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ABSTRACT

 

This study concerns the effects of a multimedia campaign regarding residential burglary and vio-
lence on the streets in The Netherlands that can be characterised as a tell-the-truth campaign. The mass
media component of the campaign consists of editorials in the regional dailies, local weeklies, and items
on the regional radio station. The audience was given the opportunity to personally contact an informa-
tion officer (via information meetings, “Crime Prevention Van,” or stands). The campaign led to a more
positive attitude towards the criminal justice system among the general public. There was no effect on
knowledge of burglary and violence, the image of local crime, risk assessment, fear of crime, outcome
expectation, self-efficacy expectation, preventive behaviour, and the attitude towards crime reporting.
© 1998 Elsevier Science Ltd

 

INTRODUCTION

The criminal justice system only functions
adequately when the general public supports it.
This support consists of, among other things,
providing information to police officers and
other representatives of the criminal justice sys-
tem (victim and witness reports). Due to fear of
crime and unrealistic expectations concerning
the functioning of the criminal justice system
(Skogan, 1990, 1994a), people seem to be less

willing to provide the police with the informa-
tion needed to fight crime efficiently (Rosen-
baum, 1988).

Many attempts have been made to influence
the fear of crime and increase the public’s will-
ingness to report crimes. From a psychological
point of view, attention has been paid to influ-
encing determinants of the fear of crime (Henig
and Maxfield, 1978). One strategy was to im-
prove confidence in the police (Bennett, 1991;
Cordner, 1986; Pate et al., 1986; Van den
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Bogaard and Wiegman, 1991, 1992), another to
educate the general public about crime and its
prevention (O’Keefe et al., 1996). A so-called
tell-the-truth information campaign seemed to
be a promising strategy for influencing the fear
of crime (Lavrakas, Rosenbaum, and Kaminski,
1983; Maxfield, 1987). Sacco and Silverman
(1982) formulated guidelines for mass media
crime prevention campaigns. This article evalu-
ates the effect of such a tell-the-truth campaign
on the fear of crime, crime prevention behav-
iour, and the understanding of the criminal jus-
tice system when implemented by the police
forces in Twente, The Netherlands. Fear of
crime refers, here, to the emotional response of
anxiety of a crime threat (Ferraro, 1995; Ferraro
and LaGrange, 1987) where an individual per-
ceives himself unable to cope adequately
(Bandura, 1982, 1986).

The first objective of the campaign was to
bring the 

 

fear of crime

 

 more into line with the
true risks involved. The quintessence of the
campaign was to influence the fear of crime in-
directly, by increasing knowledge of crime.
This was based on a model adapted from Garo-
falo (1981): information 

 

→

 

 increased knowl-
edge of local crime 

 

→

 

 alteration in the image of
local crime 

 

→

 

 alteration in risk assessment 

 

→

 

alteration in the fear of crime. The model as-
sumes that the fear of crime is based on an im-
age of local crime threats and one’s ability to
cope with these threats. In cases where this im-
age is incorrect,

 

1

 

 the fear of crime is not in line
with the true risks involved. By providing ob-
jective (statistical) information concerning the
magnitude and nature of local crime and effec-
tive preventive behaviour (Lavrakas, 1986;
Lavrakas, Rosenbaum, and Kaminski, 1983),
misconceptions can be corrected and the knowl-
edge of local crime increased. This gives the in-
dividual a better image of local crime and en-
ables her to make a more realistic assessment of
her own situation, that is the risks of being victi-
mised (likelihood of victimisation, seriousness
of consequences), and her ability to cope with
these risks (ability to prevent victimisation,
ability to deal with a potential offender). A
change in risk assessment could then bring
about a change in the fear of crime.
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Only Lavrakas, Rosenbaum, and Kaminski

(1983) and Lavrakas (1986) have studied the ef-
fects of transmitting information about local
crime: a newsletter issued by the police was the
medium. The results were not consistent. In the
first study it appeared that the newsletter did in-
fluence the image of local crime but, not the
fear of crime. The second study, however,
showed the newsletter to neither influence the
image of crime nor the fear of crime. The dis-
crepancy could possibly have been the result of
the mode of disseminating the newsletter: deliv-
ery by personal hand-out versus sending by
mail (40 to 50 percent of the subjects said they
never actually saw the information mailed to
them). Another problem with this second study
is that the information was only transmitted to a
sample of the residents of particular neighbour-
hoods. The police neglected to make use of per-
sonal communication networks, an important
element of real-life campaigns aimed at all resi-
dents.

