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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
orofessionals 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.

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

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
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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%
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“Low” MV Attitude “High” MV attitude
No FA daily 75% No FA daily 46%
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Never, Year,
Currently Pregnant
No FA daily 44%
MV/Cereal daily 56%

Never, Someday,
Year
No FA daily 77%
MV/cereal daily 23%

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

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

Pregnancy
Plans
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Methods- Step 2

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

Low MV attitude/Currently pregnant

Low MV attitude/Planning pregnancy in next year
Low MV attitude/Planning preghancy someday
Low MV attitude/Never wants to be pregnant

High MV attitude toward MV/Currently pregnant
High MV attitude/Planning pregnancy in next year
High MV attitude/Planning pregnancy someday
High MV attitude/Never wants to be pregnant
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Slide 9

kpk9o1l 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, | 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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WHAT'S YOUR MULTIVITAMIN PROFILE?

Learn more about taking multiitamins. Answer the following questions to get your
multivitamin profile. First we need to know where you are in your life.

1. Which one of the following best describes your pregnancy plans?
!] A, | am currently pregnant

J B. | am planning to get pregnant in the next year or so

J C. | am not planning a pregnancy in the next year or so, but | plan to at
some time in the future

J D. | do not plan to get pregnant at any time in the future

Mow, answer these four questions below to determine your profile.

2. | don't nead to take a multivitamin because | eat a lot of fruits, vegetables, and grains.

Strongly agr Strongly disagree

O O _d| Ll O

2. Taking a daily multivitamin will make me feel healthier.

Strongly agres Stronaly disagres
El O F O O

4. | believe | can get all the vitamins and minerals | need every day from the food | eat.

Strongly agr Strongly disagree
O O O O 4

5. | can easily make taking a multivitamin part of my daily routine.

Strongly agr Strongly disagree

O . O | |

Caiculate ¥our Answers | Start Qe

If your soore is less than or equal to (==) 3.875 click hers
If your score is greater than (=) 3.875 click here

The “Profiles”
Quiz

 The tool includes a 5-question
guiz 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

Your Target: “Planners and Preventers” E ac h p r0f| Ie d escCc r| ptl on
page includes:

qh their
at the moment, and they
tin the next year or so.

Written description
Highlights- stats and facts

Recommended
resources- educational
materials and websites

oo Suggested venues for
outreach

Hispanic and

e using birth control methods regularly
ant before

Shopping - More than hs alf of
and Target.
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Profile Pages for Consumers

On-the-go, but pregnant? NO!

Each consumer profile
Thanks for taking the q_uiz! If you are Iilke other"women who . . .
Pramant? NOY .Y ar ey b 1 v e o sty description includes:

thirties and have the crazy lifestyle to prove it! Chances are you eat
out frequently (including fast food) and drink alcohol at least a few
days out of each month. Most women with answers like yours are
not married and are not planning to become pregnant within the
next year. However, one of every four women in your group does
not use any birth control methods regularly. Could this be you? If so,
. you might have a pregnancy you're not quite ready for. In fact, over -
half of all pregnancies in the United States are not planned. That's |: u n m a az I n e_St I e
("’ m why it's important to consider certain health habits even if you're not )

- l.'.'.:-"’; . planning to become pregnant.

e e written description with

good, very good, or even excellent. That's super! Some areas that might still need improvement,

though, include eating a balanced diet and getting to a healthy weight. Many of you report that .

you do not eat a balanced diet, view yourselves as being overweight, and also have tried to lose I h I h
weight. Popular ways to try to lose weight mentioned by this group include skipping meals and al O r e ea
following restrictive diet plans. But doing so is unhealthy for you and could be dangerous for a

developing baby if you become pregnant. Talk with your doctor or another health professional to

learn healthier ways to lose weight and keep it off. Your group seems to get lots of activity and m eSS ag eS

reports working up a sweat three or more times per week. Taking a good look at what you eat

and learning to make healthier choices could make a big impact on your weight. Plus, taking a

daily vitamin that contains folic acid can help you get the vitamins that you might not be getting
enough of—even after you change your eating habits for the better. Getting enough folic acid in

your diet today and everyday might help to prevent some serious birth defects in the baby you R eC | I l | I l e n d ed

might want to have in the future.

As a part of this group, you might also want to think about your alcohol consumption. If there is -
a chance you could become pregnant, it is important to remember that there is no known safe reS O u rC eS - ap p ro p r I at e
amount or type of alcohol to drink any time during pregnancy. Drinking during pregnancy can

cause birth defects and lifelong problems for your child.

Above all, enjoy this exciting time in your life! Be your healthiest! And remember, it's never too ed u Catl O n al m ate rl aI S

late to begin making healthier choices for the baby you might want to have one day!

Recommended Resources: an d WebS |teS

CDC's Pregnancy Information Center: Avoiding Pregnancy
http:/fwww.cdc.gov/ncbddd/preanancy_gateway/ready.htm

Ready, Not (brochure, poster & print ad) order at: http://www2.cdc.gov/ncbddd/facrder

“Healthy Living: How women of childbearing age can get and stay healthy” —educational

message series (click to download PDF)
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Conclusions

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

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

Copyright 2007, Jenifer Kopfman, jkopfman@bellsouth.net



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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