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This paper outlines the development of a health communications campaign 

targeted toward college students at the University of Texas at Austin, regarding the 

issue of sleep deprivation.  Existing literature, informal formative research, and 

concept testing are applied to two main health communication theories: the Health 

Belief Model, and the Transtheoretical Model. The iterative process of the campaign 

development is outlined, and key deliverables included.  
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Introduction 

 There are several health problems facing college students today. Sexual 

behavior, nutrition and exercise, mental health, substance abuse, and safety issues 

are some of the main areas of concern that arise for students as they transition into 

an age of greater freedom and responsibility. For many students, college may be the 

first period of their lives when they are responsible for their own health and 

wellness. Though college students are faced with these increased challenges and 

risks, there is often very little corrective or preventative action taken to reduce or 

regulate the occurrence of health problems. Several studies have shown that people 

in this age range often have unrealistic perceptions of susceptibility in regards to 

health issues (Weinstein, 1982), and that this optimism is often a result of a lack of 

awareness or education.  The notion of “invincibility” is also common among this 

group, which may explain the lack of behavior change despite the rising occurrence 

of health risks.  

One of the most common and widely known problems among the college 

student population is a lack of proper sleep.  This unhealthy behavior is one that is 

experienced by nearly every college student at some point, and is accepted by most 

people as a normal part of the college experience. While the exact mechanisms 

involved in sleep remain a mystery, it is clear that sleep deprivation has several 

important implications on the learning process, psychological and physical 

functioning, and overall health and wellbeing.  
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 This paper aims to summarize the development of a sleep deprivation 

awareness campaign to be used by the University of Texas at Austin University 

Health Services Center. This report begins with a review of existing literature on the 

subject of sleep deprivation and its effects on learning, functioning, and prevalence 

within college communities; the informal formative research gathered to help guide 

the campaign strategy; and the development of creative executions to be used for a 

campus-wide health campaign.  
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Literature Review 
 
Sleep Deprivation Among Young Adults 

 An annual survey by the National Sleep Foundation tests several aspects of 

sleep, and its implication on different health topics. The 2011 poll explored the 

relationship between increasing technology use and sleep among several 

generations. Of the 1,508 respondents, 293 were between the ages of 19-29.  The 

survey found that Generation Y’ers (age 19-29) are heavy users of technology 

during the hour before bedtime, often bringing their cell phones or laptops to bed 

with them.  Results of the poll also indicated that 51 percent of Gen Y’ers never get a 

good night’s sleep on weekdays; nearly 70 percent reported waking up feeling un-

refreshed a few nights per week (National Sleep Foundation, 2011).   

A major part of the problem with student sleep is that they are often not 

aware of the negative effects of sleep deprivation.  A study by the Department of 

Psychology at Bradley University tested the cognitive performance of two groups of 

college students (the first group with 8 hours of sleep, the second deprived of sleep 

for 24 hours) after completing the Watson-Glaser Critical Thinking Appraisal. After 

completing the appraisal, students completed questionnaires inquiring about their 

perceived effort, concentration, and estimated performance. The study found that 

not only did the sleep-deprived students perform significantly worse than the non-

deprived participants, but that they also rated their concentration, performance, 

and effort much higher than did the non-deprived students (Pilcher, 1997).  These 

results indicate that sleep deprivation negatively affects cognitive abilities, and that 
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students are likely unaware of the consequences that inadequate sleep has over 

their performance.  

 

Sleep Deprivation and Learning 

 Though there is still much debate on the subject, several researchers believe 

that sleep is a key contributor to learning and memory. According to the Division of 

Sleep Medicine at Harvard Medical School, there are three main functions in the 

learning process: acquisition, or the introduction of new information to the brain; 

consolidation, the process by which a memory becomes stable; and recall, or the 

ability to access information once it has been stored. Researchers agree that healthy 

sleep behavior is an integral part of learning and memory, with particular 

importance in the memory consolidation process (Harvard, 2007).   

 The scientific functions of sleep are still largely unknown, but recent studies 

have provided evidence of sleep-dependent memory consolidation and processing.  

