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OBJECTIVES

 To define edutainment.

 Review behavioral change models from public health and apply 

them to financial behavior.

 Introduce Nuestro Barrio from conceptualization to evaluation
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EDUTAINMENT 

Also known as Entertainment Education.

 Process of purposely designing and implementing a 

media message to both entertain and educate, in order to 

increase audience members’ knowledge about an  issue, 

create favorable attitudes and change overt behavior of 

individuals and communities.  (Singhal & Rogers, 2002)

Sesame Street 
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Edutainment can 

take several forms

Radio Dramas     

Television***

Film

Street Theatre

Internet based media/CD or 

DVD ROM modules

Comic books/Animation

Often works best when 

combined with a strong multi-

level marketing strategy.

SIERRA LEONE 
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Why Edutainment?

Audio and visual learners can benefit.

Offers paralanguage (paralinguistic) 
communication.

Illiteracy is not a barrier to learning.

Reaches and attracts a wide audience.

Necessary to keep people’s attention in our 
media driven society.

More exciting than brochures and they can 
cover more information.
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Edutainment  - Influencing Change

 Individual Level

Influence an individual’s 

awareness, attitudes, and 

behavior towards a desirable 

end. 

 Community/Societal Level

 Can bring about changes in 

group, community and 

organizational norms

 Can serve as a social 

mobilizer, an advocate, 

influencing public and policy 

initatives in a socially-

desirable direction.
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USE OF EDUTAINMENT

 Audiences

General Public

Segmented Audiences

Policymakers

Service Providers
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Public Health Theory

Social Learning Theory (Albert Bandura)

Emphasis the importance of observing and modeling the 
attitudes and behaviors of others.

Vicarious learning from others is a powerful teacher of 
attitudes and behavior. 

Miguel Sabido Methodology

Use long-running serial dramas (telenovelas) to create an 
emotional bond between the audience and characters. 
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Serial Dramas versus Documentaries or 

Single-episode Dramas.

 They allow time for the audience to form bonds with the 

characters and allow characters to evolve in their thinking and 

behavior with regard to various issues at a gradual and 

believable pace in response to problems that have been well 

illustrated in the story line. 

 Entertainment programs forge emotional ties to audience 

members that influence values and behaviors more forcefully 

than the purely cognitive information provided in 

documentaries.  
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Key Points for Successful 

Edutainment Telenovelas (Soap 

Operas)

 Information/Intellectual material can be added to the without 
disturbing the emotional nature of the program. 

 Emotional stimuli can be added to mainly intellectual flow 
without losing the cognitive coherence

 Create cliff-hanging excitement at the end of an episode to get 
people to come back for more.

 Create positive and negative reinforcements/role models for 
behavior change.      

(Miguel Sabido, 2002)
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History of 

Edutainment
Radio and television soap operas in 

Mexico, India, Brazil, Kenya , South 

Africa and Tanzania.

Hum Log, India

Soul City, 

South Africa
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Is There a Difference between an 

Educational Program and a 

Edutainment Program?
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Using Telenovelas for Financial Education

The Bold and the Bankable

Using Telenovelas to Deliver Financial Education

Nuestro Barrio
The Bold and the Bankable



+ History of Nuestro Barrio

Created pilot in late 2003 through partnership with FHAP agencies across NC, NC Fair Housing 
Center, and CRA-NC.

Pilot episode focused on fair housing issues.

Aired on leased access and PEG stations across the state.

Received earned media coverage in both English language and Spanish Language Press.
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Preparation for Nuestro Barrio

 Formative Research

 What are the issues/barriers to financial services for Hispanics in 

the United States?

 What are the financial behaviors that we want to change or 

improve?

 Conduct qualitative interviews with service providers and individuals 

in various communities and within various subgroups within the 

Hispanic community.

 Use real life examples as the bases for storylines
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Preparation for Nuestro Barrio

Important for us to show the diverse cultures within 
the Hispanic community of the United States. 

Use music as an entertainment vehicle

Have two veins of storylines that played across 
multiple episodes

Educational storylines (not necessarily exclusive of 
entertainment)

Entertainment storylines

Weave both together as much as possible
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Topics Covered in Nuestro Barrio

 Homeownership

 Credit Cards and Credit

 Budgeting

 Importance of opening a bank account 

 Understanding credit scores 

 Value of Insurance

 Recognizing and avoiding predatory lending practices

 Avoiding Foreclosure

 Peer pressure as it relates to identity 

 Higher Education

 Diabetes
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STRATEGIC MARKETING

Partnerships

 Bank Partnerships

 Partnerships with Non-Profit Organizations

 Partnerships with Television 

Stations
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Strategic Marketing

Additional Products

 Photonovelas

 Theme Song – played on Radio 

and at events.

 Radio and Television PSA 

Spots

 T-shirts/mints

 Billboards/Print Advertising 

Website
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DISTRIBUTION

Boulder
Washington, DC
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NB Qualitative Research

 1st market testing occurred with focus groups conducted after first 
three shows were created.

 “I saw myself in the show”.

Ford Foundation Qualitative Research Results

 Nuestro Barrio has strong entertainment value that is essential for 
growth and maintaining viewer attention.

 Some felt it was different from other telenovelas because it provided 
financial information, but this was seen as a positive addition to the 
entertainment.

