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This study assesses the impact of a paid media advertising campaign employing
Spanish language, culturally sensitive television and radio spots airing on major
Hispanic stations in southern California. An advertising tracking study with a base-
line and three postintervention telephone surveys was conducted from 2001 through
2003 among 500 randomly selected self-identified, primarily Spanish language domi-
nant adult Hispanics.

Measures of organ donation attitudes and behaviors (decision and declared intent
to donate organs) improved significantly (P< .05) in 2001 and 2002, then leveled
off or declined in 2003. Among the reasons given for not making a decision to donate
was fear that medical personnel might withhold care from identified organ donors,
suggesting lack of knowledge and distrust of the health care system. Few respon-
dents talked to health care professionals or contacted the organ procurement agency
for information either before or after the campaign. Findings from this study indi-
cate a need for ongoing public education in the Hispanic community about organ
transplantation and donation. Health professionals need to become more engaged
in encouraging Hispanic patients to learn about organ transplantation and donation,
and to inform their families that they have made the personal decision to donate.
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A continuing challenge for organ donation and transplantation programs is that
demand for organs far exceeds supply. Although the number of cadaveric organ
donors is steadily increasing, the number of people awaiting transplants is rising
faster, and more than 89,000 people are currently on the national waiting list (Organ
Procurement and Transplantation Network, 2005a).

Hispanics composed 13% of all deceased organ donors nationally, and 33% of
all deceased California organ donors in 2003, proportionate to their representation
in the population at both the national and state levels (Organ Procurement and
Transplantation Network, 2005b). Although the donor rate for Hispanics and other
ethnic minorities in the United States has increased greatly during the past decade,
all communities lack a sufficient supply of donor organs to meet the need.

As growth in the Hispanic population is projected to continue to outpace that of
most other ethnic groups in the United States, the rapidly growing Hispanic commu-
nity, especially in the West, will become increasingly important as a social marketing
target population for organ donation in the future. Hispanics represented 12% of
the total U.S. population in 2000, 45% of Western state residents, and 34% of
Californians (Therrien & Ramirez, 2000). Hispanics accounted for about half
of national population growth between 2000 and 2004 (U.S. Census Bureau News,
2004); census demographers project that their proportion will double in the next
50 years, to 24% in 2050 (U.S. Census Bureau, 2004). While Hispanics still reside pri-
marily in the West, shifts in immigration and settlement patterns have dispersed this
population much more broadly throughout the United States. In the past decade,
both direct immigration and secondary migration produced more than 90% growth
in the foreign-born populations of 22 states with relatively low prior immigration
levels (Capps, Passel, Perez-Lopez & Fix, 2003). As well, Hispanics are a highly
mobile population compared with other ethnic groups, with a constant influx of
newcomers both from other communities within the United States and their country
of origin (Schachter, 2004). Thus, further efforts to promote organ donation within
the Hispanic community throughout the nation are essential.

Any type of media campaign targeted to Hispanics, whether for commercial or
social marketing purposes, requires consideration of both language and media
preferences. Hispanics may be monolingual or bilingual, and bilingual individuals
may be either Spanish or English dominant. A 1994 study found that most Hispanics
consume media in the first language they learned to speak (Mogelonsky, 1995).
A national poll conducted in 2001 of 10,000 young Hispanics (age 18–34) found that
68% were either bilingual or Spanish dominant (Cobo, 2003). Other studies indicate
that Hispanics tend to watch more television than the general U.S. population, and
prefer to watch it in Spanish (Delener & Neelankavil, 1990; Marketing News, 1988;
Yorgey, 1998). Thus, for Spanish dominant Hispanics, Spanish is the preferred
language and television is the preferred medium.

