World

Conference 2008

How it's done

Health Marketing at the U.S. Center for Disease
Control and Prevention: It's More than the Message

Dr Katherine Lyon Daniel

Deputy Director of the National Center for Health Marketing
at the U.S. Centers for Disease Control and Prevention

Ly ol
Lethbricdge

ﬁ' The Chartered ) : The Chinese University The Unive.rs'rty Qm Department
Institute of Marketing Social Marketing .= of Hong Kong of Lethbridge of Health

= S 5=



Health Marketing:
More than the Message

Katherine Lyon Daniel, PhD

National Center for Health Marketing

Centers for Disease Control and
Prevention

r‘.', [T "
"

g 72

g i ’
- L i "
L | IR

Wy
FHig




The Healthiest Nation We Can Be




Seventh Generation

"In every deliberation

we must consider the

Impact on the seventh
generation ...”

— Native American
Quote, Iroquois Tribe




A Flood of Health Information

Average Iinformed person reads or listens to
7/ sources of information daily (Pew, 2008)
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What Influences Health Decisions?

Is now the time to
talk to Jon about
having another

Really, | need
to make sure
we have
condoms...

Should I try
out for soccer
this year?




Social Ecological Model

Societal

Institutional

Community

Relationship




Social Ecological Model




Lessons from Commercial Marketing

Coca-Cola should always be
“within an arm’s reach of desire.” _
— Robert Woodruff L

Source: Coca-cola website image library




Effective Health Marketing Means...

e Providing health information,
Interventions, and products when,
where, and how people need them
to inform healthy decisions, and
Inspire them to act

“Public health within
an arm'’s reach of need”
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Vision:

A world where all people
actively use accessible,
accurate, relevant, and
timely health information
and interventions to protect
and promote their health
and the health of their
families and communities.




National Center for Health Marketing

Vision:

A world where all people actively use
accessible, accurate, relevant, and timely
health information and interventions to
protect and promote their health and the
health of their families and communities.
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Global Health




The Digital Divide

e Gap between those with
“*access” and those without

49% of people have few AP, -~
= L i %‘;H E'
technological assets: TURLES -

— Many over the age of 70 j*;
— Many with disabilities A
— < high school education
— Literacy issues

Pew Internet & American Life Project




Health Literacy

/*’*ﬁﬁ « The degree to which
| & ‘ Individuals have the
o f;

capacity to obtain,
process, and
understand basic
health information and
services needed to
make appropriate
health decisions.

North Carolina Institute of Medicine

« Dependent on \s




Consequences

e Only 12% of US adults have
“proficient health literacy.”

e 14% of US adults (30 million
people) have “below basic
health literacy.”

* Misinformation can be deadly




CDC Health Marketing to the Public




National Center for Health Marketing

Vision:

A world where all people actively use
accessible, accurate, relevant, and timely
health information and interventions to
protect and promote their health and the
health of their families and communities.




Our Science is Significant
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HEALTH

COMMUNICATION

* Research
e Evaluation
e Translation
 Exchange




CDC.gov Primary Audiences
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Health Marketing to Professionals
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National Center for Health Marketing

Vision:

A world where all people actively use
accessible, accurate, relevant, and timely
health information and interventions to
protect and promote their health and the
health of their families and communities.




Relevance




Obesity Trends* Among U.S. Adults

B NoData [<10% [0%-14%  15%-19% [ 20%24% [ 25%-29%  230% e

(**BMI =30, or about 30 Ibs. overweight for 5’4" person) i\h




Audience Research

J.’I'a?




National Center for Health Marketing

Vision:

A world where all people actively use
accessible, accurate, relevant, and timely
health information and interventions to
protect and promote their health and the
health of their families and communities.
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Ty Photo Credit: Pixar Studios
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Health Consequences
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Thank you from the CDC’s
National Center for Health Marketing!

Photo Credit — Science Daily
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