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Background

In August 2008 the Delaware Cancer Prevention and Cdhitogiram commissioned three
focus groups to test advertising concepts for a public awssgmegram designed to heighten
awareness of the need for older men to be screengdofstate cancer. The concepts targeted
men 45 years of age and older to make them aware oé#ukfar periodic exams for prostate
cancer. A concept targeting women was also testedeinpts to make women aware of the
danger that prostate cancer poses to the men initresr |

On August 18 a focus group with 10 men aged 47 to 68 was held atlttwel I8enior Center.
Seven of the respondents were African-American arekt@aucasian. All were residents of
Kent County or Sussex County.

On August 19 two focus groups of New Castle County residearts neld at the offices of
Aloysius Butler & Clark in Wilmington. The first group sisted of 10 women aged 38 to 64
whose spouses or other male significant others were agedsZ5 Seven of the respondents
were African-American and three Caucasian.

The second group consisted of 11 men aged 47 to 68. Severredpbadents were African-
American and four Caucasian.

Groups were purposely designed to contain more African kares than Caucasians because
African Americans are at higher risk for prostate earat a younger age. All of the male
respondents and all of the significant others of the liemespondents were individuals who
reported that they had not had a comprehensive physicaliax@mprevious five years.

Respondents were shown three different advertising dgngpeaonsisting of TV storyboard,
print ads and billboards. In addition they were showttan$itional” billboard campaign.
Copies of the materials presented to the respondeniscaréed at the end of this report.

During the consideration of the advertising campaigns resptsdere asked to make notes
to record their impressions. After the presentations resgas were asked one at a time to
share their impressions with the group using the informditaon their notes. Following that
there was a general discussion of each ad campaign.

Items shown intalics represent respondents’ quotes.

The reader is cautioned that focus groups are qualitabvguantitative in nature. They are
designed to provide an insight into the opinions, impressaow ideas of a very small
nonrandom sample of respondents. Although consisteacte®gic lend confidence to the
analysis and interpretations, there is no way of deteng the degree to which the opinions
expressed by the respondents reflect those of the popugdtiarge.



Summary of Findings

Awareness of Cancer Prevention Advertising

Respondents at the Milford session, and the first grétiped/NVilmington sessions,
were asked if they recalled having seen or read any advgriisthe past year related
to cancer prevention. Some respondents in each groupmeshthe Cancer
Treatment Centers of America. Other ads included tfuysgefferson Hospital and
Nanticoke Memorial Hospital, and ads targeting femadaircancer. None of the
respondents mentioned the “Screening for Life” prograrhamit prompting.

New Information That Should Be Stressed in the Ad Camgigns

Throughout the three sessions, respondents identifigmliggsieces of information that were
new to them and that should be stressed in a prostatercamareness campaign.

None of the respondents knew that prostate cancez settond-leading cause of
cancer deaths of men in Delaware. Respondents saiddhisnportant information
that would likely motivate men to get tested, and shbaltlighlighted.

Although the campaign material did not mention succassy respondents
recommended that the campaign talk about the cure ratesthte cancer if it is
found in time.

Most of the respondents were not familiar with Scregifior Life. They were not
aware that people who are financially unable to getdegalify for free testing. The
free testing information should be highlighted.

The ages at which men should begin to be tested—diffese@aucasians and
African Americans—is generally new information and dtidae highlighted.

Most of the respondents in all three groups were noteawfahe PSA test. However,
most of the respondents also said that the terms “R8A™prostate-specific antigen”
do not need to be highlighted in the ad campaigns becausmmefthose terms
increases the complexity of the message. Responddiatgchinat the message should
be kept simple: “There is a simple blood test availableheck for prostate cancer.
Get the blood test. It can save your life.” The messdgeit the blood test (as distinct
from the DRE) should also be highlighted on the bilidsa

Because most respondents were not familiar with a ldiegideing used for screening
for prostate cancer, one respondent suggested an ad the®mp:your pants on. The
test for prostate cancer is a simple blood test.”

The information about a fatty diet was new informatiout it is probably not
necessary because respondents think that everyoreraigha probably has a fatty
diet. That information probably is not exceptionally intpat in motivating men to
get tested.



Wording in the ads should make it clear that, shouldrthe not have a family
physician, that tests are locally available. The athieg message should stress that
getting a test is convenient.

Male respondents said they were not aware that itSsilple to regain sexual function
after treatment for prostate cancer.

The fact that there are no early symptoms for prostateer was new information to
most of the respondents. Respondents think this is vergrtant information in
promoting testing.

Campaign A—"Afraid”

Several respondents suggested that the images in Campaidye man hiding behind
a tree, and the man with a hood pulled down over his fasoggested criminal
activity.

Most respondents in each group suggested that humor is yemeapropriate for a
topic as serious as prostate cancer. However, a fewstegg@at the use of humor
might take the edge off men’s fear of prostate canadipearstate exams.

Respondents generally did not like the figure in the kaltddor Campaign A (the
man with the bag over his head). The picture does natlgleonnect with the
message. One respondent said it reminded her of the Kukdux Others suggested
that to get attention the billboard could use a well-knpwhlic figure, especially a
sports figure.

Campaign B—“Ask Charles”

Respondents liked the print ads “Just Ask Charles” and “W&daobhn,” but they did
not like the ad “Get Tested.” Both men and women thougittelling a man “Don’t
Be a Baby” or “Be a Man” is condescending. They fedl iftthe target audience feels
that it is being talked down to, that it will tend to igadhe message.

Female respondents liked the “Just Ask Charles” printeaduse they think the
message is good, and they think he looks like a realp&iso has been through
prostate cancer. However, they did not like the phtasst Ask Charles.” There is
something about the wording that is not compelling.

Also, respondents suggest that the campaign leave the guss Ask Charles” off of
the billboard. Having a phone number under the phrase suggesiaghaill be
calling Charles.

Some female respondents suggested a collage of menesédiffaces on the
billboard to indicate that men of all races and situnstiare subject to prostate cancer.



Campaign C—"Persuasion”

Respondents in both the male groups and the female growgulagas the campaign
targeting women, and urging them to try to get their reatet, would get the
attention of both men and women. They also agreednbéatwould be more likely to
seek testing if a woman in their life urged them to do so.

Male respondents were particularly sensitive to thelchithe print ad. They were
struck by the thought that their children might lose tfagher if they did not get
tested. The effect of prostate cancer on a man’s chilaight be more of an
emotional trigger to him than the effect on his wii®. one wants to see their children
left alone.

The wording in the print ads in Campaign C refers togit&liRectal Exam. These
references should be eliminated because the thoughDBE in an ad directed at
females might result in an inappropriate attempt at huwah@n females urged their
male significant others to get tested.

Female respondents especially like the TV spot in Campaig hey thought it
realistically represented their home life, and it waxene they could personally relate
to.

The phrase in the billboard, “You are not,” is somevambiguous. Respondents,
especially women, were not sure who that referred to.

One female respondent suggested that women will be efipetrawn to a picture of
a couple embracing. The site of an embracing couple &#l tsigger for women to
make them wonder what the message is about.

Some women suggested that the phrase “Get him tested” sugtjedesting. They
think a better phrase would be “Get him tested for prostateer.”

When the women were asked about their preference afgu) six respondents
preferred the ad with the woman and child, and four prefehe couple facing each
other.

Transitional Billboards

Respondents think the success of the idea of using sequoitit@édrds relies heavily
on a large number of viewers passing the same spot fregjuenthstance driving to
work.

In the last billboard the “bumper sticker strip” shouddd nover up the question. That
message should be placed below the original questiorharalternative answers so
they can still be seen.



* Some respondents in each of the groups recommended tkatlind a series of signs,
that the billboard be constructed as a single sign avgbestion and a red circle
around the correct answer. Alternatively, the questiaitdcbe turned into a
declarative statement: “Prostate cancer is the seleawithg cancer killer of men in
Delaware.”

* The word “Kkiller” is a powerful word that has impactdaattracts attention. Perhaps it
should be further emphasized by underlining or using a diftesolor.

* The billboard sequence might also work as a TV ad.
Other Comments

* Respondents in southern Delaware listen to a synditédek radio talk show host,
Michael Baisden, who often will devote an entire dayhes program to issues
important to African Americans. Such programs would be a géax to promote
prostate cancer screening for African Americans.