Several experiments have shown that the processes involved in memory 

organization and reorganization are optimized during sleep (Walker, 2004), and 

that the most critical period for memory consolidation and learning is the time 

immediately following a lesson (Stickgold, 2005). This research suggests that 

students who stay up all night studying cannot properly retain and access the 

information without getting adequate sleep, and that this lost opportunity cannot be 

made up on subsequent nights.  
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 Each semester, the American College Health Association distributes the 

National College Health Assessment to collect data about college student health 

behaviors, habits and perceptions on current health topics. One of the questions on 

the NCHA inquires about factors affecting individual academic performance, defined 

as: “received a lower grade on an exam or important project, received a lower grade 

in the course, received an incomplete or dropped the course” (American College 

Health Association, 2012). Since the assessment launched in 2000, “sleep 

difficulties” has been one of the top three responses to this question each semester, 

along with “stress” and “physical illness.” As a result, when the NCHA was revised in 

2008, “Sleep” was added as entire subsection to the assessment to gather more 

information about this growing problem and the effects it has on student learning. 

Another study by the Department of Community Health at the University of Illinois 

examined the relationship between several health behaviors and grade point 

averages of 200 college freshmen living in on-campus residences at the University of 

Illinois (Trockel, 2000).  The variables in question included sleeping, eating, and 

exercise habits; mood; time management; stress; and social support, among others. 

Of all variables tested, sleep (whether adequate or inadequate) appeared to have the 

greatest effect on grade point average.  

 

Sleep Deprivation and Functioning 

In addition to altering psychological functions, lack of proper sleep can affect 

one’s physical abilities and complicate even basic daily functioning.  A study by 
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Alapin et. al. sought to answer questions about the relationship between sleep and 

functioning (Alapin, 2000). The study, conducted on a sample of 330 college 

students and older adults, aimed to reach three main objectives: 1) To investigate 

subjective perceptions of daytime functioning in both young and older good and 

poor sleepers, 2) To compare subjective perceptions of daytime functioning of 

highly distressed poor sleepers and poor sleepers who manifest little if any distress 

about their sleep, and 3) To explore the relationship between the various aspects of 

daytime functioning and sleep parameters.  Results from the studies indicated that 

poor sleepers showed more daytime difficulties than good sleepers, and that high-

stress poor sleepers experienced more tension, depression, and general daytime 

functioning difficulties than good sleepers or low-stress poor sleepers.  

 

The Benefits of Napping 

Recently, researchers have sought to find tangible solutions to help curb the 

effects of sleep deprivation or inadequate sleep.  One main focus area has been the 

benefits of a midday or afternoon nap. An experiment by the National Institute of 

Industrial Health examined the effects of a 15-minute afternoon “power nap” on 

alertness, performance, and autonomic functions in 12 healthy college students at 

various times throughout the day (Takahashi, 1998).  Subjects were tested by 

polygraphic monitoring and were evaluated based on subjective sleepiness and task 

performance, including logical reasoning and digit span memory. Students were 

tested again, weeks later, after having no afternoon nap.  Results from the study 
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showed significant improvement in logical reasoning, and in overall alertness and 

performance after a midday nap.  Results yielded specificity in recommended nap 

times, showing that the benefits of napping were more apparent during the period 

between 1:15 and 2:45 pm.  

Similar studies have provided evidence that daytime naps can improve one’s 

performance and reduce perceptual deterioration (Stickgold, 2005); and that a nap 

is actually more effective in reducing daytime sleepiness and improving 

performance than extended sleep at night (Horne, 2008).  This information is 

important to researchers and marketers alike, as it may provide a solution to the 

widely familiar problem of sleep deprivation among college students.  
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Health Communication Theories 
 
Health Belief Model 

 One of the most commonly referenced theories in health communication and 

education is the Health Belief Model (HBM).  The basis of the theory, originally 

introduced in the 1950s, argues that personal beliefs or perceptions influence health 

behavior.  The original HBM says that a person makes the majority of their health 

decisions based on four main constructs: perceived seriousness, perceived 

susceptibility, perceived benefits, and perceived barriers (Jones, 2009). In recent 

years, the model has been modified to include other variables like cues to action; 

motivating factors; and self-efficacy.  