The present study assesses the results of the first large-scale paid media
advertising campaign to promote organ donation employing Spanish language, cul-
turally sensitive television and radio spots. With substantial funding from the
federal Health Resources and Services Administration (HRSA) to sustain a 3-year
effort, it employs qualitative and quantitative research to better understand Hispa-
nic awareness of and attitudes toward organ donation and to assess the impact of
targeted messages in the Hispanic community of Southern California, incorpo-
rating concepts and methods from the behavioral sciences, health education, and
marketing research.
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The theoretical foundation for the project was Prochaska’s transtheoretical
model of behavior change (Prochaska & DeClemente, 1983). Originally developed
for use in smoking cessation programs, this model since has been widely used in
many types of health promotion programs, including organ donation in the African
American community (Tamburlin & Rice, 2002). Key organizing concepts are that
behavioral change occurs in stages over time; an individual’s decision to change
reflects a relatively weighted assessment of the pros and cons of changing; and dif-
ferent individuals in a target population are at different stages of readiness for
change (Cancer Prevention Research Center, 2005). Applying this model to promote
organ donation in the Hispanic community requires consideration of several cultural
factors affecting behavior. Foremost is a reluctance to speak about death, or to make
plans for either their own death or death of a family member. This attitude reflects a
fatalistic attitude and belief in God’s will, as well as a predilection for procrastina-
tion (Kearl, 1989; Korzenny & Korzenny, 2005). Many Hispanics believe, as did
the pre-Colombian Nahuas Indians, that the soul resides in the heart, and wonder
whether a heart transplant recipient could become a different person after the opera-
tion (Hayes-Bautista, 2004).

Design and Methods

OneLegacy, serving seven Southern California counties, is the largest and most
ethnically diverse organ procurement organization in the United States, with a
service area of more than 17 million people. From 2001 through 2003, OneLegacy
conducted a targeted Hispanic paid media campaign and advertising effectiveness
study with two consortium partners, Synovate and al Punto Advertising, firms with
expertise in Hispanic market research and advertising, respectively. The study design
was based on the grant project’s objectives:

1. Increase the number of Hispanic families consenting to donate organs from a
baseline rate of 32% in 2000 to 37% in Project Year Two (federal fiscal year
2002, ending September 30, 2002) and 42% in Project Year 3 (federal fiscal year
2003).

2. Increase the number of Hispanic individual declarations of intent to donate
organs in the agency’s service area by 5% in Project Year Two and 10% in Project
Year Three, from a baseline figure to be established through a telephone survey
early in Project Year One (federal fiscal year 2001).

The intervention consisted of a paid television and radio campaign to promote
organ and tissue donation within the Hispanic community. A distinctive element of
this study is that paid advertising time was used rather than unpaid PSA (Public
Service Announcement) time for television and radio spots. The latter commonly
run at times of minimal audience size, and much larger audiences can be reached
using paid advertising time. Four telephone surveys measured 500 Spanish dominant
Hispanic adults’ attitudes and behaviors on organ donation, once prior to the cam-
paign and following the spring media flight during each of the 3 project years. The
overall research design for the telephone survey phase of the project was that of an
advertising tracking study, in which the same survey is replicated over time while an
advertising stimulus is delivered to the population from which the survey samples are
drawn.
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Preliminary Qualitative Research and Advertisement Pretest

To better understand the reasons why Hispanic families do or do not consent to organ
donation and to gauge the reactions of actual and potential donor families to the
television spots, in fall 2000, prior to launching the media campaign, the organ
procurement agency commissioned a bilingual and bicultural researcher to conduct
in-depth, face-to-face interviews, approximately 45 minutes in length, with 12
Spanish-dominant Hispanic families, 5 of whom had consented to organ donation
and 7 were recruited from the community who were either adamantly or somewhat
opposed to it. Some participants from the community group did not understand that
organ donation occurs after death, and feared that being a declared organ donor
would put them at risk of being denied medical treatment so that their organs could
be recovered.

The qualitative interview participants also viewed and discussed a television spot
that OneLegacy had previously produced but not yet broadcast. The HRSA grant
enabled OneLegacy to use this ad in a paid media campaign, rather than in unpaid
PSAs. It featured a little girl, with a voice-over narrative saying, ‘‘If your daughter
needed a heart to live, and you could give her yours when you no longer needed it,
would you? . . . And if it were your niece . . . or the daughter of a friend . . . or this child?’’
Three community participants misinterpreted this commercial as if they were being
asked to die in order to donate their hearts to save the child. Their reactions informed
a change in the language for the television spot, asking viewers to consider donating
their hearts ‘‘when you die’’ instead of ‘‘when you no longer need it.’’ Another modi-
fication was to explicitly ask viewers to call a toll-free number for more information
about organ donation instead of just displaying the number on the television screen.

