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Project Overview
Stigma is both a fear issue and a self-esteem issue.  By nature, stigma is a social disease, and prejudice and ostracization are its symptoms.  While the law may address discrimination, we must address deeply seeded societal beliefs in order to foster a world in which all people, including those with developmental, physical, and acquired disabilities, are welcome to participate. 
Over the past fifteen months, accessAbilities’ team of experienced public relations and community education professionals have taken a multi-disciplinary and broad-based approach to gain knowledge of successful message and media strategies to address the stigma experienced by people with disabilities.  Focus groups, communications research, and analysis of traditional and non-traditional media on a local, state-wide, national, and international scope have been part of a holistic approach to developing a public education plan that will accomplish the Pennsylvania Development Disability Council’s goal of changing negative societal attitudes toward people with disabilities. 

The following four activities represent the requirements as outlined by the Council:
1) Research effective examples of public education addressing stigma from around the country and around the world.  Identify those efforts which are in keeping with the Council’s Vision, Mission and statement of values.

2) Identify the common characteristics of the media and the message of those efforts that seem most effective.

3) Outline a list of the characteristics that the Council should look for in any future efforts in this area.

4) Make a detailed list of recommendations to the Council, outlining media, message, methodology and cost, for recommended future action.  Include ideas for evaluating the success of such outreach efforts.

Based on these activities, accessAbilities has envisioned that the Council’s primary objective is to gain knowledge of successful strategies to inform the general public in order to improve social conditions for individuals with disabilities, create lasting attitudinal change, and breakdown social stigma barriers to build a more inclusive society.
Traditional Media Analysis
For the sake of our analysis, traditional media encompasses television, print, and radio. The internet and social media, as it relates to the internet, have been analyzed as non-traditional media separately.
Traditional Media: Television 
Disability on television is a controversial topic among the disability community.  Issues include: how people with disabilities are portrayed, the underrepresentation of people and/or characters with disabilities, and whether or not an actor with a disability portrays these characters (Friedlander 2010). 
There are some notable actors and entertainers with disabilities regularly appearing on television: Marlee Matlin, Josh Blue, Robert David Hall, Geri Jewell, R.J. Mittee, and Mitch Longley.  Although their successes are well documented, most actors who portray an individual with a disability do not have one in real life.  Actors with disabilities are a rarity in a Hollywood obsessed with perfect bodies and marketability.  
Even though there are more individuals with disabilities living independently in homes across America’s communities than ever before only a limited number of television commercials actually feature people with disabilities or promote their product toward people with disabilities.  

There are a few exceptions.  One nonprofit group known as Health & Disability Advocates launched a national ad campaign in February 2010 promoting the hiring of people with disabilities.  The ads, which featured a woman with a disability, ran online, on TV, in print and on billboards with the goal of driving viewers to their website at www.thinkbeyondthelabel.com, where they can find information emphasizing the importance of workplace diversity. 
Liberty Mutual, an insurance company known for their tagline ‘responsibility what’s your policy’, also featured a person with a disability in an ad titled Election Day.  The ad employed the skills of a young actress with disability and features her heading out into the rain only to find that her car won’t start.  Undaunted, she takes her wheelchair out of the car, and wheels through the rain to the bus stop.  When she arrives at her location, she maneuvers through the parking lot, bending over to dodge a railing between her and her destination: a school gymnasium that houses a polling center.  
The ad, celebrated in the disability community for its positive depiction, not only conveys a day in the life snapshot of a person with a disability, but emphasizes that nothing should hold a person back from responsibility (Mabe 2010).  The actress isn’t portrayed a superhero or someone in need of pity, but instead as someone who is leading a productive, meaningful life. 
Pepsi’s 2008 Super Bowl ad was also applauded by the disability community as it featured two deaf men and a humorous plotline played out in 60 seconds of silence.
National Association of the Deaf President Bobbie Beth Scoggins stated, “Hearing people will stop what they’re doing to see why there are no sounds.” She believed that it was a historic first for an ad featuring American Sign Language to get such prominent play (McKean 2008).
A report released in late September 2010 on minority representation in broadcast television showed that scripted characters with disabilities represent only one percent of all scripted series regular characters — six characters out of 587 — on the major five broadcast networks: ABC, CBS, The CW, Fox, and NBC (Heasley 2010). 
The Gay & Lesbian Alliance Against Defamation (GLAAD) examined all regularly occurring characters in all series expected to appear on the 84 announced programs expected to air during the 2010/11 broadcast network television season. The group analyzed the characters’ gender, sexual orientation, race and ethnicity. However, this is the first year the study has examined characters with disabilities (Heasley 2010).
Progress in featuring individuals with disabilities on television has been slow. In 1980, Geri Jewell paved the way for actors with disabilities as the first regularly occurring character with a disability on the sitcom The Facts of Life.  The focus of plotlines, however, was on Geri’s disability rather than her capabilities (Posner 2007).  As a result, viewers came to expect serious or controversial subjects to be tackled on any episode in which she appeared and the network began to cut her role with each subsequent season.  She left the show in 1984, but opened a path for other actors with disabilities to make appearances on television. 
Five years later the U.S. viewing audience was introduced to actor Chris Burke, who has Down syndrome, portraying Corky Thatcher on Life Goes On.  During the course of the series Corky attended a typical high school, acquired a job, and got married.  The show focused on some of the stigma experienced by individuals with disabilities as the episodes addressed equal access to education, employment, and attitudes within social settings.
In more recent years, Fox’s Glee has drawn mix reviews from the disability community.  Glee has received praise as well as criticism for its portrayal of individuals with disabilities.  The show has been seen as innovative by some for including the casting of two young female actors with Down syndrome.  However, they have also been highly criticized for their casting of actor Kevin McHale -- who does not have a disability -- to portray Artie, a glee club member who uses a wheelchair. Hundreds of internet posts and op-ed pieces refer to McHale as a faker and calls out the show for promoting diversity in its episodes, but not in its practices.  In fact, the show’s dialogue has played a role in this pitfall as episodes have been built around Artie’s disability (Diament 2010).
In the same vein USA Network also introduced a new character in 2010, Auggie Anderson in the series Covert Affairs, who portrays a CIA operative who was blinded as a result of a mission and now heads the technical operations department.  Played by actor Christopher Gorham, who does not have a disability, the show emphasizes Auggie’s capabilities, specifically, superior intellect and tactical prowess.  
Despite the emphasis on Auggie’s abilities, the sensationalized acquisition of a disability helps position a TV character as a hero or victim, a theme that is all too common to the disabilities community.  With the limited number of characters on television, it begs the question ‘who is getting it right’?  