 Perceived seriousness relates to a person’s perception of the severity of a 

health condition, whether based on personal beliefs or on medical knowledge.  

Perception of susceptibility describes one’s perceived risk.  The combination of 

these two factors results in perceived threat.  In most cases, when perceived threat 

is high, a person is more likely to take action; inversely, if perceived threat is low, 

unhealthy behaviors are often the result.  This reaction does not apply in all cases; 

college students, in particular, rarely attribute perceived threat to the adoption of 

healthier behavior.  Members of this audience are often not motivated by severity or 

personal risk, as they often consider themselves to be “invincible.” Perceived 

benefits and perceived barriers both address the external factors that may motivate 

or inhibit a person from changing their behavior.  In order for healthier behavior to 
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be adopted, a person must believe that the benefits outweigh the consequences of 

continuing the old behavior.  

 In addition to these four main constructs, the Health Belief Model says that 

behavior change is motivated by cues to action, or external factors that encourage 

people to adjust their behavior; and self-efficacy, or the belief in one’s own self to do 

something.   

 Though there is not presently a substantial amount of published research 

relating sleep behavior to the Health Belief Model, this construct is important to 

consider when regarding the decision making processes of the college student 

audience. As stated previously, this group often has low perceived susceptibility for 

general health issues (Weinstein, 1982), and may not be aware of the damaging 

psychological and physical effects of sleep deprivation. Because they are often not 

privy to this information, college students may not perceive the immediate risk 

involved with a lack of adequate sleep. Additionally, studies have shown that 

students respond better to messages that maximize self-efficacy and reduce barriers 

to behavior change (Von Ah, 2004), and that behavior change within this target is 

positively associated with attitudes toward and perceived control over each 

behavior (Ajzen, 1986). 

 

Transtheoretical Model (TTM) 

 Much like the HBM, the Transtheoretical Model (TTM) also incorporates 

one’s self-efficacy as a core construct to changes in health behavior.  This model, 
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introduced in 1977, relies on 5 “stages of change:” precontemplation, 

contemplation, preparation, action, and maintenance (Velicer, 1998).   

Precontemplation is characterized by a lack of awareness for health 

problems. People in this stage generally are not planning on changing their health 

behavior in the foreseeable future. Contemplation occurs when a person begins to 

realize that their behavior is problematic, and starts weighing the pros and cons of 

behavior change.  Preparation and Action describe the stages in which a person has 

taken steps to change their health behavior, and is learning to strengthen their 

commitment to acquiring new behaviors. Finally, Maintenance occurs when a 

person has changed their health behavior, and must now make efforts to continue 

their new journey and not relapse into old unhealthy behaviors. In this final stage, in 

most cases, self-efficacy is strong and people are confident that they can continue 

their change.  

The TTM has been particularly effective in forming campaigns to address 

smoking, exercise, and other weight-loss initiatives. A 2008 study at Kansas State 

University used the TTM as a foundation to test the five Stages of Change for various 

health behaviors in relation to participant life satisfaction (Pettay, 2008). In addition 

to vegetable intake and physical activity, the 794 college students involved in the 

study were asked about their sleep habits and stress-management practices. Results 

of the survey showed that there was a strong correlation between life satisfaction 

and both the maintenance and action stages for most of the health topics in 

question. These results suggest that when college students have high self-efficacy 



 

 11 

regarding a certain health behavior with which they have had extended 

involvement, they perceive their lives as more satisfying or fulfilling.  For purposes 

of the sleep deprivation campaign, understanding the self-efficacy of the college 

student and identifying their current stage of change can help produce messages 

that will guide them through the stages to adopt a new behavior that will help 

regulate their sleep.  
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Campaign Development 
 
  After initial secondary research created a foundation for the campaign, 

informal formative research was conducted before and during strategy 

development and refinement. These research tactics included informal discussions 

with members of the target audience; a sleep habits survey; and concept testing to 

improve the final strategy and executions.   

