Using empirical evidence, critically explore the impact of pro-social and/or educational media on tackling issues associated with health and well-being



The influence of media is becoming increasingly stronger with the use of platforms such as the internet and television. This essay will aim to discuss what impacts that educational media campaigns have when faced with health and well-being issues.
The media uses a range of methods and strategies in order to influence a specific proportion of the general public (Wartella and Stout, 2002). The ‘four p’s’ are used in media in order to create a successful campaign. (Kotler and lee, 2008) highlights that the four p’s are important for planning, monitoring and reviewing the overall campaign. Identifying and segmenting the target audience is an important part of a health care campaign as not knowing the target audience would result in an unsuccessful campaign. (Abroms, Schiavo and Lefebvre, 2008). There are two types of audiences for a media campaign. The primary target audience refers to the proportion of people that campaigners directly want to influence and the secondary target audience are the proportion of people who influence the primary target audience. There are different psychological theories used in order to make a health campaign successful (by successfully changing an individual’s behaviour). The theory of planed behaviour explains how behavioural changes come as a result of changes in attitudes and social norms. Another theory used in this area of Psychology is the transtheoretical model (Prochaska, Diclemente and Norcross, 1992). The model explains how segmenting and self-efficacy is used in changing behaviour. A further theory referred to as the health belief model explains how individuals evaluate the risks and advantages prior to committing to a change in behaviour. (Abroms, Schiavo and Lefebvre, 2008).) states that in order to produce a successful campaign, there needs to be agreements made on the outcomes and objectives must be shared in a clear and strategic way. 
A review of media campaigns, conducted by Wakefield, Loken and Hornnik, 2010 found in a review that mass media campaigns were associated with a decrease in the number of young people that were starting smoking and also a decrease with the number of adults that were quitting smoking. Campaigns that involved Cardiovascular disease was also reviewed due to it being one of the leading causes of death worldwide. Before 1990, media campaigns focused on lowering the amount of fat that people were taking in. In more recent times, media campaigns are concerned with increasing the amount of health food the general population are consuming (fruit and vegetables).  Reviews of these media campaigns show that short-term changes in health can be achieved, however, long-term changes are difficult to achieve. The review paper concluded that mass media campaigns can both directly and indirectly result in positive outcomes and restrict negative changes in regards to health relates behaviours within the general public. 
The media also uses fear in health campaigns in order to change the attitude and behaviour of the target audience. Witt and Allen (2000) stated that the stronger the fear was within a campaign, the greater the change in intention and attitudes and thus the more persuasive the campaign actually is. One model suggests that fear appeals result in two processes; danger control processes and fear control processes. The model has led to changes specifically the split between emotional and cognitive processes. Witt and Allen (2000) concluded that fear itself seemed to be a strong motivator, only when people have the belief that they are able to protect themselves. 
A study conducted by Zhang et al, 2015 looked at what features of social media increase physical activity.  It involved a 13-week social media based exercise programme called Shape-up. The programme used different exercise classes in order to help participants start an exercise routine. Each participant also had access to the Shape-up website which gave each person an anonymous profile. Participants were put into three different conditions. Participants in condition one (control group) were given access to the basic website whereas participants in condition two were given access to the basic website along with promotional messages (media condition). Condition three involved the basic website along with social network (social condition). Results regarding daily exercise found that participants within condition three (social) stated that they exercised on average an extra 1.6 days compared with 0.8 within the control group. However, participants within the media condition reported they exercised an extra 0.9 days which was not a statistically significant finding. Further findings from the study found that promotional messages were effective in boosting motivation and engagement within the early stages of the exercise programme. However, engagement did decrease over the course of the programme and thus motivation. Peer networks were found to have improved the levels of participation along with higher levels of engagement throughout the programme. One conclusion that was made from Zhang et al’s (2015) study was that an effective method of changing behaviour was to use both media campaigns and programme generated peer influence networks which would help to prolong engagement over time. The study discussed does have some limitations. One limitation is that the sample selected only looked at graduate students which makes the results less generalizable to the wider population. As well as this, the use of self-reporting when measuring the amount of exercise being completed may have been inaccurate and bias. 
Maher et al (2014) conducted a review which looked at the effect of online social network health behaviour interventions. 2040 students were used which amounted to a total of 113,988 participants. Interventions included commercial online health social network websites and widely used social network sites such as Twitter. 90% of the studies that were included had improvements in at least one aspect of health behaviour change. It was concluded that social networks such as Twitter and Facebook are effective in changing some aspects of behaviour. 
A different type of media not yet discussed is the impact of entertainment companies, in particular, the use of cartoon characters. Kraak and Story (2015) looked at the effect that these characters had on children’s diet and health. The study reviewed 11 different papers that involved children from age 2-11 in order to collect information regarding the influence of these media characters. One finding was that the use of media characters could be an effective method in increasing children’s purchase request for intakes of fruit and vegetables instead of not using characters. Another finding was that if a cartoon character was unfamiliar to children it could increase appetite as well as consumption of healthy foods. A further finding was that familiar media characters were more powerful in influencing a child’s appetite and intake for foods which were healthy.  Many media campaigns such as the ones discussed above do tend to focus on influencing children. However, these campaigns don’t always have the best intentions. Guidelines are set in order for pro-social programmes to meet requirements and the needs of the target audience. Gentile et al (2009) reported that media that is interactive with children can have many positive outcomes. One advantage is the development that companies are putting into games for children to play and be educated about something health related. Health games research is an example of a programme that is designing and researching to produce digital games that promote health which is what re-mission tried to achieve. 