These interview findings helped OneLegacy to refine both the communication
strategy for the grant project media campaign and its ongoing training with medical
and hospital staff involved in the donor referral and request process (Frates &
Bohrer, 2002). This qualitative research was both the impetus and the model for a
national study of Hispanic markets throughout the United States, and subsequently
informed a national media campaign by the Coalition on Donation, an alliance of
national organizations and local affiliates that educates the public about organ
and tissue donation (Weiss, 2003).

Media Campaign Description

The centerpiece of the intervention was a paid media advertising campaign employ-
ing Spanish language, culturally sensitive television and radio spots on the major Los
Angeles stations. During the first project year (2001), the research consortium pro-
duced and aired one television spot and two 60-second radio spots, all in Spanish.
The team subsequently produced two additional television spots in 30- and 60-
second versions, in Spanish and English, to more fully address barriers to donation
that the research team discovered from the qualitative research study.

The revised ‘‘Heart’’ commercial described above featuring the little girl was
used in Project Year One (spring 2001) and the first flight of Project Year Two (fall
2001). In spring 2002 (Project Year Two) and in fall 2002 and spring 2003 (Project
Year Three), two new television spots were aired. The first, ‘‘Saving,’’ featured a boy
putting a bandage on his sister’s knee who grows up to become a physician inform-
ing a family that their relative may die unless an organ donor can be found. The
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second, ‘‘To Live,’’ portrayed a young patient awaiting an organ transplant recalling
her childhood dreams and aspirations and expressing her current hope to live.

The ads were broadcast on stations with the highest Hispanic viewer and listener
ratings and at prime viewing=listening times. A concluding ‘‘call to action’’ invited
viewers to call the organ procurement agency’s toll-free number for more informa-
tion, and bilingual representatives were available to answer questions and mail out
brochures and donor cards. In Project Year Two the consortium discontinued the
radio ads as the Project Year One television spots generated five times the number
of calls as the radio spots.

In April of each project year, to coincide with National Donor Awareness Week,
OneLegacy held a press conference targeting Hispanic media organizations. These
conferences generated invitations to participate in radio and television talk shows
and a series of articles in the region’s largest Spanish language newspaper. As well,
the television and radio spots gained additional air time as a result of these press
conferences and interviews.

Data Collection and Analysis

In each project year of this study, following the spring media flight, an independent
sample of 500 Los Angeles Hispanics was surveyed, using the same sampling and
data collection methods and the same questionnaire in each survey. The question-
naire consisted of a series of 12 questions: yes=no responses measured concept
awareness, advertising awareness, and commercial recall, as well as whether respon-
dents had obtained information about organ donation, made a personal decision to
become an organ donor, and if they had informed family of their wishes. Structured
questions covered attitudes toward organ donation on a 5-point scale (strongly=
somewhat in favor, neutral, somewhat=strongly opposed) and six specific actions
taken to gather information. Unique responses included other actions to learn more
about organ donation and the number of immediate family members who have
decided to become organ donors.

Households were selected independently for each wave by a hybrid sampling
procedure combining random digit dialing (RDD) with interval selection by Spanish
surname. Only self-identified Hispanics 18 and older were interviewed, one person
per household. Approximately 80% of respondents completed the interview in
Spanish. The St. Vincent Medical Center Institutional Review Board reviewed and
exempted the project. Following the Code of Professional Ethics of the Council of
American Survey Research Organizations (CASRO), the identity of survey respon-
dents was not disclosed to anyone not directly involved in research operations, and
all identities were later purged from the data set.

Significance Testing, Measures, and Validity

The Z test was used to test the null hypothesis (that the experimental intervention
had no effect) at the .05 level of significance or the 95% confidence level. As the
Z test is applicable in testing of large samples (N¼ 30 or more), and the sample sizes
in each survey wave comprised 500 respondents, no specific tests were performed to
assess the normality of the distribution of the project samples (Mason, 1974). Subsets
of fewer than 30 respondents were deemed ineligible for significance testing.
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The pre-post research design employed for this project is commonly used to
assess advertising effectiveness; measures of awareness and attitudes are taken before
and after the appearance of the advertising intervention. The design was used for this
project to provide a commercially acceptable benchmark of an advertising campaign
using purchased rather than donated (PSA) media. It does not, and cannot, account
for all possible influences on respondents’ opinions and behaviors.