The series Brothers has been heralded for its casting of Darryl Mitchell, a paraplegic, who plays the character Chill – a restaurant owner whose life was altered by a car accident.  CSI on CBS has also been acknowledged for the casting of Robert David Hall as the talented Dr. Robbins, who has a disability (Boynton 2010).  
The award winning series Breaking Bad has also been lauded for R.J. Mitte’s performance as a teen living with Cerebral Palsy.  Despite the fact that Mitte was born with Cerebral Palsy, he was required to regress from his typical mannerisms, speech, and movement in order to effectively play his character (Mabe 2010).
Even The Family Guy’s animated depiction of Lieutenant Joe Swanson has been touted by Catherine Mabe of www.disaboom.com as a “welcome departure from the all-too-common portrayal of disabled people of television as bitter, helpless, and fighting to overcome huge obstacles inherent in their disabilities.”
TLC has taken a different spin on disability on television by featuring two shows, The Little Couple and Little People, Big World, which address the obstacles and triumphs of two couples with dwarfism.  
In Great Britain, a pioneering cartoon campaign, Creature Discomforts is challenging the way viewing audiences across Europe perceive disabilities.  Creature Discomforts was developed by Leonard Cheshire Disability and is voiced by actors with disabilities.   The characters epitomize the experiences of people with disabilities to explore the barriers and challenges many people face (www.creaturesdiscomforts.org).  It is the hope that through the show, thousands of people will begin to view disability differently and support programs that give people with disabilities an equal chance.  Featuring twelve creatures including a turtle, a shrimp, a walking stick, an owl, a cat, a chameleon, a rabbit, a wiener dog, a bull terrier, a mouse, a slug, and a hedgehog, the critters appeal to children and adults alike.
Although a limited number of disabilities are represented on television, there is an even greater scarcity of developmental disabilities shown, illustrating a hierarchy of disabilities. 

Traditional Media: Print 
Print media encompasses a vast variety of publications ranging from daily newspapers, monthly magazines, and quarterly publications to billboards and collateral material such as flyers and brochures. Like television, print media is topical, features advertising as well as editorial content, and is readily accessible in our society.  Simply stand in any grocery store checkout line and one can glean a sense of American culture and values. 
Print media has played an important role in popular culture. In recent years, print media has served to influence the American culture and consumerism in the following aspects: (1) setting aesthetic standards: beauty and appearance in men and women; (2) creating gender and sexuality norms: maleness, femaleness, and homosexuality; and lastly (3) changing trends on the way sex is portrayed: sexual behavior and perception (Body Image and Advertising 2008).

Although magazine single-sale circulation has been hit hard in the current economic slump, magazine advertising often remains part of a campaign media mix, as television and print media remain highly complementary (Sorce and Dewitz 2007).  Magazine editorial content, however, ebbs and flows based on popular culture and societal norms.  
Many magazines (especially those for teens) offer content about how to look attractive. These magazines include three things that can affect body image (Body Image and Advertising 2008):

· Articles about appearance -- These articles often include information on how get "perfect" ab muscles, advice on how to apply makeup, and tips on what to wear. 

· Advertisements -- Magazines often include ads for beauty and hair products, clothing, and perfume. Many of these ads feature women that are underweight and men who are very muscular. 

· Photos -- Most photos in magazines are altered so that wrinkles, fat, and pores disappear.  Readers only see perfect and unrealistic bodies represented. 
People with disabilities are seldom, if ever, represented in mainstream magazine articles or print advertising.  Even though there are specialized talent agencies for people with disabilities who want to model, the idea of beauty is seldom challenged in the media.  Models with disabilities may be featured in advertising targeted toward other people with disabilities, but according to an article entitled Modeling with a Disability (InMotion 2000) some models have been told they “don’t look disabled enough.” 
Our analysis of twenty-two lifestyle, news, and professional magazines (appendix page 33), reinforced our theory about the dearth of people with and content related to disabilities.  Virtually no person featured in a print ad had a disability.  Furthermore, only one magazine, Fitness, featured a person with a disability in an article and the person’s disability was acquired causing the magazine to herald the individual for continuing in athletics after losing her leg in an accident.  

Seven magazines (The Black EOE Journal, Family Circle, Ladies’ Home Journal, Newsweek, Redbook, U.S. News, and Woman’s Day) included content about disabilities.  Typically, these articles focused on depression or Autism, often focusing on teens and children, with the exception of The Black EOE Journal which discussed including individuals with disabilities in the workforce as a critical part of diversity.  The bulk of the magazines that mentioned disabilities were targeted toward women, specifically mothers.  Motherhood provides a forum in which addressing difference and disability is safe and natural, albeit the discussion often leads to how to “fix” the child.

Traditionally, women appeared in print advertising as an attraction to sell the products (Noyez 2008). Over the past decades, men started to show their faces and bodies in ads as well.  In general, print media advertising is a highly sexualized medium.  Print ads often depict women as sex objects in an effort to persuade people that if they purchase the products, they can be just as beautiful and sexy as the models in the ads.  

Print advertising, in its purest form, is designed to drive consumerism and retailers simply do not view individuals with disabilities as a part of their target market. An exception can be found in Europe, where the London-based retailer Debenhams began including a model who uses a wheelchair in their advertising campaigns (Abraham 2010) (appendix page 34).  Debenhams is the first and only high street retailer to recognize people with disabilities.

Another meritorious European ad came from Cap 48, a Belgium-based nonprofit dedicated to improving the lives of people with disabilities.  The nonprofit designed a campaign to challenge the idea of physical beauty by creating a new version of the Wonderbra ad that was popular in the 1990’s (appendix page 35) (Donnelly 2010).  Their ad featured an attractive model that was missing her lower arm wearing a bra with the caption reading, “Look in my eyes. I said look in my eyes.” This ad, however, was not made with the intention to sell lingerie but rather to emphasize the idea that people with disabilities can be sexy, attractive, and normal human beings.
Another print medium worth mentioning is billboards.  Billboards are highly visual and typically effective for generalized awareness.  The drawback is that the average reader has approximately three to six seconds to notice the message.  Often times this means that bolder is better.  
Polly Tommey, founder of The Autism Trust in Great Britain, achieved great public awareness for her cause through prominently placed London billboards. The billboards show Tommey wearing a push-up bra and the message (appendix page 36), “Hello Boys. Autism is worth over 6 million votes. It’s time to talk” (Stone 2010).  The targets of the ads, Tommey said, were Britain’s three main party leaders to motivate them to address public policy in assisting individuals with Autism. 
By using a short message and a shocking visual the billboards become a nationally followed campaign throughout the spring of 2010.  The strategy also got the attention of the political officials leading to discussions with Britain’s Labour Party.  Moreover, it attracted the attention of voters touched by Autism, who were quick to contact The Autism Trust to share their thoughts around the issue.
Traditional Media: Radio
Radio appears to be an under-utilized strategy for disseminating messages to address stigma.  From our research, we discovered that disabilities service providers are using the medium to advertise their services, but little is occurring in terms of community or public education.

One of the significant advantages radio offers over other mediums is that it is free to the listener and reaches the masses.  It can be targeted locally or regionally, and can be quite cost effective.  While television and print have a visual element, radio must rely on careful scripting to create impactful messages.  
Radio may also provide a mouthpiece for people with disabilities to express their views and opinions.  Many community-based AM stations have talk shows hosted by local organizations and individuals. 

