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Introduction

Agreement



You will get:

New knowledge and
expanded horizon
about health
communication




Connected
Community

Casual Audience




Chapter 1

Basics




Health Communication

“The study and use of communication strategies to inform and
influence individual decisions that enhance health” - CDC -




GOOD
Communication =

Creator of
CHANGE




Involves:
Social marketing

Psychology
Behavioral science




Target:

ATTENTION




Technique 1:
STRATEGIC



Technique 2:
PERSUASIVE




Emotions:
Anger
Disgust
Fear
Happiness
Sadness
Surprise




Scopes:
Individual

Family
Community
Nation




Audience

Health beliefs, attitudes, and behavior
Cultural, age, and gender-related factors

Political Environment
Policies, laws

Political willingness
and commitment
Level of priority in
political agenda

Literacy levels

Risk factors

Lifestyle issues
Socioeconomic factors

HEALTH
COMMUNICATION

Social Environment

Recommended Health Behavior,
Service, or Product

Benefits

Risks

Disadvantages

Price or lifestyle trade-off
Availability and access

Stakeholders’ beliefs, attitudes, and practices

Social norms
Social structure

Existing initiatives and programs

Source: (Schiavo, 2007 - Health Communication: From Theory to Practice)



Knowledge

Personal
advocacy

Attitudes

Social
support and Self-image
influence BEHAVIOR
Emotions Perceived
risk
Self- Norms
efficacy

Source: (Schiavo, 2007 - Health Communication: From Theory to Practice)

Implies
simultaneous
effect of all
influences.

Implies
communication
can affect all
influences.



Chapter 2

Frameworks/
Strategies




WHO
Framework




S — Individuals —

Accessible

@,

COMMUNICATING
{ — for —
\ HEALTH

Relevant

¢——— WHO Staff €

Source: WHO Strategic Communications Framework



Source: WHO Strategic Communications Framework



Evaluating principles of
effective communication

1. Identify 2. |dentify a 3. Create 4. Conducta 5. Refine 6. Perform 7. Measure
an activity or ~ tactic to indicators to baseline indicators  newtactic(s)  progress
product to improve measure assessment
improve performance improvement

Results of evaluation should inform decision-making for next steps or future outreach.

Source: WHO Strategic Communications Framework




CDC
Framework




1. Review
background
information




2. Set
communication

objectives

ource: CDC



3. Analyze and
segment target
audiences




4. Develop and
pretest message
concepts




5. Select
communication
channels

ource: CDC



6. Select, create, and
pretest messages
and products




7. Develop
promotion plan/
production




8. Implement
communication
strategies and
conduct process
evaluation

ource: CDC



9. Conduct outcome
and impact
evaluation



NIH
Framework




Planning and ‘I
Strategy
Development

Health
Communication
Program
Cycle

Source: NIH



JHSPH
Framework




Source: JHSPH



5Ps of
Social
Marketing




Product
Price
Place
Promotion
Policy




CDC

Clear
Communication
Index




1. Include one main
message statement

ource: CDC



2. Put the main
message first




3. Use visual cues to
emphasise the main
message

ource: CDC



4. Include a visual
that conveys the
main message




5. Include one call to
action

ource: CDC



6. Use active voice

ource: CDC



Storytelling




Incredibles 2 Toy Story Inside Out

Incredibles

6/22 Rules of
Storytelling
by Pixar




1. Great stories are
universal

Source: Brian G. Peters based on Emma Coats - Pixar (https://medium.com/
@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

2. Great stories have
a clear structure and
purpose

Source: Brian G. Peters based on Emma Coats - Pixar (https://medium.com/
@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

3. Great stories have
a character to root
for (an underdog)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

4. Great stories
appeal to our
deepest emotions

Source: Brian G. Peters based on Emma Coats - Pixar (https://medium.com/
@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

5. Great stories are
surprising and
unexpected

Source: Brian G. Peters based on Emma Coats - Pixar (https://medium.com/
@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

6. Great stories are
simple and focused

Source: Brian G. Peters based on Emma Coats - Pixar (https://medium.com/
@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50)



https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50
https://medium.com/@Brian_G_Peters/6-rules-of-great-storytelling-as-told-by-pixar-fcc6ae225f50

Message
Framing



Positive (gain)
Neutral
Negative (loss)




For all strategies:

Begin with the
end in mind.




Chapter 3

Audiovisual
Channels




One sighted is
worth a hundred
words.

