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Framing HIV testing messages for urban and rural
audiences: evidence from field experiment in northwest
Ethiopia

M.A. Bekalu1,2, S. Eggermont1

Background: Given
their epidemiological and socio-ecological differences, urban and
rural contexts
may require differently designed prevention messages. Utilizing
messages framed
in terms of the benefits (gains) or costs (losses) associated with a
particular
HIV/AIDS-related behavior could be one viable strategy to address
urban-rural
differences.
Methods: Based
on relevant literature, urbanity vs. rurality, experience with HIV
testing and
concern about and information needs on HIV/AIDS were tested as
moderators of
framed HIV testing messages' effectiveness. Gain- vs. loss-framed
brochures were
distributed to 394 participants (199 Urban: 46.2% male, 53.8%
female; 195
Rural: 79% male, 21% female). Through pretest-posttest measures
of intention to
test for HIV, the relative persuasiveness of gain- and loss-framed
messages was
determined.
Results: Urbanity
vs. rurality, experience with HIV testing and concern about and
information
needs on HIV/AIDS significantly moderated the effects of gain- vs.
loss-framing
on Intention to Test for HIV, F(1,
385) = 9.28, p < 0.01, η2 = .02; F(1, 385)
= 17.20, p < 0.001, η2 = .04; and F(1,
385) = 18.97, p < 0.001, η2 = .05, respectively. While urbanites,
participants with
more experience with HIV testing and those with higher concern
about and
information needs on HIV/AIDS were motivated by gain-framing,
ruralites and
those with lower concern about and information needs on HIV/AIDS
were motivated
by loss-framing. Both gain-framing and loss-framing led to similar
outcomes
among individuals with low levels of experience with HIV testing, with
a slight
advantage for the loss-framed message.
Conclusions: Urbanites
and ruralites are motivated by differently framed prevention
messages. It was
also noted that to the extent recipients are concerned about
HIV/AIDS and are
familiar with HIV testing, gain-framing is more advantageous,
suggesting a
possible construal of HIV testing as more of a prevention than a
detection behavior
in such situations. 

Variable 1 2 3 4 5 6

Gain vs.
Loss
Treatment

1      

Urbanity
vs. Rurality

.000 1     

Baseline
Intention to
Test for
HIV

-.040 .241** 1    
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Post-
intervention
Intention to
Test for
HIV

-.049 .201** .880** 1   

Concern
about &
Information
Needs on
HIV/AIDS

.228** .612** .239** .239** 1  

Experience
with HIV
Testing

.142** .624** .405** .399** .653** 1

**. Correlation is significant at the 0.01 level (2-tailed).

[Zero-order bivariate correlations]

, 

 Gain Loss

Parameter B SE B SE

Gain vs. Loss .065 .041 -.065 .041

Urbanity vs.
Rurality

.119* .037 -.076 .052

Baseline
Intention to
Test for HIV

.950** .029 .950** .029

Concern
about &
Information
Needs on
HIV/AIDS

.100** .029 -.085* .031

Experience
with HIV
Testing

.180** .038 -.034 .036

G/L X
Urbanity vs.
Rurality

-.195* .064 .195* .064

G/L X
Concern
about & Info
Needs on
HIV/AIDS

-.185** .042 .185** .042

G/L X
Experience
with HIV
Testing

-.214** .052 .214** .052

[Regression Coefficients]
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