 For some, Nuestro Barrio was particularly appealing because they felt 
it was about them and their experiences here in the US as Latino 
immigrants.
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Quantitative Evaluation using 

Transtheoretical Model of Change 
(TTM or Stages of Change)

 Identifies “stages of change” people move through as 
they adopt new behaviors.  It was used to guide the 
development of a series of outcome measures that 
capture incremental behavioral change.

Stages of change

Precontemplation

Contemplation

Preparation

Action

Maintenance
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Characters in Nuestro Barrio

Precontemplation,  Contemplation,  Preparation,  Action,  Maintenance
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Results

 Financial Literacy

 Nuestro Barrio viewers absorbed financial literacy content of the 
episodes.

 Found a positive effect of viewing on all measures, and a statistically 
significant effect on one in particular – whether SS# is necessary to open a 
bank account.

 Financial Attitudes

 Nuestro Barrio increases viewers’ trust in financial service providers.  

 There was a significant impact on the second attitudinal measure – comfort 
asking a bank employee for advice.
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Results
 Financial Behavior

 Nuestro Barrio induces behavioral change

 Study finds strong, consistent effects of Nuestro Barrio with respect to 

viewers’ stages of change (i.e. viewers were further along) with respect 

to the viewers’ processes of change (i.e. viewers were more likely to 

show movement into successive stages of changes).

Nuestro Barrio viewers reported significantly greater progress 

along the stages of change toward entering homeownership 

(regularly saving for downpayment or building credit).
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Summary of Results

 Nuestro Barrio may encourage viewers to seek out financial education 

beyond the content of the show.

 Nuestro Barrio’s impacts may be strongest for the consciousness raising 

and reinforcement management processes, meaning:

 NB may be particularly effective at pushing individuals from precontemplation 

stage to contemplation stage. 

 Nuestro Barrio may make it a useful tool in reinforcement and encouragement in 

an on-going basis. (saving for home, continuing to work on improving credit, 

foreclosure prevention, predatory loan prevention)
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Summary

Nuestro Barrio

 1st US produced television to employ edutainment from start to 
finish

 1st Spanish Language series to air on English language television 
in the US

 Broadcast in over 25 million households

 Winner of 2009 Hope Award for Media

Nuestro Barrio recipe for success

 Combine quality entertainment with financial literacy content

 Use character driven storylines to catalyze attitudinal and 
behavioral change

 Use culturally appropriate language and format.

 Actively involve the local community in research, writing, and 
production.
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Stage of Change

PREC, CONT, PREP, MAINT

•Able to reach large audiences

•Very strong for raising awareness

•Emotional connection between viewer/character

•Able to cover multiple topics throughout the series

•Ability to have a strong societal/community impact

•Good medium for non-literate audiences

CONS

•Production Cost is high, however the CPM (cost per thousand) can be very good.

•Harder to measure attitude and behavior change, but not impossible, must build in      

strategies.

•Harder to use various languages, but can make the series multi-lingual (South Africa)

•Reaches urban audiences, but can reach some rural areas via DVD

THINGS TO KEEP IN MIND

•Must find a balance between entertainment and education

•Educational content cannot come across as “preachy” or “educational”

•Quality of Talent and Storylines will influence viewership

Television Series
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Radio Dramas

Stages of Change

PREC, CONT, PREP

PROS

•Able to reach larger audiences via national radio or very targeted 

audiences via regional and community radio

•Opportunity to reach people in multiple languages via regional and 

community radio

•Lower cost

•Reaches rural areas well

•More widespread, over 90% of people in many countries in Africa 

listen to radio

CONS

•Loose visual, some emotional connection can occur, but not as 

strong as television.

•Opportunity for Live on-the-air/Q&A

THINGS TO KEEP IN MIND

• Actors must do an amazing job at keeping attention of audience. 

• Scripting needs to be well done with clear messages.
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Street Theatre

STAGES OF CHANGE

PREC, CONT, PREP, 

PROS

•Works well in rural areas/particularly areas with limited electricity

•Immediate response from audience

•Provides face-to-face opportunities for questions, immediate distribution of      

additional materials.  Partnering agencies can meet potential clients.

CONS

•Number of people reached can be limited.

•Limit on messages within a theatrical piece. 
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Billboards/Print

Stages of Change

PRECONT, CONT

PROS

•Can convey a strong visual message

•They are available 24 hours a day 

•Cost is variable and may be less expensive in certain areas, however location 

is key.

•Best for selling a product or advertising an event more than delivering a social 

message

CONS

Limited in message

Doesn’t evoke an emotional response or connection with audience.

Can be costly at times

Audience fatigue from seeing the same message over an over (ignore it)

THINGS TO KEEP IN MIND

Message and visual must be extremely clear.  
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Brochures/pamplets, comic books

Stages of change

PREP, MAINT.

PROS

Most useful for people who are actively seeking information.

Can be very detailed and specific.  Clear action plan can be presented.  

Can present technical information.  i.e.  type of savings or investment plans.

CONS

Literacy levels may be an issue

If used alone, has been shown in health behavior to be less effective for 

people who are in precontemplation and contemplation (no or little awareness 

and interest in changing behavior).
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BANKS, NGOs/OTHER SERVICE 

PROVIDERS

STAGES OF CHANGE

PRECONTEMPLATION

CONTEMPLATION

PREPARATION (READY FOR ACTION)

ACTION

MAINTENANCE
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Contact Info

Dilsey Davis

Director 

Café Con Leche Media

dilseydavis@yahoo.com

www.nuestrobarrio.tv

001 919 225-6668

mailto:dilseydavis@yahoo.com
http://www.nuestrobarrio.tv