Initial Formative Research 

  In order to gauge general reactions and guide further research and campaign 

development, informal discussions took place with several members of the target 

audience. These discussions, which served primarily as a foundation for the 

subsequent sleep survey and initial campaign ideas, took place at night in campus 

buildings like the library, where several students were found studying for exams. 

The goal was to speak with the target while sleep was top of mind, and gather their 

feedback on how a sleep campaign would affect them in the appropriate state of 

mind.  

 The majority of the students who participated in discussions were in the 

library preparing for mid-term exams. When asked about their sleeping habits 

during that week, several students indicated that they had not gotten as much sleep 

as they would have liked, but that this was a common practice during high-stress 

times of the semester like mid-terms or final exams. Those students who had not 

gotten satisfactory amounts of sleep also described feeling tired during the day, and 

having less energy than normal.  
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 In addition to discussing sleep deprivation and its effect on their daily 

functioning, students were asked to examine sleep campaigns from other college 

campuses; campaigns examined were developed by University of Arizona, Oregon 

State University, University of Pennsylvania, and National Taiwan University. 

Overall feedback about each campaign helped to gain a better understanding of the 

reactions people have to particular types of health messages, and provided insight 

into best practices when communicating with the target audience.  

 Both the University of Arizona posters (Appendix A, B) and the Oregon State 

University poster (Appendix C) approached the issue of sleep deprivation by 

providing tips and tricks to help students get proper amounts of nightly sleep. 

Though the message was similar for these campaigns, the execution was quite 

different.  Through the discussions, students revealed that they preferred the OSU 

poster because the tips provided were more helpful and were not just common 

knowledge. Most people agreed that while the overall design was better, the main 

attraction to the OSU poster was that it provided realistic, achievable goals, as 

opposed to generalizations like “keep up with schoolwork,” or “exercise regularly.” 

Additionally, the University of Arizona posters prominently featured their Campus 

Health Service logo, which several students found to be a turn-off. One student 

added that seeing a health services logo made the campaign feel too “preachy,” 

making it not relatable and ineffective.  

 The University of Pennsylvania (Appendix D) and National Taiwan University 

(Appendix E) campaigns took an alternate approach; these posters provided 
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minimal information to the audience, and initiated a call to action for students to 

gather more information.  Both campaigns provided either a website for students to 

visit, or the location of the university’s health center.  The NTU ads featured racy 

copy that students found much more intriguing and effective than the University of 

Pennsylvania poster.  All students in the discussions agreed that they were much 

more likely to visit the website featured on the NTU posters than respond to the 

message from University of Pennsylvania. Much like the University of Arizona 

posters, University of Pennsylvania also featured their Office of Health Education 

logo, to which many students had a negative reaction. 

Sleep Survey 

A brief survey was distributed via email and social networks to a pool of 

current college students.  Survey questions were derived from existing validated 

instruments for health communication, and specifically sleep behavior research. 

These instruments include the following:  

ISI: The Insomnia Severity Index (ISI) is used to quantify patients' perceived 

insomnia severity using 7 parameters related to sleep symptoms and the 

consequences of insomnia.  

MOS: The Medical Outcomes Study, designed to develop more practical tools 

for monitoring patient outcomes, uses a subscale consisting of 12 items to measure 

6 sleep dimensions: initiation (time to fall asleep), quantity (hours of sleep each 

night), maintenance, respiratory problems, perceived adequacy, and somnolence.  
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PSD: The Pittsburgh Sleep Diary tests both sleep quality, and waking 

behavior. The diary is organized into 2 daily questionnaires completed at “bedtime” 

and “waketime.” The bedtime questionnaire gathers data on the timing of meals; 

consumption of caffeine, alcohol, and tobacco products; medication use; and the 

timing and duration of exercise and nap periods. The waketime questionnaire 

gathers data on bedtime; “lights out time;” sleep latency; final waketime; method of 

final awakening; frequency of nightly awakenings; wake after sleep onset time; 

reason for nightly awakenings, sleep quality; and mood on final wakening, and 

alertness on final wakening. 