The second objective of The Netherlands
campaign was to increase 

 

the implementation of
effective preventive behaviour.

 

 This was based
on a model adapted from Bandura (1986, 1991):
information 

 

→

 

 increased knowledge of effec-
tive preventive behaviour 

 

→

 

 increase in self-
efficacy expectation and/or outcome expecta-
tion 

 

→

 

 increase in the implementation of pre-
ventive behaviour. The model assumes that the
dissemination of information concerning effec-
tive preventive behaviour increases knowledge
of its feasibility and outcome. This would lead
to an increase in self-efficacy expectation and
outcome expectation, which in turn would en-
courage the implementation of the relevant pre-
ventive measures. Little is known about these
effects (O’Keefe, 1986; Sacco and Trotman,
1990), mainly because the research designs of-
ten did not permit causal inferences (O’Keefe,
1986; Rosenbaum, 1988). In the study by
Lavrakas, Rosenbaum, and Kaminski (1983), a
higher incidence of crime prevention behaviour
was observed among subjects who received the
newsletter than among those who didn’t. The
study by Lavrakas (1986), however, showed
that though the newsletters increased knowl-
edge of crime prevention among those exposed,
they had no effect on self-efficacy expectation
and crime prevention behaviour.
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The third objective of the campaign was to
improve 

 

the understanding of the criminal jus-
tice system.

 

 There is growing criticism concern-
ing the functioning of the criminal justice sys-
tem, especially the police departments, which
partly stems from unrealistic expectations (see
also: Skogan, 1990, 1994a). The model used in
this study is as follows: information 

 

→

 

 in-
creased knowledge 

 

→

 

 more realistic expecta-
tions 

 

→

 

 improved understanding of the criminal
justice system. The model assumes that provid-
ing information about reporting procedures, in-
vestigation strategies, and the prosecution pro-
cess increases knowledge thereof. This would
lead to more realistic expectations concerning
the functioning of the criminal justice system
and in turn result in a more positive attitude to-
wards the criminal justice system and crime re-
porting.

THE CAMPAIGN

The multimedia campaign dealt with resi-
dential burglary and violence on the streets. It
was carried out in Twente (population:
500,000), a province in The Netherlands, and
lasted nine weeks. It required the police to dedi-
cate a considerable amount of time and money
to it. In order to enable the individual to make a
realistic assessment of the relevant risks and
ways of adequately coping with them, informa-
tion was provided about the magnitude and na-
ture of local crime, effective preventive behav-
iour, and victim support. This information about
the criminal justice system afforded the individ-
ual a better understanding of the relevant proce-
dures. The campaign consisted of both mass
media and personal contact components.

The objective of the mass media component
was to raise interest in crime and crime preven-
tion and to disseminate nonspecific information
that applied to many individuals (Rogers and Sto-
rey, 1987). Use was made of local door-to-door
weeklies and two regional dailies, which cov-
ered all of Twente and adapted to smaller com-
munities by inserting a page on local events.
The specificity of the information transmitted
through a particular channel depended on the
magnitude of its audience: the smaller the audi-

ence, the more specific the information. Editori-
als were thought to be more influential than ad-
vertisements. To ensure coverage, an agreement
was made with journalists—a unique situation.
Journalists committed themselves a priori, with
due observance of the freedom of the press and
journalistic responsibility, to pay attention to
residential burglary and violence on the streets
during the campaign period. In each daily, edi-
torials were published: in total seven large ones
on burglary and violence, six medium-sized
ones on the campaign itself, and seven short
ones mainly announcing campaign activities. In
some weeklies the six press releases were pub-
lished unabridged, in others they were turned
into one editorial (Postma and Eertman-Nijland,
1989). The regional radio station aired two in-
terviews (ten and three minutes respectively).

 

3

 

The personal component consisted of activi-
ties which enabled personal contact with infor-
mation officers. They enabled residents to ac-
quire information which applied to their
specific situation (O’Keefe, 1986; Rogers and
Storey, 1987). These activities were attended by
13,000 individuals (2.3 percent of the target
population). The Crime Prevention Van was
stationed forty-two times (7,300 visitors),
stands were installed at sixteen highly frequented
events (5,000 visitors), and thirty-three infor-
mation meetings were organised (760 visitors).

