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Background and Purpose

• This study was designed to identify message 
design options for public health campaigns to 
increase fruit and vegetable consumption 
behavior among adult African Americans living 
in the state of Kentucky using a cross-
disciplinary approach

• Funded by NHLBI/NIH



Data Collection



Overview of Data Collection Locales

• Louisville is the largest metropolitan area in 
state (approx. 1 million people).
– The population of Louisville is 33% African 

American. 

• The city of Hopkinsville is a small, rural city of 
30,089 people 
– The population of Hopkinsville is 31% African 

American.



Study Design

• Collected four rounds of data
– 2 qualitative (transect walks and interviews)

– 2 quantitative (paper & pencil survey and a marketing 
trade-off survey)

• Quantitative marketing trade-off survey (N = 311)

• $20 incentive (~30 min survey)

• Collected data at festivals, barbershops, and community 
meeting locations

• Data collected from fall 2011 to fall 2013



Sample

• All self-identified as African American over 18 yr
old

• Overweight or obese according to BMI chart

• Average age was 45

• 2/3 female and 1/3 male

• Average HH income was less than $30,000/year 

• 30% received some sort of food assistance

• N = 142 in Louisville, N= 169 in Hopkinsville



Marketing Trade-Off Survey

Adaptive Conjoint Analysis



Overview of Adaptive Conjoint 
Analysis

• Used by market researchers to identify the optimal combination of 
product or service features in a competitive marketplace. 

• The first step in conjoint analysis is to describe the product or service in 
terms of its attributes
– e.g., a laptop computer has the attributes:  storage capacity, processor speed, 

screen size, price, brand, etc.

• Then each attribute is broken down into different levels
– e.g., storage capacity could be: 500 GB, 750 GB, or 1 TB;  

brand could be: Dell, Apple, HP or Acer

• Respondents see a set of product profiles developed from a unique 
combination of the levels of each attribute and are asked to identify which 
they’d buy.

• Using these choices, researchers can determine which product profile (i.e., 
combination of attribute levels) provide the most “utility” for consumers. 



Marketing Trade-Off Survey

• We have applied this analytical concept to the elements of message 
design.

– Instead of product attributes, we asked respondents to compare 
communication message features

• Because we did not find many geographical differences between 
Hopkinsville and Louisville among the results of our previous rounds 
of formative research… 

– We generated the same message feature options for Hopkinsville and 
Louisville, which were identified from the findings of our three 
previous phases of research.



Marketing Trade-Off Survey

• The message features we assessed included 
five core concepts and were presented as a 
trade-off decision:

• Behavior (tested 4 different behavior options)

• Action Demonstrated (tested 4 options)

• Message Source (tested 5 options)

• Benefit (tested 4 options)

• Situation Illustrated (tested 5 options)



Example Trade-Off Decision

• Administered via computer



Louisville (N = 142) Hopkinsville (N = 169)

Trade-Off Findings: Average Overall 
Importance

• Attribute importances were ordered similarly 
across geographies, with message source being 
the most important driver of message preference



Trade-Off Findings: Message Source 
Options

• Healthiest close friend was the most motivational message source (our 
previous formative research findings from traditional qualitative research 
showed mom/grandmother as most motivational)

– In Hopkinsville, as compared to Louisville, someone who looks like a church 
leader was cited as being a significantly more motivational message source 
whereas mom/grandmother were slightly less motivational when compared 
with responses from Louisville residents

ACA/HB Run Summary Results                                                              Louisville Hopkinsville p-value
Number of Respondents 142 169

Average Utilities (Zero-Centered Difference Scores)
MESSAGE SOURCE
• Someone who looks like your healthiest close friend 20.03 16.32 .48

