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What are the best ways to influence professionals who
are uninformed or misinformed about PA?

Qualitative Market Research Study
 7 Judges
 6 Attorneys
 9 Clinicians
 6 Custody Evaluators
 2 Clinical Researchers
 2 Legal Researchers
______________________________________________________
 32 In-depth, telephone interviews across the U.S.

How do you influence people who don’t
necessarily want to be influenced?
The professionals we need to influence…
…have not asked
for our input.

…are inundated
with information.

…are already busy
with their own work.

…are not expecting
our materials.

…can be biased
against
concepts about
PA.

…may not be
interested in PA
as a topic.

A study about how professionals contend
with unsolicited information.
The research questions:
1. Which communications formats are
most appealing and engaging?
2. What factors make unsolicited
information most compelling to
professionals?

The 19 formats were organized into 4 categories.

5
Person-toPerson

3
Film/Video

--3
Technology
-Based

8
Written
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FORMAT - the way in which material is organized,
arranged and presented.
-- We will discuss 9 of the 19 formats tested. --

• Interactions with colleagues or
peers
• Presentation at a large
professional conference
• Smaller presentation attended
by colleagues or peers
• Radio program
• Exhibit booth at a professional
conference
• Webinar/webcast
• Professional website
• Social media

•
•
•
•
•
•
•
•
•

•
•

Professional article of 2-5 pages
Professional article of 6-10 pages
Hardbound book of 100 pages
Brochure of 10-15 pages
Series of Brochures
Professional newsletter
Database of professional
resources
Newspaper - metropolitan/local
20-minute film at a meeting of
colleagues or peers
15-minute video via personal
computer
5-minute video at exhibit booth

1. Which communications formats are most appealing and engaging?

FACTOR – a supporting feature that sparks or maintains
interest in a piece of information.
-- We will discuss 8 of the 12 factors tested. --

• The materials are easy to
access and convenient.
• The materials are professionally
peer-reviewed.
• The learning experience is low
cost.
• There is familiarity of the author,
publisher or producer.
• The materials meet mandated
continuing education
requirements.
• There is established credibility
of the author, publisher or
producer.
• The materials are visually
appealing.

• Material is stimulating or
engaging.
• Material is succinct, clear and
concise.
• Learning experience is time
efficient.
• Focuses on a specific subject.
• Introduces a “sampler” of
information.

2. What factors make unsolicited information most compelling to professionals?

FINDINGS

This study found that professionals’ attitude
toward new information is, first and foremost,
about gatekeeping.
When you’re
researching a
subject
yourself:
You throw open doors to
access new information.

When you
receive
unsolicited
information:
You close doors to control
unwanted information.

To “gate-keep,” professionals decide about unsolicited
information in one, brief moment in time.
If they “take a look,” a 2nd question follows.
1. Do I take a look at it…

or ignore it?

2. Do I engage it…

or reject it?

Busy professionals have barriers that
“keep doors closed” to unsolicited information.
“If I don’t have a case
right now dealing with the
the subject, I’ll pass.”

“There’s too much
new information
every day!” (Attorney)

(Custody Evaluator)

“I don’t go to
conferences any more.”
(Clinical Researcher)

“My work policy is to
restrict unsolicited
information.” (Judge)

“I’m visual. Don’t
send me an article
to read.” (Attorney)

Reject
It

“Oh, I’ve heard
about PA. It’s
unproven, so I don’t
study it.” (Clinician)

One highly effective key unlocks doors to
unsolicited information.
/information opens

doors

Familiarity opens doors.

Familiarity is the “abracadabra” for
unexpected, unsolicited information.
• Among all cohorts tested,
the familiarity of the sender
opens more doors than
any other factor.

• Professionals give approval or rejection rights about
unsolicited information to a sender who is familiar in
a positive way.
• A familiar, respected sender determines what gets
through.
Familiarity can refer to a colleague, family member, author,
journalist, publication or organization.

If you can’t use a “familiar” source to send
materials, use a “credible” one.
• Credible sources are deemed respected, trusted and
reliable, though not necessarily familiar.
 LexisNexis - CREDIBLE for Clinicians; FAMILIAR for Attorneys and Judges.
 APA’s Website - CREDIBLE for Attorneys and Judges; FAMILIAR for Clinicians.

• Credible resources must be respectful and balanced.
 Prejudice, stridency, agenda-pushing or agitation are off-putting, not
persuasive.

• “Credible” resources can become “familiar” ones with
judicious use of repetition in sending materials.

Thought
Once

the door is open to unsolicited information, most
professionals want an interpersonal experience
waiting on the other side.

Judges, Attorneys, Clinicians, Custody Evaluators and Clinical
Researchers prefer “interactions with colleagues and peers” over all
other formats. Only Legal Researchers prefer written materials.

Conversation over
over the
the
Conversation
Water Cooler
Cooler
Water

“I trust
trust this
this person
person or
or II
“I
wouldn’t be
be sharing
sharing ideas
ideas
wouldn’t
with her.
her. That
That pre-vets
pre-vets her
her
with
information.” (Attorney)
(Attorney)
information.”