* Mention of the digital rectal exam should be avoidaain if the doctor is likely to
recommend a DRE at the time of the PSA test. Resptsdeall three groups
recommended that the ads do everything possible to motieatartfet men to make
an appointment. While it is likely that a physician wé€ommend a DRE during the
appointment, that fact should not be mentioned in theréiding to keep men from
fearing the test.

* Information in these ads needs to be written aeiperience and education levels of
individuals who are less likely to have ever been testedrbstate cancer. Therefore
the use of technical terms such as “prostate-spectfigeari and “digital rectal exam”
should be avoided. The use of acronyms should also be dvoide

» Participants in all three groups preferred the use aktime “tested” to “screened” or
“checked.”

» The ads should not say that a nurse is going to help sbbadule an exam. Some men
may be embarrassed to talk about the topic of prostatercaith a female. Tell the
reader of the ad that if they call the number they balconnected with someone who
can help them arrange for the test.

* The campaign targeting women should probably urge womealitto schedule a test
for their husband or loved one. Most of the women saagl thought they would have
to make the call for their spouse or boyfriend, and sointiee men felt the same way.

* Some women thought that if the ads picture only Afriéamerican men, that
Caucasian men will likely assume that the ads arettaggelack males, and therefore
would not read any further. Or, they would assume thatat® cancer is a condition
that affects black males and that they do not need tormemed because they are
white.



* Photographs in the campaign should reflect the ambiefnites target market. One
woman said she specifically did not like the man behindeaand Campaign A
because “that is not where | live.” She lives in thg with bricks and concrete, and

the scene suggests the suburbs.



Detailed findings
Milford Session
A. Awareness of Cancer Prevention Advertising
Before the respondents were shown any of the testtaingr they were asked if they
recalled having seen or read any advertising in the pastelated to cancer prevention.
Answers included:
» Advertising for the cancer program at Jefferson Hokpita
* Aduvertising for Cancer Treatment Centers of America.
» Advertising targeting women regarding breast cancer.

* A new cancer treatment center at Nanticoke Memeéitapital

» Advertising that included a statement about spousesigedizich other through cancer
treatment.

B. Campaign A—"“Afraid”
R N ﬁ‘l 4

» Respondents said they thought that the ads would probalilyegreattention,
especially now that they're getting older.

AVOIDING

A PROSTATE CANCEN TEST?
-]
MELAL (75 BIAPLE 00 TR OG-80 MLP

“It gets my attention because | saw something | wasn’'t aware dfakisiple blood
test. | thought it was something different.”

* One respondent recommended that the ads talk about tlessuates, the percentage
of prostate cancer that is curable if it is found iretifihe campaign should stress that
if prostate cancer is detected early that chancesuferare greatly improved.

* One respondent complained that he didn’'t have insuranegag®. He did not notice
that people might qualify for free test. He knew thé wess important but was afraid

he would not be able to afford it. He also indicated tieawould be likely to get tested
if he knew that the test was free. The word frealade be stressed in the ad.

“I don’t have the insurance. | know it's important.”

“I would say don't be afraid to call. Please make a phone call.”



The blurb in the circle is too “wordy.” The key pointstire ad—the word free, the
ages at which one should be tested—probably should stamlthatad.

“Free gets everyone’s attention. If you say free, everybody ktaks

“A lot of times when you see things are really wordy, you tenaldofor only certain
things in there and it doesn’t stand out. Important things you probably need tmpull
to the front.”

Eight of the 10 respondents had not heard of the P$ASegeral also talked about
the fear of getting tested because of the digitabtectam. The idea that there is a
blood test that can be done in place of the DRE sstgang and makes them less
likely to avoid getting tested.

“It's the first time I've ever heard of PSA. | didn’t readizt was that simple. And it
kind of takes the fear out of it because when you say prostate chetknk of the
rubber glove deal.”

“The old-fashioned probe is just not something | ever look forward to. Batldn’t
hesitate to get the blood test.”

Some respondents think that once word gets out that iharsimple alternative to the
DRE that more men will be likely to get tested.

“When people hear folks say how easy it is, a lot of times yoafeail, everybody is
afraid sitting in the waiting room, and everyone is scared. But when ypbkeple
say that | did it and it's easy, you say wow...testimonials alwasls especially when
you're trying to get over that fear factor. “

One participant responded especially to the word “Scat8dared” might be a better
word to use on the billboard than “Avoiding.”

“Scared got my attention. The other ones | didn’t pay much attention to.”
Emphasize the call to action—“Call no matter what.”

“Maybe in the ads say ‘Call no matter what'...empha&adl.” There’s no risk in
calling. It could save your life.”

One respondent liked the “Afraid” print ad because thagens something unusual.
The “Scared” and the “Avoiding” print ads reminded seve¥gpondents of pictures
related to crime.

“These look like crime pictures or something. A pedophile hiding behire®a

One respondent suggested removing the hand from the pictinesbillboard. Since
prostate cancer is a threat to all races, it doematter what the race is of the figure
in the billboard.

Some respondents suggest that humor is inappropriate fpicdhat is so serious.



“Like you don’t joke about nuclear war. You shouldn’t joke about...”

» Other respondents suggested that the use of humor mighhtaedge off of the fear
that men have a prostate cancer and prostate exams.

“I don’t know. Because, you know, it kind of lightens the feel. &sibeif you have
that fear. Laugh and joke about it kind of takes the edge off. Otherawsare kind of
scared.”

“(The humor) kind of lessens the severity of it.”

C. Campaign B—"“Ask Charles”

BE A MAN.

—— g ——— g ——— emm— o=—"Aik

* Respondents liked the “Woody Sloan” and “Ask Charles” @a, but did not like
the print ad “Don’'t Be a Baby.”

“I like the Woody Sloan one the best. The ‘Don’t Be a Baby’ ad talks ttoyou.”

» The fact that prostate cancer is the second-leadingciller of men in Delaware is
important and should be highlighted. This is new informatatine respondents and
gets their attention.

“Where it says prostate cancer is the second-leading cause of caraths @¢ men in
Delaware, that sticks out pretty good. That's an attention-getter.”

* Many of the respondents preferred this campaign to “Campgditpecause it is more
direct in communicating information.

“There’s too much wishy-washy in the first one. This comes righarmlitells you all
about it. If I'm going to be told something | want to be told that diyectldon’t want
somebody beating around the bush.”

* The ads in this campaign did not mention the blood Téxs. is important information
that should be added. Consideration should be given togashdiarmation about the
blood test to the billboard also. Respondents think tleafaitt that the blood test is not
mentioned will cause male readers to automatically tbfrtke DRE.

“Once again they still missed that one point that everybody doesn’t knmwewdere
on there they should put ‘a simple blood test can save your life’...guwytahat right
up at the top that speaks to it so that...you say ‘wow, is that akas®?’”

“I agree with you 100%. Bring that back about that PSA.”



“That’s one of the important things. That's what I'm hearing, that faliss glon’t
know that.”

The words “blood test” should be used instead of “PSA.” €& PSA does not even
need to be mentioned. The ads do not need to get technitehdnse the words
“simple blood test.” The ads do not need to include infoionabout prostate-specific
antigen.

“Like you said, how many of the people here ever heard of PSA? You pohPSA
there, what'’s that? But if you say blood test...they can relate.”

Suggested campaign theme from the respondents: “Keep ydsrgmari he test for
prostate cancer is a simple blood test.”

One respondent said he did like “Don’t Be a Baby.” Hedoelate to that because he
hates going to the doctor. Individuals who did not like the@untered that most men
would not like to be told “Don’t Be a Baby.”

“These are fairly decent. | like the one, even though he didn'ttlikBe a Man.”
'Cause | hate doctors.”

“I don’t like going to the doctor either.”
“I think that most men don't like going to the doctor.”

Only one respondent said he had heard of “Screening fot Héedid not know
anything about the program. The message about Screenindefas Lidistinct.
Respondents concluded that if they call the number thes@nne kind of help there,
but they don’t know anything about the nature of help.

“There’s help there...you're not alone. There’s somebody out there tatig to
help you.”

The word “free” is not mentioned in any of these didshould be mentioned and
highlighted.

“Mentioning free gets people’s attention...especially when you're talking about
healthcare.”

The information about risk associated with age andisaicaportant and probably
should be included in the ad. The information about g thétt is probably not
necessary, because respondents think that everyonadheirobably has a fatty diet.