Browne and Hamilton (2005) looked at the influence of violent media on children and adolescents. Evidence found showed that violent imagery does not have effects (short-term) on factors such as arousal and emotions but the findings were not as consistent when children were tested. In regards to sex differences, boys are supposedly meant to be more aggressive than girls after watching forms of violent media. Theories such as Bandura’s Social Learning Theory can be useful in explaining why aggressive behaviour may be shown along with the effect of media. Anderson et al (2003) also looked at the influence of media violence on the youth. The television has been researched about its link with aggression. Centerwall (1992, as cited by Anderson et al, 2003) looked at the introduction of the television in the United States and South Africa and concluded that it increased interpersonal violence. 
Josephson (1987, as cited by Anderson et al, 2003) conducted an experiment which looked at the effect of violent and non-violent films on 396 boys which aged from seven to nine years old. The violent and non-violent films were displayed to the boys prior to them taking part in a hockey game. The number of times each boy attacked someone else it was recorded by an observer. The referee in charge of the game was given a walkie-talkie which was a visual cue that had appeared in the films that the children had watched. Josephson concluded that the boys who had high scores of aggression was because of the fact that they had watched the film and that the new cue gave constant verbal cues which reminded the boys of the study which consequently led to aggressive behaviour being displayed. Berkowitz (1975, as cited by Anderson et al, 2003) looked at the effect of violent movies. Boys were put into cottages and given a violent movie to watch once a night for five nights. Once the films had finished, the boys were observed and any aggressive behaviour was scored. The boys who watched the violent films behaved more aggressive acts such as kicking and sleeping in comparison with the control group. 
Atusingwize, Lewis and Langley (2015) reviewed tobacco media campaigns with previous research suggesting that mass media campaigns are useful and an effective method in decreasing the number of people smoking, however, they are very expensive to produce and carry out a successful one. All papers reviewed led to the same conclusions that mass media campaigns involved in tobacco control were a cost-effective strategy in lowering the number of people smoking.
Looking at entertainment television, Collins et al (2003) assessed the impact of condom efficacy messages on an episode of Friends called condom effectiveness on adolescents. 648 participants aged 12-17 were involved with the data being collected from 78% of them. It was hypothesised that participants would take some information away regarding condoms that would be useful for the future. Findings from the study showed that 10%-17% of adolescents that watched the episode reported that they gained some new information regarding condoms. 16%-24% talked with an adult about condoms once the show had finished which shows that it had some educational value. The paper concluded that entertainment television can be a useful way in educating adolescents about sex (specifically condoms). As well as this it can be combined with the role of the parent in that they are able to watch the show and answer any questions the adolescents ask. However, there are some disadvantages to be considered within the study. One is that the use of sex within a television show may promote it in day to day behaviour. Additionally, as Friends is a show and not a genuine health educator, messages may not be as clear at times. It is critical that in the future, Tv shows which may choose to educate in the area of health that the information provided is clear and more importantly accurate. Bailey et al (2010) looked at the use of the internet in improving sexual health. One advantage of this is that important and useful messages can be posted and interacted with. The internet has been seen as an effective method in learning about sexual and reproductive health. However, Bailey et al (2010) stated that the internet may not be an appropriate place for every message regarding sexual health as they may not be as clear in comparison with other types of media. The messages and campaigns that the media put through are not always accepted ad perceived in a positive light. Atkin (2001) stated that certain messages can be seen as misleading and offense to the general public. On average, people are exposed to more negative news than positive news which leads to individuals paying more attention to the negative media (Zillmann et al, 2004).
Beale et al (2007) produced a video game (re-mission) that looked at improving people’s knowledge within the area of cancer. 37 participants were involved and two conditions were used. Condition one involved participants playing an Indiana Jones game and condition two involved the game re-mission. It was hypothesized that participants that were playing the re-mission game would gain more knowledge regarding cancer once the three-month period had ended. Results from the knowledge test showed that the participants that were playing the re-mission game had higher test scores than those that had played the Indiana Jones game. This can be linked with the theory of planned behaviour in that the participants that played the re-mission game were purposely processing the available information in the form of intention. 
Ogden and Mundray (1996) looked into the effects that the media has on body satisfaction. Bruch (1974, as cited by Ogden and Mundray 1996) states that media stereotypes are a critical component in making the situation worse. The theory put forward by Garner et al (1980, as cited in Ogden and Mundray, 1996) is that the stereotypes created by the media lead to the association between being thin (socially attractive) and fat (socially unattractive). 40 participants from London medical schools were involved, 20 of which included males and 20 included females. Participants were asked different questions which included ‘How fat do you feel’ and ‘How fit do you feel’? Answers were scored and participants were also asked to estimate their body size. Results from the study showed that males perceived themselves as less fat, more toned in comparison with the female participants. Along with this, the male participants reported higher body satisfaction than females. The results supported previous research that a small level of exposure to thin models may worsen body dissatisfaction in individuals that have eating disorders (Waller, Hamilton and Shaw, 1992).  The findings infer that men show higher body satisfaction than females but are still sensitive to images used by the media. 
[bookmark: _GoBack]Looking back on the literature discussed it is clear to see that there are many different types of media that have advantages and disadvantages when tackling health and well-being issues. One main advantage is the work done by Gentile et al (2009) which looked at educating people in cancer by producing video games. However, research conducted by Ogden and Mundray (1996) found that the media has a strong influence on how people perceive their own body types which can lead to social anxiety and other serious disorders. From the literature reviewed above it is clear that media offers both positives and negatives in tackling health and general well-being. I believe that media should be used in the present and in the future for said issues, however, the right type of media needs to be considered when presenting a message/campaign. For example, Collins et al (2003) explained how the television show Friends was able to educate viewers about sexual health. However, not all media types such as the internet may be the best way to educate individuals as certain messages may be perceived in the wrong way and lead to negative factors. 
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