A number of activities were organised,
moreover, to give publicity to the campaign: an-
nouncements at police cars, advertisements,
posters, press releases, and the promotion of the
activities on the regional radio station’s “Musi-
cal Agenda.”

METHOD

 

Design

 

A quasi-experimental field test was per-
formed.

 

4

 

 Residents of the campaign area (the
experimental region) were compared to those of
an unaddressed area (the control region). The
experiment design required that measurements
be taken on the same individuals, directly be-
fore and after the campaign, both in the experi-
mental and control regions (untreated control
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group design with pretest and posttest). Results
of this design generally are interpretable (Cook
and Campbell, 1979). In order to determine
whether pretesting influenced the findings, half
of the two samples were subject to only posttest
measurements.

 

The Experimental and Control Regions

 

The campaign region, Twente, was a coher-
ent area consisting of four cities, six rural vil-
lages, nine urbanized rural towns, and two rural
towns. Enschede was core (population:
144,000). The control region consisted of a sim-
ilar coherent area, with Arnhem as core (popu-
lation: 128,000). The number of municipalities
(twenty-five) was about the same as in the ex-
perimental region (twenty-one). The number of
residents was also very similar (control region
582,708; experimental region 567,250). There
was no significant difference in the degree of
urbanisation either (

 

x

 

2

 

 

 

5

 

 4.78, 

 

df

 

 

 

5

 

 5, 

 

p

 

 

 

5

 

 .44).
Both regions compared with respect to socio-
economic factors and crime rates. The control
region was outside the reach of the mass media,
personal contact activities, and publicity in the
experimental region.

 

Procedure and Subjects

 

From the files of the Dutch Post Offices a
random sample of 2,010 addresses was drawn:
1,430 in the experimental and 680 in the control
region. Randomly, the male or female main res-
ident was addressed. Six-hundred and seventy-
six individuals participated (34 percent). Data
were gathered by means of mailed question-
naires and short oral interviews (greater than 95
percent response rate). There were no signifi-
cant differences between the experimental and
control region with regard to participation (

 

x

 

2

 

 

 

5

 

.39, 

 

df

 

 

 

5

 

 1, 

 

p

 

 

 

.

 

 .05); the number of gathered
questionnaires (

 

x

 

2

 

 

 

5

 

 2.81, 

 

df

 

 

 

5

 

 1, 

 

p

 

 

 

.

 

 .05); in-
terviews (

 

x

 

2

 

 

 

5

 

 2.07, 

 

df

 

 

 

5

 

 1, 

 

p

 

 

 

.

 

 .05); and mor-
tality (

 

x

 

2

 

 

 

5

 

 1.60, 

 

df

 

 

 

5

 

 1, 

 

p

 

 

 

.

 

 .05). Slightly
more than half of the subjects (52 percent) were
female; and half were fourty-five years of age
or younger. Eighty percent were married, 78
percent had children, and 81 percent lived in a
one-family dwelling.

 

Operationalisation

 

Campaign exposure was measured in the
oral interview. The other variables were mea-
sured in the questionnaire (twenty pages, size
A5).
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 The internal consistency and test-retest re-
liability over a two-month period were satisfac-
tory (Table 1).

 

Campaign exposure. 

 

The subjects were
asked if they perceived a campaign on burglary
and violence, the Crime Prevention Van, infor-
mation meetings, editorials about burglary and
violence in the regional dailies and door-to-door
weeklies, reports on the regional radio station,
the announcement of campaign activities in the
Musical Agenda on the regional radio station,
and advertisements. They were also asked
whether they actually read the campaign mes-
sages, visited the Crime Prevention Van, or at-
tended information meetings, respectively.

 

Knowledge of burglary and violence. 

 

The first
step in all models was an increase in knowl-
edge. The questions referred to local crime sta-
tistics, crime prevention, victim support, and
criminal justice procedures (twenty-six items,
correct/incorrect rating).

 

Fear of crime model. 

 

The image of local
crime was measured by one variable, perceived
local crime problems (ten items, four-point rat-
ing scale). Four elements of risk assessment
were measured: perceived likelihood of victim-
ization (four items, five-point rating scale); per-
ceived seriousness of the consequences (four
items, five-point rating scale); perceived ability
to prevent victimization (four items, five-point
rating scale); and perceived ability to deal with
a potential offender (four items, five-point rat-
ing scale). The fear of crime was measured by
three variables: fear of victimization (four
items, five-point rating scale); fear of a rela-
tive’s victimization (six items, five-point rating
scale); and fear on the streets (four items, two-
point rating scale).