Respondents were told that Charles Cadogan and Woody\Béramneal people.
Respondents said they assumed that they were real peoiptet actors.

Factors that should be highlighted:

v" Free tests are available.
v" A blood test is available in place of the DRE.
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v If you're over age 50, or African-American and over ageydQ,are at risk.

» Several respondents listen to a syndicated black rallislhow host, Michael
Baisden, who often will devote an entire day on his Egto issues important to
African Americans. Such programs would be a good placeotogie prostate cancer
screening for African Americans.

“A lot of times on the Michael Baisden show on the radio will spdswddiday talking
about these issues that...target the African-American community. Thettlahgsey
always emphasize are the fact that it's free, it's available, s@vkere you find it.
Things that people really want to know and use.”

* The ads might be more effective if the wording makete#r that Charles and Woody
are indeed real people and that their stories areTealwording as tested is a little
ambiguous and relies on the reader to draw the conclusbthiey are real people.

* Three of the respondents preferred Campaign A—“Scared,5&x preferred
Campaign B—“Ask Charles.” One preferred the print admfCampaign A and the
TV spot for Campaign B.

D. Campaign C—“Persuasion”

Get him tested.

Early sympsiorms of prostate
arorvebie You are not.
Call +-800-464-HELP

o Aite

» Respondents thought that the campaign targeting womerml\wedffective in getting
their attention and that women would urge their men taegpted.

“It's aimed at a good direction because most men if they’re matagday, a woman
in their 40s or 50s at that point they’re kind of more apt to look ouhf&Er man’s
health. If they see something like that...I'm sure they’re going to geeir man and
say ‘Honey, you need to check into this'...it's a good ad...(womerentiie driving
force...”

“My girlfriend’s always on me...‘'when you going to get tested?””
“It's a good point. Because women are like that.”

» Some respondents especially liked the TV ad and thought tleflects a realistic
situation.

“The TV ad is dead on.”

“The TV ad portrayed a sense of urgency.”
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Respondents are particularly affected by the image ahtiteer and child. It makes
them think about what would happen if the husband-father welanger in the
picture. Some men may be more affected by the thoughewfchild losing them than
the thought of their wife losing them. Highlighting ttt@ldren could make the ad
more effective. Another sibling could be added.

“A lot of times you will listen to your wife, but if you have ykials around, nobody
wants to see their kids suffer...the one with the little girirsgaput at you catches
you. Nobody wants to leave their kids left alone.”

The campaign should appeal to single men as well asechanen.

The wording in the print ads in Campaign C includes rat@eto a DRE. These
references should be eliminated because the thoughDBE is likely to cause some
men to delay getting tested. Also, mentioning DRE in adilatted at females might
result in an inappropriate attempt at humor when femaigs their male significant
others to get tested.

Although “digital rectal exam” is a medical term, mdiuals without knowledge in
this area may infer that the term “digital” refeossome digital technology, not a
gloved finger.

Mention of the DRE should be avoided, even if the dostbkely to recommend a
DRE at the time of the PSA test. Respondents thinkhleaadvertising should do
nothing to dissuade men from getting tested. Men ardike$gto be reluctant to get a
blood test then a DRE.

“This day and age, somebody sees digital they’ll think, oh man, TV.”
“(The mention of the DRE) may keep some men from wanting to do it.”

“I think that can be something that can be said after the blood test. Ydueare
already committed to doing the blood test. Then they have to do thathenga

“Let them deal with (the DRE) after they’re in the doctor’soaff..”

“Sort of like selling cars. Hit them with the bottom line if yg@t them in the
showroom.”

Some respondents confuse the process of a colonoscthpthat of a DRE. Some
seem to believe that if they have had a colonoscopyhba prostate has also been
checked.

Only one of the print ads in Campaign C includes the indion about prostate
cancer being the second-largest cancer killer of m&wlaware. Some respondents
think that information is so important that it shoué&libcluded in all of the print ads.
Women, especially, are unlikely to know that information.
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Information in these ads needs to be written aeperience level of individuals
targeted who may be less likely to ever have bededdsr prostate cancer. Therefore
the use of technical terms such as “prostate-spectfigeari and “digital rectal exam”
should be avoided. The use of acronyms also should beealoi

Three words were used in various ads that describedhfoterostate cancer—
screenedcheckedandtested Respondents preferred “tested.”

“Screened is like they are qualifying you.”
“A test is a test.”
Key words in communicating these ideas include:

v Free
v' Simple
v Test

It's also important to communicate where the testbmnobtained. It is not
immediately clear to some respondents from the infaomgtresented in the ads
where they should go to get the test.

“Location. Tell them where they can get it.”
“Make it feel like it's local.”

It is important to respondents for them to know whak képpen if they call the 800
number. However, it is not important to stress thaytwill be connected with a nurse.
They only need to know that they will be connected wi@meone who can help them
arrange for the test. Some men may be embarrassaid ebbut the topic of a prostate
cancer test with a female.

“Call the 800 number for an appointment in your area.”
“People want something that is easy.”

“Instead of saying ‘to have a nurse help you schedule a test,’ it shaylsosnething
like ‘to be tested in your area call this number.”
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E. Transitional Billboards

What is the second-leading What is the second-leading
cancer killer of men in Delaware? cancer killer of men in Delaware?

LUNG PROSTATE COLDW PANCREATIC TESTICULAR LUNG PROSTATE (C°0M PANCREATIC TESTICULAR

What is second-leading - ==l lngHing
et e ot e 1 S &2 5 lewhiemggnhgsmm
cancer killer of men in Delaware’; P o o 1.4

LT6 PROSTITE (UM PANcATIC TESTICULAR 1746 PROSTITE CuM Pamcain

» The success of the idea of using sequential billboards mlie large number of
viewers passing the same spot repeatedly, for instancagitoviwork.

“It's only going to work if the same people see the same signs.”

* Inthe last billboard the “bumper sticker strip” shoudd nover up the question. That
message should be placed so that the original questibthamlternative answers can
still be seen.

“On the last one (the strip) shouldn’t cover the sign up, it should mbiélso they
can still see what the other side says before.”

* Some of the respondents thought that the idea wasstiteye
“It would jog your curiosity.”

* Some of the respondents thought the billboard might bve eftective if the message
was direct. Instead of having a series of messagegiowerask the question and put a
red circle around the correct answer. Then put the “bustpker message” under all
of that.

“Wouldn't it be easier if you asked this question instead all of ¢deX's, to just take
a red circle and put it around the correct answer? And then underneath thairtome
with this part that says prostate screening, you know, the sign underneatti that

“Don’t beat around the bush.”

* An alternative is to use a declarative statement—“prostateer is the second-leading
cancer Kkiller of men in Delaware”—instead of asking astjaa.

* Leaving the billboards up for one or two weeks before upd#tmgnessage could
cause someone a delay in getting tested. It would be bettesition the message like
the old Burma-Shave signs.

* The “bumper sticker message” might be better if it usedvord “testing” instead of
the word “screening.”
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Asking the question about the second-leading cancer &flleren in Delaware causes
some of the respondents to immediately ask themselasisvthe first-leading killer.

The word “killer” is a strong word that has impaaotaattracts attention. The fact that
it's a strong word suggests that it should be emphasizethgseby being in a
different color or being underlined. Make the word stamideyen more.

TV ads should be placed on programs that men frequentthwach as sports.

“Men watch sports. That would be the best time to put these ads visitale’

The ads should be fashioned in a way not to frightetatiget audience. The purpose
of the ads should be to get the target to go to the dimctyet tested. If the ads
concentrate too much on education regarding testing mddgydib may frighten
someone who is already fearful of getting a prostesiene Once the target is in the
doctor’s office he will be unlikely to refuse even a DRE.

“Something where you are trying to draw people in you want to (go softly)eY
looking at target groups that are not going to go on their own. You have tatloeaw
in. Like when you’re trying to get them into a car dealership. Kingliok them in.
Then hit them with the bottom line...once you get them in, the doctongstgaell
it.”
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Wilmington Session—Females

Female respondents were first shown Campaign C—"Peosyafllowed by Campaign
A—"Afraid” and Campaign B—"Ask Charles,” and finally theatrsitional billboards.

