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Learning Objectives
• Describe the fundamentals of effective health 

marketingmarketing
• Identify ways health marketing can help address 

public health challengespublic health challenges
• Apply critical skills in strategy design
• Identify ways to overcome challenges and• Identify ways to overcome challenges and 

barriers related to effective health marketing
• Identify ways today’s technology can help youIdentify ways today s technology can help you 

reach your target population

2



Presenters
• Ricardo J. Wray, PhD

Associate Professor in Community HealthAssociate Professor in Community Health                  
Saint Louis University, School of Public Health

• Amy J. Yeager, MPH
H l h P i MHealth Promotion Manager
Madison County Health Department
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Health Marketing: Why Now?Health Marketing: Why Now?



IOM Areas of Action and 
Change:

• Consider multiple determinants of healthConsider multiple determinants of health
• Strengthen public health infrastructure
• Build intersectoral partnershipsBuild intersectoral partnerships
• Develop accountability
• Base decisions and evaluation on evidence
• Enhance and facilitate communication within 

the public health system (i.e. within 
i f t t d b t bli h lthinfrastructure and between public health 
professionals and community)
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What Do All These TermsWhat Do All These Terms 
Mean?

• Social marketing
• Health communicationHealth communication
• Health marketing

H lth lit• Health literacy 
• Health education 
• Health promotion
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Essential Elements

• Effective programs use 
– audience research and theoryaudience research and theory 
– to design effective messages and 
– dissemination strategies thatdissemination strategies that 
– link audiences to available facilities and 

servicesservices 
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Communication CaveatsCommunication Caveats
• Communication can: 

I k l d d f bl– Increase knowledge and awareness of problems
– Influence and reinforce perceptions, beliefs, 

attitudes, norms
– Prompt action
– Increase demand for services

C i ti t• Communication can not: 
– Compensate for inadequate or inaccessible 

services
– Produce sustained change in absence of parallel 

changes in services, technology and policy
(Making health communication programs work 2nd ed NCI 2002)
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(Making health communication programs work, 2nd ed., NCI, 2002)
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Format for Presentation

• Ricardo (principles) 
– What are the key arguments and evidenceWhat are the key arguments and evidence  

for each essential element?
– What are the implications for public health p p

practice?
• Amy (Practices) y ( )

– What’s the problem?
– How can communication help?How can communication help?
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Communication Fundamentals

• AUDIENCE-FOCUSED
– Ethical and effective health communication 

programs rely on information from and about theprograms rely on information from and about the 
intended audience to inform development, 
planning, implementation and evaluation
P bli h l h i i f i– Public health communication uses formative 
research and feedback to ensure that messages 
are accessible and comprehensible, that  
communities are involved, and programs are 
modified as needed
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A di S t tiAudience Segmentation

• Identifying audience segments can help direct 
the program planner to appropriate channels
A di t d fi d b d hi• Audience segments defined by demographic 
characteristics match media segmentation 
strategiesstrategies

• Television program and radio formats can be 
selected for placement of health messages 
according to their target audiences
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Communication Fundamentals 

• THEORY-BASED
– Effective health communication programs are 

informed by communication and social behavioralinformed by communication and social behavioral 
theories and the relevant evidence-base

– Theory increases effectiveness of programs by 
id if i i i l b li f b iidentifying critical beliefs to target, by structuring 
communication, and by guiding the selection of 
sources and channels of communication

(IOM, Speaking of Health, 2002)
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Communication Fundamentals

• BEHAVIOR MATTERS
– Behavioral theory and research shows that 

behavioral specification matters when it comes to 
assessing and seeking to influence pertinent 
behavioral, normative, and control beliefsbehavioral, normative, and control beliefs

– Effective communication programs have focused 
and specific behavioral objectives, and actionable 
messages

(Fishbein and Ajzen, 1975)
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Implications 

• Be specific about your behavior, as 
differences in context or action can 
change determinants and message 
strategiesg
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Implications

• Use theory to help you identify 
important determinants of behaviorp

• Select evidence-based behavioral 
determinants to build yourdeterminants to build your 
communication strategy around

• Build your evaluation around your• Build your evaluation around your 
theoretical model 
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What Causes Smoking?

• What environmental factors influence 
smoking?g

• What interpersonal or social factors 
influence smoking?influence smoking? 

• What individual factors influence 
smoking?smoking?
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Opportunities forOpportunities for 
Communication?

• Media advocacy to promote tobacco 
control policy by policymakers p y y p y

• Campaigns to promote changes in 
perceptions about smoking normsperceptions about smoking norms

• Campaigns to promote changes in 
cessation skills and self efficacycessation skills and self-efficacy
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Communication Fundamentals
• SOCIAL ECOLOGICAL LEVELS MATTER• SOCIAL ECOLOGICAL LEVELS MATTER

– Targeted messages at the group level to affect 
norms and practicesp

– Social marketing at the organizational and 
community level to affect availability and 
promotion of healthy optionspromotion of healthy options

– Media advocacy of leaders and policy-makers’ to 
affect health policy p y

– Media campaigns to affect population level norms, 
values and practices 

(Bernhardt 2004)
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(Bernhardt, 2004)
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Finding InformationFinding Information 
About the Population

• Review previous research
– Literature reviews summarize previous 

studies on a specific topic
– Cross-sectional studies or surveys 

reporting on prevalence of beliefs attitudesreporting on prevalence of beliefs, attitudes 
or barriers

– Qualitative research studies can reportQualitative research studies can report 
large amounts of rich data

