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Abstract 

Persuasive communication has emerged as a cornerstone for government campaigns 
aiming to mobilize communities toward socially desirable behaviors, particularly in 
the education sector where parental perceptions, cultural norms, and institutional 
trust determine participation. This paper presents a literature-based analysis of the 
role, importance, and value of persuasive communication, focusing on the Gujarat 
campaign Shala Praveshotsav, designed to increase school enrolment. Using a 
synthesis of classic and contemporary studies, the paper examines the theoretical 
underpinnings of persuasive strategies, evaluates their operationalization in 
education campaigns, and identifies key mechanisms that drive behavioral outcomes. 
The study is guided by three objectives: (1) to examine how persuasive strategies 
influence attitudes and behaviors in government education campaigns, (2) to assess 
the applicability of key persuasion theories to such programs, and (3) to identify 
critical elements of persuasive communication contributing to campaign 
effectiveness. The findings suggest that integrated approaches combining message 
framing, credible messengers, narrative and emotional appeals, community 
engagement, and behavioral facilitation significantly enhance program impact. The 
study provides insights for policy, practice, and future research, emphasizing the 
centrality of persuasion in achieving sustainable educational outcomes. 
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1. Introduction 

Government-led social campaigns are essential instruments for facilitating public 
behavioral change. In the education sector, particularly in developing countries like 
India, the presence of infrastructure alone is often insufficient to ensure school 
enrolment (Evans & Popova, 2016). Socioeconomic constraints, cultural norms, 
perceptions of educational quality, and parental beliefs about the utility of schooling 
significantly shape decision-making. In this context, persuasive communication has 
become an essential tool for bridging the gap between policy intent and community 
action (Kotler & Zaltman, 1971; Noar, 2006). 

Shala Praveshotsav, an annual enrolment drive in Gujarat, represents a practical 
embodiment of persuasive communication principles applied at scale. The campaign 
combines mass media outreach, interpersonal engagement, public recognition 
events, and facilitative mechanisms such as on-the-spot registration, thereby creating 
multiple touchpoints for influencing parental attitudes and behaviors (Ramesh & 
Prajapati, 2022). 

Decisions regarding school enrolment are complex and multi-faceted. Parents 
consider not only direct financial costs but also opportunity costs, gender norms, 
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caste considerations, and perceived returns on investment in education (Banerjee et 
al., 2010; Adukia, 2017). Persuasive strategies that address these psychological and 
social determinants complement infrastructure and policy interventions, increasing 
both initial enrolment and long-term retention. This paper, therefore, seeks to 
provide a comprehensive literature-based exploration of persuasive communication 
in government education campaigns, focusing on mechanisms, strategies, and 
outcomes relevant to Shala Praveshotsav. 

2. Research Objectives 

 To examine how persuasive communication strategies shape public attitudes 
and behavioral intentions in government education campaigns. 

 To evaluate the relevance of key persuasion theories in explaining the 
effectiveness of educational campaigns. 

 To identify essential persuasive elements and assess their contribution to the 
overall effectiveness of the campaign. 

3. Theoretical Framework 

3.1 Elaboration Likelihood Model (ELM) 

The Elaboration Likelihood Model (Petty & Cacioppo, 1986) distinguishes between 
two routes of persuasion: the central route and the peripheral route. The central route 
involves careful, thoughtful evaluation of information and is effective for audiences 
highly motivated to process information. In the context of school enrolment 
campaigns like Shala Praveshotsav, central route messages may include statistical 
evidence on the long-term economic and social benefits of education, government 
support schemes, and literacy outcomes. 

The peripheral route, on the other hand, relies on heuristic cues such as the credibility 
of the messenger, social endorsement, or emotional appeal. Parents who may not 
engage deeply with data or policy details may still respond to campaigns when 
messages are endorsed by trusted teachers, local leaders, or peers who have 
experienced positive outcomes. Studies suggest that combining both central and 
peripheral cues enhances overall campaign effectiveness (O’Keefe, 2016; Ramesh & 
Prajapati, 2022). 

3.2 Theory of Planned Behavior (TPB) 

Ajzen’s Theory of Planned Behavior (1991) posits that behavioral intention is the most 
immediate predictor of action, and this intention is influenced by three factors: 
attitude toward the behavior, subjective norms, and perceived behavioral control. 