PSQI: The Pittsburgh Sleep Quality Index measures sleep quality and 

disturbances over a 1-month period for use in clinical practice and research.  

Questions inquire about external factors affecting sleep such as temperature, pain, 

comfort, and noise.  Respondents are then asked about their daily levels of 

enthusiasm, alertness, and use of sleep medications. The PSQI discriminates 

between good and poor sleepers, and provides a brief, clinically useful assessment 

of multiple sleep disturbances.  

The sleep survey administered for this study used various parts from each of 

these validated instruments to better understand the college sleep experience. 

Questions inquired about current sleep behaviors and perceived sleep behaviors of 

other college students. Respondents were asked to consider the effects that several 

external factors, such as academic stress or social activities, have on their typical 
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sleep behaviors. Respondents were also asked basic demographic information (sex, 

age, grade level.)   

This information gathered from the sleep survey was used in conjunction 

with the existing data about sleep deprivation and college life to develop a creative 

brief to guide the campaign (Appendix F).  

 

Concept 

The culmination of both the primary and secondary research led to two 

important conclusions: 1) Healthy sleeping behavior is a pivotal factor in one’s 

abilities, both physically and mentally; and 2) College students are not fully aware of 

the true negative effects of sleep deprivation. Unfortunately, the majority of college 

students are not getting proper amounts of sleep due to several factors, so 

diagnosing and treating one piece of the puzzle will likely prove ineffective. Instead 

of stating obvious facts about the risks of sleep deprivation and lecturing students 

about healthy behaviors, it is important to present this information in a way that is 

not only relatable, but also new and interesting to the audience. The general goal of 

the campaign is to help college students to understand that not only does a lack of 

sleep affect their physical abilities (fatigue, drowsiness), but that it can also alter 

their mental aptitude (memory, alertness). Also, college students should remember 

that sleep should be an important part of their schedule, and that minor changes to 

their time management and planning during the day could help them reserve more 

time for the sleep they need to stay alert and refreshed.   
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Throughout the research process, a creative team (comprised of two 

Graduate students from the Advertising department) developed the overall 

campaign concept and fine-tuned the strategy and executions based on updates 

from the emerging research, results of concept testing, and feedback from 

University Health Services (UHS).  The creative team was also provided a Creative 

Brief summarizing both primary and secondary research to begin the development 

of the creative concept.  

 

Development: Round 1 

The two initial ideas submitted by the creative team began to both address 

the physical effects of sleep deprivation, and try to appeal to the interests of the 

audience.  The first concept, which emphasized reduced reaction time and physical 

prowess, showed the target that sleep deprivation impairs daytime functioning and 

can affect physical performance. This campaign relied heavily on interactivity, 

featuring memory or trivia games and a foot race or other physical activity for 

students around campus.  The second concept introduced the idea of napping as 

reparation for sleep loss. This campaign aimed to “make naps cool again,” 

encouraging students to catch up on sleep during the day, as they did when they 

were children.  Proposed campaign pieces included creating nap “nooks” around 

campus, having a “nap-a-thon,” and encouraging professors to give extra credit for 

taking naps.   
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Though neither of these concepts provided the foundation for the final 

strategy, these initial ideas both included useful elements to be carried on through 

the next stages of campaign development.  These concepts both featured highly 

interactive pieces, an important consideration for the college student audience. 

People in this target respond very well to messages that allow them to interact and 

be more actively involved, so incorporating this into the final campaign is important. 

Additionally, the importance of daytime napping shifted the focus from impractical 

information that students may already have, to a realistic solution for the effects of 

sleep deprivation. The creative team was advised to continue considering campaign 

ideas that go beyond the traditional posters typically seen around campus. While 

these pieces are useful and informative, they are not the optimal choice when 

communicating with an audience that thrives on interactivity. Feedback from the 

next round of critique and UHS also recommended pursuing the benefits of napping 

as an alternative to the typical sleep loss messaging.  