A. Awareness of Cancer Prevention Advertising

Before the respondents were shown any of the testtaingr they were asked if they
recalled having seen or read any advertising in the pastelated to cancer prevention.

» Several respondents recalled the Cancer Treatmentr€eht&merica ads.
* One woman recalled an ad for laser surgery for cancer.

» Several of the respondents said they had not seen angeliagling cancer
prevention; that the ads were always targeting peoplehaticancer already.

* One woman had seen a commercial about prostate cancer.

“I seen a commercial about cancer where the doctor said, uh, if ybu fe
uncomfortable about the exam, think about how the doctor feels when he pgesra fi
up there.”

B. Campaign C—"Persuasion”

Get him tested.

Early sympsiorms of prostate
arorvebie You are not.
Call +-800-464-HELP

o Aite

» Several respondents liked the TV ad because they thdugas ia realistic depiction
of their own home life. It was a scene that theyldgersonally relate to.

“The TV ad was interesting. It would have caught my eye.”

“The TV commercial | like. I'm always cooking, and yes, he’sgéan the front room
watching TV. It's just something we would do naturally. ‘Did you make that
appointment?””

“Actually the TV ad kind of got my attention. My husband is a TV faratd often

we have conversations as to what’s going on the TV. So when | heard dbeseof
comments about him being tested | would probably say, ‘Have you had that done
recently?’ It would have drew a conversation about it.”

» Several respondents liked the print ad with the motheérchild because it made them
think of their own personal situation and their childi®ne respondent liked the
phrase “you don’t have to have a prostate to be atfdntgrostate cancer” because
she thought it would make her wonder about the meaning ofdohé&tadiction.
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“The (print ad of mother and child) hit home to me. It made me tHintecand my
daughter...this message came across a lot clearer than the other two.”

“I like this one the best. These two ladies because when iitdégsthat...imagine if
you love somebody. | just like their faces. They are not sad ogcityiey are just
like, ‘Go do something about it.”

“...'you don’t have to have a prostate to be affected by prostate caneest thpse
words would have like...caught my attention...women don’t have a prostate so what
are they talking about?”

Several respondents liked the print ad with the man amdam facing each other.
They can relate to the image and the message. Th@admtory message in the words
“prostate cancer” is likely to get the attention of amyman with a man in her life.

“I like...the man and lady talking. Because they don't like to gbeadbctor. My
husband says if it ain’t broke, why am | going to get it fixed?”

“This one (the woman and the man) actually caught me when | talked about that PSA
| did hear of PSA before. My husband is one of those men who do notdikeéd the
doctor for anything...he was in the military a long time. He retirethfthe military.

He still does PT every day. He feels that he’s healthy. Thisigeatttention. | think |

can get him to go for simple blood test. That's a start.”

“The one I liked the most was (the woman and child) because that’s deddr’'t go
to doctors unless, you know, he’s dying.”

“Women are concerned about their husband. | think as soon as you see ‘prostate
cancer’ you're going to read below.”

Several liked the billboard because it is succinct and dieawever, they didn't like
the phrase “You are not.” They weren’t sure who the *yoas that is being referred
to.

“I particularly like (the billboard). I just think that every wordeans something. It's
powerful to someone who's just driving by and has to get the message.guickly

“I didn't like the “You are not.” | wasn'’t sure who they werekiay about.”

One respondent suggested that a billboard picture of a miawa@man embracing will
draw the attention of women faster than the verledsage. Therefore, the picture
should be highlighted in such a way that women have tbthleamessage in order to
find out what’s going on. The picture will make womemaer what the story is
behind the couple.
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“I like the billboard but with a couple of different changes. Like@fYou are not’ it
should be ‘invisible’ too to let the woman know that the symptomisasible but
you are not invisible to him. And then take a picture of the man and woreap;tkem
talking that way, but make them a black couple because black men aredffect,
but make the picture bigger because him holding her is a sign of compassiag,
love. That as a woman draws me in to make me look at what's going on in the
billboard faster than the words.”

Some respondents felt the billboard was weak and thanmight not be drawn into it
and remember the information. The phrase “Get himdéstanding alone on the
billboard can be confused with ads that promote HIMrtgstf the phrase “Get him
tested” is used, the words “prostate cancer” shouldbesacorporated so that the
message clearly is promoting prostate cancer testing.

“As far as the billboard, | mean, | read it but for me...it gives yowmber to call but
it's not a whole lot of information where it actually drew meéamemember it after |
drove past it.”

“The billboard, get him tested, | don’t know that as I’'m driving by thabuld read
the rest of it because my first thought would be OK, he’s got AIDS.”

“Most people think of ‘get tested’ is for AIDS.”

“If you put ‘Get him tested for prostate cancer’ that might wdmlkt, not just ‘Get him
tested.”

Some respondents objected to the phrase “A nurse cagcwefrhedule your test.”

“l don't like it says ‘A nurse can help you schedule your test’ bechtigek that
might scare them off a little. | would just say ‘You can schedulst’aated then put the
number down there.

Respondents suggested that men may not like to go to thersibecause they feel
they are no longer in control or that they are wé@dley are taught from a young age
that they are supposed to be strong and tough and shake difaomfort. Some men
did not get routine physicals as children or teenagedss@amre not used to the idea. If
they are not used to getting routine physicals, having to e doctor means that
something is wrong.

“l think because men like to be in control and they think that whengihéy the
doctor they’re no longer in control. They are supposed to be strong. Theaugtd
as little boys to be strong. Tough. Shake it off.”

“I think for my husband it stems from his childhood because of how heugreivyou
grew up getting routine visits, it's not a big deal to you. But as é& gp, the only
time they went to the doctor was when they were sick. Whettbani&vand my
brothers, we grew up getting routine physicals...to him, if | have to tiee doctor
that means something’s wrong.”
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“l think because women from early age go to the doctors and they are aftheir
bodies and changes and different things that men never go through, not like we do.”

Several respondents think that part of the reason neerelaictant to get checked for
prostate cancer is that doctors do not talk about peoséetcer or other similar health
problems at an early age. As teens, women often havwefirst GYN exam and are
coached about what to expect and what to look out f@mdge boys do not usually
get that kind of counseling.

“Even when | took my sons when they were younger to doctors, thesdoet@r
talked about, you know, in 20 years your prostate (may have problems)y@hare
going for your first GYN they talk to you about the breast...and what to lod&rout
Men don’t have that. Even if they go to the doctors regularly. They @thkabout
what to look for or be aware of as they get older.”

“My son had his first rectal exam for sports in high school. He stexxked that a
doctor even touched him there.”

The ads should not refer to the digital rectal exahe dds should motivate men to go
to the doctor to get tested. The doctor can raisesgue iof a digital rectal exam once
the man is in the office.

“I might not even put in about the digital rectal exam in here becauses fiag a
turnoff...maybe the PSA is fine because that’'s blood. Get him in thetkeando
what you've got to do.”

Some respondents suggested that information about thefbBthe prostate-specific
antigen are not necessary and may alienate men \&Hdtr& he ads do not need to
educate. Education can be done by the doctor once a m@oia for the test. Just
say that the test is a simple blood test. Use thepagm to motivate, not educate.

“Keep it simple...a blood test.”

“Because we don’t know what PSA really means unless you've actesdisirched
it.”

When asked about their preference of the print ads, sponelents preferred the ad
with the woman and child, and four preferred the coupledaeach other. One
respondent said the woman and child ad makes her thinkhang her daughter
could be left alone. Another said that ad would make tinémk about what would
happen to their family if her husband dies.

“I like (the woman and child because) it makes me think of you tegfed and that
reminds me that we could be left alone. Actually, it's more thé tttat gets me in the
woman, because | know how much my daughter is a daddy’s girl.”

“A man loves his family. And this represents family.”

“I like it because it's more of a family thing. It's not jusgs problem.”
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“If someone gets sick, it's not just you sick; it's everyanthe family that has to pay
the consequences.”

“l chose (the man and woman) because me and my husband we talk about everything.
We are like best friends. And to see this, | could reallhigetttention with this...”

* Many of the respondents said they thought that they g@rg to have to make the
call to make the arrangements. The ad campaign targetimgmwcould benefit from
asking the woman to call to make arrangements to gehaeitested.

* Respondents agreed that it would be very useful to haampasgn about prostate
cancer that targets women like this in order to get tt@meerned about helping the
men in their lives.