- Chinese Proverb -









Public
Service
Announcement




Advertisement




Other
Entertainment




Conference



Youtube
Channel




Website &
Social Media




News Outlet/
Channel




Exhibition/
Festival




Chapter 4

Samples




Movie
An inconvenient
truth

- Participant Media, Paramount Pictures -

https://www.voutube.com/watch?v=mOrHnctozrY



https://www.youtube.com/watch?v=mOrHnctozrY

Movie

Contagion

- Warner Brothers -

https://www.voutube.com/watch?v=uGeWspeMzFk


https://www.youtube.com/watch?v=uGeWspeMzFk

Movie
Wit

- Avenue Pictures Productions, HBO -

https://www.yvoutube.com/watch?v=bROGmi923prk


https://www.youtube.com/watch?v=bROGmi93prk

Movie

Inside Out

- Disney Pixar -

https://www.yvoutube.com/watch?v=yRUAzGQ3nSY



https://www.youtube.com/watch?v=yRUAzGQ3nSY

Music Video

Usah Kau Lara
Sendiri

- Katon Bagaskara feat. Ruth Sahanaya -

https://www.voutube.com/watch?v=dN24G1v tJl


https://www.youtube.com/watch?v=dN24G1v_tJI
https://www.youtube.com/watch?v=dN24G1v_tJI

Music Video

Sepeda

- RAN -

https://www.youtube.com/watch?v=ZDxzefttdQ8



https://www.youtube.com/watch?v=dN24G1v_tJI
https://www.youtube.com/watch?v=ZDxzefttdQ8

PSA

Jacob’s Story -
Autism Awareness

- Ad Council -

https://www.youtube.com/watch?v=J725SNWebKw



https://www.youtube.com/watch?v=J725SNWebKw

Ad
Better You

- Apple -



https://www.youtube.com/watch?v=ms4yxJcvW3s

Conference

The next outbreak?
We’'re not ready | Bill
Gates

- TED Talks -

https://voutu.be/6Af6b iwl



https://youtu.be/6Af6b_wyiwl

Youtube Channel

How pandemics
spread

- TED-Ed -

https://voutu.be/UG8YbNbdaco


https://youtu.be/UG8YbNbdaco

Youtube Channel/Music Video

LIVE: One world,
#TogetherAtHome!
#COVID19

- WHO, Global Citizen -

https://voutu.be/iGOQT3YVE-n4


https://youtu.be/jGQT3YyE-n4

Chapter 5

Impacts



Case study:
An Inconvenient

Truth




Source: https://theconversation.com/ten-years-on-how-al-gores-an-

inconvenient-truth-made-its-mark-59387



https://theconversation.com/ten-years-on-how-al-gores-an-inconvenient-truth-made-its-mark-59387
https://theconversation.com/ten-years-on-how-al-gores-an-inconvenient-truth-made-its-mark-59387
https://theconversation.com/ten-years-on-how-al-gores-an-inconvenient-truth-made-its-mark-59387

theguardian.com

After An Inconvenient Truth: the evolution of the 'climate change film' | Film | The Guardian

Open up your
world view, Weekly

Subscribe now @
Support The Guardian Search jobs | @ Signin O, Search v The International edition v

Guardian

" News Opinion Sport Culture Lifestyle More v

Environment » Climate change Wildlife Energy Pollution

Film After An Inconvenient Truth: the
evolution of the 'climate change film' ol il
S 1

T S iy Py, o e

(Rufﬂlam\ cekly

For some filmmakers, climate change is now the equivalent of
the nuclear scares of the mid-20th century

T o ™ .

Open up your Try
world view, Weekly 6 issues

for $6

Source: https: X
evolution-climate-change-film



https://www.theguardian.com/film/2014/sep/21/inconvenient-truth-evolution-climate-change-film
https://www.theguardian.com/film/2014/sep/21/inconvenient-truth-evolution-climate-change-film
https://www.theguardian.com/film/2014/sep/21/inconvenient-truth-evolution-climate-change-film

climaterealityproject.org

An Inconvenient Truth Then and Now: What's Changed for Our Climate Since 20067 | Climate Reality

HELP US PRODUCE VITAL CONTENT LIKE 24 HOURS OF REALITY. BECOME A CITIZEN PRODUCER —

JANUARY 17, 2017 1 12:00 PM

AN INCONVENIENT TRUTH THEN
AND NOW: WHAT’S CHANGED
FOR OUR CLIMATE SINCE 2006?

An Inconvenient Sequel: Truth to Power will be released in theaters July 28, 2017.

Source: https:
and-now



https://www.climaterealityproject.org/blog/inconvenient-truth-then-and-now
https://www.climaterealityproject.org/blog/inconvenient-truth-then-and-now
https://www.climaterealityproject.org/blog/inconvenient-truth-then-and-now

Case study:
The next outbreak?