Radio is being successfully used as a medium in The Campaign for Disability Employment as part of a national campaign effort to raise awareness and change attitudes about disability and employment.  Other non-disability campaigns geared toward awareness have successfully used the medium, too.  Successes include the Washington Department of Health’s Dear Me Campaign in which they asked smokers to write and record their own letter to themselves to be broadcast as 60 second public service announcements.  Adopt Us Kids is also using radio PSAs combined with television, print, and website media to tell people that “You Don’t Have to be Perfect to be a Perfect Parent.”  By appropriately using poignant or humorous messages these radio ads are effectively raising awareness.
Non-traditional Media: Internet

The internet has given us e-mail for use in contacting and keeping in touch.  It has given us newsgroups, where there can be a liberal exchange of ideas with others who have similar interests.  The internet contains many powerful search engines, which are capable of cataloging every word on websites and directories to provide information with the click of a mouse.  
The internet is shrinking the world.  It has made it possible for a person to research any subject as thoroughly as desired from his or her home or office.  Thus, it has become an avenue for reaching potential consumers of products worldwide and is an important part of the marketing mix available to every company.
People with disabilities may use the internet to access a variety of resources.  Websites such as www.disability.gov and www.disabilityscoop.com provide a host of information from accessing services to sharing lifestyle information commonly associated with print media.  One website that is growing in popularity is www.disaboom.com.  It was created by a physician who specialized in physical medicine and rehabilitation, and who is also a quadriplegic.  The mission of the website is to create the first comprehensive, evolving source of information, insight, and personal engagement for the disability community.  

Another webpage, www.AbilityOnline.com, is a site created as a forum for people of all ages with or without a disability to engage in communication.  When registering to participate on this site, you must use your real name, which loses the anonymity that is important to some people, but helps combat the mindset that disability is something to be embarrassed about.  Similar to disaboom.com users, not everyone that is registered has a disability; they could be the friend or family member of a person with a disability and choose to participate to support that person.  The discussion groups available through Ability Online extend the positive benefits of traditional support groups and reduce feelings of loneliness and isolation in an online setting.  The site also offers online mentoring for children in grades 4-12 to help them overcome any feelings of embarrassment or discomfort they may be experiencing at a young age.  The extra help that these sites provide give them the confidence to communicate more freely with peers and to learn that they aren’t alone in the world.
Despite its frequent use as a resource, it is vital to remember that accessibility issues still exist on the internet. Web designers are not necessarily educated on accessibility guidelines and the guidelines are not presented in a clear, concise manner.  
Since the creation of web-based media communication, however, PR campaigns targeting different audiences can no longer be run in isolation.  A well organized web presence is an essential resource for educating a target market and calling them to action.  
The Campaign for Disability Employment (www.whatyoucando.org) and the Health & Disability Advocates Think Beyond the Label campaign both have websites and have utilized web-based advertising in the form of banner ads to drive traffic to the site.  Once there, viewers can select from a host of options to educate them and help spread the word.  
Other successful internet strategies include Dove’s Campaign for Real Beauty, which provides online resources and tools to help build self-esteem in girls.  Johnson & Johnson also developed a campaign in recent years to address the shortage of nurses in some communities.  The Campaign for Nursing’s Future features:
· A comprehensive website 

· Searchable links to hundreds of nursing scholarships 

· More than 2,000 accredited nursing programs 

· Funding resources 

Additionally, the National Anti-Drug campaign has utilized the web as a key campaign strategy providing resources for parents at www.theantidrug.com and information for teenagers at the website www.abovetheinfluence.com.  

In all of these examples, the website and associated banner advertising is only on part of the campaign.  It is important to remember that the mix media, the combination of advertising channels that are employed to meet the promotional objectives of a marketing plan or campaign, plays an essential role in the effectiveness of any public awareness campaign.  No one medium will create the reach necessary to hit a target audience.

Non-traditional Media: Social Media 
Social media is a resource with no limitations for a person with a disability when it comes to the friendships they can build, the information they can share, and the support they can receive.  Stigma might actually be less prevalent in social media than when people communicate face-to-face.  
The internet allows people to remain anonymous and is a place where disabilities can remain invisible.  People can interact without the label of being “different.”  Those who choose to disclose their disabilities can use online forums share their experiences, advocate for their specific disabilities, meet others who share similar experiences, and find valuable information. 
The most popular social media sites are Facebook, YouTube, and Twitter.   Facebook hosts a wealth of support groups, interest groups, and discussion boards.  YouTube allows people all over the world to share their stories through video and Twitter is a networking site that encourages people to post mini-blogs about topics of interest.   
Facebook is the largest social media venue that encourages communication and provides resources on a variety of topics to its more than 540 million active users.   Having a Facebook presence is becoming increasingly important in this technology-driven era as search engines such as Google are now factoring Facebook into their web search rankings.  Facebook pages may contain resource information such as web links, YouTube links, and testimonials; information is constantly updated by viewers who are able to post comments and engage in dialogue.  
One example of a Facebook group that provides emotional support and a positive message is “People with Disabilities Rock (PWDR).”  The group has over 5,000 active followers and encourages discussion around social acceptance, inclusion, and even dating with a disability.  
YouTube, another social media outlet, displays a wide variety of user-generated video content, including movie clips, TV clips, music videos, as well as amateur content such as video blogging and short original videos.  Two billion videos are viewed daily and hundreds of thousands of videos are uploaded daily.  Once someone is a member of this social network, it is effortless to upload a video file.  Comments can be placed by viewers, allowing interaction and communication.  
One video that generated positive feedback was created to show the daily struggles of a high school boy with a learning disability.  Below is one of the 180 comments posted in response to the video:

Man I'm really not alone -- you know watching this video made me cry because I 

have an LD and I'm going through the same thing. When I'm in class I always 
feel like everyone is smarter then me and I hate the feeling.  People tell me I'm 
smart but knowing that I have LD it's hard to believe that I am. Every time I take a 
test I always do my best and by doing my best all I get is 55-65, but I never give 
up and never failed a class. Thank you so much for this video. 

The video impacted the viewer by helping him realize that he isn’t the only one dealing with a disability.  He found emotional support in a non-traditional setting that helped him feel more comfortable with his own experience. In many ways, YouTube provides an informal venue for education and support as well as entertainment.
Another social media platform that encourages visitors to share their experiences is Twitter.  Twitter is a social networking and micro-blogging service that enables its users to send and read messages, known as tweets.  Tweets are text-based posts of up to 140 characters displayed on the author’s profile page and delivered to the author’s subscribers, who are known as followers.  All users can send and receive tweets via the Twitter website and various external applications.  Twitter is a free service with currently 98 million users worldwide.  The purpose of Twitter is to deliver the freshest, most relevant information possible to interested followers.  Topics of interest can be searched and shared easily on this networking site. 
Tweeting can be a valuable practice for driving traffic to a website, physical location, or special event.  Some organizations such as Disability.gov are tweeting on a variety of topics such as employment, technology, and transportation.  These tweets generate interest and refer followers to their website for additional information.
Fluent Twitter users know that when posting tweets, they should include a hash tag before keywords to make their tweet searchable.  For example, in the search bar, a person can type “#disabilities” and a list of the most recent related tweets marked with the hash tag will populate.  Because of the complex system of linkage utilized in tweeting, messages have the potential to reach thousands of users across the world who may be seeking information on a specific topic or following a specific person or organization.  Tweets can be forwarded, a practice known as re-tweeting, expanding the recipients of a particular message.
Twitter can also be utilized as a forum to advocate for a cause.  Clay Walker, a country music artist, uses his Twitter account to promote events and activities for a group called BAMS – Band Against Multiple Sclerosis.  Walker, who was diagnosed with the disease, promotes BAMS fundraising efforts and provides links in his tweets that connect users to his Facebook page which provides more detailed information about the organization.