 

Crime prevention model. 

 

Four variables were
measured: outcome expectation (nineteen items,
five-point rating scale); self-efficacy expecta-
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tion (nineteen items, five-point rating scale);
preventive behaviour (seventeen items, five-
point rating scale); and the marking of valuable
belongings (two items, two-point rating scale).

 

Understanding the criminal justice system
model. 

 

Two variables were measured: the atti-
tude towards the criminal justice system (eleven
items, five-point rating scale) and the attitude
towards crime reporting (seven items, five-point
rating scale).

 

Personal characteristics. 

 

Each subject was
questioned regarding his age, sex, marital sta-
tus, children, grandchildren, household mem-
bers, children living at home, type of dwelling,
residence, religion, political attitude, education,
daily habits, work situation of himself and his
partner.

RESULTS

 

The Campaign Audience

 

In The Netherlands crime prevention cam-
paigns are conducted regularly. At any given
time, part of the general public may be of the
opinion that a campaign is being conducted,
whether or not this is so, as was the case in the

control region. The true audience to the cam-
paign is thus by and large the difference be-
tween the measured audience in the experimen-
tal and control regions.

The overall 

 

awareness

 

 of the campaign was
limited (Table 2). In the experimental region a
significantly higher percentage (30 percent) was
aware of a campaign concerning burglary and
violence than in the control region (20 percent).
There was, however, no significant difference
in noticing of editorials on burglary and vio-
lence in the dailies (experimental region: 40
percent, control region: 35 percent). Editorials
in the weeklies were distinguished by a signifi-
cantly smaller portion of the population in the
experimental (29 percent) than in the control re-
gion (40 percent). Editorials in the local and re-
gional papers, which were written as an element
of the campaign, were not recognized as such.
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With respect to the personal contact activities, a
significantly larger part of the general public in
the experimental region knew of the presence of
the Crime Prevention Van (27 versus 6 percent)
and the information meetings (14 versus 9 per-
cent). The difference with respect to the crime
prevention stands, however, was not significant
(2 versus 0 percent). The publicity related pri-
marily to the Crime Prevention Van and infor-
mation meetings. In the experimental region
publicity was significantly more often observed
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ONSISTENCY
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ETEST

 

 R

 

ELIABILITY

 

 

 

OF

 

 

 

THE

 

 I

 

NSTRUMENTS

 

Internal Consistency Test-Retest Reliability

 

a

 

Knowledge of crime
Knowledge of burglary and violence .59 .65

Crime image, risk assessment, fear
Perceived local crime problems .64 .76
Perceived likelihood of victimization .76 .54
Perceived seriousness of consequences .78 .61
Perceived ability to prevent victimization .72 .57
Perceived ability to deal with an offender .68 .62
Fear of victimization .85 .63
Fear of a relative’s victimization .88 .67
Fear on the streets .62 .77

Crime prevention
Outcome expectation .73 .60
Self-efficacy expectation .73 .76
Preventive behaviour .67 .79

Understanding the criminal justice system
Attitude toward the criminal justice system .76 .85
Attitude toward crime reporting .72 .72

 

a

 

The correlation between the pretest and the posttest for the subjects in the control region.
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than in the control region (advertisements: 16
versus 7 percent; Musical Agenda: 4 versus 0
percent; announcements at police cars: 10 ver-
sus 0 percent). Absolutely speaking, however,
the audience to the publicity was restricted.

Campaign activities were not 

 

made use of

 

 more
often in the experimental region than in the control
region. In the experimental region, 33 percent read
editorials in the dailies, and in the control region,
30 percent. Editorials in the weeklies were read by
21 and 34 percent respectively. There was no sig-
nificant difference in visiting the Crime Preven-
tion Van (3 versus .5 percent) and attending infor-
mation meetings (1 percent equally).

 

The Campaign Effects

 

Analyses of covariance were performed on
the post-test scores, using experimental versus
control region as the factor and pretest scores as
the covariate (Edwards, 1979). Porter’s correc-
tion for measurement error in the pretest scores
was applied (Huitema, 1980; Porter, 1967; Rei-
chardt, 1979):

 

xx

 

 

 

5

 

 .80 and 

 

xx

 

 

 

5

 

 .70 are plau-
sible reliability estimates.

