial effects. Pre-canpaign
research efforts—at the national or community | evel s—
becone even nore inportant when specific kinds of
target audi ences are being delineated.

The Probl em of Audi ence Targeting

Targeting is a very useful concept in canpaign
pl anning, but with a reliance upon public service
advertisenents a great deal of the rationale and work
goes for naught. Even if PSAs are ained at, say women
in higher crime areas, it becones highly inefficient
to produce the ads and then literally "throw themto
the winds" in the nmedia, hoping that sone m ght just
happen to show up on television prograns or in publica-
tions wwth a respectabl e reach anong that audi ence.
This is not to say that it should not be done failing
other alternatives, but just that it's quite wastefu
of communi cation resources. Wile this is a recommenda-
tion beyond the scope of our charge here, there would
seemto be a great deal of value in having representatives
of the broadcast and print industries get together wth
t hose concerned with public service advertising (such
as the Advertising Council) to attenmpt to work out a
system t hrough whi ch PSAs woul d have a better chance of
being placed in tines and slots nore appropriate to
their intended audi ences. Perhaps a standard, net hod of
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;chﬁ?ﬁa‘PSAS.by audi ence type could be devised, or maybe a

.plafi.tould be worked out for sonme "paid' PSAs to be run

“.Thinore appropriate slots, but at rates much |ower than
- regular commerci al rates.

As the situation is at this time, however, targeting
woul d seemto be nore in the baliw ck of canpaign strate-
gists within individual conmunities. In instances where
targeting does seem appropriate and possi ble, we reconmend
follow ng the general conceptual strategy of seeking to
build greater |evels of prevention conpetence anong
citizens. Previous to inplenenting the canpai gn, research
shoul d establish the makeup of target groups in terns of:
(1) Their awareness of crime prevention techniques;

(2) Their attitudes toward citizen-initiated prevention
activities, e.g. howeffective they are; how responsible
citizens ought to be; (3) How capable they feel about
acting on their own; (4 How concerned or interested
they are in protecting thenselves and others fromcrine;
and, (5 The extent to which they have already taken
prevention-related actions. Once an existing |evel of
conpetence in terns of these factors can be identified,
appropriate nmessages can be designed to attenpt to

stinmul ate change effects as warranted.

The Elderly: A Potentially Neglected Audi ence

The eval uati on suggests that the canpai gn nade |ess
of an inpression upon one group with particularly strong
concerns about crine: the elderly. Wy that happened
remai ns uncl ear, but one can specul ate on a few possible
reasons. For one, many of those aged 65 and over may not
be as attuned to advertising in general, and television
advertising in particular, including PSAs. Sone may have
felt less pulled to the dog character than, say, later
generations weaned on novie and tel evision cartoons.
(However, elderly persons who were exposed to the PSAs
were about equally supportive of the format as were

younger individuals.) In sone instances, dimnished
ability to remenber or recall the stinmulus may have
been a factor as well. One elenent which woul d nost

probably have been unlikely to turn off ol der audi ences
Is the story content of the PSAs. The situations in the

tel evision ads could not be seen as "age biasing"” in any

obvi ous sense, and in fact the central character in

"Mm Marth" should have appealed nore to the el derly.

Be that as it may, what can be done to direct a
stronger appeal toward older citizens, particularly
t hose who see thensel ves as nore vul nerable? One suspects




that, for sone of the above reasons and ot hers, nedia
may be less effective in reaching the elderly than
younger cohorts. Rather, |ocal comunity and nei ghbor -
hood canpai gns focusing specifically on the problens of
the elderly would seemto be far nore effective.

Recommendati ons Specific to the
Ongoi ng MG uft Canpal gn

The canpai gn would do well to continue several
t hings that have apparently been working quite well.
Certainly one of these is the use of MG uff. The
dog "tested" very positively in terns of citizen
eval uations of it. And, it appears to be in continu-
ously high demand as a | ogo for nei ghborhood and state-
wi de crinme prevention efforts. (Qver 200 copyrights
have been issued for such uses of MG uff, and it is
in the process of being marketed as a doll figure
aimed at general consuners (Personal conversation
with Mac Gray and Elinor Hangl ey, June 18, 1982.))
The character may wel | approach the general popularity
of "Snokey the Bear" as a canpaign synbol. At the |east,
there does not seemto be any character other than those
two whi ch have becone so highly visible through public
i nformation canpaigns. In short, the high acceptance
of MG uff needs to be taken advantage of.

In a simlar vein, it is inportant to note that
the popularity of both MG uff and the Take a Bite Qut
of Crinme label is probably in large part due to the
hi gh quality of the PSAs thensel ves, and to the source
credibility which we can assune the Advertising Council
~and Oinme PreventionCoalition hold. It is critical to
future efforts that such credibility be naintained. -
The Advertising Council should continue, as it has been
doing, to keep a watchful eye on unauthorized uses of
the logo. This includes not only msuses of it in
canpai gns whi ch may be providing specious or inaccurate
i nformation, but in canpaigns of arguably poor production
quality as well. Such uses can only dimnish the
credibility and attractiveness of the character.