Social media is redefining what have traditionally been considered grassroots efforts. In the past, grassroots efforts have included hosting meetings, gathering signatures, mobilizing letter-writing, phone call, or email campaigns, raising money, or organizing demonstrations.  Now, with just the click of a mouse and a few key strokes or a text sent from a cellular phone a person’s beliefs can be shared with the world.

Today’s world of grassroots efforts has a whole new set of tools.  Social networks help get our messages directly to our “friends” and YouTube makes it easy to distribute viral marketing videos.  Blogging platforms such as WordPress allow anyone to become a content publisher.  ITunes provides a global distribution platform for podcasts.  Advanced systems like Salesforce.com, a free software package, and many other low cost options, enable constituent relationship management.  Search engine optimization tools such as Digg.com and Stumbleupon.com make it simpler to find and distribute content of interest. Email marketing has grown more sophisticated, and yet easy to create, and RSS feeds create content subscriptions.  So even though the principles remain the same, the tools have grown audiences immensely.

One group, the Bolshy Divas, has fully taken advantage of these new ‘tools of the trade’ to affect social change in their native country of Australia (appendix page 37 for a campaign sample). The Bolshy Divas define themselves as:
Disability activists in the style of female masked avengers, exposing and discussing discrimination, unmet need and issues which affect people with disability and their families. Bolshy Divas use humour, art and passion to talk about the overlooked, the unfair and the subtext behind real issues which affect Australians with a disability. There are no requirements to be a Bolshy Diva, just a desire to bring about change, a sense of humour and a ton of 'bolshyness' 

-- enough guts to talk about the issues honestly and openly. We could be anyone -- we are everywhere. We rank amongst the almost four million people with a disability, plus their families. We are strong. We are Bolshy Divas (www.tibbon.com).

The Bolshy Divas’ marketing efforts have been linked to Twitter and Facebook giving their endeavors global attention.  Similarly, another Australian organization going by the name ‘We’re Mad as Hell’ is harnessing the power of social media to protest Australia’s weak disability support system as well. 

Young people are getting in on the act, too.  “I am Norm” recently became the first youth-led and youth-driven national campaign (Diament 2010).  The campaign, spearheaded by a group of 20 teenagers, began in December 2010 with a $25,000 budget and the goal of redefining teenagers’ perceptions of what is “normal” through a campaign utilizing video, social networking, and advertising through various national partners.
Ultimately, social media is giving the disability community a voice.  In the long-run, social media networks may be a doorway into reducing stigma and creating a greater awareness and understanding of disabilities.
Comparison Statistics about Social Media Users
Facebook

Users: 540 million users, almost 57% of people in the U.S. have a Facebook page

Average visit length: 23 minutes

Fastest growing age group: 10-17 year olds (grew 10% from the 1st quarter to the 3rd quarter of 2010)

Gender of users: female 57%, male: 43% (Kiser 2010)
YouTube

Views:  2 billion daily

Uploads:  every minute, 24 hours of video is uploaded

User base:  18-55 age range, evenly divided between male and female

Sharing: 52% of 18-34 share videos with friends and colleagues (commonly through other forms of social media) (Kiser 2010)
Twitter 
Users: 98 million users

Average visit length: 13:10 minutes

Fastest growing age group: 25-34 year olds (grew 11% from the 1st quarter to the 3rd quarter of 2010) (Kiser 2010)
Focus Group Research
When considering our approach to researching stigma related to disabilities, we felt that it was extremely important to have input from individuals with disabilities and their families.  Our goal was to gain a first-hand account of their personal experiences with stigmatization and their recommendations about how to address these issues.  This knowledge was a key to pinpointing the topics that public education campaign messages should address and what attitude changes could result in the greatest impact on the lives of individuals with disabilities.

As a result we hosted a series of focus group and individual interviews where we discussed the following topics:

· How stigma has played a role in the participants’ lives
· Specific stigmas they have experienced
· Recommendations for awareness messages including target audience and media
· How stigma differs for members of various ethic/cultural/racial communities
· The role media has played in impacting their self-perception and the perception of others
We selected 12 counties across Pennsylvania that we felt provided an accurate demographic representation of the state’s population.  The counties visited include:

· Allegheny County

· Armstrong County

· Butler County

· Cameron County

· Centre County

· Dauphin County

· Indiana County

· Lancaster County

· Lehigh County

· Monroe County

· Philadelphia County

· Westmoreland County

These counties were selected as representative of Pennsylvania based upon the review of a number of factors related to the population, including:  

· Percentage of population in various age ranges (under 5 years old, under 18 years old, between 18 and 64 years old, and 65 years old and older)

· Percentage of population change between April 1, 2000 and July 1, 2008

· Percentage of white persons

· Percentage of black persons

· Percentage of persons of Asian origin

· Percentage of persons of Hispanic or Latino origin

· Number of persons with a disability

· Median household income

· Percentage of population below poverty level

· Percentage of homes where a language other than English is spoken

During the research, we met with more than 100 individuals in either a one-on-one setting or in a small focus group. The majority of the participants were individuals with a disability, although we also gathered opinions from some family members and staff who worked directly with individuals who have a disability.  While we discussed the types of stigma that they had experienced, we focused our conversations on their opinions of why they felt stigma existed and their thoughts on what would be effective in eliminating it.  We also canvassed the participants for their opinions on effective media messaging.   

As we analyzed our conversations with the participants, certain themes consistently came to light.  When we talked specifically about attitudes and behaviors, some of the most common themes were a lack of understanding of disabilities and the resulting stigma that people with disabilities were incapable.  

Many of the individuals with whom we talked felt that the general population lacks an education and understanding of disabilities and that this ignorance is at the root of much of the stigma that they encounter.  We heard consistently that people make assumptions because they just don’t know.  Many individuals commented that they felt many people that they encountered simply lacked sensitivity because they just didn’t know any better.  Some of the comments that we recorded around this topic include:

“People who don't have contact with a blind person tend to avoid you because they don't know what to say or do.  Like a person who has had a loved one who passed away and you don't know how to comfort them.”

“People don't know how to distinguish between someone who has quadriplegia and paraplegia.”

“People don't know anyone with disabilities so that they get their perceptions from TV and what they see.  They think that everyone is a drunk or drug addict.  They don’t understand that they want to have the same thing that everyone else does - happiness, a significant other, a family, to contribute to society.”

“People make assumption that I'm on oxygen because I smoked; I never smoked.  People don't understand the disease processes.  Even doctors don't always understand.  It’s an education issue in a lot of cases.”

“People assume that I'm blind because I have a service dog, even though I'm driving myself around!”

