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Trust Daily coverage

Radio 85% Internet 90%
Newspapers 84% Mobile services 70%
TV 83% TV 67%
Online papers 71% Radio 64%
Facebook 18% Newspapers 44%
Twitter 14%

Blogs 4%
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The objective of the study...

«...1s to use video to develop effective, evidence-based
modes of communication for translating complex, but
important health messages about pandemics to both
the general population and decision-makers.»
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Centre for resilience in healthcare



The objective of the study...

1. What do health experts and the public find it important 1o
communicate regarding health, risk, numercay, etc related
to pandemics.



The objective of the study...

2. How can this be best communicated. Explore creative
choices to create the best possible (video) communication.



The objective of the study...

3. Test the effect of this communication in confrolled studies.
Couple communication to learning outcomes etc.



‘Mental models’ approach
to science communication.

r 1. ldentity what people need to know

Qualitative studies | 2 |dentify what they already know
> and how they make decisions

WP2 . < b 4
G = 3. Design the communication
WP3 4. Testit's effectiveness

Quantitative studies



Risk communication
“Trust’

Health communication
‘Informed choice’

Media communication
Attention grabbing’



Summary literature review: THONC

* Trustworthy — yet not boring.

* Human emotion — yet not ‘emotional’.
* Optimistic rather than pessimistic — yet realistic .
* Narrative — yet factual and informative.
* Creative and stands out — yet not crazy.



World Health Organization

YouTube
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https://www.youtube.com/watch?v=BtN-goy9VOY
https://www.youtube.com/watch?v=I5-dI74zxPg
https://www.youtube.com/watch?v=x6cTDGqcUpA
https://www.youtube.com/watch?v=fgBla7RepXU
https://www.youtube.com/watch?v=N36qgxcd5XU
https://www.youtube.com/watch?v=54XLXg4fYsc
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«strive to inform, not persuadey
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« Experts iden’rified 36 key messages
* Inferviews with the public: Teach or tell?



"Why collaboration be’rween health science experts
Ond creative communicators c% ﬁ ruggle. |§
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Emotions/Body language

|: Liberating to move away from
describing the difference between
air/droplets. C: Yes. it feft too technical.
The film has to help.

J: We are missing a wall with post-its. Have
taken notes. Should we gather them on Trello?
M: Yes, we dont want to loose the notes.

Other Topics/Media

On Topic

Impulsion/Brief

M: New York safety advice last year -
recommended glory holes. Googles:
department of health and Canada -
glory holes, thumbs up.

J: Continuum between droplets/air.
Fluids are the whole spectrum -
Water - boils - damp...

M: Do we need a train crash? Capture
people’s attention in competition with Miley
Cyrus or ‘a pandemic is coming? J: The brief
has 3 different variations.

Approximate time:
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DIFFERENT EXPECTATIONS




Four professionally produced videos on the Optimizing for:
same topie from the science of pandemics.
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Catchy

¥ (Scientific paper
. In preparation)
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‘Comprehension and trust
were positively impacted by
using a formal expert source,
and by including a call to
action, irrespectively of the
topic.

“None of the investigated
variables were found to have
an effect on intention.






Risk communication
“Trust’

Health communication
‘Informed choice’

Media communication
Attention grabbing’
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COVCOMm

Fighting a pandemic through translating science