 

Development: Round 2 

After considering the provided recommendations, the creative team began to 

refine the campaign concept and offered a revised strategy and tactics. Using 

napping as the foundation for the campaign message, the team proposed creating an 

interactive game, in which students could list their priorities to be organized into an 

infographic depicting their time allocation during the day.  This game would also 

introduce a time tracker that would operate in conjunction with Facebook and iCal 
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to help students better manage their time. The time tracker would limit the amount 

of time a student spent on Facebook each day, and would insert daily nap times into 

their iCal, helping students to quantify how they spend their time, organize their 

priorities, and maximize sleep time.   

In addition to these interactive pieces, the creative team proposed a more 

traditional approach to educate students on the benefits of “power naps.” Research 

shows that naps between 10 to 30 minutes are most effective for mental 

refreshment and rejuvenation. In order to emphasize the importance of power naps, 

campaign pieces would be designed with a “superhero” theme that would feature 

different super powers that students could gain from getting appropriate amounts 

of sleep.  This concept would tie in directly with the previous interactive elements, 

and would help students determine the type of “super powers” they could have 

based on their daily activities.  

The creative team was advised that while the power nap concept was 

interesting, the time tracker and interactive game would potentially be out of reach 

for the budget allocated by UHS. Additionally, the audience would be attracted to the 

simplicity of the power nap concept because it offers a realistic solution and 

requires less effort than the game and time tracker would.  

 

Development: Round 3 

From this next round of critique, the creative team began sketching ads for 

the “Super Napper” campaign.  Initial sketches for this campaign feature a superhero 
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character exhibiting different ways to take a power nap (Appendix G). Eventually, 

the creative team adjusted the campaign to feature several different superheroes, 

each with their own way of napping (Appendix H). The decision to feature both male 

and female characters was made in order to appeal to a wider audience, and prevent 

segment alienation.  After a few adjustments, the creative team began art direction 

on the Super Napper campaign and developed the first poster, which would dictate 

the artistic style for the rest of the campaign pieces (Appendix I).  The creative team 

also suggested a few non-traditional tactics including the use of social media sites 

like Twitter, and a guerilla-style tactic to increase conversations and awareness 

about the campaign around campus.  

The overall goal of the “Super Napper” campaign is to serve as a reminder 

that napping is a viable and effective option for college students to get the rest they 

need to make it through the day. Telling college students that they need to 

completely readjust their daily schedules and sacrifice their social lives for the 

pursuit of nighttime sleep is ineffective and will not be well-received by the 

audience. Instead, the Super Napper campaign will provide students with an often-

overlooked opportunity that will both aid in their academic success, and allow them 

to continue to participate in the things they enjoy.  
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Final Strategy and Tactics 

     As previously stated, the goal of this campaign is to make college students 

think about their sleeping habits, and provide a realistic option to help curb the 

effects of sleep deprivation.  This message should be delivered while students may 

or may not be thinking about sleep, or their health in general. This will be achieved 

by placing various campaign pieces throughout college campuses, and in 

surrounding areas.  As is evident from several past health communication 

campaigns, it is important for this campaign to deliver a message that encourages 

behavior change rather than lecturing. Because many people in this age group feel 

that they are “invincible” and perceive low susceptibility to most health risks, it is 

likely that they will not respond well to messages that aim to lecture or reiterate 

information that they already know. Instead, this campaign will appeal to the 

audience through interactivity and key deliverables that are eye-catching, 

interesting, and informative.  The foundation of the “Super Napper” campaign will 

be posters distributed around campus, which will lend the campaign message to 

both social media and other nontraditional tactics.   

 

Posters 

     The primary focus of the campaign will be posters that feature the “Super 

Napper” characters.  Each poster will spotlight a different superhero, which 

illustrates the different ways that students can nap during the day. Suggested 

characters include “Ms. Precision” (Appendix I), who encourages students to “boost 
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productivity with a 20 minute nap each afternoon;” and “The Chameleon,” who can 

nap just about anywhere. Each different character will demonstrate a different kind 

of nap, and emphasize the benefits that a mid-afternoon nap can have over 

performance, both academic and physical.  