“The general public is confused by autism and cognitive disabilities.  People look at my daughter in a chair and they know that she has a disability.  But if you have a child with a cognitive disability or autism and that child is acting up, people look at you like you are a bad parent.”

“People tend to shy away.  They don't come up and have a conversation.  It's like you have a disease that they are going to catch.”

“People need to understand the full range of disabilities.  I wish the National MS Society would provide grants for education, not just research.”

Our discussions indicated that this lack of knowledge and understanding often translated directly into individuals feeling that the general population found them to be incapable as a direct result of their disability.  

“People need to be educated about people with disabilities…and they learn by meeting.  They don't even know me.  They think that people are incapable because they have a disability.  They think they don't have skills and capabilities, it's so far from the truth; they just need the opportunities.  Why do people assume that people with disabilities can't do things?”

“It is ignorance, people just don't have a clue – in the hospital, people think that I’m from a nursing home because I have a disability.  They ask ‘what do you do during the day?’  They never imagine that I go to work during the day and that I’m married and support my family.  And if I go to the bank, they address my wife, not me.”

“See that your body is broken and they assume that your mind is too.”

“People who don't know me assume that I can't do things.”

“They assume that a disability means no ability.  I have an advanced degree, but they were trying to tell me how to take 10% off a price tag.”

“Once again they treat you like an incompetent adult.”

“A disability does not mean lack of ability.”

“People look at me and say poor Christine (who is deaf), look at all she is missing out on. People assume that we can't do things that everyone else does – crossing the street or driving is an example.  People ask if I can drive – yes, I can see.  People with hearing loss are often looked at like they can't think, read, or write.  It puts unfair limitations on us.  I need people to want to know me, but sometimes they don't want to have anything to do with me when they realize that I am deaf.  Even my brother does this.  I can't hear the side conversations, to know what's going on.”

“Pity is compassion without respect.  No matter what your label is – all of the reactions to stereotypes are the same.  We are all on the outside because of our support needs – across the board.  We should be saying look at what these people have done despite the label that has been put on them and their support needs.”

“Somehow after I was diagnosed with a mental illness, people thought I had lost my intelligence.  I had a person state in an email that I might be uncomfortable attending a meeting with ‘professionals’."

“I haven't lost my brain or my ability to do things.  I didn't lose my age. People can treat you like you are a child.”

“People often look at me like a second-class citizen and that's not what I am.”

“It's good to educate other people; something about using a chair that really changes some people's perceptions. What is it about the chair that changes people's perceptions?  It's often perceived that because you can't do something like walk, people tend to think that it's a complete disability, although it may be only one area.”

“If there are two deaf people and one uses their voice and the other doesn't – people tend to focus on the person who uses their voice.  They look at that person who uses their voice as being smarter or something.”

“Even my family didn't think that I could still be a mother to my children after my accident.  You're in a wheelchair, so that's it.  You can't do anything.”

“We need to have more chances in the world.  They need to know that we can do things that other people can do.”

“People whose disease is more advanced get the stigma that they "are done" and that they can't do anything.  They think that we will just be a load on the workforce or that we are milking the system.”

These quotes from participants highlight the prevalence of this perception that the general population feels that disability is synonymous with lack of ability.  

Other terms that we heard frequently included:  ignored, feared, isolated, judged, pitied, ridiculed, and shamed.  Many people indicated that because they did not fit our “cultural norm,” they were looked upon negatively.  One comment in particular that stood out for us pertained to being judged by others as not being ‘normal.’  This participant said that people needed to realize that “normal is just a setting on a washer or dryer.”  

The perception that people with disabilities lack abilities left many participants feeling that others perceived them as “takers” rather than contributors in society.  A number of individuals even talked about how some people thought that they enjoyed “perks” as a person with a disability.  

As we discussed stigma, it became even more obvious to us that there is a hierarchy of disabilities, with some types of disabilities being viewed as more acceptable and having a better connotation than others.  Individuals who had an acquired disability seem to be looked upon in a more positive light than those who had a developmental disability in many cases.  Individuals who had a cognitive disability or mental illness seemed to be placed at the bottom of the hierarchy.  These types of disabilities were more likely to be viewed as a character flaw.

We also had the experience of hearing individuals with disabilities make stigmatizing comments regarding others with different types of disabilities.  
"There's a guy who comes here who is blind, but he's actually pretty smart."

“Sometimes we actually stigmatize others – ‘I'm not as bad as them’ or sometimes it's that they are better than me in other cases.”

“When I see someone in a wheel chair, I feel like we should give them money.”

When we brought these comments to the individual’s attention we realized that several of the individuals were completely unaware that their statements were stigmatizing of others.  This shows how common these types of comments and behaviors are within our society and how they are often an accepted way of thinking.

Groups of People Identified

Throughout our discussions, we identified consistent patterns of comments.  Certain groups of people were brought up over and over again.  As a result, we developed the following list of “types” of people or “groups” of people that were mentioned most often:

· Medical professionals

· Educators

· Children

· Media

· Faith groups

· Employers/Human resource professionals

Medical professionals – We heard consistently that the medical field does not necessarily understand disabilities.   Many of our participants felt that they had been “dismissed” by members of the medical community.  Symptoms were commonly attributed to the disability without further pursuit of other potential causes.  So many individuals felt that their medical needs were not treated in the same manner as those of individuals without disabilities.

Educators – While some of our participants shared wonderful experiences within the educational systems, many still felt that there was a disconnect with educators.  Some individuals felt that there was not enough training related to disabilities given to incoming teachers unless they were planning to specialize in the field of special education.  In other cases, individuals felt that some educators just had lower expectations of individuals with disabilities.  

Children – We heard consistently from most of our participants that they felt that children were far more accepting of individuals with disabilities than adults.  There was a very strong feeling that children’s natural curiosity is much healthier and welcome than most adults, especially parents, understand.  Although there was an occasional person who said that they sometimes found it hard to explain their disability to children, no one said that they were offended by having children ask them about why they used a chair or might look different or do things differently.  

With this being said, the overwhelming majority of the focus group participants felt that changing opinions needs to start with children.   People felt that we should capitalize on the innocence and openness of childhood, before negative perceptions are formed, and educate children so that they grow up understanding and accepting disabilities.  While many felt that there could be value in addressing adults, most all felt that we would be most effective in addressing stigma by focusing on children.

Media - While we heard from the focus group participants about some wonderful examples of positive media coverage of disability issues, there were also many examples of how the media does not always do a good job.  People talked about how they do see more individuals with disabilities portrayed in the media, but emphasized how those characters are not always played by people with disabilities.  

There was a consistent message that people need to see more success stories.  They would like to see more positive media coverage about people with disabilities who have lived life like any other person.  Many participants emphasized that they were not exposed to positive role models who had disabilities and these types of stories would be good not only for the general population, but for those who have disabilities.  

Faith groups – A number of focus group participants talked about the need for faith groups to be more accepting of individuals with disabilities.  One participant who was actually representing the faith community said “I think that we should be leading the community in this area, but we’re woefully behind.”   This individual felt that clergy need to have education related to disability so that they could understand things from the perspective of an individual with a disability.  