– Intervention studies can demonstrate 

23
factors leading to change
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Approaches to AudienceApproaches to Audience 
Research

• Qualitative methods: focus groups, in-depth 
interviews, key informant interviews

• Quantitative approaches: use prior program 
evaluation data to identify determinants 

i t d ith t t b h iassociated with target behavior
• Pre-testing also typically uses qualitative 

h f di f db k tapproaches for audience feedback, pre-post 
test surveys for laboratory effects testing
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Implications

• Understand what the published 
literature has to report about your p y
audience and target behavior

• Conduct primary research with yourConduct primary research with your 
intended audience if you can

• Pre test message materials with• Pre-test message materials with 
members of your audience
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Communication Fundamentals 
• MESSAGES MATTER

– Structure, content and language of 
i fl t ti lmessages influence potential 

persuasiveness
Design messages based on determinants– Design messages based on determinants 
selected through audience research

– Make sure your action message is clear– Make sure your action message is clear 
(explicit actions are more persuasive) 
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Communication Fundamentals

• Research has shown that a variety of different 
kinds of message appeals work

E id d t bl h th– Evidence produces more stable change than no 
evidence 

– Stories and testimonials can draw members of the 
audience in, but make sure the action message is 
clear

– Fear appeals work provided action message isFear appeals work provided action message is 
clear 

– Use plain language for all audiences 
(Perloff 2003)(Perloff, 2003)
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Communication Fundamentals 

• SOURCES MATTER
– Sources can be individualSources can be individual 

spokespeople or institutions
– Authority, credibility andAuthority, credibility and 

attractiveness of sources can 
enhance program effectivenessp g

(Perloff, 2003)
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Implications for MessageImplications for Message 
Design

• Make sure to follow through on your 
audience research

• Be creative in message design
• Also make sure to pre test your• Also make sure to pre-test your 

messages to ensure that:
Y ti i l– You action message is clear

– Your sources are perceived as trustworthy 
and expertand expert
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Communication FundamentalsCommunication Fundamentals 
• EXPOSURE MATTERS

– Communication effects require sufficient 
exposure, in terms of reach and frequency, to the 
messages by the intended audience 

– Programs with greater reach (proportion of an 
intended audience exposed to messages) have 
greater chance of successgreater chance of success

– A meta-analysis of communication campaigns 
found a correlation of .47 between reach and 
effect size (Hamilton and Snyder 2002)effect size (Hamilton and Snyder, 2002)

– Programs with greater message frequency 
(number of exposures by audience members), and 

lti li it f h t h f
38
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Strategies for Dissemination

• Three approaches
– Media campaignsMedia campaigns
– Organizational and community outreach
– Interactive mediaInteractive media
– Interpersonal 
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Alton Area Campaign
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Impact Notes
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In-Home Mailer andIn Home Mailer and 
Door to Door
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Paycheck Stuffer and Flyer
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Implications

• Design your program to maximize 
exposure to your target audiencep y g

• Focus your potential impact by focusing 
your audienceyour audience

• Consider multiple channels (media, 
organizational interactiveorganizational, interactive, 
interpersonal) 
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Implications for Leadership

• Don’t underestimate the importance of 
audience research and pre-testing of 
materials to enhance effectiveness

• Advocate and allocate resources for 
audience research for strategy design 
and testing 

• Guide your staff in using the practices 
recommended here 
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Technology

• Growing field for leveraging your health 
messagesg

• Free or reasonable prices for 
dissemination of messagesdissemination of messages

• Viral messaging as a dissemination tool
M t• More to come…
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Evaluation

• Lots of ways that health marketing CAN 
be evaluated with sufficient time, ,
money, and resources

• Choose your evaluation methodChoose your evaluation method 
logically and realistically

• Consult with experts for additional• Consult with experts for additional 
guidance
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Challenges and Barriers
• Time• Time
• Money
• Media outlets• Media outlets
• Knowledge

E i• Experience
• Unfamiliar or foreign concept(s)

N hi t f i• No history of campaigns
• Resistance:  internal and external
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“How To”

• Cost
• Media Buy SheetMedia Buy Sheet
• Focus Groups and Individual Interviews

D i• Designer
• Implementer
• Evaluator
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Closing 

• Remember that effective programs use:
– audience research and theoryaudience research and  theory
– to design effective messages 
– dissemination strategiesdissemination strategies
– link audiences to available facilities and 

servicesservices
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Thank You’s and Contact Info

Ricardo J. Wray, PhD Amy J. Yeager, MPH

Assistant Professor
Saint Louis University 
School of Public Health

Health Promotion Manager
Madison County 

H lth D t tSchool of Public Health
(314) 977-4075
wray@slu.edu

Health Department
(618) 692-7040 x 6087

ajyeager@co madison il usy@ ajyeager@co.madison.il.us 
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FeedbackFeedback

• We are listening!  Your feedback is VERY 
important. Please complete the onlineimportant.  Please complete the online 
evaluation survey.

• If you registered for a group, please ask them to 
complete the evaluation also.

• We will use this information to plan future 
sessions and continually improvesessions and continually improve.  
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Question and Answer SessionQuestion and Answer Session

• Join us now for a LIVE Q & A SessionJoin us now for a LIVE Q & A Session
– Dial 1(877) 411-9748

Enter the access code: 3467868#– Enter the access code:  3467868#
– Mute your phone (*6 to mute/un-mute).

• If you have a question that is not  
addressed on the call, please email Laurie 
Call at laurie.call@iphionline.org