Film at a Meeting

“We
watch
it it
together
and
“We
watch
together
then
discuss
it, which
and then
discuss
it,
fosters
new ideas.”
which fosters
new
(Judge)
ideas.”
(Judge)

Regional Organization
Meeting

“I trust my peers who come,
and we always share
interesting news and ideas.”
(Attorney)

Conference
Conference
Presentation
Presentation
“I can ask questions and
interact with the speaker.
This expands my learning.
(Custody Evaluator)

Phone Call with a Peer

“We have a consultation
meeting by phone each week. I
always learn something
unexpected.” (Clinician)

Thought Second

to interpersonal experiences,
professionals prefer brief, up-to-date
professional articles.

Ranked #1 for written materials, a brief
professional article of 2-5 pages has these
advantages:
• It’s succinct, clear and concise.
• Contains current, up-to-date information.
• Because it’s professionally written, it’s more likely to be
credible.
• Focuses on a specific subject.

• It’s easy to access and convenient, in hard copy or by
viewing online.
• It’s an efficient resource for other materials.

Thought

A hardbound book ranked #8 of 19, overall,
as a format for unsolicited information.

Thought
Professionals
hesitate to engage long, unsolicited “reads.”
Most will back off completely, others will be drawn by
quality and relevance.

Advantages of a Book

Disadvantages of a Book

• Comprehensive coverage of a
subject if it is written well.
• Compact way to centralize
and organize information.
• Can be easily scanned to
ascertain its potential value.
• Valuable source of references.
• Conveniently stored on an
office shelf.

• Big commitment of time and
effort.
• Expensive to produce.
• Out-of-date before it’s
published.
• Bulky and less portable than
other types of written
information.
• Viewed as a potential “Trojan
horse” if sent unsolicited.

Thought

•
•
•
•

Who reads books?

Clinical Researchers
Legal Researchers
Custody Evaluators
Some Attorneys

“I love to get free books! Of
course I’ll look at it.”
(Legal Researcher)

• Judges
• Many Attorneys
• Clinicians
“I live in a world without books. I
want the latest information, and
books cannot be up-to-date.”
(Judge)

Thought
Newspapers
and Radio Programs are popular
sources of unsolicited information. They are
familiar, credible, pre-vetted and enjoyable.

• Metropolitan newspapers ranked
#2 in written materials, overall.
• Far and away, The New York
Times was the most frequently
mentioned newspaper.
“The only sources of unsolicited
information I use are The New York Times
and The Wall Street Journal, and I read
them both every day.”
(Federal Judge)

• Radio programs ranked higher
than all written materials except
an “article of 2-5 pages,” overall.
• National Public Radio is highly
trusted as a source of unsolicited
information.
“If it’s NPR, I’ll listen to whatever they
present. If it’s compelling enough, I’ll park
in the grocery store lot to listen all the way
through.”
(Clinician)

Thought
Videos

and films are an appealing option,
ultimately chosen as the #1 recommendation
in a combination format.

Advantages of films/videos include:
• A picture’s worth a thousand words, conveying emotional tone,
facial expressions, body language and human dynamics.
• Allows for assessment of trustworthiness, genuineness and passion
when a film or video has real-person interviews.
• Meaningful learning in a short time. “I can watch a video while
eating my tuna sandwich and learn a lot.” (Clinician)
• Provides nuanced understanding by identifying with characters.
• Can be viewed quickly and conveniently, on one’s own schedule.
• Works effectively for visual learners.

Thought
No

matter the format, these factors are critical:
1) stimulating or engaging; 2) succinct; clear and
concise; 3) focused and 4) time-efficient.

Two factors received polarized rankings - either “very
high” or “very low” scores. They were important to some
professionals, but equally unimportant to others.

Professional Peer-Review
1. Reduces bias and ensures quality
“Peer-review lends credence to an
article. Experienced professionals
have weighed in and thought it out
in advance of me.” (Attorney)
or
2. Contributes bias and constrains
knowledge
“Galileo would never have made it
through peer-review! The Church would
have stopped him. Peer-review is
political and tightly controlled, leaving
fewer chances for new points of view.”
(Judge)

Continuing Education
1. Ongoing interest in high-quality
programs
“I’m always looking for pertinent, wellproduced continuing education to
fulfill requirements every 2 years.”
(Legal Researcher)
or
2. Do not need it or are suspicious of
low-quality programs
“I get all my CE at work. Plus, I think there’s
a huge, new industry out there producing
poor-quality programs.”(Clinician)

Thought

Here’s one hybrid format popular with all cohorts:
 Send email to a colleague or peer
introducing parental alienation or a
related subject.
 Use a captivating subject line that
compels one to look further.
 Start with a brief introduction to the topic.

 Include a 10 - minute, high quality video
that captures the essence of the subject.
 Attach 1or 2 brief professional articles for
further information.
 Include a hyperlink to access a list of
resources to enable further research by
the recipient.

Materials have a greater chance of being
considered and studied if they are developed
using the GOLDEN T-E-C TRIAD.

Thought

GOLDEN ‘T-E-C’ TRIAD
(Say it So They’ll Listen)

TRUSTED: It is from a familiar or credible source.

ENGAGING: It is engrossing, compelling or tells a story.
COMPACT: It is focused, succinct, clear and time-efficient.

Make magic happen!

• Turn “unfamiliar” resources into “familiar” ones
in the blink of an eye!
You have a complete membership list for PASG.
Get to know your fellow PASG members.
Make them familiar.
Talk to each other at this conference and phone colleagues
person-to-person afterward.
• You’ll have a pool of 400 expert colleagues around the globe
and in your backyard to “open doors” for you about parental
alienation.
•
•
•
•
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