Objective Tracking Indicators

The national Organ Procurement and Transplantation Network (OPTN) data
collection and reporting system was used to track and report organ donation consent
rates by ethnicity throughout the project period.

To measure changes in declarations of intent, the researchers surveyed Hispanic
residents of the Los Angeles designated market area (DMA) by telephone, using
Synovate’s proprietary TeleNaci�oon service. The media campaign phase of the project
commenced with a baseline survey in January 2001. Postintervention tracking sur-
veys were conducted following the spring media flights of radio and television adver-
tisements promoting organ donation broadcast on Los Angeles Spanish radio and
television stations in June 2001, May 2002, and May 2003.

The following terms are used in this report to define levels of engagement among
the respondent population with respect to declarations of intent: ‘‘Deciders’’ means
those who have made the personal decision to donate their organs at time of death
but have not informed family of their wishes. ‘‘Declared donors’’ means those who
have both made the personal decision to donate their organs at time of death and
have informed family of their wishes. Thus, ‘‘deciders’’ represent a group at an
earlier stage of change, and ‘‘declared donors’’ are another subset of respondents
who have progressed to a further stage.

Results

The consent rate for organ donation by Hispanic families in the OneLegacy service
area hospitals for Project Years Two and Three (federal fiscal years 2002 and 2003)
exceeded project objectives, as shown in Table 1.

The advertising tracking phase of this study measured the impact of a paid
advertising campaign to encourage Los Angeles Hispanics to learn more about
organ donation; consider donating their organs at time of death; make the personal
decision to donate organs at time of death; and inform family of their wishes and
intentions.

As displayed in Table 2, measures of attitude and behavior met or exceeded pro-
ject objectives in Project Year Two (2002), then declined in Year Three (2003). These
results are examined in more detail in the following section.

Table 3 displays the overall demographics of the Project Year Three (2003)
survey respondent population, as well as by level of engagement. Hispanic declared
donors were slightly more likely (P¼ .05) to be at least 35, to have some college
education, and to prefer to speak English. Otherwise, there were no significant
demographic differences between declared donors, deciders, and the overall respon-
dent population.

Table 4 summarizes key responses of advertising effect. Los Angeles area
Hispanics indicated considerable familiarity with the concept of organ donation
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and exposure to advertising messages throughout the period of the study. As with
the behaviors discussed above, attitudes toward organ donation improved in both
Project Years One and Two (2001 and 2002), then declined slightly in Project Year
Three (2003). There were significant gains in prompted advertising awareness in 2003
as compared with 2002 for television spots featuring a young girl and a physician;
recall rates for both commercials rose by 8 percentage points, from 33% to 41%
and from 28% to 36%, respectively.

In 2003, a probe was added to the survey for the subset of respondents (n¼ 133)
who rated themselves as strongly in favor of the organ donation concept but who
had not decided to donate their own organs. This probe was designed to better
understand the reasons for these individuals’ lack of action with respect to making
decisions about both end-of-life issues and organ donation. About 70% of these
respondents said they did not want to make the decision themselves or wanted to
wait until they were at the point of death to decide. An important concentration
of respondents (45%) expressed fear that medical personnel might deliberately with-
hold care from declared organ donors, indicating a profound distrust of the medical
system. Figure 1 shows the percentage of respondents who agreed with various state-
ments about death and organ donation.

Table 5 displays information on the small subset of respondents who had taken
steps to gather information about organ donation in each project year. The most fre-
quently named information sources were media, family, or friends. About a third of
respondents said they read pamphlets or other materials from organ donation cen-
ters. Few had talked to doctors or other professionals about the subject, and even
fewer had called an advertised 800 number.