C. Campaign A—“Afraid”

Scared

AVOIDING

ATH CANCEN TEST?
-]
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* One respondent suggested that the ad should not targetnArmarican men
specifically because all men are at risk. The ads shargeét all classes of men, blue-
collar, white-collar, etc.

“When you put a poster together, it needs to capture all audiences.thikidea of
both...you need to hit everyone. Although African Americans get it aarligs, you
don’t want to eliminate an audience. By (showing African Americans anlyang

eliminating the audience because their first thought is, ‘I'm goodaliminite male.’
The ads should also target all classes of men. You need to hit the bareacolker,
and you need to get the white-collar worker...you need to hit all of sumbences.”

* One woman especially liked the “Avoiding” print ad. Sked the wordavoiding
better than the wordafraid or scared Women would be more likely to use the word
“avoiding” than “scared” or “afraid” because husbandsiafe partners might be
offended by those words. Another woman said that heramasivould not respond
positively to the word “scared.”

“I like the *avoiding the test...” with the man hiding behind a trdgat’s my favorite
one because | think it gets your attention more...‘avoiding’...than *afraid’ or
‘scared.”

“I don't like ‘afraid’ or ‘scared’...l don’t even want to read that...t@rd ‘avoiding’
| think is a better approach.”

“Scared...he would never go. That word would not make them, you know, it's not
going to pull himin.”

20



“I like the word ‘avoiding’ better than all the others.”

One respondent did not like the figure in the billboard Tigjure does not convey the
intended message and probably would not get her attemtienwording in the
billboard is generally acceptable. Respondents thought themafion on the

billboard was adequate, straight and to the point. One mdsepb said that the bag
reminded her of the Ku Klux Klan. The billboard might eweork without the picture,
with just the message.

“That looks like the last comic standing or something, | don’t know thabld use
that one)...l don't like the bag over the head. | would just ride rightast that.”

“I would think it's a comedy club or something like that.”

“I like the billboard. I'm not crazy about the picture. But that’stjesough
information, that if | would read it then | would say | need to get yetimeé call this
number and see what they can do. This is just enough.”

“I like the (billboard). But | don't like the picture. It reminaise too much of the Ku
Klux Klan or something like that. It's a bad picture.”

“I think this would be a really good billboard if it had someone in the, yowkno
public eye.”

None of the pictures in the campaign particularly appeahy of the women.

“I'm not crazy about any of the pictures but | do like the statem&wsiding,’ you
know...”

One respondent thought that none of the ads would bg tixglet the attention of
men who had not had a prostate exam. She suggested usisgfignogs might be
more successful in attracting a man’s attention tarteesage.

“I didn't like any of them. | just personally don’t think any of tkaiff is going to get
a man’s attention that is already afraid of doctors. The wordingibte. The
pictures are terrible. | think they should use, like, professiondtdiball players that
have been tested or that have had prostate cancer and are now fine. Stadecsr
football players...that's what’s going to draw men’s attention to the adwdhging
is fine, but they need to use different people.”

“I did like the ‘avoiding.” And | agree...that there should be someone thiecewould
grab them, something that would meet the eye. A professional, beddugsesée
someone that is big in the news, or whatever, they’re going to lobktaight away
and read about it.”

One respondent thought the commercials were not sorgdtian her husband would
relate to. She liked what the “Avoiding” ad said, but slendit like the picture
because “it is not where | live,” meaning that, livinghe city, she is used to bricks
and concrete, not grass and trees.
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“For the commercial, the first thing that came to my mind was caihusband relate,
can he really relate to, to the commercial. Personally | domritkthhe would. It doesn’t
strike me as something he would relate to.”

“I like the *avoiding’ ad. I'm not crazy about the picture becauss thin't where |
live. But | like what it says...I live in Wilmington off of Miand Avenue. Concrete,
buildings, city, kids. That's my neighborhood. And it's not all bad. Buuld look at
this and be...that's not where I'm at.”

One respondent said the photo in the “Scared” print ad ldeksomeone being taken
into jail, and that might be the excuse for her huslmtdo get tested. Also, the
figure in the ad looks too young.

“This other one with the ‘hoodie’ to me looks like somebody being takeaihor
something. All right, and all my husband needs is an excuse. He wouleimtoek at
what the story is about.”

One respondent suggested that some white males may astieat talk about black
men being more susceptible to prostate cancer. The lpg®inee I'm white, and
these ads target black people, why do | need to worry abb@ne?respondent
suggested that the billboard have both a black and a whieefigpaite.

“And | also think that, | know that the black fella is more susbépto prostate
cancer. That’s all my (white) husband needs to know. He won't reatiet . €iwhy
would | have to worry about it?"

“If I had to do the billboard...l would have a black and a white man thatfisan
public eye.”

One respondent said her husband gets an annual checkup by thenBepaf
Transportation because he is a truck driver. He thinkauseche gets that checkup
that he is fine and doesn’t need any further testing.

One woman said her husband would not respond to the TV spatde he tends to
disregard cute or funny commercials.

“l did not like the commercial. My husband when he sees crazy camfaegight
away he just...he would mute this commercial all the way if hehgsv t

Another respondent said she thought the TV commercmbillg and that it was
inappropriate for use in something as serious as prostatercdinis topic is a poor
candidate for the use of humor.

“This TV thing is kind of like selling, and | don’t think it's anythigsitly about it if you
have that (prostate cancer). So | would be like kind of pissed| ¢fad prostate
cancer and saw that.”

“I like (the billboard). This other stuff (the TV commercial ahd print ads) are
really silly.”
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D.

Campaign B—*Ask Charles”

BE A MAN.

BECAUSE OF
A PROSTAT]

i PROSIA]
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Respondents liked the TV commercial because they thaughs a venue that men
could relate to. However, they said the language is tihedstand should be revised to
reflect the kind of speech that actually occurs inrhdxghop. As one respondent said,
“They don’t (say), ‘You know, | had a PSA.”

“For the commercial...l actually like that. It gives a lot ofdnhation. It makes it very
simple, just go on and get the blood test. And it can make a diffareyaer life. So, |
would watch that.”

“l kind of like the barbershop idea because, it's true, there @ ®fl goings-on and
talking in barber shops and hair salons...that’s like true.”

“I like the barbershop scene. Maybe, the wording a little differ8peak how they
speak in the barbershop. They don’t (say,) ‘You know, | had a PSA.” Malk iThe
barbershop scene is perfect because that's where men relate. Buth@aakseem
real. Don’t have him speak like that. That's not how they talkbarbershop.”

“l do like the barbershop scene, but | don’t necessarily like theliwg. But | think
that barbershop scene is good...would attract attention with men. Maybe change some
of the wording.”

“The commercial doesn’t do anything for me.”

Respondents liked the “Just Ask Charles” print ad becaeyeahink he looks like a
real person who has been through prostate cancer. ldovtkgy did not like the
phrase “Just Ask Charles.” There is something about tihdimgpthat is not
compelling.

“The print ad ‘Just Ask Charles'...I like that but, | don’t know, #isfjust something
about the ‘Just Ask Charles’ part that | just can’t get with. jii'st not pulling me in. It
has all the right information but the ‘Just Ask Charles’ just doesmbgne.”

“I think that the names of people, | don’t know, | just never thoughtttlozd
anything. This doesn’t mean anything.”

“I like Charles...looks like something that says he’s been througimdtwith his fists
it looks like he’s trying to explain something to you, ‘Thishatw'm telling you.”
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“l like Charles. ‘Prostate screening saves lives. Just ask [EearYou can even leave
that out if you wanted to. Where it says Charles Cadogan beat prostate cancer
because he was checked. And | love his quote, ‘Hey, no one loves gbmgdator,’
and the next sentence, ‘It's the second-leading cancer killer oimi2elaware,” that
scares me and | would hope that it scares my husband. And there are no early
symptoms. That would get me to say to him, ‘Get your ass to the thoogirt. Call
him today to make an appointment.”™

Keep the message simple and positive. Don’'t present tet educational
information because that may make the man disincliogptt tested. Motivate the
target to get to the office to get tested and thenhetecontact as a means of
educating them about prostate health.

“My thought is to keep it positive. | mean, get them there and étiethém your
diet...family history...etc. | wouldn’t put in all that information...tothe’s too
much. You just want to do enough, you know, ‘Look, this saves lives’.. gdahtre
first. Don’t bring them down.”