The central —er at |east nost visible—+feature of
t he canpai gn should continue to be television spots.
It is adamantly clear fromthe findings here that
prevention activities advocated in themwere the primry
ones which the nost citizens were showi ng the nost
substantial changes in. This does not necessarily nean
that the print PSAs or the canpai gn bookl et were not
finding appropriate audi ences, however. It may well be
that their nore audi ence-specific content was having an
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I mpact on smaller, but still noteworthy, groupings of
citizens. such influences are extrenely difficult to
"pick up" in survey evaluations. But overall, the
evi dence strongly favors the use of television PSAs
to carry the nost inportant canpaign thenes. It
_ probably goes wi thout saying that the apparent popularity
| of the canpai gn anong broadcast producers inplies that
] they will continue to give heavy play to the McG uff
' ads, assumng that their quality remains high.

We al so suspect that the high inpact of the

! television PSAs resulted in part fromtheir S|an|C|ty,

1 or lack of clutter. Each segnent included but a few
bits of information, carefully orchestrated within a

central theme, with citizen cooperation of course the

dom nant one. Again, the survey findings concerning

nei ghbor hood cooperative efforts would seemto speak

for thenselves in attesting to the effectiveness of

t hat appeal

It may be a quite effective canpaign ploy to keep
the public informed in a factual way of how public
adopti on of various techniques has hel ped reduce certain
kinds of crines, either nationwi de or within specific
conmunities. If the overall thenme is to informthe
public of how they can beconme nore prevention conpetent
in order to reduce their risk or probability of being
victimzed, it would be nost appropriate to use basic
statistics supporting that claim This may be particularly
I mportant given the finding that sonme people appear to
be adopting preventative activities without necessarily
undergoi ng attitudinal changes. It may be productive

“for subsequent ads to reinforce those tentatively adopted
behavi ors by show ng how they can and have been effective.
Perhaps McG uff could even be featured in a self-
congratul atory bow.

The canpai gn producers appear to have been quite
effective in pursuing tie-ins not only with state and
| ocal agencies, but with corporations and other groups
as well. The use of the canpaign with
the Southland Corporation (7-11 stores)in 1982 is a not abl e
exanpl e. Those avenues certainly deserve further efforts.

Anot her tie-in consideration mght be with the nedia
t henselves.. It seened rather clear fromthe findings that
persons high in exposure to television crime content,
both journalistic and entertainnent-oriented, were
particularly concerned about crine as an issue and
receptive to the canpaign as well. FEforts m ght be
made at cooperating, for exanple, with producers of sone
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of the crime or police-oriented television entertainnent
prograns to include citizen prevention information in
them perhaps subtly using the MG uff |ogo as well.

On a recent "CHi Ps" episode, for exanple, a subthene

i nvol ved the drunk driving problem wth publicity

given to the "MADD' program The past year has al so

seen a spate of citizen features on television news
prograns and in newspapers, often involving citizen
"tip-off" themes. Local prevention groups m ght
enphasi ze to local journalists the value of using at

| east the popular McGuff logo in the content of those
presentations. Moreover, given the cartoon format,
perhaps simlar tie-ins could be used on Saturday norning
children's programs. Or, perhaps a specific PSA ai ned

at children could be produced particularly for insertion
in child-oriented progranm ng. Qur data suggest that the
exi sting PSAs already have a fair anount of appeal for
chil dren, and perhaps that could be enphasized even nore.

Reiterating what was noted above, it is highly
difficult to predict when the canpaign as a whol e may
reach a point of saturation, or when the public wll
sinmply becone bored with repeated nessages fromit. In
| arge part, what is desired is to maintain the sane canpaign
theme and | ogo for reinforcenment purposes, while enphasiz-
ing new information and story lines to maintain freshness
and interest. This is obviously not an easy task, and
it demands a hi gh anmount of creative ingenuity on the

part of canpaign designers. It may be instructive to
draw fromthe ongoi ng experience of the Snokey canpai gn,
now in its 37th year. (An excel l ent description of the

devel opnment of it appears in MNamara, Kurth and Hansen,
1981.) It is also inportant that canpaign practitioners
keep cl osely abreast with what crime prevention practition-
ers and researchers, as well as communications specialists,
| earn about the effectiveness of both various prevention
techni ques and neans of dissem nating such information.

In conclusion, the time may well be at hand for
strategists involved with the MG uff canmpaign to nore
el aborately fornul ate specific goals as to what kinds of
changes are desired in citizen crinme prevention efforts,
and to what extent. This would seem.particularly
practical at the community level. One of the rather obvious
difficulties in our own eval uation process has been one
of "deciding" at what points the canpaign was "succeedi ng"
or falling short, the sinple reason for that being that
no criteria for success or failure have been established
by those responsible for the canpaign. Nor could there
have been: W have already alluded to the |ack of baseline
research on the efficacy of public information canpaigns
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overall, not to nention crinme prevention canpaigns.