• Someone who looks like your mother or grandmother 15.03 5.52 .09

• Someone who looks like your doctor -1.37 -8.14 .21

• Someone who looks like your local health department 
representative

-12.88 -14.44 .73

• Someone who looks like a church leader -20.82 .74 .0001*



Trade-Off Findings: Situation Illustrated

• In both locations the most motivational situation was when the person in 
the message was described as talking about setting a good example for 
other people
– In Hopkinsville, the order of utility estimates indicated that family-related 

situations were more motivational than personally-focused situations (the 
opposite seemed true for Louisville)

Average Utilities (Zero-Centered Diffs) Louisville Hopkinsville P-value

SITUATION ILLUSTRATED
• Person in the message talks about setting a good example for 

other people (family, friends, relatives)
11.40 10.97 .92

• Person in the message talks about  living with a chronic 
condition (e.g., high blood pressure, high cholesterol, diabetes)

7.30 2.97 .35

• Person in the message talks about how eating habits can affect 
other aspects of family life

5.24 4.93 .31

• Person in the message talks about how a close family 
member's serious health problem is influencing their own 
health decisions

-0.31 2.97 .49

• Person in the message talks about how they felt when they 
learned that their weight classified them as obese

-23.63 -21.46 .59



Trade-Off Findings: Behavior

• In both locations, participants overwhelmingly found the idea of 
eating 2 cups of fruit and 2.5 cups of vegetables daily most 
motivational.

• In contrast, the USDA’s current suggestion (filling half of your plate 
with fruits and vegetables at each meal) was not viewed as 
particularly motivational.

Average Utilities (Zero-Centered Diffs) Louisville Hopkinsville p-value
BEHAVIOR

• Eat 2 cups of fruit and 2 1/2 cups of vegetables every 

day
15.75 16.09 .93

• Eat 2-3 servings of fruit or vegetables with every meal 4.61 2.29 .58

• Fill half your plate with fruits and vegetables at each 

meal or eating occasion
-4.85 -5.07 .96

• Eat double the amount of fruit and vegetables you are 

now eating each day
-15.51 -13.31 .65



• Both locations preferred lowering one’s risk of heart 
disease and heart attack as the message benefit

• However, Hopkinsville residents found the idea that 
fruit and vegetables can help you look better a close 
second

Trade-Off Findings: Benefits

Average Utilities (Zero-Centered Diffs) Louisville Hopkinsville p-value

BENEFITS

• Lower your risk of heart disease and heart 

attack
8.35 7.10 .76

• Help you look better (clear skin, healthier 

hair, stronger muscles)
4.92 6.44 .71

• Lose weight -.35 -5.65 .25

• Help your family learn healthy eating habits -12.92 -7.90 .20



Trade-Off Findings: Action 
Demonstrated

• In both Louisville and Hopkinsville, the desire to save money on 
fruits and vegetables was most motivational

– In Louisville, however, participants were also interested in learning 
about how to use fruit and vegetables in their cooking but 
Hopkinsvillians wanted to learn new ways to center their meals around 
fruits and vegetables

Average Utilities (Zero-Centered Diffs)                                             Louisville Hopkinsville p-value

ACTION DEMONSTRATED

• Ways to buy more fruit and vegetables for less 5.44 6.63 .76

• New recipes for cooking with fruit and vegetables (for  

example, as extra flavorings)
1.02 -5.72 .10

• New ways to prepare fresh fruit and vegetables as a 

main dish
.76 2.51 .63

• Ways to get your money's worth out of the fruit and 

vegetables you purchase (for example, reminders to eat 

those purchased, or tips for making them last longer)

-7.22 -3.42 .71



“Best Message”

• Someone who looks like your healthiest close friend:

– Who suggests that you eat 2 cups of fruit and 2 1/2 cups of 
vegetables every day and provides tips for how to buy 
more fruits and veggies for less, with the promise of 
lowering your risk of heart disease and heart attack.

– The message should be provided in a medium where the 
audio, text, and/or visuals can illustrate the message 
source setting a good example for other people (family, 
friends, relatives) by engaging in the recommended 
behavior. 