Billboard

“(The billboard) is great, but just leave off ‘Just Ask Charfes.’

“I like this billboard a little bit. But ‘Just Ask Charles|'don’t like that.”
“And | like the billboard. And I like the idea of having a collagenan.”

“(On the billboard) | don't like ‘Just Ask Charles’ because then tiseagphone
number and | would think I'm calling Charles.”

“l did like the prostate screening part...‘Prostate screening séves.’ | thought if
the (‘Just Ask Charles’ and ‘Woody Sloan’) were combined on a (billboanauikd
be OK...to me it opens the mind. Because it allows them to se®thadt one, but
there are many...that have also gone through the same thing.”

Respondents generally liked the “Woody Sloan” print ad.

“I really like this man’s face right here, the Woody guy. | just him. He looks like
not so sad, but serious. ‘Take this test.” He’s sincere.”

The phrase “Don’t Be a Baby” was taken as condescenddhdemeaning.
“I like the ‘Be a Man’ (but) you can drop the ‘Don’'t Be a Baby’ part.”
“You don’t want to call a man a baby.”

“The ‘Be a Baby’ needs to go. That'’s insulting. | know my husband woudshi tdt
that.”

Respondents pointed out that men typically do not takibbealth issues the same
way that women do.
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“Men just don'’t talk about stuff like that, you know. We miglk &ddout us having a
baby or something female. Men don’t converse like that.”

“If men talk about Viagra, they don’t talk about it because they nedlay;re talking
about it more for entertainment.”

If the ads use the testimony of real people, the langmatdpe ads should somehow
convey that people in the ads are not actors. One oésp®ndents said she had heard
of the “Prostate Warriors.” Respondents liked the il@athe campaign could
consider using a tagline “Be a Prostate Warrior.”

“I've heard of the ‘Prostate Warriors.” They go around and get the goigget
tested.”

Consider using the picture of several different types@h on the billboard instead of
just a single male image.

Two or three of the respondents had previously heard &Borgening for Life.”

Six of the 10 respondents said they had not previously loééingé PSA test. The fact
that prostate cancer is the second-leading cause ofraateted death for men in
Delaware was also new information to everyone.

One respondent suggested tying ads regarding breast carcadsvitegarding
prostate cancer. That could help make men who are af#re risk of breast cancer
in women realize they also have a gender-related risk.

Transitional Billboards

What is the second-leading What is the second-leading
cancer killer of men in Delaware? cancer killer of men in Delaware?

LUNG PROSTATE COLDW PANCREATIC TESTICULAR LUNG PROSTATE (C°0M PANCREATIC TESTICULAR

What is the second-leading == logHing
et e ot e 1 S &2 5 lewhiemggnhgsmm
cancer killer of men in Delaware’; P o o 1.4

LT6 PROSTITE (UM PANcATIC TESTICULAR 1746 PROSTITE CuM Pamcain

Several of the respondents said they liked the tranaitiillboards. One respondent
suggested that the billboard sequence could also work asaa.TRérhaps it could be
done as a series during a sports event.

“My husband loves trivia...that would be a game to him.”

The message about cancer being the second-leading &dlecesf men in Delaware
could be run as a “crawling ad” below the screen of spwgsts or on the Weather
Channel, etc.
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Respondents suggested that men may disregard the messagkesbtests and
Screening for Life because they would automatically thiak tihey make too much
money to qualify. Any message promoting Screening for lhfeikl be separate from
messages urging men to get tested for prostate cancer.

Respondents think that their husbands would not respondontel idea that a nurse
can help schedule a test. It would be better just ewerte the phone number as a
way of scheduling the test.

Respondents suggest that call takers who help schedulatpresams should be
male. Many men may be reluctant to talk to female nwabesit this issue or to ask
them questions.

“If a woman answers...(he will hang up).”

Respondents preferred the word “tested” to “screenedéleecked” when referring to
getting a prostate exam.
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Wilmington Session—Males
A. Campaign A—“Afraid”
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* Respondents liked the billboard. They thought it had an apgpte@mount of
information and that it would get their attention.

AVOIDING
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“Well, | would say the billboard would get my attention. Becauseni¢vs
information. | always thought you went to the doctor with small fingers ocalliest
sounds like giving blood. | would definitely consider it.”

“I like the billboard. It's very forward and he gives you all theoimhation in one
sentence. You look at it and think, ‘That ain’t bad. I'm going tottalky doctor.”

“If I were driving a car, I'll read that. And miles down the roafter | passed that, |
would think about that.”

“The billboard is the one | kind of liked the least. The other tlac®| noticed they
pretty much say the same thing. Informing people that it's not a el It's
nothing but a blood test...l never knew that African Americans wereahask. |
think any of the print ads gives you just a little bit more informatian the
billboard.”

“The billboard is good. I like the billboard...it would get my attention.”

* Respondents liked the detailed information provided in the pds, but they did not
like the presentation or the use of humor. Also, @spaondent pointed out that not
everyone reads.

“Not everybody reads. And not everybody reads the same magazinese&ustlike
it would be hit or miss.”

“The (print ads) are the best. Because it tells me the age 8taiuld start
considering this. All this little information here in this blocleaing this information
here in this ad would make me make a phone call tomorrow.”

“This one wouldn’t grab my attention, because the guy is hiding behind dikebge
did something wrong.”

» The photo in the “Scared” print ad does attract attentiut its meaning is ambiguous.
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“Scared. That really catches my eye...that attracts my attention.clugaious now. So
| would stop and read that.”

“Scared guy...it's more | would think he’s ashamed...instead of scared.

Respondents thought that the information mentioned ifi ¥hepot—that prostate
cancer is the second-leading cause of cancer deaths of Defaware—is new and
important information that should be highlighted.

“The ad, it would catch my attention with this statement of prostateecasthe
second-leading cause of cancer deaths of men in Delaware. That wouitetlegrab
my attention.”

Respondents liked the information included in the campaigrdid not think the use
of humor is appropriate for a topic as serious as peostaicer.

“I think the information is good. It's kind of too cartoonish for rhthink it's a
serious issue. And it's almost like it's poking fun at it...I’'msue | would be drawn
to these.”

“The one with the guy in the file cabinet, for a TV ad, might catch your
attention...what's this guy hiding from? Just to catch your eye and watch it.”

“The (humor) doesn’t do it for me. | feel it's a serious matber.'t

“Afraid...without the guy hiding in the cabinet. You know, | think they doane
done something else.”

“And with the hood, you know...it looks like he’s getting ready to rob somébody
“The guy with the hood...he may not be 50.”

The PSA test and the ages at which men should bel teste new information to
most of the respondents. Six of the 11 respondents sich#d not previously heard
of PSA tests.

“The interesting thing for me about it was | didn’t know anything about itfss,
called a PSA. That | wasn’'t aware of.”

One respondent related that he had experienced prostatr ead had been
successfully treated. He mentioned that he lost senpatibn while under treatment
but that sexual function returned later. Several oféispondents said they were
unaware that sexual function could return, and thatgortant information to them
about prostate health and prostate cancer treatment.

Respondents said that they were not necessarily erabadray the digital rectal

exam, but one respondent said that the most embarrgssingas that a nurse was in
the exam room with the physician.
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Respondents agreed that the campaign should focus o8#hklébd test and not
mention the digital rectal exam, the discussion littv may cause some men to avoid
getting tested.

One respondent mentioned that the ad campaign did notomemtything about the
advantage of early detection.

“They don’t say anything about early detection. They should push the fagetttais
blood work because early detection is going to save your life. And | diolince that
in any of these ads.”

Some respondents are not familiar with medical procedu@serminology. One
respondent wondered if prostate cancer would be deteagd tinderwent a
colonoscopy.

B. Campaign B—“Ask Charles”

BE A MAN.
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Overall, respondents thought that Campaign B is signifigdoetter than Campaign A.

“(The reason it is better is) the pictures for one, I'm not tagkabout the (TV spot),
the actual pictures of the persons, their names, what they alttlwvenigh. | can relate
to that more...all of the information is there. The ages are theli&e .these a lot
better.”

“This packet is a lot better.”
“This is good stuff. Awareness. And these guys are not hiding doeir’ f

“Yeah, | like these much better. Just photos talking about a fewesiagb,
especially those Woody Sloan is alive today. You know, if you catthitigiearly
you can beat it. 'Cause if you don’t go to the doctor and get checked;ahdyeat
you.”

