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Background
To improve maternal and infant health, public health 
professionals often design messages for women of 
childbearing age. 

Since knowing your audience is essential for effective 
health communication and marketing, we asked:

– Who are “women of childbearing age”?
– By what characteristics can they be distinguished?
– How can we tailor health messages for these women?
– What are the best venues for reaching each segment of 

“women of childbearing age”?
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Background
Objectives:
Using folic acid consumption as an example, 
• Segment the target audience using data-driven 

methods
• Develop research-based tailored health 

communication products for the public
• Develop research-based planning tools to help 

professionals tailor health messages
• Develop web-based tools that connect specific 

audiences with appropriate information and 
resources
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Methods- Step 1

1. A national survey of consumer and health 
behaviors, was examined to determine 
predictors of folic acid consumption. 
Both demographic and psychographic 
variables were included in the analysis.

2.   Classification and regression tree analyses 
showed pregnancy plans and attitude toward 
multivitamins as the two strongest predictors of 
folic acid consumption.

Copyright 2007, Jenifer Kopfman, jkopfman@bellsouth.net



• Currently pregnant
• Planning pregnancy in next year
• Planning pregnancy someday (not in the 

next year)
• Not planning to become pregnant at 

anytime in the future

Pregnancy Plans
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Attitude toward multivitamins

Women with a “low” MV attitude:
– Believe they can get all the vitamins and nutrients they need 

daily from the food they eat
– Do not believe that taking a MV will make them feel healthier
– Do not believe they can make taking a MV part of their daily 

routine

Women with a “high” MV attitude:
– Do not believe they can get all the vitamins and nutrients they 

need daily from the food they eat
– Believe that taking a MV will make them feel healthier
– Believe they can make taking a MV part of their daily routine
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Predictors of Folic Acid Consumption

Daily Consumption 
of Folic Acid

No FA daily        61%
MV/cereal daily  39%

“Low” MV Attitude
No FA daily        75%
MV/cereal daily  25%

“High” MV attitude
No FA daily        46%
MV/cereal daily  54%

Never, Someday, 
Year

No FA daily        77%
MV/cereal daily  23%

Currently pregnant
No FA daily        37%
MV/cereal daily  63%

Someday
No FA daily        57%
MV/cereal daily  43%

Never, Year,
Currently Pregnant
No FA daily        44%
MV/Cereal daily  56%
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Methods- Step 2

2. Crossing these variables created eight 
distinct audiences. 
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8 Distinct Audiences

1. Low MV attitude/Currently pregnant
2.  Low MV attitude/Planning pregnancy in next year
3.  Low MV attitude/Planning pregnancy someday
4.  Low MV attitude/Never wants to be pregnant

5.  High MV attitude toward MV/Currently pregnant
6.  High MV attitude/Planning pregnancy in next year
7. High MV attitude/Planning pregnancy someday
8.  High MV attitude/Never wants to be pregnant

kpk91
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Slide 9

kpk91 Each one of the photos on the introductory slide matches up with one of these "audiences"... if you want to use the photo next to 
each description, I can tell you which photo goes with which audience.
kpk9, 8/6/2007
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Methods- Step 3

3. Using the same database, comprehensive 
profiles summarizing many health behaviors 
(eating habits, doctor visits, etc.) and lifestyle 
preferences (media, retail, etc.) were 
developed for each segment. 
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Methods- Step 4

4. The profiles were translated into a web-
application providing tailored health information 
for female consumers and a planning tool for 
public health program planners. 
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Results

• An interactive web-based application that 
generates tailored health messages for 
consumers based on personal responses 
to a simple quiz

• A tool for program planners aiming to 
target more effectively the various 
segments of “women of childbearing age”
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The “Profiles”
Quiz

• The tool includes a 5-question 
quiz measuring pregnancy 
intention and attitude about 
MV 

• 2 versions; one for consumers 
and one for program planners

• The generated score directs 
users to the appropriate 
profile page
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Profile Pages for Program Planners

Each profile description 
page includes:

Written description
Highlights- stats and facts
Recommended 
resources- educational 
materials and websites
Suggested venues for 
outreach
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Profile Pages for Consumers
Each consumer profile 

description includes:

Fun, magazine-style 
written description with 
tailored health 
messages
Recommended 
resources- appropriate 
educational materials 
and websites
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Conclusions

• Data-driven means of audience 
segmentation should include both 
demographic and psychographic variables 
as predictors of target behavior

• Targeted health messages can be 
developed for distinct audience segments 
based on each segment’s health and 
lifestyle behaviors.
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Questions?

• Comments and/or questions may be 
directed to the authors:

Katie Kilker: kpk9@cdc.gov
Jenifer Kopfman: kopfmanj@cofc.edu

Thank you!
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