G ven the data provided in this report, however, it

may now be quite appropriate for the canpaign strategists

to work with prevention and communi cati ons researchers to

try to determne, for exanple, what citizen participation

rates wwthin communities are "optimal" for actual crine

: reduction. Or, to determ ne what percentages of citizens

! bei ng involved in, say neighborhood watch prograns, are

" effective for mnimal reductions in household burglaries,
G ven such data, prevention canpaigns could then be even
nore specifically targeted for conmunities or nei ghbor-
hoods wi th denonstrable shortcomngs either in citizen
participation or crine rates. The task would not be
easy, since such variables as police protection and
environnmental factors enter in. But nonethel ess, the

i effectiveness and efficiency with which prevention

] - information canpai gns can be dissem nated are highly

dependent upon havi ng such basel i nes.

P T e P T =
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Ener gi ng Perspectives on CGtizen Crine Prevention Beliefs,
Attitudes and Behaviors* ~

Crinme prevention information canpai gns obvi ously work
within a mlieu of pre-existing citizen perceptions,
attitudes, values and behaviors concerning crinme and re-
| ated i ssues. The purpose of the discussion belowis to
present an overview of such general citizen orientations
toward crinme and prevention, based upon data fromthe
1981 national sanple survey.

Wiile the findings will doubtlessly be beneficia
to those nore concerned with the nore theoretical devel opnment
of crinme prevention concepts (c.f. Lavrakas, 1980; Skogan
and Maxfield, 1981) , the chapter is primarily intended to
provi de a context in which subsequent prevention nobi -
l'ization efforts can be viewed.

Beliefs About Crine Prevention Responsibility

In its various aspects "crine" represents a very
serious problem for 85 percent of Anmerican adults who were
sanpl ed nationwide in the 1981 national survey. And nost
Anerican adults (59 percent) acknow edge that at the very
| east the public shares equal responsibility with the police
for preventing crimes. ATfourth of the 1981 respondents
believed that citizens actually have nore responsibility
on this score, while an inportant one™Tn ten (12percent
averred that the ordinary citizen should be burdened with |ess
responsibility than the police. For this latter subgroup, —
the prevention of crime is primarily the responsibility of
the State, and ordinary citizens should not be required to
do what the State seemngly has failed to acconpli sh—the
protection of the individual against crime victimzation.

The existence of even a relatively small subgroup of
the popul ation that opposes the thesis of significant
i ndi vidual responsibility for protection against crinme can
represent an inportant barrier to conmunicators in the
busi ness of pronmpting just such a thene. Here, the problem
is two-fold. Not only is 12 percent of the public prined to
turn a deaf -ear to pronotional calls to individual protection
action-taking, but this subgroup may represent a core of
actual /potential active opposition to the very concept of
i ndi vidual responsibilityas wWerT.

Additionally, Anmericans are not altogether convinced
that high citizen involvenent in crine prevention activity—
by itself—necessarily will result in a substantial reduction
in the crine rate overall. Roughly half of the 1981

1By Harol d Mendel sohn, Ph.D.
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national sanple believed that crinme could be reduced "a

great deal" via the active involvenent of ordinary citizens
protecting thensel ves. The renmainder (52 percent) were
general ly | ess sanguine. Anong the nore skeptical, 8 percent
bel i eved that individual action-taking on the part of
citizens would affect the overall crine rate "hardly

at all." '

Overall, 35 percent of the 1981 sanple rated indi-
vidual citizen action-taking as relatively ineffectual in
preventing crinmes. Anong these were included:

. 44 percent of the residents who considered their
nei ghbor hoods to be "very dangerous" | abel ed
citizen involvenent in countering crine the |east
effective of four different options that were posed;

42 percent of tne respondents who see thensel ves
as the least vulnerable to crinme believe citizen
participation 1s relaitvely ineffective;

. 42 percent of the respondents claimng to pay no
attention or very little attention to crine news
on TV, see individual citizen action-taking as
relatively inpotent in curbing crineg;

41 percent of those who fatalistically believed
crime to be inevitable |abel citizen participation
as the |east effective of the four crine prevention
means posed in the 1981 study; '

. 40 percent of the individuals reporting they worry
about being victimzed by crime a "great deal ™ -
view citizen action-taking as the least effective
of the prevention options put before them

From the perspective of conmunicators attenpting to
persuade | arge nunbers of citizens to engage in recomended
crinme prevention actions, the task of first convincing
them that those actions actually will work is form dable.
Here, the "worriers" must first be cal ned; the disinterested
and unconcerned, aroused; and those experiencing realistic
danger, provided with sone guarantees of efficacy.

