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Zagreb, Croatia, 14-16 December 2007  

 

PROVISIONAL PROGRAMME 

 
 

Explanatory Notes on Training Workshop – see page 4 
Trainer: Dr Everold Hosein 

 

 

Friday, 14 December 2007 

 

08:30 – 08:45 Registration 

 

08:45 – 09:00 Welcome 

WHO Euro 

 

09:00 – 10:00 Introduction of Participants 

Dr Everold Hosein 

 

10:00 – 10:30 Review of Workshop Agenda and Process 
Dr Everold Hosein 

 

10:30 – 10:50 Coffee break 
 

10:50 – 13:00 The Challenge: 

Achieving Behavioural Objectives in Health Development 

Dr Everold Hosein 

 

13:00 – 14:00 Lunch 
 

14:00 – 15:30 Communication and Behavioural Results: 

Overview of Approaches to Achieving Behavioural Objectives:  

the Kevin Costner Syndrome, Information, Education, Communication; 

Health Education/Promotion, Advocacy, and Coercion 

Dr Everold Hosein 

 

15:30 – 15:50 Coffee break 
 

15:50 – 17:00 Behaviour Adoption Principles: 

Explore the process of behaviour adoption, adoption rates, market analysis, 

market segmentation, etcetera 

Dr Everold Hosein 

 

17:00 Close of Day 1 

 



WHO SEE Tobacco Control Training, Zagreb, 14-16 December 2007 

 

 

 - 2 - 

 

Saturday, 15 December 2007 

 

08:30 – 10:30 Discussion: What Stood Out from Yesterday 

 

Communication and Behavioural Results continued 

 

Communication Principles: 

Selected Themes:  

• The Miracle of Communication 

• Mass media vs. Interpersonal 

• the Multi-Step Flow of Communication 

• Community Rumour Flow 

• The #1 Starting Point for Communication Planning?  

• Communication Challenges - The Three Pains: Selective Attention, 

Selective Perception, Selective Retention  

• Husband /Wife Communication; etc. 
Dr Everold Hosein 

 

10:30 – 10:50 Coffee break 
 

10:50 – 13:00 The importance of communication and its different functions in relation to 

each dimension of behaviour adoption 

 

Marketing Principles for Integrated Marketing Communication and COMBI: 

Selected Themes:  

• The Miracle of Communication  

• Mass media vs. Interpersonal  

• The Four P’s of traditional marketing converted to the Four Cs of 

COMBI 

• The Last of the Four C’s: Communication- Integrated “Engaged” 

Communication 

• The 5-Point Star of Communication Actions: Administrative 

Mobilisation/ Public Relations/Advocacy; 

• Community Mobilisation and Participation 

• Advertising 

• Interpersonal Communication 

• Point-of-Service Promotion, -- integrated, achieving six “hits” 

Dr Everold Hosein 

 

13:00 – 14:00 Lunch 
 

14:00 – 15:30 COMBI Marketing Principles continued 

Dr Everold Hosein 

 

15:30 – 15:50 Coffee break 
 

15:50 – 17:00 Advertising  (Radio-Television-Print): Part I 

Dr Everold Hosein 

 

17:00 Close of Day 2 
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Sunday, 16 December 2007 

 

08:30 – 10:30 Discussion: What Stood Out from Yesterday 

 

Public Relations and Media 

Dr Everold Hosein 

 

10:30 – 10:50 Coffee break 
 

10:50 – 13:00 Counselling/Client Communication Interpersonal Communication  

(Briefly covered) 

 

Group Communication Principles (Briefly covered) 

 

The COMBI Planning Process 

Dr Everold Hosein 

 

13:00 – 14:00 Lunch 
 

14:00 – 15:30 Current European Commission Tobacco Control activities and available 

materials (To be Determined) 

European Commission DG SANCO representatives 

 

15:30 – 15:50 Coffee break 
 

15:50 – 17:00 Review of current Tobacco Control Communication Programmes in SEE 

countries from a COMBI perspective, especially in relation to HIC/DARM 

Dr Everold Hosein 

 

Follow-Up Actions: Group  

 

17:00 Close of Meeting 

 