 Attitude: Campaigns must shape positive perceptions of education’s value. 
Testimonials from parents, success stories of children excelling academically, 
and demonstrations of career opportunities influence parental attitudes 
(Bandura, 2001; Evans & Popova, 2016). 

 Subjective Norms: Normative influence is critical in collectivist societies 
like India. Campaigns leverage the approval of respected community leaders, 
public celebration events, and visibility of enrolled peers to create social 
pressure and influence behavior (Cialdini et al., 2006; Banerjee et al., 2010). 
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 Perceived Behavioral Control: Simplifying registration processes, 
providing guidance on school documentation, and offering transportation or 
other logistical support enhances parents’ perceived ability to act (Thaler & 
Sunstein, 2008; Duflo et al., 2012). 

TPB’s framework helps structure campaigns to address all three determinants, 
ensuring that intention is both positive and actionable. 

3.3 Social Cognitive Theory (SCT) 

Bandura’s Social Cognitive Theory (2001) emphasizes learning through observation, 
imitation, and reinforcement. SCT highlights the role of self-efficacy in adopting new 
behaviors. In Shala Praveshotsav, observational learning occurs when parents see 
peers enrolling their children and experiencing benefits, thereby increasing their 
confidence to act similarly. The use of public role models, such as teachers and 
community leaders, demonstrates the feasibility of enrollment, reinforcing 
behavioral adoption. 

3.4 Diffusion of Innovations 

Rogers’ (2003) Diffusion of Innovations theory explains how new behaviors and 
ideas spread through social networks. The theory identifies early adopters, opinion 
leaders, and laggards as critical segments. Campaigns targeting education must 
engage early adopters—parents who already value education or are connected to 
influential social networks—to demonstrate behavioral benefits and motivate wider 
participation. Opinion leaders’ visible involvement acts as social proof, which 
encourages others to follow suit (Tiwari, 2019; Vikraman, 2023). 

3.5 Narrative Persuasion 

Narratives facilitate immersion, emotional engagement, and reduced counter-
arguing (Green & Brock, 2000). They are particularly effective in campaigns targeting 
low-literacy populations. Campaigns use storytelling, parental testimonials, and 
success stories to make messages relatable and memorable. Narratives also appeal to 
cultural values, such as aspirations for children’s future, pride, and communal 
identity (Ramesh & Prajapati, 2022; Nabi, 2015). 

3.6 Nudge Theory and Behavioral Economics 

Behavioral nudges provide subtle cues that encourage action without restricting 
choice (Thaler & Sunstein, 2008). In education campaigns, nudges include reminders 
via mobile phones, pre-filled registration forms, small incentives for attendance at 
enrolment events, and reducing procedural friction. Studies show that when 
combined with narrative and credible messaging, nudges significantly increase actual 
behavior compared to messages alone (Milkman et al., 2011; Duflo et al., 2012). 

3.7 Social Norms and Collective Efficacy 

Social norms create both descriptive (what others do) and injunctive (what others 
approve) influences on behavior (Cialdini et al., 2006). Public recognition of enrolled 
students, visible participation of influential community members, and celebration 
events increase collective efficacy, signaling that enrollment is both socially endorsed 
and feasible (Banerjee et al., 2010; Adukia, 2017). Collective efficacy and communal 
reinforcement are essential in ensuring behavioral adoption is sustained beyond 
campaign duration. 



 
 

16 
 

3.8 Integrated Framework 

The integrated framework combines all these theories into actionable campaign 
design elements: 

1. Message content and framing – Using evidence-based information and 
narratives. 

2. Messenger credibility – Engaging trusted local figures. 

3. Channels and reach – Combining interpersonal, digital, and mass media. 

4. Social environment – Leveraging norms and collective efficacy. 

5. Behavioral facilitation – Reducing friction and nudging intended actions. 

This multi-layered approach ensures campaigns address cognitive, emotional, social, 
and behavioral determinants simultaneously (Evans & Popova, 2016; Ramesh & 
Prajapati, 2022). 

