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Why can these two change Why can these two change 
models be usefully models be usefully 
combined?combined?

Different assumptionsDifferent assumptions
Different literaturesDifferent literatures
Different practice settingsDifferent practice settings
butbut
Similar objectives and complementary Similar objectives and complementary 
concepts concepts 



This morningThis morning

10 principals from empirical and 10 principals from empirical and 
conceptual studyconceptual study
The target:  Decision makers in complex The target:  Decision makers in complex 
organizations organizations 



Principle 1:Principle 1:
Conceptualize the sectorConceptualize the sector

Broad impactBroad impact
Efficiency in reachEfficiency in reach
HomophilyHomophily of functionof function
Commonality of information sourcesCommonality of information sources
Complex organizations in a sector are Complex organizations in a sector are 
linked via competition, job transfers, linked via competition, job transfers, 
cooperationcooperation

DiscoverDiscover the linksthe links
UseUse that knowledge that knowledge 





Principle 2:Principle 2:
Identify opinion leadersIdentify opinion leaders

Naturally occurringNaturally occurring
PrePre--existingexisting
InformalInformal
Communication, advice, cooperation or Communication, advice, cooperation or 
collaborationcollaboration
Various means of dataVarious means of data--collection collection 
possiblepossible
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Principle 3:  IdentifyPrinciple 3:  Identify
distribution channelsdistribution channels

Identify and piggyback on existing Identify and piggyback on existing 
relationshipsrelationships
Use same channels for multiple Use same channels for multiple 
evidenceevidence--based practices & programsbased practices & programs
Work with established distribution Work with established distribution 
partnerspartners
Ground effort in partner and customer Ground effort in partner and customer 
needs, wants, and barriers needs, wants, and barriers 



Distribution channels for the New 
Jersey Mayors Wellness Campaign.

http://www.biomedcentral.com/1471-2458/7/88/figure/F4


Principle 4: Differentiate       Principle 4: Differentiate       
roles in complex roles in complex 
organizationsorganizations

Different roles can help in different waysDifferent roles can help in different ways
Authority figures (formal leaders)Authority figures (formal leaders)
Opinion leaders (informal leaders)Opinion leaders (informal leaders)
Internal championsInternal champions



Principle 5:  ProvidePrinciple 5:  Provide
implementation supportimplementation support

TrainingTraining
Online resourcesOnline resources
Practice networksPractice networks
Sharing of tacit howSharing of tacit how--to knowledgeto knowledge
Examples from nearExamples from near--peerspeers



Principle 6:Principle 6:
Anticipate user activityAnticipate user activity

Adaptation, not adoptionAdaptation, not adoption
Who better to innovate for improvement?Who better to innovate for improvement?
Distinguish theoretical components from Distinguish theoretical components from 
program componentsprogram components
Guided adaptation of program Guided adaptation of program 
components viacomponents via

Core componentsCore components
Peripheral componentsPeripheral components



Principle 7:Principle 7:
Design to invite adaptationDesign to invite adaptation

Is program fidelity vs. adaptation Is program fidelity vs. adaptation 
necessarily a dichotomy?necessarily a dichotomy?
Fidelity of outcomes is more important Fidelity of outcomes is more important 
than fidelity of processthan fidelity of process
Adaptation can be positively associated Adaptation can be positively associated 
with fidelity of outcomeswith fidelity of outcomes
Adaptation can exceed observed Adaptation can exceed observed 
outcomes outcomes 



Principle 8:Principle 8:
Assist in nearAssist in near--peer learningpeer learning

Explicate a theory of changeExplicate a theory of change
Facilitate an implementation support Facilitate an implementation support 
systemsystem
Design for nearDesign for near--peers to show other peers to show other 
practitioners how it worked for thempractitioners how it worked for them



Principle 9:Principle 9:
Listen, listen, listenListen, listen, listen

Use formative evaluation research Use formative evaluation research 
procedures to learn about:procedures to learn about:

The practice constraints on target audience The practice constraints on target audience 
membersmembers
InformationInformation--seeking behaviorseeking behavior
Sources of adviceSources of advice
Responses to prototype evidenceResponses to prototype evidence--based based 
practices and programspractices and programs



Principle 10:Principle 10:
Cluster Cluster EBPsEBPs togethertogether

Clustering uses the same distribution channel Clustering uses the same distribution channel 
for multiple related for multiple related EBPsEBPs
Communicating Communicating EBPsEBPs in clusters reduces in clusters reduces 
reactancereactance

The sweet spot of choiceThe sweet spot of choice
The focus is on solving the problem, not a particular The focus is on solving the problem, not a particular 
solutionsolution
Heighten the likelihood of a best fitHeighten the likelihood of a best fit

Alternative EBP clusters, complementary EBP Alternative EBP clusters, complementary EBP 
clustersclusters
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