 



WHO SEE Tobacco Control Training, Zagreb, 14-16 December 2007 

 

 

 - 4 - 

Explanatory Notes on Training Workshop 
Trainer: Dr Everold Hosein 

 

STRATEGIC COMMUNICATION PLANNING: APPLYING THE COMMUNICATION FOR BEHAVIOURAL-

IMPACT (COMBI) PLANNING METHODOLOGY 

Special Focus: Tobacco Control 

 

Based on WHO and New York University  

Annual International Summer Institute on  

Integrated Marketing Communication for Behavioural Impact (IMC/COMBI)  

in Health and Social Development 

 

Introduction and Objective 

 

A continuing global dilemma for health professionals is finding effective ways to encourage the 

adoption/maintenance of behaviours which enhance people’s lives, the critical challenge being that of 

achieving behavioural impact. This challenge is prominent in the work of WHO and its partners in the era 

of tobacco control. Regardless of the desired behavioural result in health, it will be accepted and carried 

out only when people are purposefully engaged by various communication means to consider the offered 

behavioural option and weigh the merits of carrying it out. 

 

Many different tobacco control communication approaches have been useful in the past with various 

health and social development efforts. While there have been some successes, there has also been 

enormous frustration at not being able to achieve more at a faster rate. As a consequence, many 

programmes struggle along  - but with modest behavioural impact.  

 

Conventional “Information-Education-Communication” (IEC) and advocacy/promotion programmes 

have been able to increase awareness and knowledge but have not been as successful at achieving 

behavioural results. It is clear that informing and educating people, while critical, are not sufficient bases 

for behavioural responses. It is one thing to know, another to do. And while increasing awareness and 

knowledge is essential, it is sadly insufficient for achieving behavioural outcomes.  Behavioural impact 

will emerge only with effective communication programmes, purposefully directed at behavioural goals, 

and not directed just at awareness creation, or advocacy or public education. 

COMBI (Communication for Behavioural Impact) offers a dynamic approach to achieving behavioural 

results in health and social development. 

 

The private sector experience over 100 years in successfully using marketing communication with 

consumer behaviour (for products both awful and superb) points to an approach applicable (with 

appropriate modifications) to health and social development. “COMBI” begins with the client/consumer 

and a sharp focus on the behavioural results anticipated, clearly mapped out by practical market research 

and a situational market analysis related to the desired behaviours. It requires the integrated application of 

the disciplines of adult education, mass communication, community mobilization, traditional media, 

advertising, public relations and public advocacy, counselling, client/customer relations, and market 

research to the ultimate goal of achieving behavioural results. 

 

The work of WHO and its partners is suffused with behavioural expectations. The area of tobacco control 

suggests very specific behavioural outcomes as the ultimate desired end-results. The behavioural results 

aimed for will be achieved only with effective public and personal communication that overcomes the 

barriers which deter acceptance of the recommended behaviours. At the minimum, communication efforts 

in this area will need to go beyond hastily produced posters and pamphlets which often dominate the 

health/social development  communication field in so many countries. 

 

Over the past six years, WHO/Social Mobilisation Programme (now located at the WHO Mediterranean 

Center for Vulnerability Reduction in Tunisia- WMC) has applied the COMBI approach successfully to a 

variety of health issues. This Strategic Communication Planning/COMBI workshop will draw on these 
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international experiences and prepare participants to apply the COMBI planning and implementation 

approach to tobacco control programmes in South-East European countries. 

 

Participants will be introduced to the 10-step planning process of COMBI in the strategic planning of 

communication programmes for behavioural results. Participants will be briefly introduced to six main 

topics: Communication and Behavioural Goals; Basic Communication Techniques (Mass Media, Small 

Group and Personal Selling/Interpersonal Communication/Counselling); Marketing Principles and 

Practices; Marketing Research and Programme Evaluation; Community Mobilisation, Advertising and 

Public Relations; COMBI Planning.  

 

Objective and Personal Learning Outcome  

 

Participants will be prepared to attempt applying the 10-step COMBI approach to designing a strategic 

communication plan for behavioural impact in tobacco control programmes in South-East European 

countries. 