Some respondents considered the phrase “Don’t Be a Balwg’ condescending and
a “slap in the face.” Even the phrase “Be a Man” s&en by respondents as talking
down to them.

“The first ad was almost a slap in my face. This one hereaifyrmformative. It was
somebody talking to me...the only thing that | didn’t like was the secontDom&
Be a Baby.’ I think that's condescending...”

“Don’'t Be a Baby’? Then again were going into the man thing you know...”
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“You don’t want to talk down to the male species, because they ignore you.”
The TV ad in Campaign B is better than the TV ad im@aign A.

“I like this TV ad better. It speaks to me. Gives you afimdformation...”
Respondents liked the testimonial nature of Campaign B.

“l like the Woody Sloan...it talks about the prostate exam (and how he veay.Cur

“I like (this) better than Campaign A because it gives testimBoyneone who had it.
And beat it.”

One respondent noted that none of the print ads in GigmB say anything about a
blood test. That information should be included. It is ingoarthat men know that
there is an alternative to the DRE. This informatiaight motivate them to get a
blood test when they are reluctant to get a DRE.

One respondent suggested that the campaign stress anpdmtn the Woody Sloan
ad that prostate cancer has no early symptoms.

“On the Woody Sloan ad here the one effective statement here thaiehgprostate
cancer has no early symptoms. | think it's just human nature...that wegtot@tthe
doctor until we have a problem. To me, that sentence stands out, tleaatbero
early symptoms.”

Some respondents in this group said that information abloait thhe PSA test is for—
the prostate-specific antigen—is interesting informmatiad probably should be
included. Others said they thought this was too much infoom#bi be used in a
campaign with the purpose of motivating men to see gigisicians about getting a
prostate test.

Respondents suggested that the ads do not mention that avitiunedp in scheduling
a test. Instead, just use the phone number to urge thget torther information about
how to get tested.

“Instead of saying a nurse can help schedule your test, it should sdl-8a0 for
additional information.”

The ads do not necessarily need to state explicitlyGhatles Cadogan and Woody
Sloan are real people. Respondents inferred that thegalrpeople from looking at
the ads.

Respondents said that the biggest goal of the campaigidgbe to get men to the
doctor to get tested. They do not need to be told thefgseni the test. But they do
need to be given enough information to lead them to conthadehey are at risk and
need to get tested.
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* The cost of getting tested is important to respondergsmiportant to know whether
or not they have insurance that will cover the telse dost of the test is important to
them if they do not have insurance. The availability téa test for those who are not
covered by health insurance should be highlighted.

“Well, | think if people do not have insurance, they would forget ste’ te
“That would definitely help, a free test.”

* Only one respondent said he had heard anything in the pastSaseahing for Life,
but he could not identify any details about the program.

» Allrespondents preferred Campaign B to Campaign A. Araimpaign B, the print
ads preferred were “Just Ask Charles” and “Woody Sloan.”

C. Campaign C—“Persuasion”

Get him tested.

Early sympsiorms of prostate
arorvebie You are not.
Call +-800-464-HELP

o Aite

» The digital rectal exam procedure should not be merdianéhe ads.

“They all look pretty good to me. They mention the DRE and that mightitte bit
of a turnoff.”

* Respondents seemed unsure about whether or not fattghloetlsl be mentioned as a
risk factor. It might be useful information but it migiso be a turnoff.

“It was in some of the other ones too. That's got to worry éaaty | think when they
tell you that your fatty diet has something to do with it. I'll bet@dt everyone in here
has McDonald’s quarter-pounders and stuff like that. But, that's an e#emtare
tactic.”

* Respondents understood that women would be concerned abdatatth of their
men. They particularly liked the print ads with the nestand child and the woman
facing the man.

“It's really convincing to me. Apparently she’s worried. On thieenthand, symptoms
are invisible.... She cares about it.

“I like it. It's not bad. Definitely another eye-opener...itn®w you know how the
other person feels about it.” The one, or ones, who love you.”

“(The mother and child) really does it for me right here. That's drainer right
there. Don'’t play with it; get tested.”
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“I think this (the mother and child) is a real good one here, with tbenrand
daughter in there.”

“I really like the ad with the mom and her daughter. But the only thingishaissing
is the son. When | see this lady | see my mom going, ‘Did ygyowetest yet?’ She is
my nagger.”

“It's effective because you might have men out here that say, ‘Nieljoing to get
tested’ and just never go to get tested. So if they have somemmutoage them to
get tested, it gives them something else to think about. It'squste. My life is
affecting other people.”

“The wife, if she really cares about you, she’s more worried abouthauyou are.”
Some of the respondents did not know that there argmptems for prostate cancer.

“I like the invisible thing about the symptoms; | didn’t know thahimhk that's good
information.”

One respondent suggested that the TV ad not refer to an apenirwith the doctor,
but instead should refer to an appointment for a bloadTes focus should be on
getting a test, not going to the doctor.

“On the TV I like the focus of the issues that are highlighted.ohhething is when
she goes, ‘Did you make an appointment to see the doctor yet?’ | woulDisayou
make an appointment to get your blood test yet?"”

The information in the ads could be new information tot ®f women in the public.
One respondent thinks that women do not have the saatig nformation about men
that men have.

‘I like the whole program here because | think, number one, womentaos@tthe
information that we have as men about the prostate because they don’t haate to de
with that.”

Many men might respond immediately if their femalengigant other requests that
they get tested for prostate cancer.

“Thinking about this whole thing, if my girl came to me and she asked g t
think I'd do it right then and there. Because it shows me thatasles that much to
even mention it.”

Men are often procrastinators and do not want to make apperiits. So in the TV ad
instead of her handing him the phone, she should telthatshe is going to make the
appointment for him and tell him when it is.

Respondents thought that it definitely would be useflilbtee a campaign about
prostate cancer that targets women.
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D. Transitional Billboards

What is the second-leading What is the second-leading
cancer killer of men in Delaware? cancer killer of men in Delaware?

LUNG PROSTATE COLDW PANCREATIC TESTICULAR LUNG PROSTATE (C°0M PANCREATIC TESTICULAR

What is the second-leading =l Ingdin

le.sugg
cancer killer of men in Delaware? [ 7S — ,.u"m : lives.
LG PROSTATE CutM PANTcATIC TESTICULAR 124G PROSTTE Cu'M Pam cnin

» The campaign might be effective for people who dtineesame routes frequently, but
may not be effective for people who just happen on tdilllard in their travels.
Respondents preferred an alternative that would use aatedastatement: “Prostate
cancer is the second-leading cancer Kkiller of men laviae.” That is a powerful
message that would not rely on people seeing the billb@dirdsthe times. This
could be run as a single billboard with the declarativesage “Prostate cancer is the
second-leading cancer killer of men in Delaware” to gateeinterest in the
subsequent billboard campaigns.

“Straightforward and direct.”

“That would do it.”

“Don’t have to put all the other stuff on there.”
“It's more powerful.”

* Respondents think the message about prostate cancer leesertind-leading cancer
killer of men in Delaware is powerful.
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Campaign A - “Afraid”

Aroysius BuTLer & CLARK
A fresh perspective in marketing communications

DEILAWARE HEALTH AND SOCIAL SERVICES

3} Division of Public Health

Comprehensive Cancer Control Program

Afraid :30 TV

Shot of African American guy about 40

d in busi) dattire, peering out

of a file drawer in an office setting.

VO: Are you avoiding getting tested for
prostate cancer?

S )

N7

Cut to shot of two guys of age 50 peering
out from either side of a large bush. One
sneaks out frame left, the other frame

right.

VO: One simple blood test—called a
PSA—Is all it takes to help you learn
your risk.

34

Cut to shot of Caucasian guy dressed
in a flannel shirt peering out from under
the hood of his car—as if he'’s actually
inside the car.

VO: There's something you should
know. Prostate cancer Is the second-
leading cause of cancer deaths of men
in Delaware.

To have a nurse help
you schedule a tesi
call 1-800-464-HELP.

VO: So stop avolding it. Get tested today.



“Afraid” - Print Ad 1

AVOICING»

the test for prostate cancer?

Relax. It’s a simple blood test!