Discussion

The Hispanic media campaign project achieved most but not all of its objectives over
the 3-year project period. The Hispanic consent rate for organ donation exceeded the

Table 3. Comparative demographic profiles of respondents, Project Year Three
(2003)

Characteristic
All respondents

(N¼ 500)
Deciders
(N¼ 156)

Declared donors
(N¼ 109)

Male, no. (%) 250 (50%) 73 (47%) 51 (47%)
Female, no. (%) 250 (50%) 83 (53%) 58 (53%)
Age under 35, no. (%) 246 (49%) 63 (40%) 43 (40%)
Age 35 and older, no. (%) 253 (51%) 93 (60%)� 66 (60%)�

Median household income $20,350 $25,583 $25,950
High school or less, no. (%) 399 (80%) 112 (72%) 77 (71%)
College or higher, no. (%) 93 (19%) 42 (27%)� 31 (29%)�

Spanish dominant, no. (%) 377 (75%) 103 (66%) 68 (62%)
Bilingual, no. (%) 67 (13%) 25 (18%) 19 (16%)
English dominant, no. (%) 55 (11%) 28 (18%)� 22 (21%)�

�P< .05.
Note: ‘‘Don’t know=refused’’ responses not included when calculating percentages.
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objective in both Project Year Two (2002) and Three (2003). Measures of attitudes,
decisions, and behaviors related to organ donation met objectives in Project Year
Two (2002), but not in Year Three (2003). There are several inter-related factors
affecting these results, as well as several lessons to be learned from the experience
of the research consortium.

Additional Influencing Factors

First, it is important to recognize that there is a constant flow of new Hispanic immi-
grants into the United States, and within the United States into new markets (Fix &
Passel, 2001), resulting in a highly transient respondent pool. Most of these new
immigrants have very low levels of education and minimal knowledge of the extre-
mely complex U.S. health care system. Second, advertising impact typically peaks
in the early stages of a campaign, followed by a plateau or flattening effect (Engel,
Blackwell, & Miniard, 1990), so it is difficult to sustain an increase for an extended
period of time. No further follow-up was possible, however, due to the time limita-
tions of the grant.

The decline in key indicators from Project Year Two (2002) to Year Three (2003)
may be associated with a lower response for prompted advertising recall for the new
TV spots, ‘‘Saving’’ and ‘‘To Live,’’ that aired in Project Years Two and Three (both
featured physicians, so were referenced together as ‘‘doctor’’ commercials) compared
with the ‘‘Heart’’ spot airing in Project Year One and the first flight of Project Year
Two (fall 2001) featuring the young girl. The more memorable ‘‘Heart’’ ad that aired
in Project Years One and Two may have had more influence on attitudes toward
organ donation, decisions to donate, and discussions with families.

A potentially greater influencing factor may have been the worldwide publicity
on the death from medical errors in February 2003 of heart transplant patient Jessica
Santillan. The timing of this unfortunate event could not have been worse for the
research consortium’s Hispanic media campaign, as the third-year ads aired during
February and March of 2003, and again in late April and May. The final TeleNaci�oon
survey was conducted from May 27 to June 2, 2003. The Santillan family’s

Figure 1. Attitudes underlying decisions about organ donation.
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undocumented immigration status fueled additional controversy in both Hispanic
and general media, especially in Southern California.

The Santillan case raised public concerns about the fairness and effectiveness
of the health care system, and illustrates the impact of negative publicity. Consu-
mer behavior studies find that repetition of an advertising message enhances recall
when competitive advertising is minimal or nonexistent, and that the repetition
effect disappears under higher levels of competitive advertising. When the messages
coming from an organization fail to match consumer expectations, then the public
becomes confused, leading to a loss of trust in the organization or product
and communication is subsequently much more difficult (Engel, Blackwell, &
Miniard, 1990).

It should also be noted that during the 3-year grant period, the organ procure-
ment agency engaged in many other activities to promote organ and tissue donation
in the Hispanic community. These activities included obtaining the support of pres-
tigious Hispanic leaders in business, religion, education, sports, and entertainment.
The agency also recruited and trained additional bilingual and bicultural requesters
during the grant period. These activities may have influenced both the organ donor
consent rate and Hispanic community attitudes toward organ donation.

These confounding factors raise a number of questions about the results of the
study and preclude definitive claims about the effectiveness of the paid media cam-
paign. The improvement in measures of attitudes and behavior found in Project
Years One (2001) and Two (2002) may be the result of the campaign, other efforts
to promote organ donation awareness among Hispanics, or, more likely, both.
The decline in Project Year Three may be the result of less effective ads, the negative
publicity of the Santillan case, or both. The inflow of new immigrants to the service
area is a constant that would negatively influence results throughout the study per-
iod, while other efforts to increase Hispanic organ donation would likely have an
ongoing positive effect. Still, the study provided valuable learning for the agency
and the larger organ and transplant community.

