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Significance
• 5.1 million people living with Alzheimer’s 

Disease and dementia
– 13 million people act as their caregivers

• 40% of visit companions are adult children
• 1/3 people with memory loss live alone
• Increase of awareness is needed



Project Overview
• Develop culturally appropriate ads 
– Target audience: adult children
– Target behavior: go with your parent/s to their 

visit with a memory specialist
• Data previously obtained guided messages
• Conducted 6 focus groups



Aim

To develop evidence-based culturally 
appropriate messages encouraging adult 
children to accompany their parent/s to a 

visit with a memory specialist.



Background: Theoretical Framework
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Background: A multi-process study
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Methods: Message Development
• Data from cross sectional survey
• Gender of adult child did not matter
• Gender of parents mattered
– Mother figure

• Concern that mother doesn’t want you there
• Obtain accurate information

– Father figure
• Provide emotional support
• Be there for him



Methods
• Ad development
• Participants Recruitment
• Eligibility criteria
– Non-Hispanic White
– African American/Black
– Living parent 65 years or older
– No experience with PMC
– Philadelphia metropolitan area
– 18 years or older 



Methods
• Total of 6 Focus groups (n=48)
– 3 focus groups for self identifying non-

Hispanic White participants (n=24)
– 3 focus groups for self identifying African 

Americans/Black participants (n=24)
• Focus groups lasted about 75 minutes
– Message evaluation form
– Message overall rating form
– Tagline rating form
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Findings
• Working messages required:
– Change in wording
– Change in format
– Ideas for further study







Some comments:
“The biggest problem is that 
your parent doesn’t want to go –
it’s usually what a lot of people 
face”

“I don’t think my mother doesn’t 
want me there, I know my 
mother doesn’t want me there.” 

“Advertisement is telling me to 
go with her, not to make my 
mother go to the doctor”



Findings: Changes we made
• Ad layout/format changes
• Messaging
– Preference for “loved one” among black 

participants
– “Go with” instead of “visit” 
– “Memory doctor” instead of “memory 

specialist”
– Add in “confusion” to questions
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Final Messages



Final Messages



In	progress:	Same	
messages	featuring	
White	actors

Final Messages



Final Messages



Final Messages



Final Messages



Lessons Learned
• Challenges of recruiting African 

American/Black participants 
• Dynamics of Focus groups
• Importance of Multi-process research
• Stigma of cognitive impairment 
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Questions?
Thank you!



The	CDC	Healthy	Brain	Research	Network	is	a	Prevention	Research	Centers	program	
funded	by	the	CDC	Healthy	Aging	Program-Healthy	Brain	Initiative.	Efforts	are	supported	
in	part	by	cooperative	agreements	from	CDC's	Prevention	Research	Centers	Program.

This is the result of work conducted by the CDC Healthy Brain Research Network.  
The CDC Healthy Brain Research Network is a Prevention Research Centers program 

funded by the CDC Healthy Aging Program-Healthy Brain Initiative.  Efforts were 
supported in part by cooperative agreements from CDC's Prevention Research 

Centers Program:  U48 DP 005006, 005002, 005053, 005000, and 005013.

The views, findings and/or conclusions of this presentation are those of the authors 
and do not necessarily represent the official views of the Centers for Disease 

Control and Prevention."
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