Another issue that we heard numerous times related to faith groups is that religious facilities are often some of the most inaccessible buildings that they encounter, making it very difficult to even practice their religion.

Employers/Human resource professionals – Many participants felt that it would be beneficial to include a segment on disabilities in the educational curriculum for human resource professionals.  This section should include the humanitarian aspect of disabilities, not just the legalities, and should address disabilities etiquette since many of the individuals they encountered did not know how to interact and didn’t even realize that people with disabilities could hold jobs and contribute to employers.  They also felt that many employers still feel that accommodating a person with a disability would be very expensive.  Education could help to eliminate some of these concerns.  

One of the best quotes shared related to disabilities employment was by Joyce Bender.  Joyce Bender is the CEO and founder of Bender Consulting Services, Inc., a firm that recruits and hires people with disabilities in the public and private sectors, who are trained in the information technology, engineering, finance/accounting, human resources, and general business areas.   Joyce said “We’ll know that people with disabilities have made it when we’ve earned the right to be fired.”
Public Awareness Campaigns and Characteristics for Effectiveness

In order to determine what makes a message successful it was important to consider multiple factors as a campaign typically employs a number of vehicles and strategies to get the message across.  Should any factor be missing, the overall effectiveness of the campaign may be reduced.  We evaluated a host of public awareness campaigns by the following criteria:

· CLEAR - Avoiding messages that can be misinterpreted to condone what is actually counter to the desired actions of the target audience. 

· CONSISTENT - All of the messages are consistent with each other and with the program objectives. 

· CREDIBLE – Appropriately utilize sources or spokespersons that the audience believes and trusts. For example, family or extended family members, peers, slightly older peers, or successful role models are all possibilities for spokespersons. 

· ATTENTION-GETTING - Innumerable messages on a myriad of topics are a daily fact of life in our society. The challenge is to break through the clutter of messages and gain attention. 

· PERSUASIVE - Messages work best when they persuade rather than pontificate. 

· POINTING TOWARD A NEXT STEP - Often, the most effective messages are those that suggest some concrete action to take after hearing the message, e.g., calling a hotline, talking to an adult, joining a group. 

· PERSONALLY RELEVANT - Messages should respond to audience needs and interests in a meaningful way. 

· APPROPRIATELY APPEALING - Messages can appeal in various ways -- principally through logic, fear, humor, and other emotions. Messages can appeal to a variety of emotions, e.g., friendship or romance or bereavement. Emotional appeals may make a message attention-getting and memorable; on the other hand, strong emotional appeals may backfire if they are not done carefully.

· CULTURALLY RELEVANT - Message appeal must be carefully developed and tested with each culturally different target group. One must consider important cultural differences in language, customs, and attitudes. It is important to use appropriate language, avoid negative stereotypes, use a variety of role models, and reflect cultural/social norms. 

· CONVEYED THROUGH APPROPRIATE CHANNELS - There are four basic routes or methods of message delivery -- mass media, interpersonal, social, and community channels. The channels used should be based on what we know about the audience. 

· DEVELOPED IN A VARIETY OF FORMATS – Is the message able to be conveyed through a variety of media channels to optimize reach?

We recommend that as messages are developed to advance the stigma and public education project that they be examined using the same checklist, as it creates a testing process to evaluate a message’s strengths and weaknesses.  With that said, successful campaigns come in all shapes and sizes.  National campaigns typically differ significantly from local or regional campaigns in one area – budget.  As a result, national campaigns can become very recognizable. Some have even yielded iconic American characters: 

· Smokey Bear - "Only You Can Prevent Wildfires" 

· Vince and Larry -- The Crash Test Dummies for Seat Belt Safety - "You can learn a lot from a dummy...Buckle your safety belt." 

· Drunk Driving Prevention -- "Friends Don't Let Friends Drive Drunk" 

· Dove Campaign for Real Beauty

According to the Ad Council, Smokey Bear and his message are recognized by 95% of adults and 77% of children in the U.S making it the most successful public awareness campaign ever (Ad Council 2004). Even Smokey’s change in focus from forest to wildfires has not diluted his market reach. 

The U.S. Department of Transportation has been behind two major public awareness campaigns: seat belt safety and drunk driving prevention.  Since the crash dummies were introduced in 1985, safety belt usage has increased from 14% to 79%.  One could argue that state legislation requiring seat belts also impacted this change, but statistics reported before the launch of this campaign indicated that while 80% of Americans believed safety belts work, only 11% regularly used them. Moreover, U.S. Department of Transportation records indicate that more than 68% of Americans exposed to their advertising had taken action to prevent someone from driving drunk. 

The newest campaign to garner media attention across the world is The Dove Campaign for Real Beauty.  Designed to influence women and girl’s self-esteem, the campaign focuses on positive messages about beauty being found in our differences and uniqueness.  Although the verdict is still out on the results, their campaign has gained a high amount of publicity for using real women and girls in their advertising.  
Successful awareness campaigns focused strictly on disabilities were harder to find, as few have well documented results and some campaigns are currently in progress.  Presently, Works for Me PA is engaging in a disability employment awareness campaign focusing on people with disabilities who are searching for jobs or career training (www.worksformepa.org).  The campaign has a well-developed website that provides resources and information for employers and job seekers alike.  It is also utilizing Facebook and testimonials to share success stories, but the campaign is still too new to measure its overall impact.
During our research process we discovered a significant difference in message strategies between the United States and Europe.  While campaigns in the United States tended to focus on commonality, humor, and values, campaigns in Europe focused on shock value and challenging institutions – a tactical maneuver that would not be an appropriate fit to advance the mission of the Pennsylvania Developmental Disabilities Council.  
From our analysis of American, European, and Canadian media, we found a number of campaigns related to disabilities that we felt had positive messages.   These ads didn’t portray people as different or superheroes, simply as individuals participating in various aspects community life.  

· Call Me Friend Campaign - Arc 

· Think Beyond the Label -- Health & Disability Advocates

· Real People, Real Lives, Really – RAMP Center for Independent Living, Illinois

· I Define Me….Proud to be Disabled – Calgary SCOPE Society

· Liberty Mutual Election Day Ad

The simplicity of depicting people as they are, enjoying life, and taking part makes these messages memorable.  Through our focus groups and research, we have identified the following characteristics of successful messages to reduce stigma: 

· Use actors with disabilities

· Use humor as a common denominator

· Show people as competent and successful

· Show people who are integrated into the community

From our traditional media analysis we know that not hiring individuals was a potential mine field for television producers.  This was further reflected in our focus groups when a participant said, “They should hire people with disabilities as actors, not use actors who don't have disabilities.  I can't go home and not have CP.”  In each of the campaigns about disability listed above, people with disabilities were employed, and in some cases, asked to contribute to the scripting of the commercials.

Showing positive real world examples of people living full lives with a disability was also echoed in our focus groups.  It is important for people to see the contributions of people with disabilities, but not create superheroes for doing something that is part of their every day life.  