Not only do people who consider citizens' responsibility
vis-a-vis'"® police on the matter of crime prevention to
be mnor actually refrain nmuch nore than others from
engaging in any crine prevention activity; but they also
admt to doing less than well when they do take part in
such activity.

On the ot her hand, those who believe that citizens

carry even a heavier responsibility than do the police
are likely to be the nost actively involved in crinme pre-
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vention overall and to consider their actions to be effec-
tive as wel | .

Further, the data suggest that "apathy" cannot
satisfactorily explain why close to a fifth of the adult
popul ation readily admts to a total |ack of engagenent
in any crime prevention activity at all. For many of these
particul ar individuals, their absence from such activity may
be related nore to their disbeliefs regarding individua
citizen responsibilities and the effectiveness of citizen
participation in crime prevention than to disinterest or
| azi ness or |ack of concern.

Substantial proportions of citizens interviewed rated
as "fair or poor" the job performances of those comunity
agenci es considered to be nost responsible for crinme pre-
vention. The local courts were so rated by 80 percent; |oca
el ected officials by 75 percent; voluntary comunity organi za-
tions by 65 percent; the local nedia by 58 percent and the
| ocal police by 44 percent. 1In the last case, it should be
noted that four in ten Americans currently believe that their
| ocal police are doing less than a fully satisfactory job in
crime prevention. Such a sizeable public expression of
di senchantnment is bound to have negative effects on how many
citizens react to the police as credible sources of crine
prevention information as well as on their attftudes regarding
police vs. citizen responsibility for crime prevention.

Wrry About Crine Victinization

From their responses to questions regarding the
possibility of victim zation, 17 percent of the sanple were
classified as being very worried about victimzation, 45 per-
cent as noderately worried, and 38 percent as only slightly
worried about the likelihood of being victimzed.

Overall, persons who call crime a "very serious" matter
are four tinmes as likely to worry intensely about it as are
t hose who believe crine is of noderate inport. Further,
t hose worrying nore about the prospects of victimzation are
likelier to have endured a high degree of actual victimzation
(either personally or vicariously) ; they are nore apt to
bel i eve that the nei ghborhoods they live in are very dangerous;
they are nore likely to believe thenselves to be highly
vul nerable to crine attacks.

At the same tinme, persons who are relatively unworried
about potential victimzation are nost likely to live in
nei ghbor hoods they believe to be relatively safe fromthe
hazards of crine.
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By considerable margins, those whose concerns are
relatively low also are more likely to have experienced
either no or low victimzation; they are more l[ikely to
believe that crime is not to be taken all that seriously;
and they are more apt to feel only moderately vulnerable
to crime. Wth regard to specific citizen action-taking
overal |l —eontacting the police, joining neighborhood crime
prevention groups and discussing crime matters with others—
the greater the degree of worry about victimzation, the
greater is the likelihood of action-taking in each case.

Moreover, the intensely-worried are likelier than
non-worriers to endorse the proposition of citizens having
even more res?on3|blllty than the police for their persona
safety and well-being.

Apparently, intense worriers may try to overcome their
concerns by doing those ameliorating things which best fit
in with their perceived competence—hy keepin? as wel
informed about crime prevention as everyone else and by
actually outperformng others in-specific crime prevention
actions they consider as falling within the bounds of their
skills and resources.

That "worry about crime victimzation" may be related
more to motivating rather than inhibiting certain kinds of
crime prevention act|V|tg is of considerable importance for
communi cations strategy-building in crime prevention efforts
across the board.

When People say they are highly concerned about the
prospect of being crimnally attacked, robbed or burglarized,
their concern is not exclusively focused on the injuries

they alone may suffer. Rather, their concern may cover

a considerably wider spectrum which includes the safety

of loved ones, community and ultimately, even of society.

What strongly concerns people who worry about self
more than others 1s their own perceived weakness; their
inability to protect themselves. Particularly high concern
about one's self-.protection capability (manifested by 23
percent of the total 1981 national sanple) was voiced by:

. Blacks and other ethnics - 39%

. Heads of households comprised of four or more
children - 39%

Residents of upper class neighborhoods - 33%




. Inhabitants of the West South Central States - 37%
. Residents of suburbs near mddle-sized cities - 36%

Rel ative lack of concern with preventing crimna
victimzation of the self (6 percent of the total sanple)
was unaffected by denography al one.

Wrry about crine is far from being one-di nensional .
It is both realistic and to some degree fanciful. It focuses
on both the self and upon what m ght happen to ot hers.

A good deal of the worry about self may be positively
related to perceptions of lack of actual skill in regard to
fending off crimes. These particular types of persons wll
requi re heavy doses of assurance before they take certain
recomended actions that are directed to the public at
| arge; particularly actions that are conplex or which may
be hazar dous.