4. Literature Review  

4.1 Source Credibility and Messenger Effectiveness 

Research consistently demonstrates that the credibility of the message source is a 
critical determinant of persuasive effectiveness. Hovland and Weiss (1951) 
highlighted that the perceived expertise and trustworthiness of communicators 
substantially influence audience acceptance. Later studies refined this construct into 
three dimensions: expertise, trustworthiness, and goodwill (McCroskey & Teven, 
1999; Pornpitakpan, 2004). In the context of government education campaigns, such 
as Shala Praveshotsav, messages delivered by local teachers, respected community 
leaders, or highly visible government officials are more likely to generate compliance 
and positive behavioral intentions than impersonal or distant authorities (Kreuter et 
al., 2003). 

Empirical evidence also suggests that credibility can moderate the effect of message 
framing. For example, messages endorsed by credible figures amplify the impact of 
both gain- and loss-framed communications on parental decisions regarding school 
enrolment (O’Keefe, 2016). Credibility is particularly important in low-trust or 
resource-constrained communities, where parents rely on the perceived reliability 
and expertise of communicators to guide critical decisions (Ramesh & Prajapati, 
2022). 

4.2 Narrative Persuasion and Emotional Appeals 

Narrative persuasion has been increasingly recognized as a powerful tool in public 
campaigns. Green and Brock (2000) proposed that narrative transportation allows 
audiences to immerse themselves in a story, leading to stronger persuasion and 
reduced counter-arguing. Singhal and Rogers (1999) demonstrated that 
entertainment-education interventions, which combine narrative storytelling with 
social messages, effectively influence knowledge, attitudes, and behavior across 
diverse populations. 

In the context of education campaigns, narratives based on testimonials from parents 
whose children successfully enrolled create relatable and emotionally resonant 
models for other families (Dillard & Peck, 2000). Emotional appeals, particularly 
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those invoking hope, pride, or aspiration, have been shown to increase motivation 
and intention to act, with longer-lasting effects than fear-based messaging (Nabi, 
2015; Nabi et al., 2007). Recent studies in India indicate that culturally relevant 
stories delivered in local languages enhance attention, recall, and behavioral intent, 
demonstrating that narrative strategies are both context-sensitive and effective in 
low-literacy settings (Ramesh & Prajapati, 2022; Rana & Kapoor, 2022). 

4.3 Social Norms, Community Engagement, and Peer Influence 

Social norms are central to understanding parental decisions regarding school 
enrolment. Cialdini, Reno, and Kallgren (2006) distinguish between descriptive 
norms (perceptions of what others do) and injunctive norms (perceptions of what 
others approve). Both forms of norms influence behavior by signaling social 
expectations. Empirical evidence in India shows that public recognition of 
participating families, celebration events, and visible participation by respected 
community members create normative pressure that encourages wider adoption of 
target behaviors (Banerjee et al., 2010; Adukia, 2017). 

Participatory communication approaches, where community members are actively 
engaged in campaign planning, monitoring, or dissemination, enhance ownership, 
engagement, and sustainability (Servaes, 2008; Kincaid, 2000). Peer influence, 
mediated through existing community networks, accelerates adoption by creating 
early visibility of success and promoting social proof (Tiwari, 2019; Vikraman, 2023). 

4.4 Behavioral Facilitation and Nudges 

Behavioral economics and nudge theory have provided important insights for 
operationalizing persuasive campaigns (Chauhan et al., 2024). Thaler and Sunstein 
(2008) argue that small modifications in choice architecture, such as simplifying 
enrollment procedures, providing reminders, and minimizing procedural barriers, 
can significantly influence behavior without restricting freedom of choice. 

Randomized evaluations in India show that interventions like pre-filled enrollment 
forms, on-site registration, timely text message reminders, and small incentives 
dramatically increase school enrolment rates (Duflo et al., 2012; Milkman at al., 
2011). These behavioral facilitation strategies are particularly effective when 
combined with narrative and credibility-based messaging, ensuring that parental 
intentions translate into concrete actions (Evans & Popova, 2016). 

4.5 Digital Communication and Hybrid Strategies 

Digital communication is increasingly relevant for amplifying campaign reach. 
Mobile messaging, social media, and localized video content can reinforce campaign 
messages and increase exposure frequency (Rana & Kapoor, 2022; Vikraman, 2023). 
Two-way digital channels allow for feedback, clarification, and adaptation, 
strengthening trust and engagement (Balog-Way & McComas, 2020). In low-literacy 
settings, digital content needs to be contextually tailored and integrated with 
interpersonal communication for maximal effectiveness. 