Humor is also considered a great tool to challenge ideas as it increases people’s comfort level (Elliott 2009).  In our politically correct society, it often takes breaking the ice to discuss difficult issues.  Think Beyond the Label does a tremendous job pointing out how each of us has our own shortcomings, but can still contribute to a positive work environment (see appendix page 38 for an example).  Above all else, the message illustrates that different is okay.

Our Recommendations

It is important to remember that societal change does not happen quickly. Cultural anthropologists theorize that it takes 20 years to affect change on a cultural beliefs system.  To promote public awareness, it requires multiple exposures to a consistent message.  Current industry opinion is that it takes five to seven impressions for minimum impact, and up to 11 impressions to inspire action.  Given our society’s almost constant exposure to media, messages of any variety are in a highly cluttered market environment.  Clutter makes it difficult for a message to get noticed.  Strong media planning and a diverse media mix in an awareness campaign will help successfully reach audiences. 

To create messages to reduce stigma we believe that is important to promote positive images of people with disabilities.  In order to accomplish this, we recommend media messages that:

· Show people with disabilities as equals

· Featuring positive role models and successes

· Show people with disabilities as having a wide variety of interests and activities

Although our focus groups identified many potential targets for a public awareness campaign such as medical professionals, educators, children, the media, and human resource professionals, it becomes very important to properly determine our leverage points.  Given that stigma is a societal ill, we must take broad actions to reach people across Pennsylvania. While we acknowledge that all of these groups have a high influence in creating a stigmatizing environment, we felt that addressing some groups – such as the medical community and faith groups – would require very specific tactics since they naturally exhibit a higher resistance to change.   As a result, we have selected to address the groups where we feel we could make the greatest impact. 
Our recommendations fall into four key themes:

· Public awareness

· Educating the media

· Educating students about disabilities

· Disability awareness --  positioning the Council as a greater resource

1) Develop a Comprehensive Public Awareness Campaign

In order to reach Pennsylvanians as a whole, we recommend the Council develop a comprehensive public awareness campaign showcasing the contributions and abilities of individuals with disabilities.  The campaign should focus on “redefining disability” and echo that different is what makes each of us unique. The trick to creating a good public awareness campaign is developing a message that will encompass a wide variety of disabilities.  
By incorporating the characteristics for effective messages bulleted above, we feel that memorable communications pieces can be developed.  The campaign should incorporate the following media:

· Print including billboard

· Television public service announcements/advertising

· Radio

· Internet and social media 

Consistency is key. Placing print advertisements that contain a different message than what is appearing in your television commercials can limit your overall impact.  It’s important that all efforts position the message clearly.  That means having one slogan or tagline to reinforce the audiences’ recall of your message.  
Careful media planning will allow you to make the most out of each outlet’s strengths, and impacts targets on more than one level. For example, an individual could hear your commercial on the radio during the morning commute, notice your billboard a few minutes later and then notice your display ad in the newspaper. In this scenario, you have achieved three impressions, which were likely to be more memorable than if the individual had simply heard three radio commercials within a given week. 

Although the Council has commissioned many activities over the years, we feel that a comprehensive public awareness campaign incorporating a variety of media would help to create a cohesive look and consistent message.  Grassroots efforts also need to be encouraged and supported if we are to build communities where all are welcomed to participate.  
2) Change Communities through Grants

We recommend that the Council provide a series of small grants ($500 to $5,000) to communities and grassroots organizations to host events that highlight positive contributions of people with disabilities in the community.  These grassroots opportunities may be the first time many communities discuss disabilities in a meaningful and progressive manner.  The grants will foster dialogue in communities across the state of Pennsylvania.  

The grants could focus on the following types of projects:

· Projects to build inclusive communities

· Youth-led projects and those promoting youth education

· Projects with strong components of community organizing and community education
3) Develop and host a state-wide conference to provide a forum in which to challenge attitudes and promote positive images about people with disabilities
We heard from many of our focus group participants that they do not see people with disabilities portrayed as successful or as positive role models.   A state-wide conference could have several goals, including presenting individuals with disabilities as leaders and role models.  In addition, the conference could offer an opportunity for participants to learn from one another, developing and highlighting best practices related to building inclusive communities.  Communities who have participated in the grassroots grant program could become a significant resource to others by sharing their knowledge through a conference format.  

The conference would showcase and celebrate the skills, abilities, contributions and achievements of people with disabilities.  It would promote positive images about people with disabilities, and reach out into communities state-wide to bring together people with disabilities, organizations, and businesses.

Moreover, a series of workshops that involve people with disabilities and individuals across the state could be offered.  Sessions might focus on:

· Reducing stigmatizing behaviors, attitudes, and practices  

· The power of language as it relates to stigma and person-first language
· Effective strategies for responding to stigma
We also feel that it’s important to have a signature event in conjunction with the conference and are suggesting the development of an award.

4) Develop an inclusion award for businesses and organizations that take affirmative steps to assure that their workplaces, programs, and services promote the capabilities and contributions of people with disabilities
The award could potentially be called the PADDI – the PA Developmental Disabilities Inclusion Award to highlight the accomplishments of organizations and businesses who champion the capabilities and contributions of people with disabilities.   Nominations would be solicited across the state.

Such an award would highlight outstanding contributions and serve as another way to create public relations opportunities around the event.  The ultimate goal is to have businesses and organizations aspire to win a PADDI Award.  Of course, it becomes important to capture the essence of the award and all it represents in the media. 

5) Develop an inclusion guide to help media professionals understand how to incorporate disabilities into programming and publications
The next aspect of our recommendations relate to educating the state’s media.  We recognize the discrepancies in person first language and the depiction of people with disabilities in all forms of mainstream media and would like to impact this without becoming too politically correct or too “precious” so that people with disabilities are just not talked about.  

This is not going to be an easy task; the media may question whether the general population will understand the references i.e. mentally retarded as opposed to intellectual developmental disability.  However, having a practical list of words to avoid and acceptable alternatives would be a huge gain to reducing stigma.  

We also propose the creation of a reference guide to educate the media on person first language and the use of positive imagery.  The reference would provide informative guidance about the portrayal of individuals with disabilities and questions to assess whether or not a media feature may promote stereotypes.  In the guidelines, media professionals should consider four key questions. Is the message or depiction:  

· Patronizing

· Victimizing

· Demonizing 

· Normalizing

Positive imagery should:

· Show men and women, people of all ages and cultural backgrounds
· Ensure that people with disabilities are photographed in the same way as those without a disability
· Emphasize people with disabilities as integrated and integral members of the community
· Ensure that film-editing doesn’t create unintentional or subtle commentary on possible disability limitation, through shot juxtapositions and camera angles or overly sentimental background music
In addition, it would be beneficial to invest in a media liaison to share opportunities for media coverage related to events that promote achievements of people with disabilities.  The media liaison could utilize the inclusion awards and state-wide conference to foster media relations.  In addition, they could help position disabilities as part of the public agenda by developing an editorial calendar to pitch disability related stories to various media outlets and promote the initiatives of the PADDC to the mainstream media, which would bolster the Council’s name recognition beyond the disability community at-large.