= h It's called a PSA. - -
It detects something called prostate =
specific antigen in your blood. Getting one now
can help your doctor keep an eye on your risk for
prostate cancer as you get older. Every man 50 or
older should get a PSA test—African Americans are
at risk earlier and should begin getting tested
} at age 40. Talk to your doctor today.
- . Or call 800-464-HELP for P

]
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B el . | more info.
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“Afraid” - Print Ad 2

36

It's called a PSA.
It detects something called prostate specific
antigen in your blood. Getting one now can help

your doctor keep an eye on your risk for prostate
cancer as you get older. Every man 50 or older should
get a PSA test—African Americans are at risk earlier and
should begin testing at age 40. You may even qualify
for a free test through Screening for Life. A nurse
can help you schedule your test.
Call 1-800-464-HELP.




“Afraid” - Print Ad 3

Afra

to be tested for prostate cancer?
Relax. It’s a simple blood test.

d

=k

It's called a PSA.
It detects something called prostate
specific antigen in your blood. Getting one now

can help your doctor keep an eye on your risk for

prostate cancer as you get older. Every man 50 or
older should get a PSA test—African Americans are

at risk earlier and should begin getting tested
at age 40. Talk to your doctor today.
Or call 800-464-HELP for

more info.
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“Afraid” - Billboard

A PROSTATE CANCER TEST?
RELAX. IT’S A SIMPLE BLOOD TEST. 800-464-HELP
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Campaign B -"Ask Charles”

DELAWARE HEALTH AND SOCIAL SERVICES
Division of Public Health

yal=3 Aroysius BUTLER & CLARK

& A fresh perspective in marketing communications

Comprehensive Cancer Control Program

Charles :30 TV

B B

Charles in his shop, cutting a guy’s hair. Super when we see him first. CHARLES: Now, | don't like going to
the doctor, but good thing | did, or |

Handheld camera moves. We hear buzz wouldn’t be alive.
of razor. Camera moves from shots of

him cutting hair to close ups of his face He did a simple PSA blood test. It
as he talks. showed that | had prostate cancer.

‘ To have a nurse help

you schedule a test
call 1-800-464-HELP.

CHARLES: | was like, “Prostate cancer? CHARLES: If you're over 40, ask your
What'’s that? Can it kill you?” And he doctor for a PSA test. You can even
said, “Oh yeabh, it can kill you. It’s the talk to me about getting tested for
second-leading cause of cancer deaths prostate cancer.

of men in Delaware.” Don't put it off.

We found it early enough for me to get It could save your life.

treated...and survive!
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“Ask Charles” - Print Ad 1

“Hey, no one likes going to the doctor, but you'll like it better than what prostate cancer can do to you. Don’t
mess around with this.” |t's the second-leading cause of cancer deaths of men in Delaware, and there are no
early symptoms. If you're over 50, or are 40 and African-American, have a fatty diet or a family history of
prostate or breast cancer, make an appointment with your doctor today. You may even qualify for a free test

through Screening for Life.
A nurse can help you schedule your test. screemngl .f o mm:aff::z:msomtm
can 1-800-464-HELP =L W =
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“Ask Charles” - Print Ad 2

BE A MAN.

“Hey, nobody likes to go to the doctor, but | got myseif there, and I'm allve today because of Iit. We caught my
prostate cancer early, and got me on the treatments | needed.” Prostate cancer is the second-leading cause of
cancer deaths of men in Delaware. |f you're over 50, or are 40 and African-American, have a fatty diet or a family
history of prostate or breast cancer, make an appointment with your doctor today. You may even qualify for a free
test through Screening for Life.

AND SOCIAL

A nurse can help you schedule your test. ,c‘ ,
can 1-800-464-HELP “#life ©

Division of Public Heatth
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“Ask Charles” - Print Ad 3

Prostate cancer has no early symptoms, so your only chance is to ask your doctor for a simple test. If you're
over 50, or are 40 and African-American, have a fatty diet or a family history of prostate or breast cancer, make
an appointment today. You may even qualify for a free test through Screening for Life. Just ask Woody. “If you catch
this thing early, you can beat it. But if you don’t go to the doctor and get checked, trust me, it can beat you!”

A nurse can help you schedule your test. screening | & f @ DELAWA:EHEAmemL SERVICES
catl 1-800-464-HELP “life @
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“Ask Charles” - Billboard

PROSTATE SCREENINGS
SAVE LIVES.

JUST ASK CHARLES.
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Campaign C - “Persuasion”

DELAWARE HEALTH AND SOCIAL SERVICES
Division of Public Health

Arovsius BUTLER & CLARK

A fresh perspective in marketing communications

Comprehensive Cancer Control Program

Persuasion :30 TV

45-ish African-American woman in a Reverse shot of African-American man Back to woman’s shot in kitchen.

kitchen, choppi tables. f about 45-ish pointing th te at th
cozy kitchen, chopping vegetables. ;z_ vas ;L'J ish pointing the remote at the WIFE: Did you make:an appointment i
ANNOUNCER: Your husband could be see the doctor yet?
in serious danger. ANNOUNCER: If he’s over 40, depending

on his medical history, he could be at
greater risk for prostate cancer.

To have a nurse help
you schedule a test
call 1-800-464-HELP.

; =
Back to man’s shot. He squirms a little. Back to woman'’s shot where she grabs ANNOUNCER: If there’s a man in your
the portable phone and walks into the life, get him to the doctor to get
HUSBAND: No. living room. screened.

She takes the remote from him and And don't let up until he does.

replaces it with the phone.

ANNOUNCER: And although the
symptoms of prostate cancer may
be invisible...

...you are not.
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“Persuasion” - Print Ad 1

The early symptoms
of prostate cancer
are invisible.

You, on the other hand, are not.

Prostate Cancer. It's the second-leading cause of cancer deaths of men in Delaware, and there are no
early symptoms. A simple blood test can detect PSA—prostate-specific antigen—in the blood, and may be
his best chance to catch it in time. If he's over 50, or if he's 40 and African-American, has a family history of
prostate or breast cancer, or has a fatty diet, make an appointment for him and get him there. He may
even gualify for a free test through Screening for Life. Don't let up on this, it may just save his life.

A nurse can help you schedule your test. screening | @ B DELAWARE HEALTH AND SOCIAL SERVICES
sust call 1-B00- 464 -HELP *life @===
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“Persuasion” - Print Ad 2

Don’t let anything stand between you and the man in your life.

You know he's not the type to go to the doctor. Much less get tested for the disease that will be diagnosed
in one out of every six men. it’s up to you. If he's age 50 or older—or African American and age 40 or
older—urge him to screened for prostate cancer. A simple blood test detects PSA—prostate-specific
antigen—in the blood. Combined with a digital rectal examination, it can determine his risk of prostate

cancer. He may even qualify for a free test through Screening for Life. It could save his life.

A nurse can help you schedule your test.

Just call 1-800-464 -HELP sreuioy l .'i fe @;ﬁ_

TH AND SOCIAL SERVICES
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“Persuasion” - Print Ad 3

You don’t havéfto
have a prostate

to be affected by prostate cancer.

Imagine prostate cancer taking the life of your husband. Or your father. Or your uncle. Or your brother. All
because he wouldn’t get tested when it was most treatable, at an early age. Urge the men in your life to get
tested for prostate cancer at age 50—or age 40 if African American. A simple blood test detects PSA—
prostate-specific antigen—in the blood. Combined with a digital rectal examination, it can determine his risk

of prostate cancer. He may even qualify for a free test through Screening for Life. It could save his life.

Division of Public Health
‘Comprahensive Cancer Conlrol Program

A nurse can help you schedule your test. screening | 2 f ﬂ*ﬂﬁfﬂiﬂnswxs&mg
| J
Just cal 1-800-464 -HELP “[1fe
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“Persuasion” - Billboard

Get him tested.

1 Early symptoms of prostate cancer
i are invisible.You are not.

" Call +-800-464-HELP
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What is the second-leading
cancer killer of men in Delaware?
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“Transitional” — Billboard 2
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What is the second-leading
cancer killer of men in Delaware?

LUNG PROSTATE Gu'dN PANCREATIC TESTICULAR
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“Transitional” — Billboard 3
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What is the second-leading
cancer killer of men in Delaware?
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“Transitional” — Billboard 4

Prostate screénings

( Askyour doctor o call 1-800-464-HEI.P.
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