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Introduction 

Agreement



You will get: 
New knowledge and 
expanded horizon 
about health 
communication



Fans 

Connected 
Community 

Active Audience 

Casual Audience



Chapter 1 

Basics



Health Promotion 
Health Education 
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



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



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



Chapter 2 

Frameworks/
Strategies



WHO 
Framework



Source: WHO Strategic Communications Framework 



Source: WHO Strategic Communications Framework 



Source: WHO Strategic Communications Framework 



CDC 
Framework



1. Review 
background 
information

Source: CDC



2. Set 
communication 
objectives

Source: CDC



3. Analyze and 
segment target 
audiences

Source: CDC



4. Develop and 
pretest message 
concepts

Source: CDC



5. Select 
communication 
channels

Source: CDC



6. Select, create, and 
pretest messages 
and products

Source: CDC



7. Develop 
promotion plan/
production

Source: CDC



8. Implement 
communication 
strategies and 
conduct process 
evaluation

Source: CDC



9. Conduct outcome 
and impact 
evaluation

Source: CDC



NIH 
Framework



Source: NIH



JHSPH 
Framework



Source: JHSPH



5Ps of  
Social 
Marketing



Product 
Price 
Place 
Promotion 
Policy

Source: CDC



CDC  
Clear 
Communication 
Index 



1. Include one main 
message statement

Source: CDC



2. Put the main 
message first

Source: CDC



3. Use visual cues to 
emphasise the main 
message

Source: CDC



4. Include a visual 
that conveys the 
main message

Source: CDC



5. Include one call to 
action

Source: CDC



6. Use active voice

Source: CDC



Storytelling



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)

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


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 -



Movie



Music 
Video



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.youtube.com/watch?v=mOrHnctozrY

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


Movie 

Contagion  
- Warner Brothers - 

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

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


Movie 

Wit 
- Avenue Pictures Productions, HBO - 

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

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


Movie 

Inside Out 
- Disney Pixar - 

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

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


Music Video 

Usah Kau Lara 
Sendiri 
- Katon Bagaskara feat. Ruth Sahanaya - 

 

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

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

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


Conference 

The next outbreak? 
We’re not ready | Bill 
Gates 
- TED Talks - 

https://youtu.be/6Af6b_wyiwl

https://youtu.be/6Af6b_wyiwl


Youtube Channel 

How pandemics 
spread 
- TED-Ed - 

https://youtu.be/UG8YbNbdaco

https://youtu.be/UG8YbNbdaco


Youtube Channel/Music Video 

LIVE: One world, 
#TogetherAtHome! 
#COVID19 
- WHO, Global Citizen - 

https://youtu.be/jGQT3YyE-n4

https://youtu.be/jGQT3YyE-n4
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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


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


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


Case study: 
The next outbreak? 
We’re not ready | 
Bill Gates



There are alwalys 
desireable and 
undesirable 
outcomes.



Case study: 
Audiovisual aids 
in healthcare 
setting





Case study: 
Framed 
message
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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)×2 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.

INTRODUCTION
Mental disorders are the leading cause of 
disability worldwide, accounting for 21% of 
all non-fatal burden.1 Failure and delay in 
initial treatment contact for mental disorders 
have been recognised as an important public 
health problem.2 3  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.4  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.5  Communication is one of the compo-
nents necessary for effective public health 

Strengths and limitations of this study

 ► 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)×2 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.
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Appendix A. Depression help-seeking messages (formatted versions) 
 
Neutral-framed message - “Depression can happen to anyone” 

 
Loss-framed message - “Depression needs treatment” 

 
Gain-framed message - “Depression improves with treatment” 

 

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. 


