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Executive Summary

The Challenge:

The significant challenge for communicating with the outdoor workers segment is to identify how to overcome the current barriers to behavioural change identified within the April 2009 report.  
The following section provides a précis of the key findings from the April 2009 report which have served to inform the recommendations provided within this addendum to the main report.  This section is followed by a brief outline of the creative brief, and concludes with some initial creative executions.   

The creative brief and the resultant creative execution have been informed by both the literature review and research findings detailed within the April 2009 report.  

The recommendation is being made for posters to be used to communicate key messages to outdoor workers, since: they are highly visible (A3 in size); can be easily located in prominent areas; and they serve to act as reminders, providing ongoing reinforcement of the key messages and calls to action over the duration of their use.  Note: the poster is seen to be one element of an integrated communications campaign.
The initial creative ideas have been provided with a dual aim: to bring the creative recommendations to life; and to act as a catalyst for discussion. 

Précis of Key Findings from April 2008 research which inform the Outdoor Worker Poster Design

The research findings related to the outdoor worker segment support the recommendation for disseminating information posters in the workplace.  Of particular note: 
· The outdoor worker focus groups discussed the need for communications which were ‘visible’ 

· Additionally they highlighted that the leaflets provided to date have a short lifespan 

The findings from the Literature Review present the following considerations with respect to outdoor workers:

· The work environment can be considered to be a ‘Physical factor’ impacting upon outdoor workers ability to minimise the risk (see p17 of the April 2009 report)

· Drawing from the Extended Parallel Process model (see p18 of the April 2009 report), outdoor workers may doubt their ability to minimise the threat of sun damage
· Positively framed messages are likely to be more effective than negatively framed messages 
The recommendations within this addendum to the April 2009 report aim to overcome the existing barriers of control beliefs and perceived power.  More specifically:


· Outdoor workers feel that the nature of their job prevents them from using effective sun protection strategies and therefore present a fatalistic perspective of their own risks

Relevant generic findings of note to mention:

· Importance of improving the Readability (SMOG) Index
· More specifically: simplify wording; posters/signs for use at key outdoor locations such as beaches

· Seek to improve perceived power and self efficacy by providing clear advice with respect to current rights & responsibilities under existing legislation and regulations (see page 77).  It is not the seen as the role of the poster to achieve this objective, and instead this is recommended as the role of integrated communications which support the poster creative.
· Seek to reinforce self efficacy  (using copy such as: It’s in your CONTROL, It’s in YOUR HANDS, YOU HAVE CONTROL OVER YOUR FUTURE)
· Mention the availability of specific sun creams – e.g. waterproof, non sweaty sun cream (p46)

· Improve availability of sun protection measures: e.g. sun cream packs or dispensers; protective clothing such as hats; shaded areas where possible at key outdoor sites. (see p77).  

It is recommended that we explore the potential for partnerships with specific sun cream manufacturers with the aim of gaining sponsorship for this activity.

Outline of the Creative Brief
Introduction
The Poster has been designed with the following purpose: to gain the attention of outdoor workers, to make them aware that Sun Protection/Skin Cancer concerns DOES apply to them; and to make them aware that they CAN protect themselves.  Note: the poster is seen to be one element of an integrated communications campaign.
Primary Objectives

· To gain the attention of the target audience (outdoor workers)

· To demonstrate that sun protection is of relevance to them 

· To make them aware that they can protect themselves, despite their work situation.

Key messages

· Demonstrate that ‘It DOES apply to YOU’ (the target audience)
· Educate outdoor workers that water proof, sweat proof sun creams are available

· Call to action: encourage the application of free of charge sun cream (located next to the poster – see final two visuals)

· Call to action: where appropriate, provide space on the poster for ‘next skin cancer screening date’, to enable the employer to manually advertise (and regularly update) the next screening date.  (It is recommended that the poster is made of wipe-board material, to enable updates using a fibre tip pen.) 
Style and Tone

· Be careful not to patronise. Don’t tell them what to do. Instead pass control to the target audience
Creative Execution
· Media:  recommend the poster is made of heavy plastic or metal to be used as a permanent display. At the very least it is recommended that the poster is made from a laminated material.  

· Media: recommend the poster is A3 or larger in size, to maximise visibility.

· Recommend where appropriate, the poster is displayed above a fixed shelf and fixed self-dispensing bottle of waterproof suncream (at hands reach) – provided for the workers use.  (see the visuals to illustrate)

· The continual use of the suncream, (minimal expectation is daily) will provide regular exposure to the key message, and thus serve to reinforce the message and associated calls to action (see the visuals to illustrate)
· Location: recommend the poster is located in areas of maximum traffic of outdoor workers such as next to the equipment store, to maximise the OTS (opportunities to see) of the key message and associated calls to action.

· Images: it is recommended that the poster makes it clear that this DOES apply to THEM by using images that specifically relate to water-based and sport-based activities (see the visuals to illustrate)
· Recommend the creative includes a bold message to gain their attention, with a headline which acknowledges their understanding of what they need to do  (i.e. we must ensure that the message is not patronising in any way) 

· Call to action: next screening date printed onto wipe board material, enabling the employer to raise awareness of the next opportunity to be screened

· Logo: currently a placeholder graphic has been used to indicate where a logo may be located.  We recommend that a discussion takes place to determine the most appropriate logo to be used.
Creative Ideas

The initial creative ideas have been provided with a dual aim: to bring the creative recommendations to life; and to act as a catalyst for discussion. 

(see document entitled PosterCreative_1_5_09.pdf)
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