These analyses showed that the campaign
was only significant for the attitude towards the
criminal justice system (Table 3). In the case
where the reliability was estimated to be 

 

xx

 

 

 

5

 

.80 the level of significance of the factor indi-
cating the campaign’s impact was 

 

p

 

 

 

5

 

 .02; in

r̂ r̂

r̂

 

the case where the reliability was estimated to
be 

 

xx

 

 

 

5 .70 the level of significance was p 5
.002. The effect was in the hypothesized direc-
tion (effect size approximately .20). This indi-
cates that the campaign exerted a small positive
influence on attitudes towards the criminal jus-
tice system among the general public (Hedrick,
Bickman, and Rog, 1993).

Just as with many other campaigns not all
members of the target group were reached. As a
consequence an effect on all exposed members of
the target group might not have been detected
(Hormuth, Fitzgerald, and Cook, 1985). This
problem was solved by performing the analyses
again, for the exposed public.7 The campaign only
significantly affected the attitude towards the
criminal justice system (where xx 5 .80, p 5 .06;
where xx 5 .70, p 5 .02 ). The effect was in the
hypothesized direction (effect size approximately
.20). This indicates that the campaign exerted a
small positive influence on attitudes toward the
criminal justice system among the exposed public
(Hedrick, Bickman, and Rog, 1993). The fact that
only part of the target group was exposed, there-
fore, does not explain the limited empirical sup-
port for the production of effects.

The Validity of the Design

Statistical conclusion validity. Considering
the number of variables in the study the ob-

r̂

r̂
r̂

TABLE 2

AUDIENCE TO THE CAMPAIGN IN THE EXPERIMENTAL (n 5 403) AND CONTROL REGION (n 5 206)

Experimental
Region (%)

Control
Region (%)

Significance
x2 (two-tailed)

Perception of campaign activities
Campaign on burglary and violence 31 18 p , .001
Editorials in regional dailies 40 35 p 5 .25
Editorials in door-to-door weeklies 29 40 p 5 .01
Crime Prevention Van in the neighbourhood 27 6 p , .001
Information meetings in the neighbourhood 14 9 p 5 .10
Crime prevention stands in the neighbourhooda 2 0 p 5 .30

Perception of publicity
Advertisements 16 7 p 5 .005
Radio program “Musical Agenda” 4 0 p 5.01
Announcements at police carsa 10 0 p , .001

Use of campaign activities
Read editorials in regional dailies 33 30 p 5 .55
Read editiorials in door-to-door weeklies 21 34 p , .001
Visited Crime Prevention Van 3 ,1 p 5 .10
Visited information meetings ,1 1 p 5 .85

aMentioned spontaneously.
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served effect on attitudes toward the criminal
justice system could be viewed as the result of
chance. The effect, however, was also observed
among the subjects who did not participate in
the pretest (F1602 5 4.45, p 5 .03). During the
campaign, attitudes toward the criminal justice
system became somewhat more positive in the
experimental region compared to the control re-
gion. These findings support the results from
the analyses of covariance.

Internal validity. Of all potential threats to
internal validity, for our investigation the inter-
action between selection and external events
was of most concern (Cook and Campbell,
1979). Supplementary research was performed
into the potentially harmful influence of three
such factors: mass media crime reporting, crime
rate, and a particular crime performed in the
control region. These factors proved to have no
affect on the internal validity of the study.

External validity. The fact that we studied
the effects of a real-life campaign increased the

external validity. There were no indications that
the results could be attributed to pretest mea-
surement, nor to the combined effect of cam-
paign exposure and pretest measurement.
Though the drawn samples were virtually repre-
sentative, nonresponse may have caused a
bias—for those who participated, crime seemed
to be more of the issue than for those who did
not. The limited support for the production of
effects, however, does not seem to be attribut-
able hereto, because individuals who were even
more involved, proved to be influenced
(Kuttschreuter and Wiegman, 1997).

DISCUSSION

The principle finding was that the campaign
exerted a small positive influence on attitudes
toward the criminal justice system, for the ex-
posed as well as the general public. This agrees
with the effects of a Dutch community policing
program that combined the education of resi-
dents regarding local crime rates and the utilisa-

TABLE 3

EFFECTS OF THE CAMPAIGN: RESULTS OF THE ANALYSES OF COVARIANCE USING xx 5 .80
AND xx 5 .70 AS ESTIMATES OF THE RELIABILITYa

General Public Exposed Public

xx 5 .80 xx 5 .70 xx 5 .80 xx 5 .70

F p F p F p F p

Knowledge of crime
Knowledge of burglary and violence .45 .50 1.10 .29 .19 .67 .36 .55