On the other hand, it would appear that the self-
confident upper-scal e subgroups in the popul ati on whose
personal at-risk status is relatively low, as well as the
el derly who may shrug away their concerns with a fatalistic
orientation, mght be directed nore into crime prevention
actions that are nore community-oriented and | ess focused
solely on personal action-taking. Note that fully 63 per-
cent of the individuals proclaimng they rarely or never
worry about the prospects of becomng victins of crinme say
they are nore concerned about the effects of crine on society
than about its possible effects on them as individuals.

An inportant contributor to this syndrone of |ess-self-
wor ry-nore-soci etal -concern is the fact that substantial
majorities of this particular subgroup have al ready taken
many of the key personal protection actions that crine
prevention experts have been pronoting for sone tinme. It
could very well be that taking these crime prevention actions
eventually contribute to the sense of self-assurance that
characterizes the subgroup which worries nore' about others
than they do about self.

One interesting possibility emerges as a basis for
future crine prevention mass comuni cation's strategy, a
t wo- pronged approach in which one set of nessages is de-
signed to provide concerned individuals with effective
crime prevention skills mainly vis-a-vis the self; and
anot her set of nessages is designed primarily to notivate
relatively unconcerned and fatalistically oriented individ-
uals to participate in crinme prevention activities that wll
benefit the community and society directly and thensel ves
indirectly.
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The Critical Role of Neighborhood

If one fact stands out starkly fromthe 1981 nationa
study, it is this paradox: the "better" the nei ghborhood
people live in the less concern there is about crine
generally, but the greater is their involvenent in varieties
of crime prevention activities. Put another way, people
who m ght benefit nost from taking certain recomended
crime prevention actions that often require social cooperation
are no nore likely than others to engage in such actions
due, at least in part, to the social disorganization of
t heir nei ghborhoods to begin with. Social disorganization
in these situations serves simultaneously to contribute
to crinme and to inhibit its prevention through intense
community efforts.

Overall, 24 percent of the total 1981 sanple was
classified as residing in "highly dangerous” nei ghborhoods;
47 percent in "noderately dangerous" nei ghborhoods; and the
remai ning 29 percent was categorized as residing in
“relatively safe" nei ghborhoods.

Perceptions of neighborhood danger are associated wth
a variety of crime prevention beliefs, perceptions and be-
havi ors. For exanpl e:

1. The nore dangerous the nei ghborhood is perceived
to be, the nore "serious" overall crine is per-
ceived to be.

2. The nore hazardous the nei ghborhood, the nore apt
are people to be concerned about personal crine
victimzation. Inversely, the safer one's
nei ghborhood is considered to be, the lesser is the
concern about potential victimzation.

3. As perceived nei ghborhood danger increases, the
reported ability to maintain control over one's
l'ife di mnishes.

4. Residents of "highly dangerous"” versus "safe"
nei ghbor hoods are likelier to show high concern
regarding their ability to protect thenselves
against crinme. Further, residents of "highly
danger ous nei ghbor hoods" are twice as likely (19
percent) as are "safe" nei ghborhood inhabitants
(9 percent) to express a |lack of confidence in
their ability to protect ThenmseélvéS agai nst cri ne.
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The influence of perceptions of nei ghborhood danger
on specific crime prevention behaviors is by no neans cl ear-
cut. For exanple, in regard to contacting the police we
note a strong positive relationship between perceived
danger and action. Here, 25 percent of the residents of
"saf e" nei ghborhoods report having contacted the police
in the year prior to the 1981 interviews as conpared to
28 percent of the "noderately dangerous" and 35 percent of
the "highly dangerous” nei ghborhood residents who claim
to have contacted the police during the same peri od.

Simlarly, persons who live in highly dangerous
nei ghbor hoods (40 percent) are nearly four tines as likely
to practice avoi dance of danger spots as are "safe" area
residents (11 percent).

Addi tionally, residents of high hazard areas (24 per-
cent) are nearly three tinmes as likely as conpared to
residents of "safe" neighborhoods (9 percent) to discuss
crime in general with their relatives, friends and nei gh-
bors.

I n an apparent paradox, per cei ved nelghborhood danger
is inversely related to "keeping a watchful eye" on neighbors?
honmes and bel ongi ngs. The safer the nei ghborhood, the
likelier are people to report keeping watch on behal f of
their nei ghbors.

Al t hough ostensibly residents of highly dangerous
nei ghbor hoods have the nost to gain fromconcerted
community anti-crinme action, they are no nore inpelled
to join in with their neighbors than are their relatively
"safer" counterparts. By itself, the perception of the
high threat of crime is not powerful enough to notivate
people to join in communal crine prevention efforts. In-
deed, living in hazardous environnments nay serve nore to
curtail than to accelerate such activity.

Across the board totally, 12 percent of the adults
sanpl ed cl ai m nenber ships in sone formal nei ghborhood
group or organization that is involved in crine prevention.