We're not ready |
Bill Gates




(% The NEW ENGLAND
./ JOURNAL of MEDICINE

There are alwalys
desireable and
un d e si ra b I e Innovation for Pandemics

Bill Gates

outcomes.

: 7% The NEW ENGLAND
Yo JOURNAL of MEDICINE

Vex

Bill Gates’s efforts to fight

coronavirus’ explained Responding to Covid-19 — A Once-in-a-Century

Pandemic?

)10
Chinese Tr

= Forbes ~ THEVERGE

Bill Gates Is Now A Target Of COVID-19 Coronavirus
Conspiracy Theories

Bill Gates is now the leading
target for coronavirus

Bruce Y. Lee Senior Contributor
Hea

falsehoods, says report

Lies about Gates outpace 5G conspiracies

By Thomas Ricker on April 17, 2020 5:28 am




Case study:
Audiovisual aids
in healthcare
setting




EUROPEAN JOURNAL OF GENERAL PRACTICE
2018, VOL. 24, NO. 1, 202-210 E P Taylor & Francis
https://doi.org/10.1080/13814788.2018.1491964 Toyior & ranis Group

SYSTEMATIC REVIEW 8 OPEN ACCESS | Gheck forupdates

Audiovisual aids in primary healthcare settings’ waiting rooms.
A systematic review

Christophe Berkhout® (), Suzanna Zgorska-Meynard-Moussa®, Amy Willefert-Bouche?, Jonathan Favre?,
Lieve Peremans® and Paul Van Royen®

“Department of General Practice/Family Medicine, Lille University, Lille, France; bDepartment of Primary and Interdisciplinary Care,
University Antwerp, Antwerp, Belgium; “Department of Nursing and Midwifery, University Antwerp, Mental Health Research Group,
Vrije Universiteit Brussel, Brussel, Belgium

KEY MESSAGES
e Primary care practices make use of their waiting rooms to display many sorts of audiovisual aids (AVAs) to
educate or sensitize patients.
AVAs using screens (TVs, computers, tablets, and smartphones) might improve patients’ knowledge but the
size of the effect seems to be small and not necessarily relevant.
No robust demonstration of a change in health behaviour led by AVAs was found.

ABSTRACT ARTICLE HISTORY
Background: Health promotion is part of GPs' commitments. Some waiting rooms have there- Received 27 August 2017
fore been implemented with audiovisual aids (posters, pamphlets or screens) for health promo- Revised 7 June 2018
tion purposes. Few studies have assessed the effect of audiovisual aids in primary care. Accepted 13 June 2018
Objectives: To identify, describe and appraise studies that have investigated the effects of
audiovisual aids on health promotion in primary healthcare waiting rooms. To determine which . .

. - . . Primary healthcare; health
factors influence this impact through literature review. promotion; patient
Methods: Systematic review. Two independent researchers using predefined keywords searched education as topic; waiting
databases. Additional publications were extracted from the reference lists of the selected room; audiovisual aids
articles. The selection of the articles was performed on the title and abstract, followed by com-
plete reading and assessment. Bias and level of evidence were analysed.

KEYWORDS




Case study:
Framed
message
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Comparing responses to differently
framed and formatted persuasive
messages to encourage help-seeking for
depression in Japanese adults: a cross-
sectional study with 2-month follow-up

Machi Suka, Takashi Yamauchi, Hiroyuki Yanagisawa

ABSTRACT

Objective To examine audience’s responses to
differently framed and formatted persuasive messages
in the context of developing depression help-seeking
messages.

Design Cross-sectional followed by 2-month follow-up
study.

Setting and participants A web-based survey was
conducted in July 2017 among Japanese adults aged
35-45 years. There were 1957 eligible respondents
without psychiatric history. Of these, 1805 people (92.2%)
completed the 2-month follow-up questionnaire.

Main outcome measures Six depression help-seeking
messages were prepared with three frames (neutral, loss
and gain framed)x2 formats (formatted and unformatted).
Participants were asked to rate one of the messages in
terms of comprehensibility, persuasiveness, emotional
responses, design quality and intended future use. Help-
seeking intention for depression was measured using
vignette methodology before and after exposure to the
messages. Subsequent 2-month help-seeking action

for their own mental health (medical service use) was
monitored by the follow-up survey.