Lessons Learned

Measures of attitudes toward organ donation from this project suggest that many
Los Angeles area Hispanics still harbor fears and misconceptions about organ dona-
tion. Even among those who strongly favor the concept of organ donation (but who
have not yet made the personal decision to donate), almost half have fears that they
would be allowed to die if they offered to be organ donors. These results indicate
clear priorities for further educational efforts in the Hispanic community, not only
to provide accurate information, but also to improve trust in the medical system.
A number of interrelated factors explain why Hispanics report a lower level of satis-
faction with the medical care they receive and less confidence in their physicians than
do Whites or African Americans—having less choice of providers, more problems
communicating with physicians, lower rates of insurance coverage, and higher
reported experiences of physician disrespect compared with non-Hispanic Whites
and African Americans (Blanchard & Lurie, 2004; Collins et al., 2002; Doty,
2003). Both the Accreditation Council of Graduate Medical Education (ACGME)
and the Institute of Medicine (IOM) have recommended including cultural compe-
tence training for clinicians in their initial and continuing medical education
(Betancourt, Green, Carrillo, & Park, 2004).
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Another finding of concern to the researchers is that so few respondents
reported having talked to health care professionals about organ donation. Instead,
they asked family and friends, who often give inaccurate information and perpetu-
ate existing myths and misperceptions. As respected authority figures, physicians
and other health professionals are the most credible source of information on
organ donation and transplantation for both patients and the larger community,
but for the Spanish dominant Hispanics responding to this survey they were a
largely untapped resource—a finding that differs from the results of an earlier,
much larger national study in which 75% of Hispanics reported obtaining health
information from a physician or health provider (Brodie, Kjellson, Hoff, & Parker,
1999).

Health professionals in the community are particularly well positioned to begin
the patient educational process. Examples of such actions include but are not limited
to the following:

. Provide in-service training, including cultural sensitivity, to all levels of staff that
have direct patient contact.

. Make literature about organ donation available in physician offices and clinics;
encourage medical office staff to give and mention it to patients. Include organ
donation as a topic in health education videos played in waiting rooms.

. Include a question about whether patients wish to be organ donors in the initial
health assessment or patient registration and incorporate information about the
discussion of organ transplantation and donation in their medical records.

The Hispanic media campaign research consortium found that a Spanish
language paid advertising campaign does work, and that television is the most effec-
tive medium in the Hispanic community. Few organ procurement organizations have
the resources, however, to conduct such campaigns—this project was only possible
because of federal grant funding. One potential variation for a future paid media
experiment in an era of increasingly limited resources might be to air advertising
messages over a longer continuous time period.

The research consortium’s experience also underscores the importance of con-
ducting qualitative research to pretest and refine the advertising message with mem-
bers of the target audience. The insights from these interviews helped to ensure the
effectiveness of the television spots, and the small investment made by OneLegacy to
fund the research enabled the agency to correct critical portions of the communica-
tion message.

The results of prior national studies of U.S. ethnic communities’ attitudes and
beliefs about organ donation and transplantation reflect the importance and benefits
of public education in these communities. A 1990 study commissioned by the
Association of Organ Procurement Organizations found that Whites, Blacks, and
Hispanics all expressed favorable attitudes about being an organ donor, although
minorities were less favorable than Whites, and that 61% of Blacks and 54% of
Hispanics expressed more positive attitudes about organ donation and transplanta-
tion after completing the survey interview (Zavala & Gabriel, 1994). These authors
recommended directly targeting populations that are less supportive of organ dona-
tions to improve donation rates. They also advised organizations conducting promo-
tional campaigns to move beyond attempts to influence the intention to donate and
to help individuals favoring organ donation to take action to carry out their
intentions.
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Researchers from Harvard Medical School and the Partnership for Organ
Donation in Boston who conducted a telephone survey of almost 6,000 respondents
in the late 1990s found that 31% of Hispanics reported willingness to donate their
organs after death, a lower rate than for Whites (43%) but higher than that for
African Americans (23%). Important correlations of willingness to donate among
all three groups included (1) having discussed end-of life issues with family; (2) belief
that physicians make every attempt to save patients’ lives before considering them as
candidates for organ donation; and (3) belief that organ donation does not disfigure
the body. The latter consideration was significantly more prevalent among minority
respondents (McNamara et al., 1999). Further analysis of this survey found that
individuals expressed varying levels of commitment to organ donation by their beha-
vior. Although more committed individuals were more likely to have signed an organ
donor card, fewer than half of those who had expressed a wish to donate had made
their wishes known to family (Guadagnoli et al., 1999).