Crime image, risk assessment, fear
Perceived local crime problems .27 .60 .65 .42 1.52 .22 1.77 .19
Perceived likelihood of victimization .01 .94 .02 .88 .00 .96 .00 .97
Perceived seriousness of 

consequences 1.20 .27 1.56 .21 1.46 .23 2.04 .16
Perceived ability to prevent 

victimization .61 .44 .36 .55 .57 .45 .44 .51
Perceived ability to deal with offender .00 .99 .04 .84 2.00 .16 2.80 .10
Fear of victimization 1.20 .27 1.66 .20 1.62 .21 2.79 .10
Fear of a relative’s victimization 1.17 .28 1.78 .18 .24 .62 .77 .38
Fear on the streets .53 .47 .84 .36 1.30 .26 2.31 .13

Crime prevention
Outcome expectation .00 .97 .02 .89 .79 .38 1.20 .27
Self-efficacy expectation 2.12 .15 3.59 .06 1.45 .23 2.44 .12
Preventive behaviour .13 .72 .50 .48 .27 .60 .49 .48
Marking of valuable goods .25 .62 .46 .48 2.27 .13 2.59 .11

Understanding the criminal justice system
Attitude toward the criminal justice system 5.76 .02 9.95 .002 3.69 .06 5.82 .02
Attitude toward crime reporting 1.12 .29 1.49 .22 .06 .81 .00 .96

aThe coefficients pertain to the factor “campaign.” The degrees of freedom are approximately 1,280 for the general public and
1,170 for the exposed public.

r̂
r̂

r̂ r̂ r̂ r̂
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tion of area police teams (De Graaf, 1981). The
question was whether this effect depended upon
the content of the information provided or the
appreciation of the community policing strat-
egy—citizens like such programs (Moore,
1994). The question could apply to this cam-
paign as well. The appreciation for the fact that
the police, by means of an information cam-
paign, took efforts to help citizens reduce their
chance of victimization may have led to a more
positive attitude towards the criminal justice
system. Improved assessments of police perfor-
mance, an aspect of the attitude towards the
criminal justice system, were also observed in
community policing programs which did not
contain an educational component (Lurigio and
Rosenbaum, 1994; Sadd and Grinc, 1994;
Skogan 1994b). Changes in attitudes toward the
criminal justice system, therefore, can be
brought about in other ways than by increasing
knowledge of the criminal justice system.

There was no effect on the variables in the
fear-of-crime and crime-prevention models.
Null findings in the program evaluation may be
due to methodological inadequacies, incorrect
effect models, or improper implementation
(Bickman, 1987). Methodological inadequacies
apply to the sensitivity of the research instru-
ments used in detecting program effects. This
seems an unlikely explanation: n was large and
the small effect on attitudes toward the criminal
justice system (effect size approximately .20)
was found to be significant.

This leaves incorrect models and improper
implementation as possible reasons for the null
findings. The interpretation of null findings de-
pends on the adequacy of the implementation.
In cases where the program is implemented cor-
rectly, null findings have implications for the
theoretical models underlying the program. In
cases where implementation may be criticized,
null findings may be the result of improper im-
plementation, incorrect models, or both (Bick-
man, 1987).

In this case, the implementation was not in-
fallible. The null findings, therefore, do not
constitute a reason to discard the theoretical
models. There is, on the contrary, evidence in
support of the models. With respect to the fear-
of-crime model, in a separate study of the ef-

fects of the information meetings (Kuttschreuter
and Wiegman, 1997), a large and significant
difference in knowledge about burglary was
found between subjects who received informa-
tion concerning burglary and its prevention, and
subjects who did not (F1,126 5 17.10, p ,
.001)—on an eleven-point scale there was a dif-
ference of 1.7 points (effect size .76).8 In their
field experiment, Lavrakas, Rosenbaum, and
Kaminski (1983) found that presenting informa-
tion about local crime influenced the image of
local crime.9 In the present study, additionally,
support was found for some of the steps in the
putative chain of effects. The change in the per-
ception of local crime problems, for instance,
was significantly positively related to the
change in the perceived likelihood of victimiza-
tion (r 5 .22; p , .05). The increase in the fear
of victimization, moreover, related significantly
to an increase in the perceived likelihood of vic-
timization (r 5 .20, p , .05); an increase in the
perceived seriousness of the consequences (r 5 .31,
p , .05); and a decrease in the perceived ability
to prevent victimization (r 5 2.17, p , .05).10