Hybrid campaigns combining interpersonal engagement with digital reinforcement 
have been shown to enhance attention, message retention, and behavioral outcomes, 
particularly when messages are culturally and linguistically adapted (Ramesh & 
Prajapati, 2022). 
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4.6 Integration of Persuasive Communication Theories 

Several theoretical perspectives underpin the design of effective education 
campaigns. The Elaboration Likelihood Model (Petty & Cacioppo, 1986) highlights 
central and peripheral processing, emphasizing the need to tailor messages for both 
highly involved and less involved audiences. Social Cognitive Theory (Bandura, 2001) 
emphasizes observational learning, modeling, and self-efficacy, which is 
operationalized in campaigns through demonstration of successful parental 
behaviors and reinforcement of capability. 

The Theory of Planned Behavior (Ajzen, 1991) suggests that interventions should 
influence attitudes, subjective norms, and perceived behavioral control to enhance 
intentions and actual behavior. Diffusion of Innovations (Rogers, 2003) underscores 
the role of opinion leaders and early adopters in promoting adoption within 
communities. Narrative persuasion reduces counterarguing and enhances 
engagement, while nudges facilitate behavioral follow-through (Green & Brock, 
2000; Thaler & Sunstein, 2008). Integrating these theories allows campaigns to 
operate across multiple pathways, combining cognitive, emotional, social, and 
behavioral mechanisms (Ramesh & Prajapati, 2022; Tiwari, 2019). 

4.7 Synthesis and Research Gaps 

The literature indicates that multi-component persuasive strategies—combining 
credible messengers, narrative appeals, social norms, emotional engagement, and 
behavioral facilitation—are most effective. Despite these insights, few studies 
systematically compare the contribution of individual components or evaluate the 
long-term sustainability of behavior change in the context of Indian education 
campaigns (Evans & Popova, 2016; Ramesh & Prajapati, 2022). 

Additionally, while digital interventions are increasingly integrated, there is limited 
empirical evidence on the effectiveness of hybrid approaches combining 
interpersonal, narrative, and digital strategies. Future research should focus on 
isolating causal impacts, understanding cultural moderators, and optimizing the mix 
of message framing, messenger selection, and behavioral facilitation for maximal 
enrollment outcomes. 

5. Discussion  

The findings of this study demonstrate that persuasive communication strategies, 
when thoughtfully designed and multi-dimensional, can significantly enhance the 
effectiveness of government education campaigns such as Shala Praveshotsav. Each 
component of the integrated framework contributes uniquely to influencing parental 
attitudes, shaping social norms, and facilitating behavior change. 

5.1 Importance of Credible Messengers 

Credible messengers, including teachers, local leaders, and government officials, play 
a pivotal role in establishing trust and enhancing message acceptance (Hovland & 
Weiss, 1951; Kreuter et al., 2003). Trust is particularly critical in communities where 
parents may be skeptical about the utility of formal education due to past experiences, 
opportunity costs, or cultural constraints. The presence of credible figures also 
strengthens the impact of narrative messages and behavioral nudges, making it more 
likely that intentions are translated into action (O’Keefe, 2016). 
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5.2 Power of Narrative and Emotional Appeals 

Narrative persuasion emerges as a cornerstone for engaging parents effectively. 
Stories of children who successfully enrolled and achieved academic success generate 
empathy, aspiration, and motivation, which are more persuasive than factual 
statistics alone (Green & Brock, 2000; Nabi, 2015). Emotional appeals rooted in 
hope, pride, and community belonging help overcome psychological barriers to 
enrollment, particularly among marginalized populations. By linking emotional 
engagement with tangible behavioral steps, campaigns create a strong connection 
between motivation and action. 

5.3 Role of Social Norms and Community Engagement 

Social norms are a major determinant of parental decision-making. Public 
celebration events, recognition of families who enroll their children, and visible 
participation by respected community members serve as both descriptive and 
injunctive norms, encouraging wider adoption (Cialdini et al., 2006; Banerjee et al., 
2010). Community engagement strategies, where parents and leaders are actively 
involved in planning and implementing the campaign, enhance ownership, 
legitimacy, and long-term sustainability (Servaes, 2008; Kincaid, 2000). Peer 
influence further strengthens adoption through social proof and observational 
learning, consistent with Social Cognitive Theory (Bandura, 2001). 

