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In addition td i-ecognition of the awesome obstacleé_ tofcommunicatiéﬁ.mehfiohed ‘
above a communicator must be aware of certain principles of effective communi-

cation.

T "I‘herfirst of these principles is to assume non-complia‘ﬁce from your .. '
| audience. Inthe case of physicians, we know that they ére,bbﬁxbarded
with literally thousands of messages :"m the couf sve of a month that deal’
with technical drug information, new: drug introductﬂi‘ons’, ‘new: research
findings on existing d-r\;gs, n‘ew Food and Drug adxriiniatfétion regulations,
etc., We should as su.rné;that these phy‘sicia;;s wﬁl not necessafily 'do Wiiat

the messagés ask them to-do or even listen to the messages.

2. A mistake commonly made in communications is to.assume thatfiﬁfotzm.é.f Lo
tion is enough to produce behavioral change. If information wetre enough,
" very few people in this country would still be smoking. On the side of

eveiy pack of cigarettes sold in this country there is a wa::"‘r‘;i'ngitfrom the

# Surgeon Ganeral stating that cigarette smoking is harmful to health. We
can assume that every smoker has been informed. Many, howev;e‘x"{:r'ha;ire‘

not yet been persuaded. . . IR .

3.1t is unwise to-assume f:ha‘c a need is recognized by the intehded‘xconsumg‘r i

of ‘a product or program. Personal hyé‘iene is a self-evident need from the

point of view of health departments everywhere, yet in country after ‘c"ountz:y EE
‘that need has had to be explained, or; if you will, sold, And very few -
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