     Posters will be illustrated in a comic-book style, and will feature colors from 

the university’s main color scheme.  The comic-book feel of the posters, as well as 

using alternating superhero characters will appeal to both males and females in the 

target audience. Using colors from the university palette will help tie the message 

back to the university, which will resonate with the audience.  This association will 

also be made through the “Healthy Horns” website URL featured in the subhead. 

Though results of concept testing showed that many students are turned off by a 

prominent health center logo, it is important to provide a source or frame of 

reference for the messages.  Including just the website URL will increase the 

credibility of the campaign and provide a call-to-action, while refraining from 

overpowering the message and losing the interest of the audience.  Additionally, the 

effectiveness of the campaign can be measured by increased traffic or hits to the 

Healthy Horns website.  

      In addition to visual and aesthetic appeals, the superhero characters serve as 

a subtle representation of the “invincibility” that members of this target often feel.  

These characters will be relatable to the audience because college students will be 

able to think of themselves as these superheroes, further increasing the 

effectiveness and relevance of the campaign message.   
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Social Media 

Because of the increasing prevalence of social media in communication, 

especially among the college student audience, it is important to integrate pieces of 

the “Super Napper” campaign into a channel that this target uses on a daily basis.  

The primary and most effective destination for this campaign piece is Twitter.  By 

creating Twitter accounts for each of the superhero characters, college students gain 

greater exposure to messages and have easier accessibility to information, allowing 

the target audience to interact more freely with the campaign.  Twitter will provide 

the ability to further develop each superhero’s personality, making these characters 

even more relatable and relevant to the audience.  The heroes can tweet tips about 

napping, update students on campus events, and encourage behavior changes that 

will lead to a healthier, well-balanced college experience.  

Though Twitter provides an ideal space to communicate the campaign 

message, this tactic can easily be expanded to other social media outlets like 

Facebook or YouTube. In addition to increasing interactivity between the campaign 

and the audience, utilizing social media also makes it easier to measure and evaluate 

the effectiveness of the various tactics.  Tweets and conversations can be monitored, 

follows or “likes” can be tracked, and overall comments and interactions with the 

various pages can help guide recommendations for future elements of the campaign.  
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Future Tactics 

 The overall concept of the “Super Napper” campaign lends itself to various 

nontraditional forms of communication.  Because the proposed strategy 

incorporates several ideas that are already relevant to the target audience, the 

campaign has enormous potential to spread its message across different platforms.  

These tactics will compliment the more traditional print pieces and social media 

presence.  

 In order to increase buzz and word-of-mouth, a “superhero” can walk around 

campus either handing out information about napping, or simply taking naps in 

higher traffic campus locations.  This guerrilla-style tactic will spark conversations 

about this mystery character, and drive traffic to the UHS website to find out more 

information.  This could also translate to existing social media sites, updating 

followers about the character’s location.  An interesting way to distribute 

information about sleep deprivation, or to provide an in-home communication 

piece, would be to develop a “comic book” that features the posters and similar 

messages about sleep and other health topics. These comic books, while 

entertaining, will provide a connection to the sleep campaign that will continue even 

after on-campus exposure has stopped.  Nontraditional campaign pieces can work in 

conjunction with existing communication to reach a wider audience and increase 

the lifespan and effectiveness of the campaign.  
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Conclusion 

 While sleep deprivation continues to be a growing problem throughout 

college campuses, there are several steps that health systems and advertisers can 

take to ensure the effective communication of the risks associated with a lack of 

sleep, and the options that students have to alleviate this serious health problem.   