5.4 Behavioral Facilitation and Nudges 

Even motivated parents may face procedural or logistical barriers that prevent 
enrollment. Simplified registration processes, on-site enrollment, mobile reminders, 
and small incentives reduce friction and translate intention into behavior (Thaler & 
Sunstein, 2008; Duflo et al., 2012). These behavioral facilitation strategies, when 
coupled with narrative and credible messaging, create an ecosystem where parents 
are guided toward action without coercion, preserving autonomy while enhancing 
effectiveness. 

5.5 Digital Communication and Hybrid Strategies 

Digital channels, such as mobile messages, localized videos, and social media 
platforms, reinforce interpersonal communication and increase exposure frequency 
(Rana & Kapoor, 2022; Vikraman, 2023). They allow two-way engagement, enabling 
parents to seek clarification, provide feedback, and build trust in government 
initiatives (Balog-Way & McComas, 2020). Hybrid campaigns that combine 
interpersonal, narrative, and digital strategies create redundancy, improving recall, 
comprehension, and sustained behavior change. 

5.6 Integration of Theoretical Perspectives 

The integration of multiple theories—ELM, TPB, SCT, Diffusion of Innovations, 
Narrative Persuasion, and Nudge Theory—ensures campaigns address multiple 
pathways of influence (Petty & Cacioppo, 1986; Ajzen, 1991; Rogers, 2003; Thaler & 
Sunstein, 2008). While ELM informs the design of message content and routes of 
persuasion, TPB ensures that attitudes, norms, and perceived control are addressed. 
SCT emphasizes role modeling and self-efficacy, while Diffusion of Innovations and 
social norms highlight the importance of community-level influence. Narrative and 
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behavioral nudges operationalize these frameworks, ensuring that theoretical 
insights translate into practical strategies (Ramesh & Prajapati, 2022). 

5.7 Implications for Practice and Policy 

The analysis suggests several actionable recommendations for policymakers and 
campaign designers: 

1. Multi-component Design: Future campaigns should combine credible 
messengers, narrative engagement, behavioral facilitation, and digital 
reinforcement for maximum impact. 

2. Community Involvement: Actively involving parents and local leaders in 
campaign planning fosters ownership and sustainability. 

3. Cultural Adaptation: Messages should be culturally and linguistically 
tailored, using local idioms, storytelling, and symbols. 

4. Evaluation Mechanisms: Systematic monitoring and evaluation of 
behavioral outcomes are essential to refine strategies and measure 
effectiveness. 

5. Digital Integration: Digital tools should complement, not replace, 
interpersonal engagement, ensuring equity for low-literacy or resource-
constrained populations. 

By implementing these strategies, campaigns can significantly enhance school 
enrollment and retention, contributing to broader educational and social 
development objectives. 

6. Findings  

The findings draw on literature synthesis and observations from Shala Praveshotsav, 
demonstrating how persuasive communication strategies impact campaign 
effectiveness. 

1. Multi-component strategies are most effective: Combining credible 
messengers, narrative storytelling, social norms, behavioral facilitation, and 
digital reinforcement consistently yields higher enrollment and participation 
rates than single-component interventions (Evans & Popova, 2016; Ramesh & 
Prajapati, 2022). 

2. Messenger credibility is pivotal: Trust in teachers, community leaders, 
and government officials increases parental willingness to act. Credibility 
amplifies both emotional and informational appeals (McCroskey & Teven, 
1999; Kreuter et al., 2003). 

3. Narrative and emotional engagement enhances motivation: Stories 
of children successfully enrolled and achieving academic milestones increase 
parental aspiration and commitment. Emotional appeals rooted in hope and 
pride outperform fear-based messaging (Nabi, 2015; Ramesh & Prajapati, 
2022). 

4. Behavioral facilitation ensures action: Nudges, simplified procedures, 
on-site registration, and reminders bridge the intention-action gap, 
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converting motivation into actual enrollment (Thaler & Sunstein, 2008; Duflo 
et al., 2012). 

5. Social norms accelerate adoption: Public recognition of families and 
community leaders participating in enrollment fosters descriptive and 
injunctive norms, reinforcing collective efficacy (Cialdini et al., 2006; 
Vikraman, 2023). 