Menber ship in such groups and organizations is dis-
proportionately high among "up-scale" sub-popul ations as
contrasted to persons occupying niches in the bottom half
of the socio-econonm c spectrum

Being socially integrated into one's nei ghborhood can

play an inportant role in determ ning whether one joins
a nei ghborhood crime prevention organization. Here we
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find that two-and-one-half tines the respondents who
claimto know nost of their neighbors (14 percent) as
conpared to those acknow edging famliarity with "hardly
any" (6 percent) of their neighbors clai mnmenbership in
nei ghbor hood cri me-prevention organi zations.

From t he standpoint of public; communications efforts
that seek to increase nenbership in neighborhood crine
prevention groups, a two-fold effort appears to be worth
contenplating for strategic planning:

1. A strategy that ains at the formation of such
groups primarily anong upper-and m ddl e-cl ass
civic-m nded "cosnopolitan” groups to be supple-
mented by nmessages designed to direct nore cosnp-
politans into already-fornmed nei ghborhood anti -
crime organi zations.

2. FEfforts that instruct already-established church,
fraternal, and civic group opinion-|leaders serving
socially disorganized areas to incorporate crine
prevention conmponents into their on-going |arger
prograns to be conplenented by efforts designed to
I ncrease | ocal neighborhood nmenbership in these
al ready established and accepted "organic" groups
and organi zati ons.

Crinme Preventi on Know How

Most Anericans (68 percent) believe that their know edge
about what to do to lessen the possibility of their falling
victimto crine represents less than an integrated solidlv
grounded body of substantial™ 1nformation; 23 percent believe
they are Very know edgeable in this- regard; and 8 percent
admt to not knowi ng nmuch at all about warding off the prospects
of falling victimto crimnal activity.

Overall, 29 percent of the 1981 sanple expressed a "great"
need to know nore about crinme prevention than they already
did. Forty-one percent said they had a "snmall" need for
additional crinme prevention information, and 29 percent
reported having hardly any need at all for such know edge.

Despite the rather substantial crine prevention
information-giving efforts of the past, substantial najor-
ities.of Anericans still believe they ought to know nore about
self-protection than they did in the Fall of 1981. The nore
cogni zant people are of their need for further crinme pre-
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vention information, the likelier they are to pay a great
deal of attention to crine news in each of the nedia.

Even in their informal conversations with people they
know or are related to, the individuals whose need for
crime prevention information is strong are nost likely to
be highly attentive to crinme news.

The reverse pattern exists anong those acknow edgi ng
a rather low need or no need.at ‘all for crine prevention
I nf ormati on.

Not only do determ ned prevention information
seekers frequently turn to TV news for the information
they need, they are also likelier to viewtelevised crine
dramas as wel | .

What energes as rather paradoxical is that for many
Aneri cans, perhaps for the majority who view TV crine dranmas,
t hese entertai nnent prograns appear not so nuch to be, as
sone have argued, "schools" which "teach"” the comm ssion of
crime but rather, these shows appear to function as sources
of information regarding the prevention of crimes. In
particul ar, persons who acknow edge a great need for infornma-
tion about how best to protect oneself fromthe threats of
crime are the nost frequent viewers of television crine
fiction. It may be always considering the reverse possibility
that a primary rationale for doing so for this particular
subgroup is their relatively high belief that the dramatized
portrayals of crime in its various facets (including the
strategies of prevention) are indeed accurate representations
of reality. One strategy that suggests itself would be to
i nclude prevention nessages in popular TV crine drangs.

I ndi vidual s who are relatively disinterested in view ng
crinme dramas on TV are nore apt to be disinterested in the
acqui sition of know edge about crime prevention as well.

One inportant element in this mx is the proportionately
hi gh degree of skepticismthis subgroup manifests regarding
the accuracy of such fictionalized portrayals.

Crinme prevention "opinion | eaders” (19 percent of the
popul ation) act as additional sources for crinme prevention
i nformati on seekers.

Taking Crinme Prevention Action

The 1981 national survey asked respondents whether or
not they had taken any of ten popularly reconmrended crine
prevention actions and to indicate which reconmendati ons
they believe to be "npst” and "least" effective as deterrents.
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Several inportant considerations in regard to attenpting
to persuade people to take popularly recommended crine
prevention actions emerge fromthe data:

1.

Al t hough nore than eight of every ten Anericans
claimto have taken at |east one of the ten
connanlybreconnﬁpdedkacthons, not one 0; tﬂe Iig}ed
ten has been undertaken a na’orlty of the public.
As a matter of fact, by the FalT 0 81, five

of the ten actions that were studied each had been
clai?Ed by considerably fewer than a fourth of the
sanpl e.

By far the nost common action clained by the
public is the installation of special |ocks in
their honmes. Special |locks are the one device
that on a net basis is believed to constitute
the nost effective crine deterrent of the ten
posed.