Translating intention into action remains a continuing challenge for organ pro-
curement organizations. As both these prior studies and the research reported in this
article found, most of those who expressed support for the concept of organ dona-
tion have not discussed their beliefs with others, nor have those who have made the
personal decision to donate declared their intentions to family, friends, or health
professionals. This lack of action indicates a strong need for additional reminders
of organ donation’s value and importance on a continuing basis. For these Hispa-
nics, and for the many Hispanic newcomers who enter the Los Angeles region every
year, it is vitally important to continue effective programs of public education, infor-
mation dissemination, and publicity—through many types of community-based
organizations, not just health care care providers, who serve Hispanics. The primary
concerns of most new arrivals are obtaining employment and ensuring their own and
their families’ economic survival in a new and unfamiliar environment. Without an
external stimulus, they would not have any reason to think about organ donation;
and without positive information to counteract the myths and misinformation that
abound in the culture, they are unlikely to think about it positively.

Future Research Recommendations

The results of both the surveys and the individual interviews indicate a need for
further research and demonstration projects to address the following questions:

. What are the primary barriers that prevent individuals who have made the perso-
nal decision to donate their organs from discussing their decision with family?

. What can organ procurement organizations do to encourage family discussions
about organ donation, particularly within ethnic minority communities?

. What are the most effective communication and information distribution channels
within Hispanic and other minority ethnic communities?

Conclusion

The Hispanic media campaign project was designed to increase the percentage of
Hispanic families that consent and individuals who declare intent to donate organs
by disseminating culturally appropriate and replicable messages in the Hispanic
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community. The Hispanic organ donation consent rate steadily increased through-
out the study period. The results of a series of surveys to measure the impact of paid
television and radio advertisements aired over a 3-year period show that although
most respondents were aware of the concept of organ donation and also expressed
favorable attitudes toward it, few took action to become organ donors. Some
harbored unfounded fears that becoming a declared organ donor might lead to a
medical decision to allow them to die.

These findings indicate a strong need for ongoing public education in the Hispa-
nic community about the benefits of organ transplantation and donation and the
integrity of the organ procurement system. Health care communication professionals
have a vital role to play in this effort, both to provide credible patient education and
to increase the level of trust in the U.S. medical system among Hispanics.

References

Betancourt, J. R., Green, A. R., Carrillo, J. E., & Park, E. R. (2004). Cultural competence and
health care disparities: Key perspectives and trends. Health Affairs, 24, 499–505.

Blanchard, J. & Lurie, N. (2004). R-E-S-P-E-C-T: Patients reports of disrespect in the health
care setting and its impact on care. Journal of Family Practice, 53, 721–729.

Brodie, M., Kjellson, N., Hoff, T., & Parker, M. (1999). Perceptions of Latinos, African
Americans, and Whites on media as a health information source. The Howard Journal
of Communications, 10, 147–167.

Cancer Prevention Research Center. (2005). Detailed overview of the Transtheoretical Model.
Retrieved April 3, 2005 from http://www.uri.edu/research/cprc/TTM/detailedoverview.
htm.

Capps, R., Passel, J. S., Perez-Lopez, D., & Fix, M. (2003, August 31). The new neighbors:
A users’ guide to data on immigrants in U.S. communities. Retrieved November 7,
2004, from http://www.urban.org/UploadedPDF/310844_the_new_neighbors.pdf

Cobo, L. (2003, October 4). Young Hispanics prefer Spanish media. Billboard, 11, 8.
Collins, K. S., Hughes, D. L., Doty, M. M., Ives, B. L., Edwards, J. N., & Tenney, K. (2002,

March). Diverse communities, common concerns: Assessing health care quality for minority
Americans. Retrieved March 31, 2005, from www.cmwf.org

Delener, N. & Neelankavil, J. P. (1990). Informational sources and media usage: A
comparison between asian and Hispanic subcultures. Journal of Advertising Research,
30, 45–53.