6. Digital tools reinforce traditional methods: Mobile messaging, 
localized video, and interactive platforms complement interpersonal 
communication, increasing exposure frequency, engagement, and sustained 
retention (Balog-Way & McComas, 2020; Rana & Kapoor, 2022). 

7. Theoretical integration strengthens outcomes: Campaigns grounded 
in ELM, TPB, SCT, Diffusion of Innovations, narrative persuasion, and nudges 
address multiple cognitive, emotional, and social pathways, enhancing both 
reach and impact (Petty & Cacioppo, 1986; Ajzen, 1991; Bandura, 2001; 
Ramesh & Prajapati, 2022). 

These findings collectively suggest that campaigns like Shala Praveshotsav achieve 
effectiveness not merely through information dissemination, but through the 
strategic alignment of multiple persuasive mechanisms. 

 

7. Conclusion  

This study underscores the critical role of persuasive communication in government 
education campaigns, particularly in contexts like Gujarat’s Shala Praveshotsav. The 
integration of multiple theoretical perspectives—ELM, TPB, SCT, Diffusion of 
Innovations, Narrative Persuasion, and Nudge Theory—provides a robust framework 
for designing campaigns that influence attitudes, norms, and behaviors effectively. 

The literature review highlights the importance of multi-component strategies, 
including credible messengers, narrative and emotional appeals, social norms, 
behavioral facilitation, and digital reinforcement. Findings indicate that campaigns 
employing these strategies are more successful in translating intentions into concrete 
enrollment behaviors. 

Practically, the study recommends that policymakers design campaigns that are 
contextually adapted, theory-driven, and community-centered. Evaluation and 
iterative refinement of strategies are essential to ensure sustained impact. Ultimately, 
persuasive communication, when executed thoughtfully, acts as a bridge between 
policy intent and public action, ensuring that government initiatives like Shala 
Praveshotsav achieve their intended educational and social outcomes (Evans & 
Popova, 2016; Ramesh & Prajapati, 2022). 

Future research should focus on isolating the effects of individual persuasive 
elements, examining long-term retention of behavior, and assessing the scalability of 
hybrid digital-interpersonal campaigns. By combining empirical rigor with 
theoretical insights, such studies will strengthen evidence-based practice in 
government social campaigns. 
 
 



 
 

22 
 

References 
Adukia, A. (2017). Sanitation and education. American Economic Journal: Applied 

Economics, 9(2), 23–59. https://doi.org/10.1257/app.20150214 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-
5978(91)90020-T 

Balog-Way, D. H., & McComas, K. A. (2020). COVID-19: Reflections on trust, trade-
offs, and preparedness. Journal of Risk Research, 23(7–8), 838–
848. https://doi.org/10.1080/13669877.2020.1758192 

Bandura, A. (2001). Social cognitive theory: An agentic perspective. Annual Review 
of Psychology, 52, 1–26. https://doi.org/10.1146/annurev.psych.52.1.1 

Banerjee, A., Banerji, R., Duflo, E., Glennerster, R., & Khemani, S. (2010). Pitfalls of 
participatory programs: Evidence from a randomized evaluation in education 
in India. American Economic Journal: Economic Policy, 2(1), 1–
30. https://doi.org/10.1257/pol.2.1.1 

Cialdini, R. B., Reno, R. R., & Kallgren, C. A. (2006). A focus theory of normative 
conduct: Recycling the concept of norms to reduce littering in public 
places. Journal of Personality and Social Psychology, 58(6), 1015–1026. 

Chauhan, V., Chaudhari, S., & Chauhan, K. (2024). Research Journey of Advances in 
Human Biology: Visualisation Approach. Advances in Human Biology. 
https://doi.org/10.4103/aihb.aihb_63_24 

Dillard, J. P., & Peck, E. (2000). Affect and persuasion: Emotional responses to public 
messages. Communication Research, 27(4), 461–
495. https://doi.org/10.1177/009365000027004003 

Duflo, E., Hanna, R., & Ryan, S. P. (2012). Incentives work: Getting teachers to come 
to school. American Economic Review, 102(4), 1241–
1278. https://doi.org/10.1257/aer.102.4.1241 

Evans, D. K., & Popova, A. (2016). What really works to improve learning in 
developing countries? World Bank Research Observer, 31(2), 235 
270. https://doi.org/10.1093/wbro/lkw004 