Al though belief in the effectiveness of |ocks
aﬁpears to be a prinme notivator for installing
them it is not the only factor operating in the
decision to do so. Special locks are relatively
expensive, and clearly, econonmically better-off
individuals are nore readily able than others to
afford their installation in the home.

The role of costs as factors in actually inhibiting
certain crinme prevention actions on the part of

the public is further illustrated by the data
regardi ng hone burglar alarm systens.

Despite the fact that next to | ocks, burglar
alarms are considered to provide a very high degree
of protection, nore than nine in every ten Anericans
have not as of Fall 1981 installed costly burglar
alarm sSystems in their homes, and until those costs
are substantially reduced, they are unlikely to do
so in the near future.

Installing outdoor l|ights around the home is as
highly frequent an affluent "m ddle-class™ crine
prevention activity as putting in special |ocks.

Ef fecti veness of outdoor |lights as a neans for
protect|n? onesel f against crime is relatively weak
as an influence here, though. Qutdoor |ights no
doubt are seen to function as decorative property
accoutrements as well as affording protection, and
in these dual functions they can be viewed by I|and-
| ords as prudent "hone inprovenment"” investnents
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in general. (A fifth of the 1981 sanple claim
they have installed outdoor lights despite their
personal belief that outdoor lights are anong the
| east effective nmeans for conbatting crine.)

5. For the | ower-mddle and working class 35-54 aged
househol der with several children all residing
where pets are permtted, keeping a dog at | east
partially for protection is a crime prevention
activity that occurs with relatively high frequency.

Here too, effectiveness against crinme appears
not to be the mpjor reason for keeping a dog—t he
maj or notivation nost likely resting on the
animal's principal role as a famly pet. (Sevent een
percent of the respondents who include dogs anong
their assessnents of the | east effective neans of
anti-crine protection nevertheless claimto own dogs
at least partially for the purpose of security).

6. Beliefs regarding the relative ineffectiveness of
such relatively infrequently inplenented anti -
crime neasures as installing entry-door peep hol es;
"I D-ing" personal property; inviting the police to
conduct hone security checks; and displaying anti -
theft stickers appear to be prime inhibitors in their
i mpl enentati on by | arge nunbers of people. Skepticism
in these instances tends to produce inaction within the
skeptical target. -

In sum the public's perceptions of high efficacy for
certain standardly recomrended crinme prevention actions
either may serve to inpel those specific actions, or else they
may notivate actions that are perceived to be functionally
equi valent. \Were there is lack of confidence in the efficacy
of specific unpopul ar actions, however, "substitute" actions
are frequently adapted rather than no crine protection actions
at all. As a consequence, conmmunicators mght do well to
consider clustering small, functionally equival ent actions
t oget her into neani ngful behavioral "bundles"” fromwhich
nmessage recipients can draw two or three related recommendati ons
out of, say, a bundle of four or five and still maintain
some confidence in the overall effectiveness of that particular
package. Such clustering that offers perceived functionally
equi val ent choi ces appears to have a considerably greater
chance for success than the customary grab-bag catal ogues
that willy-nilly seek to pronote varied and unrel ated
separate actions of varying potentials for being effective
agai nst crine.
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CAMPAI GN EXPOSURE BY DEMOGRAPHI C CHARACTERI STI CS

Total Percent Exposed:

Denogr aphi cs
Age
18 - 24
25 - 34
35 - 54
55 - 64
65+
Sex
Femal e
Mal e
Race
Wite
Mnority
Educati on

0-11 vyears
H S. Diplom
Sorre Col | ege
Col | ege Degree

| ncome

Under $10, 000
10 - 19,999
20 - 29,999
30, 000+

TABLE 1

1981
Canpai gn
Exposure

(n = 1,188)

51. 7%

72.
66.
44.
37.
33.

R NS, NN

49.
54.7

=

52.
48.

Q0

46.
52.
56.
50.

U1 N 00 0

47.
53.
55.
47.

oW w oo

p <.001




TABLE 2

LEARN NG AMONE  CAMPAI G\- EXPCBED GROUP

I nformati on Gai n

Have you, yoursel f, found out anythi ng about
crinme prevention fromthese ads that you hadn't
known bef ore?

(1f yes:) Wat V\as. t hat ?

*\Wat ch nei ghbor hood nore; crine watch; report crinmes
when seen; joinwth neighbors; etc.

*Househol d security in terns of |ocking doors and
wi ndows; burglar alarns; leaving lights on; etc.

*0t her househol d security, including stopping

del i veries when away; having mail picked up;
notifying police

*Security outside of home, including auto security;
havi ng protecti on when wal ki ng; bei ng nore careful
out door s

*CGeneral |y nore awareness of crimne probl em

*M scel | aneous

Rei nf or cenent

Dd the ads renind you of things that you nay have
known bef ore regarding crinme prevention but had
sthce forgotten about ?