With regard to the crime prevention model,
this study of the information meetings (Kutt-
schreuter and Wiegman, 1997) showed signifi-
cant moderate effects on self-efficacy expecta-
tion (F1,132 5 6.23, p 5 .01, effect size .48);
outcome expectation (F1,131 5 8.17, p 5 .005,
effect size .52); and the intention to implement
preventive behaviour (Mann-Whitney U-test, z 5
3.55, p , .001). Other research also showed ef-
fects on the knowledge of crime (O’Keefe, 1986;
Lavrakas, 1986); outcome expectation (O’Keefe,
1986), and the intention to implement preventive
behaviour (Eijken and Van Oosterzee, 1992;
O’Keefe, 1986; Lavrakas, Rosenbaum, and Ka-
minski, 1983). There is thus ample support sub-
stantiating the effect models.

Next is the implementation of the campaign.
To bring about effects, the exposure to the cam-
paign message among the target group must be
sufficiently extensive (Rogers and Storey,
1987; Sacco and Silverman, 1982; Sacco and
Trotman, 1990). In the experimental region,
however, only 31 percent perceived the cam-
paign compared to 18 percent in the control re-
gion. Though significant, this difference is mi-
nor. The exposure to the main campaign
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activities in the experimental region was not
significantly more extensive than in the control
region (dailies: 33 versus 30 percent; weeklies:
21 versus 34 percent).

For a campaign message to reach a large au-
dience among the target group a number of cri-
teria must be fulfilled. Three items relate di-
rectly to the audience, while a fourth one relates
to the message content. The first requirement,
access to the channels used to distribute the
message, was met: 86 percent of the target
group read a regional daily, 95 percent received
weeklies, and 40 percent listened to the regional
radio station. The second requirement, percep-
tion of the campaign, was satisfied to a much
lesser degree: in the experimental region 58 per-
cent perceived editorials on burglary and vio-
lence compared to 56 percent in the control re-
gion. The third requirement, use of campaign
materials, was fulfilled: the editorials were read
by 80 percent of those who saw them.

The restricted attention given to the cam-
paign message in the regional mass media may
explain why the message was insufficiently per-
ceived. This also occurred in a number of other
mass media campaigns (e.g., Sacco and Silver-
man, 1981). In each daily, ten editorials were
published that related to the campaign, but dur-
ing the same period, 426 and 376 editorials
about crime were issued that were unconnected
with it. Some of the weeklies published the
press releases, others didn’t. The regional radio
station dedicated thirteen minutes to the cam-
paign. Despite the a priori agreement with jour-
nalists, the attention in the mass media was re-
stricted.11

The limited number of media broadcasts
does not explain the null findings among those
who perceived the campaign. For this group the
content of the media broadcasts was the crucial
factor.12 The editorials did not convey the entire
message. In addition, the number of repetitions
was small. The dailies and weeklies dissemi-
nated specific information only once. The gen-
eral public was therefore exposed to specific in-
formation three times at the most: once in their
daily and once in each of their two weeklies.
Compared to other campaigns this number is
small (Eijken and Van Oosterzee, 1992; Lavra-
kas, 1986).

There were two main reasons for the im-
proper implementation of the campaign. Jour-
nalists were trusted to provide the necessary
mass media attention but little attempt was
made to acquire mass media attention by organ-
ising special events (O’Keefe et al., 1996).
Plans were not put into operation. Certain mass
media techniques were never applied by the po-
lice. For example, a planned door-to-door bulle-
tin was renounced because on closer scrutiny it
was found to be too costly. The second reason
for this inadequacy was that the actual imple-
mentation of the campaign activities was not su-
pervised by the planning committee but left to
local police officers. This was in accordance
with the management structure within the police
forces. The effect was that some planned activi-
ties were not executed or modified extensively.
Implementation problems in community polic-
ing programs have been observed before
(Moore, 1994; Skogan 1994b): for example,
when patrol officers were reluctant to adopt
changes in operation style (Roberg, 1994; Sadd
and Grinc, 1994). Attempts of the planning
committee to prevent this reluctance eventually
led to a lack of supervision during the imple-
mentation of the campaign.