Results The loss-framed messages more strongly
induced negative emotions (surprise, fear, sadness and
anxiety), while the gain-framed messages more strongly
induced a positive emotion (happiness). The message
formatting applied the Centres for Disease Control and
Prevention Clear Communication Index, enhanced the
emotional responses and increased the likelihood that the
message will be read. The loss-framed formatted message
alone had a significantly greater OR of having help-seeking
intention for depression compared with the neutral-framed
unformatted message as a reference group. All messages
had little impact on maintaining help-seeking intention or
increasing help-seeking action.

Conclusion Message framing and formatting may
influence emotional responses to the depression help-
seeking message, willingness to read the message

and intention to seek help for depression. It would be
recommendable to apply loss framing and formatting to
depression help-seeking messages, to say the least, but
further studies are needed to find a way to sustain the
effect of messaging for a long time.

Strengths and limitations of this study

WBuAdoo Aq pejosiold 1sanb Ag 0202 ‘02 1udy uo /wod-fug-usdolwa//:diy Woiy PapPeojUMOQ "8 10 JOGWISAON 2| U0 £28020-ZL02-uadolwa/gg L 1'0L e paysiiand 1siy :usdo ring

» This study represents the first attempt to com-
pare audience’s responses to six depression
help-seeking messages with three frames (neutral,

loss and gain framed)x2 formats (formatted and
unformatted).

» The 2-month follow-up survey was conducted to
monitor changes in help-seeking intention and ac-
tion after exposure to the messages.

» This study relied on self-reported information. It is
almost impossible to eliminate the information bias
completely.

» The study participants were limited to 35-45 years
old selected from a nationwide panel of a research
company. It is uncertain whether the messages will
work equally well in other age groups or in other
settings.

INTRODUCTION

Mental disorders are the leading cause of
disability worldwide, accounting for 21% of
all non-fatal burden.' Failure and delay in
initial treatment contact for mental disorders
have been recognised as an important public
health problem.” * A systematic review and
meta-analysis revealed that negative attitudes
towards mental illness and help seeking are
associated with less active help seeking in the
general population. There is a possibility
that interventions for improving people’s
attitudes and intentions towards help seeking
could facilitate access to mental health-
care, in addition to those targeting people’s
behaviours itself.

A number of public health programmes
have been launched to eliminate negative
attitudes towards mental illness and help
seeking to facilitate access to mental health-
care.” Communication is one of the compo-
nents necessary for effective public health

BM)

Suka M, et al. BMJ Open 2018;8:€020823. doi:10.1136/bmjopen-2017-020823 1



Appendix A. Depression help-seeking messages (formatted versions)

Neutral-framed message - “Depression can happen to anyone”

S5O, ENTELN N D ARMAIBIH/RTT.

DS VWHERBECARNLAGREEZE 2 IHIC,
BEEISALDEYFEREOSEIISO2RERBTBREEDPNTVET,

e ® o e o ° © o e o e e o
IREEEERREEEENEE

SO RDE, WIS, "RBIREAHBV, REOZIAZOHAE
TEATVAQLBRIhEV, "T£5FE V. BEDDSE O FRDhET,

SOF/NE- - EB2ES, DEYTRET,
AN OHOEPR RS OEHBE, HRBOCHAKXLEL LS,

Loss-framed message - “Depression needs treatment”

52k, ARABEZBERTY.

HoTH<E, AREFECLEMEELTLS5R, D5 VWRENREXT.
WYEARERTRGRE, W8N —t2 hFLUAORECEEAL EEA.

[ ] [ ]
receececece
SOBICEDE, TS558, TPaEFHEEV, BEN' A OHA &

TBATVWAOIEAEY, "B E2V BEODSEOYA VHFRHIET,

SOFENE-EBO2ES, DEYTRET.
AAYUDTOERPESFY OEEME, BEEOLCHRLEL LS,

Gain-framed message - “Depression improves with treatment”

52k, RFHRCKRIVTHEREZBRODNERSBZYET,

HoTH<e, BEEECLEMEZLTRSR, DS VWIRENREFTTH .
BYEARERBTNE, Heo/N—k hFLGIORECEELET,

e o © o o o o o
U0 IO

S0 AEBE, W55, "R3RAFHEV, BED LB OHA &

TEATLVAQULRAEV, "2EFEZV, BEQHSEOHA U FRDbIET,

SOFmAE - EB2ES, DEYTRHET,
AHUDTOEMPERT OERME, EEXBOCHARLEL £S5,

} Main message

- Depression happens to
one out of 15 people.

Information on early
signs of depression

} Call to action

} Main message

- If not treated, 80%
cannot recover from
depression.

Information on early
signs of depression

} Call to action

} Main message

- If treated, 80% can
recover from depression.

Information on early
signs of depression

} Call to action



Chapter 6

Exercise



Find a PSA that
inspired you, and
tell your story.