Per cent
(n_* 614)
Yes 22%
No 78%
100%
27%
45%
3%
5%
8%
12%
100%
Yes 46%
|\b 540{0
100%




TABLE 3

ATTI TUDE CHANGE AMONG CAMPAI GN- EXPOSED GROUP

Per cent
(n_ = 614)
Crime_Concern
Al inall, did these "Take a Bite Qut of Mbre concer ned 46%
Crime" ads make you any nore concerned about No difference 53%
crine than you were before, any less Less concerned 0%
concerned, or didn’t they make any difference Don't: know 1%
at all in that way? 100%
Self Protection Confidence
Dd they make you feel any nore confident More confi dent 37%
about being able to protect yourself from No difference 58%
crime, any less confident, or didn't they Less confi dent 3%
make any difference at all in that way? Don't know 2%
100%
Victimzation Fear
Did these ads thensel ves make you nore afraid More afraid 22%
of becoming a crine victimyourself, less No difference 70%
afraid, or didn't they make any difference? Less afraid 6%
Don't know 2%
100%
Prevention Self-Responsibility
Did they in any way nake you feel nore Yes 59%
responsi bl e for hel ping prevent crime on No 41%
your own, or not? 100%
G oup Participation
Did they in any way make you consider getting Yes 29%
together with other people around here to No 71%
hel p prevent crime, or not? 100%
G oup Effectiveness
Did these ads in any way nake you feel nore Yes 59%
confident that citizens like yourself can get No 33%
together to effectively prevent crime, or not? Don't know 8%
100%




TABLE 4

BEHAVI OR CHANGE AMONG CAMPAI G\- EXPCSED GROUP

Per cent
{n = 614)
Behavi or Change
As a result of these ads, did you do anything Yes 22%
that you probably woul d not have done before No 74%
if you hadn't seen or heard then? Can't recall 2%
100%

(If yes:) \What specifically did you do?

*Locki ng house; getting new | ocks 34%

*Leaving lights on 6%

*Locki ng autonobil e doors ,8%_

*CGetting alarns 2%

*Keepi ng watch on nei ghbors; reporting suspicious activity 21%

*Not going out al one at night 4%
*Being nore aware; nore careful in general 8%
*M scel | aneous 17%

100%

I nformation Seeking

D d you happen to vvri"ce or phone for nore Yes 2%
i nformati on about crime prevention? No 98%
100%

Fut ure Behavi or Change

Are you thinking about doing sonething. in Yes 24%
the future that was suggested by the ads No 68%
that we've been tal ki ng about ? Don"t know 8%

100%




TABLE 5

SUMVARY CF REGRESSI ON ANALYSES CF THE RELATI ONSH P BETWEEN CAMPAI GN
EXPCSURE AND C Tl ZEN PREVENTI ON CR ENTATICNS (n - 426)

Beta Value 4 Beta Value -
Ihcontrolled Wth Controls
Preventi on Know edge 09 . 08*
Sense of Prevention Responsibility -.02 -.03
Percei ved Effectiveness of Prevention .07* . 08*
Concern about Prevention .01 .02
Sel - Confidence in Prevention L12%* . 08*

p< .05, one-tailed test

* %

p<.01, one-tailed test

1Lhcontrolled rel ati onshi p between canpai gn exposure and change in
orientation

2 . . . . . . .
Rel ati onshi p bet ween canpai gn exposure and change in orientation, controlling
for education, age, inconme, sex, nei ghborhood, victinization experience
nedia crine attention, and exposure to other canpai gns.




TABLE 6

SUMARY OF REGRESSI ON ANALYSES OF THE RELATI ONSH P BETWEEN CAVPAI GN
EXPOSURE AND CHANGES | N PREVENTI ON BEHAVI GRS (n = 426)

Beta Value - Beta Value
Uncontrol | ed Wth Controls
Canpai gn- Advocat ed Behavi ors
Lock doors when out .02 .02
Qutdoor lights on 12%* C12%x
Use timer lights L07* . 09*
Have nei ghbors wat ch : . 08* . 10*
Keep wat ch on nei ghbor hood C11x* L 12%%
Reporting to police L 13%* . 08*
Joining prevention groups . 09** . 09*
Non- Canpai gn- Advocat ed Behavi or s
Lock doors when in -.01 .01
I ndoor |ights .00 -.02
Have police check proberty -.03 -.05
Stop deliveries when out .05 .03
Go out with soneone , -.04 -. 04
CGo out by car .03 .00
Have protective devices .01 -.01
Avoi d certain places .00 -.03

*p< .05, one-tailed test

A p< .01, one-tailed test

1Uncontrolled rel ationship between canpai gn exposure and change in behavior.

2 . . . . . .

Rel ationshi p bet ween canpai gn exposure and change in behavior, controlling for
education, age, incone, sex, neighborhood, victin zation experience, nedia
crine attention, and exposure to other canpai gns.
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