The question is which strategy a tell-the-
truth campaign should employ to efficiently af-
fect its target audience. It is vital to approach
segments of the general public in the target area
by means of an intensive multimedia campaign
in an appropriate manner (Eijken and Van Oost-
erzee, 1992; O’Keefe, 1986; O’Keefe et al.,
1996; Rice and Atkin, 1989; Rogers and Storey,
1987; Sacco and Silverman, 1982; Sacco and
Trotman, 1990). The target audience should be
drastically confined and the message, between
as well as within the media, repeated regularly.
Besides mass media attention, activities should
be organised that enable personal contact with
an information officer. Information meetings,
Crime Prevention Vans, crime prevention
stands, and the like are suitable, complementary
strategies. In order to implement the campaign
strategy and to guarantee its continuity, the
campaign should be organised by a small num-
ber of experts who assist and advise other (po-
lice) officers in the actual execution of the cam-
paign activities.
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The campaign should not primarily take
place by means of editorials in the local and re-
gional mass media. In this manner, police officers
can only distribute information when journalists
cooperate. Preservation of press freedoms de-
mands the voluntary participation of journalists
who do not necessarily view informing the pub-
lic about crime risks as their highest priority. In-
terests of police officers and journalists conflict
here. To increase knowledge of local crime
through editorials in the regional mass media,
substantially more editorials are needed than is
feasible.

Police officers can shape a mass media cam-
paign by organising activities that are newswor-
thy and therefore cannot be bypassed in the
daily reports of the local mass media. Journal-
ists can be engaged by informing them before-
hand. The consequent information flow gives
the message a larger audience, observing every-
one’s responsibilities. Police officers, more-
over, can employ their own mass media tech-
niques to disseminate the campaign message.
As yet, the door-to-door distribution of bulletins
appears to be one of the few effective strategies
available (Lavrakas, Rosenbaum, and Kamin-
ski, 1983). Public service announcements on the
regional television station may also create
awareness and stimulate interest (O’Keefe et
al., 1996).
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NOTES

1. One possible cause may be the distortion of crime
news in the mass media (Ditton and Duffy, 1983; Graber,
1980; Liska and Baccaglini, 1990; Roshier, 1981; Smith,
1984; Van Dijk, 1982; Williams and Dickinson, 1993).

2. The dissemination of objective information would
have a differentiated effect. Among individuals holding a
relatively pessimistic image of local crime risks, the infor-
mation would lead to a more optimistic image of the situa-
tion and, consequently, to a decrease in risk assessment and
the fear of crime. Among individuals holding a relatively
optimistic image, however, the information would lead to a
more pessimistic image of the situation and, consequently,
to an increase in risk assessment and the fear of crime. An
undifferentiated effect is also possible, namely that the ma-

jority of the population holds the same (too optimistic or too
pessimistic) image of crime. In a homogeneous population
an undifferentiated effect is expected, in a heterogeneous
population, a differentiated effect.

3. At the time there was no regional television station yet.

4. The campaign made use of regional dailies, so sub-
jects could not be randomly assigned to an experimental or
control condition.

5. The questionnaires are available upon request. A5 re-
fers to the size of the pages in the questionnaire.

6. Perhaps the general public in the control region read
editorials about local crime in the door-to-door weeklies
more frequently because the regional dailies in this area
paid less attention to local crime than those in the experi-
mental region.

7. These subjects knew of the Crime Prevention Van or
an information meeting in the neighbourhood (n 5 75).

8. These results were obtained from a sample of individ-
uals who attended the meetings and, possibly, were more
susceptible than the general public. Risk assessment and the
fear of crime were not affected, possibly because of the
crudeness of the measuring instruments.

9. The Lavrakas (1986) study showed no such effect.

10. Other research into the effects on risk perception and
the fear of crime focused on information concerning crime
prevention. The effects on the perceived likelihood of vic-
timization were inconsistent (O’Keefe, 1986, Sacco and Sil-
verman, 1981). The fear of crime was not affected (De
Graaf, 1981; O’Keefe, 1986; Lavrakas, 1986; Lavrakas,
Rosenbaum, and Kaminski, 1983).

11. If it were possible to have incorporated regional tele-
vision broadcasts, awareness of the campaign would have
likely been larger (Perloff, 1993).

12. One could argue that the exposed public had already
acquired so much knowledge about crime that the saturation
point had been reached. First, however, the editorials about
crime in the newspapers were read by 80 percent of those
who saw them. Second, the campaign message did not re-
peat information published elsewhere, but, on the contrary,
contained new elements. Third, processing the information
was also possible (Kuttschreuter and Wiegman, 1997).
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