In addition to addressing concerns about health issues on college campuses, 

communicators must make the effort to understand the decision-making processes 

of this unique target audience.  As suggested by both the Health Belief Model and the 

Transtheoretical Model, much of the thinking process for members of this audience 

relies heavily on the notions of self-efficacy and personal beliefs or perceptions.  For 

example, if a college student does not perceive the risk associated with sleep 

deprivation, they will not attempt to change their sleeping behaviors, nor will they 

be persuaded by messages that warn them of the dangers of inadequate sleep.  

Understanding the theoretical framework proposed by these communication 

models will provide both advertisers and health communicators important insight 

into the psychological functions that factor into the decision-making process of the 

college student.  Without attempting to appeal to these factors, messages aimed at 

this target, whether health-related or not, will remain ineffective and poorly 

received.  

The purpose of this paper was to review existing literature on the subject of 

sleep deprivation and how it and other common health issues affect student 

learning, functioning, and the overall college experience; and to provide viable 
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solutions to this growing problem by launching a campus-wide campaign to 

increase awareness of the effects of sleep deprivation and encourage behavior 

change.  By understanding the processes by which college students make their 

health behavior decisions, and providing messages to which this target audience can 

relate, the proposed tactics for the Super Napper campaign can effectively 

communicate the importance of adequate sleep to a group of people who may not be 

aware of its significance.  The strategy used both for research and communication 

deliverables for this project should express to advertisers and health 

communicators the importance of gaining a deeper understanding of the target, and 

communicating the brand message in a way that will both resonate with and impact 

the audience in a significant way.  The discoveries made throughout the research 

and development processes should be considered by communicators in future 

attempts to address both health issues and behavior changes within the college 

student audience.  
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Appendix A: University of Arizona poster 
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Appendix B: University of Arizona poster 
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Appendix C: Oregon State University poster 
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Appendix D: University of Pennsylvania poster 
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Appendix E: National Taiwan University posters 
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Appendix F: Sleep Deprivation Creative Brief 

What are we advertising?  

We are creating a campaign to encourage college students at the University of Texas at 

Austin to get an appropriate amount of sleep at night.  

 

Why are we advertising?  

Sleep deprivation is a common problem among college students, but one that often goes 

unaddressed. In most cases, the consequences of sleep deprivation can affect a student in more 

ways than they may think.  

 

Who are we talking to?  

We are talking to students at UT Austin, particularly undergraduates, or younger students 

who may still be getting used to balancing school with the rest of their lives.  

 

What do they currently think?  

Many students think that lack of sleep is a common occurrence in college; it is almost 

considered a rite of passage. “Pulling all-nighters” or functioning on only a few hours of sleep per 

night is considered normal behavior to most students, though almost everyone knows it is 

unhealthy. In most cases, students are actually getting more sleep than they think their peers are.  

The biggest factors affecting many students’ sleeping habits are academic stress or 

personal stress. Most students do not consider their social lives to interfere with the amount of 

sleep they get each night.  

 

What do we want them to think?  

We want them to understand that not only does a lack of sleep affect their physical 

abilities (fatigue, drowsiness), but it can also alter their mental aptitude (memory, alertness). We 

want them to remember that sleep should be an important part of their schedule, and that minor 

changes to their time management and planning during the day could help them reserve more 

time for sleep at night.  
 

Single Most Important Thing (SMIT) 

 Healthy sleeping behaviors can be a pivotal factor in one’s abilities, both physically and 

mentally.  

 

Why should they believe it?  

Though there is much debate on the subject, several studies have shown that insufficient sleep can 

affect memory, mood, and performance; critical factors in the learning process (i.e. better sleep 

makes better students.) 

 

Creative guidelines/tone 

This campaign should encourage better behavior, but shouldn’t be too “preachy.” Many 

people in this age group feel that they are “invincible,” and thus do not respond well to messages 

that seem too much like a lecture. Ideally, ads should be humorous or eye-catching, and should 

address the issue of sleep deprivation in a way that is relatable to the target. Providing health tips 

is okay, but the campaign should be somewhat interactive for the audience. 
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Appendix G: Initial Sketches 
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Appendix H: Revised Sketches 
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Appendix I: Final Poster 
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Appendix I: Final Poster 
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