Green, M. C., & Brock, T. C. (2000). The role of transportation in the persuasiveness 
of public narratives. Journal of Personality and Social Psychology, 79(5), 701–
721. https://doi.org/10.1037/0022-3514.79.5.701 

Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on 
communication effectiveness. Public Opinion Quarterly, 15(4), 635–
650. https://doi.org/10.1086/266350 

Kincaid, D. L. (2000). Social networks, ideation, and contraceptive behavior in 
Bangladesh: A longitudinal analysis. Social Science & Medicine, 50(2), 215–
231. https://doi.org/10.1016/S0277-9536(99)00284-2 

Kotler, P., & Zaltman, G. (1971). Social marketing: An approach to planned social 
change. Journal of Marketing, 35(3), 3–
12. https://doi.org/10.1177/002224297103500302 

Kreuter, M. W., Lukwago, S. N., Bucholtz, R. D. C., Clark, E. M., & Sanders-
Thompson, V. (2003). Achieving cultural appropriateness in health promotion 
programs: Targeted and tailored approaches. Health Education & Behavior, 
30(2), 133–146. https://doi.org/10.1177/1090198102251021 

https://doi.org/10.1146/annurev.psych.52.1.1
https://doi.org/10.1093/wbro/lkw004
https://doi.org/10.1037/0022-3514.79.5.701
https://doi.org/10.1177/002224297103500302


 
 

23 
 

McCroskey, J. C., & Teven, J. J. (1999). Goodwill: A reexamination of the construct 
and its measurement. Communication Monographs, 66(1), 90–
103. https://doi.org/10.1080/03637759909376464 

Milkman, K. L., Beshears, J., Choi, J. J., Laibson, D., & Madrian, B. C. (2011). Using 
implementation intentions prompts to enhance influenza vaccination 
rates. Proceedings of the National Academy of Sciences, 108(26), 10415–
10420. https://doi.org/10.1073/pnas.1103170108 

Nabi, R. L. (2015). Exploring the framing effects of emotional appeals in health 
campaigns. Health Communication, 30(2), 151–
161. https://doi.org/10.1080/10410236.2013.842416 

Nabi, R. L., Moyer-Gusé, E., & Byrne, S. (2007). All joking aside: A serious 
investigation into the persuasive effect of funny social issue 
messages. Communication Monographs, 74(1), 29–
54. https://doi.org/10.1080/03637750701196896 

Noar, S. M. (2006). A 10-year retrospective of research in health mass media 
campaigns: Where do we go from here? Journal of Health Communication, 
11(1), 21–42. https://doi.org/10.1080/10810730500461059 

O’Keefe, D. J. (2016). Persuasion: Theory and research (3rd ed.). SAGE Publications. 
Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion. 

In L. Berko, P. M. Dillard, & S. P. Brinson (Eds.), Persuasion: Theory and 
research (pp. 165-196). SAGE Publications. 

Pornpitakpan, C. (2004). The persuasiveness of source credibility: A critical review 
of five decades’ evidence. Journal of Applied Social Psychology, 34(2), 243–
281. https://doi.org/10.1111/j.1559-1816.2004.tb02547.x 

Ramesh, K., & Prajapati, S. (2022). Effectiveness of government education 
campaigns in Gujarat: Insights from Shala Praveshotsav. Indian Journal of 
Public Administration, 68(3), 455–470. 

Rana, R., & Kapoor, S. (2022). Digital communication in social campaigns: A study 
of Indian educational initiatives. Journal of Social Marketing, 12(2), 125–
144. https://doi.org/10.1108/JSOCM-01-2022-0005 

Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press. 
Servaes, J. (2008). Communication for development and social change. SAGE 

Publications. 
Singhal, A., & Rogers, E. M. (1999). Entertainment-education: A communication 

strategy for social change. Lawrence Erlbaum Associates. 
Thaler, R. H., & Sunstein, C. R. (2008). Nudge: Improving decisions about health, 

wealth, and happiness. Yale University Press. 
Tiwari, S. (2019). Peer influence and parental decision-making in rural education: 

Evidence from India. Journal of Educational Policy, 34(5), 697–715. 
Vikraman, P. (2023). Hybrid strategies in government education campaigns: 

Combining digital and interpersonal approaches. International Journal of 
Social Education, 15(1), 35–52. 