Doty, M. M. (2003, February). Hispanic patients’ double burden: Lack of health insurance and
limited English. The Commonwealth Fund, Publication No. 592. [on-line]. Available:
www.cmfw.org

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1990). Consumer behavior (6th ed.). Chicago:
Dryden Press.

Fix, M. E. & Passel, J. S. (2001, August 2). U.S. immigration at the beginning of the 21st cen-
tury. Retrieved September 26, 2002, from http://www.urban.org/urlprint.cfm?ID=731

Frates, J. & Bohrer, G. G. (2002). Hispanic perceptions of organ donation. Progress in Trans-
plantation, 12, 169–175.

Guadagnoli, E., Christiansen, C. L., DeJong, W., McNamara, P., Beasley, C., Christiansen, E.,
& Evanisko, M. (1999). The public’s willingness to discuss their preference for organ
donation with family members. Clinical Transplantation, 13(4), 342–348.

Hayes-Bautista, D. E. (2004). La Nueva California: Latinos in the golden state. Berkeley:
University of California Press.

Kearl, M. C. (1989). Endings: A sociology of death and dying. New York: Oxford University
Press.

Korzenny, F. & Korzenny, B. A. (2005). Hispanic marketing: A cultural perspective. Burling-
ton, MA: Butterworth-Heinemann.

Marketing News. (1988, August 29). AMA’s 19th attitude research conference: Study shows
U.S. Hispanics prefer Spanish media. Marketing News, 2(18), 24.

Promoting Organ Donation to Hispanics 697



Mason, R. D. (1974). Statistical techniques in business and economics (3rd ed.). Homewood,
IL: Richard D. Irwin, p. 334 et seq.

McNamara, P., Guadagnoli, E., Evanisko, M. J., Beasley, C., Santiago-Delpin, E. A.,
Callender, C. O., & Christiansen, E. (1999). Corellates of support for organ donation
among three ethnic groups. Clinical Transplantation, 13(1), 45–50.

Mogelonsky, M. (1995, October). First language comes first. American Demographics, 10,
10, 21.

Organ Procurement and Transplantation Network (a). (2005). Uniting people and informa-
tion to save lives. Retrieved August 26, 2005, from http://www.optn.org

Organ Procurement and Transplantation Network (b). (2005). Data. Retrieved August 26,
2005, from http://www.optn.org/latestData/rptData.asp

Prochaska, J. O. & DeClemente, C. C. (1983). Stages and processes of self-change and smok-
ing: Toward an integrative model of change. Journal of Consulting and Clinical Psychol-
ogy, 51, 390–395.

Schachter, J. P. (2004, March). Geographical mobility: 2002 to 2003. U.S. Census Bureau.
Current Population Survey. Report No. P20–549. Retrieved April 18, 2005, from
http://www.census.gov/prod/2004pubs/p20–549.pdf

Tamburlin, J. & Rice, C. (2002). Exploring the use of the stages of change model to increase
organ donations among African Americans. Journal of Human Behavior in the Social
Environment, 5, 45–49.

Therrien, M. & Ramirez, R. (2000, March). The Hispanic Population in the United States. U.S.
Census Bureau, Current Population Reports: March 2000. Retrieved January 7, 2004, from
http://www.census.gov/prod/2001pubs/p20-535.pdf

U.S. Census Bureau. (2004, March 18). U.S. interim projections by age, sex, race and Hispanic
origin. Retrieved July 6, 2004, from http://www.census.gov/ipc/www/usinterimproj

U.S. Census Bureau News. (2004, June 14). Hispanic and Asian Americans increasing faster
than overall population. Retrieved March 30, 2005, from http://www.census.gov/Press-
Release/www/releases/archives/race/001839.html

Weiss, R. (2003). Boosting organ donation among Hispanics. Health Progress, 84(1), 13–14.
Retrieved November 22, 2004, from http://www.chausa.org/PUBS/PUBSCONT.
ASP?ISSUE=HP0301

Yorgey, L. (1998). Hispanic Americans. Target Marketing, 21, 67.
Zavala, E. Y. & Gabriel, A. (1994). Public attitudes and beliefs toward organ donation and

transplantation: A focus on ethnicity. Journal of Transplant Coordination, 4, 31–37.

698 J. Frates et al.