The use of a public relations or media liaison is a common practice around awareness campaigns, but they also can be used to educate the media about the issues affecting people with disabilities.  Strong media relations can yield excellent opportunities to propagate positive stories in the media.  

6) Develop a program to influence attitudes and create positive interactions within the 4 - 18 year old age group
It is important to reach out to young people when their attitudes are still forming.  

Efforts should focus on creating an age specific civics model curriculum beginning at the pre-K level which includes disabilities awareness and etiquette.  Civics model curriculum is predominantly focused on building awareness.  At each age level the curriculum should:

· Include activities that educate children on specific types of disabilities
· Highlight positive role models who have disabilities
· Highlight the importance of having rights in society and why those rights pertain to all people (the Americans with Disabilities Act can be utilized as part of this curriculum)
· Include direct interaction with people with disabilities
Our focus groups indicated that many people do not have direct interaction with people with disabilities, and that is why they believe people have some of their negative perceptions.  As a result, we feel that it is important for children to have an opportunity to interact with people with disabilities, learn first hand about their experiences, and begin to view disabilities as part of diversity. 

In addition, it is important for the students to be able to demonstrate their learning.  We felt that a contest could provide a creative way for all school-aged children to promote inclusion and positive messages around disabilities. Categories/ideas for the contest may include:

· Designing a public service announcement video/DVD
· Designing a poster
· Designing a newspaper advertisement
· Designing a Facebook cause platform
· Creating an educational game 

· Capturing positive images through photography
The contest criteria could easily by adapted to the curriculum and skill level of each age group.  Moreover, nontraditional classes such as film editing, broadcasting, and graphic design may benefit from having an opportunity to integrate classroom skill development and media messaging.

7) Finally, we recommend that the Pennsylvania Developmental Disabilities Council become positioned as a key resource for disabilities awareness
We recognize the PADDC’s vast work as both a planning group and a funding body to create favorable conditions for people with developmental disabilities and their families across Pennsylvania.  Extensive research has been funded and made available on the Council’s website and archives. However, how many people realize this knowledge is out there?  It is imperative for the Council to position its website as a resource for research and best practices.  It has long been a significant part of the disability community, but it is time to position the Council for widespread recognition of its expertise and resource capacity.  Moreover, the Council should strongly consider the addition of a blog and a social media presence to foster dialogue as well as enhance search engine optimization.  

Furthermore, the Council has the credibility and expertise to commission a training video/DVD focusing on disabilities awareness and etiquette to be shared as a resource.   The Council could also develop a registry of disability awareness training educators to be included on the PADDC website and promoted to organizations and businesses throughout the state.   

Although the disability community in Pennsylvania is highly familiar with the PADDC it becomes critical that the general public gain awareness of everything the Council has to offer.  A disability etiquette DVD and registry of disability educators naturally dovetails with our themes of public awareness, educating the media, and educating students and becomes another way for the Council to position itself as a resource to the general public.

Evaluation 

Attitudinal change is difficult to measure.  First, attitudes may be inferred and second, attitudes may diverge between what is publically espoused and privately held.  Typically, measurement of attitudes before and after an educational intervention generally reflects both the impact of the session and the fact that the best predictors of attitudes held post-learning are the attitudes held pre-learning.  Since building public awareness is in fact an educational process, pre- and post-test can be utilized upon message exposure, educational sessions or activities, and even exposure to educational guides and materials.  

Longitudinal testing may prove useful in evaluating the long-term impact of developing a program to influence attitudes and create positive interactions within the 4 - 18 year old age group.  Children could be tested annually throughout their exposure to a disability awareness program and evaluated again as adults to see if in fact, their attitudes toward individuals with disabilities are or remain favorable.

Because of the variety of activities outlined in this plan it is impossible to select one method of evaluation.  It is important that evaluation methods be kept simple.  Basic tools and tactics such as monitoring web traffic, the number of unique visitors to a website and bounce rates can provide valuable data.  Other options for monitoring and benchmarking progress include:
· Monitoring media requests and placements
· Monitoring changes in media language and images/representations of people with disabilities

· Tracking the number of people accessing the registry of disability awareness training educators

· Tracking the number of requests for the training video/DVD
Cost Considerations
An effective public awareness campaign is a significant investment.  Depending on the availability of financial resources the Council may want to seek a strategic partner for the initiative such a cable television service, Ad Council, or media conglomerate.

Knowing that the Council wants to address public education across Pennsylvania, we have proposed both a statewide public awareness campaign as well as grassroots efforts.  To successfully design, produce, and make media buys to saturate the market across the state we are estimating that it will cost between $350,000 and $500,000.

The cost to host a statewide conference and awards program could vary greatly depending on the number of days it encompasses as well costs around lodging, hospitality, speaker fees, marketing and other associated costs. 
Given the Council’s long history as a grant funder, a dollar amount to be designated to community grants could be allocated based on the annual budget.  The grants could even be rolled out in phases, for example, $15,000 for year one, $25,000 for year two, etc.

Other significant costs as they relate to this plan include:

· $60,000 - $100,000 for a media liaison or public relations firm

· $6,000 - $20,000 for curriculum development for the education efforts targeted at 4 to 18 year olds
· $10,000 - $20,000 to produce the disabilities awareness and etiquette DVD

· $5,000 - $10,000 to create a media guide  
We acknowledge that there will be cross-pollination across some of the plan’s activities, which may create some cost savings.  For instance, the media liaison/public relations firm might be involved with carrying out some of the other proposed activities such as the public awareness campaign.  

Future Considerations

It is important to note that this plan could be implemented in stages or in its entirety depending on the resources the Council allocates to public education.  It is even more critical to be aware that technology and media are continually evolving.   
In developing a strategic plan for the 2012 – 2016 timeframe, it is possible that technological, media, or systems changes may occur that could potentially alter the focus of this plan.  Flexibility remains integral to the success of any awareness campaign.  Above all else the message must remain consistent regardless of the media vehicle delivering the message. 
It is also imperative to consider the long-term impact of a public awareness campaign.  Although societal change never happens quickly, we need to consider that if we are successful in changing systems and beliefs, do we give up any protections or benefits afforded to individuals with disabilities?

The ultimate measure of success for a stigma and public education campaign is years down the road.  Until then, we can benchmark changes and improvements that indicate we are on the right path to create social change.  By mobilizing traditional and non-traditional media, grassroots efforts, the education of young people, and expanding the resources and awareness of the Pennsylvania Developmental Disabilities Council we are confident that lasting change can occur.  In the famous words of Margaret Mead, “Never doubt that a small group of thoughtful, committed citizens can change the world.  Indeed, it is the only thing that ever has.”
APPENDIX A
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Appendix A: Debenhams’ Revolutionary Take on Print Advertising
Country of Origin: Great Britain
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Appendix A: Cap 48’s Play on the Wonderbra Ad
Country of Origin: Belgium
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Appendix A: Polly Tommey’s Campaign for Autism Legislation

Country of Origin: Great Britain
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Appendix A: The Bolshy Divas’ Public Awareness Efforts
Country of Origin: Australia


 
Appendix A: Think Beyond the Label’s Evolve Your Workforce Campaign
Country of Origin: United States of America
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