Richard Featherstone

Language and persuasion in healthcare
campaigns



What | am going to talk about...

« How marketers communicate with their
customers
— To persuade them to change their behaviours

e This Is about HOW they do it

 These technigues are transferable into the public

dléna
— Hence the interest in Social Marketing



A definition of effective
communication

Communication Is the effect it has on the recipient’s
behaviour

If you are not having the right effect, change your
communication



Marketers are trying to change their
customers’ behaviour to make a
purchase



Frame of reference

o What s it like to be the customer?
« How do they think?
« What are their values, beliefs and motivations?



There are two key questions for
marketers to understand

« What is important to the customer? (CRITERIA)
« Why is that thing important to them? (VALUES)

Once you know these two things,
you can persuade them by giving
them back their own values.



Life Insurance companies promote their
product on VALUES not CRITERIA

Life Insurance Quotes & Info
= We've helped thousands of
S people save money &
v [earn more about

Life Insurance...

bt

SAVE UP TO 70% ON LIFE INSURANCE

Criterion: “To have a policy Value: “I want to look after my family”
that pays out if | die”



The same Is true In healthcare




Even the best companies forget to
think like their customers

CLASSIC, |

12-20ZCANS (144 FL 0Z) 12:355 mL CANS (4.261)




Some examples of thinking like
‘customers’

Smoking




Some examples of thinking like
‘customers’

DON'T DIE OF IGNORANCE.




Words mean what you want them to
mean

Your patients will make up their
own meaning from the words you
use, for example:

HRiSkH 1 - |
“Healthy” - e T ra
“Too much” Sl W g .=1-f. :

uMOderaten U ::-._"I o -a]mhf'ﬂ(-’.l nse a

o :
o {unrn, it means
i just what 4

PRE. [ThJ.‘IJ.TEiE it to

& | rean, neither
e more nor less.

'l':-:"_'.‘-—\-l-\.l--



An example of implied Frame of
Reference

P, SR i §

Trim excess weight
NN Reduce alcohol
Y Be smoke free
o~

Be more active
/\Healthy eating




Some examples of frame of
reference in healthcare advertising

QD Healthy -
< Eating ©
SR -

.IS:DAY

Just Eat More
(fruit & veg)

www.doh.gov.uk/fiveaday



An example of being unable to shift
perceptual positions

Patient information

Guidance on the use of routine antenatal anti-D
prophylaxis for RhD-negative women

—= RhD status matters if a woman who is RhD negative becomes
Why does RhD pregnant with a baby who is RhD positive. This can only happen if
status matter? the baby's father is RhD positive — but not all children who have an

RhD-positive father will be RhD-positive, because the father may
have both RhD-positive and RhD- negative genes.

and only detectable by laboratory tests. But it can be more serious
and cause the baby to be stillborn, severely disabled or to die after
birth as a result of anaemia (lack of iron in the blood) and jaundice.



The lessons

Shift your perceptual position
Get into the mind of your patients
Use their words not yours

Parrot phrase, not paraphrase



One of the world’s most
unsuccessful adverts

YOU'RE NEVER ALONE

WITH A STRAND . ,I

e, ’..




A great
example of
thinking like _
YOUN PALIENt -y, nucbcndwas swailowed up by mutipi

sclerosis. But our support package has given
us back the real Gavin”

Herren, 48, Oldham

M5 haes hod a hage impact on our foondly, Wa've bean
through some tough times cnd getting the right perzenalisad
support packags hasn't been easy. But no-one with M3
should setfle for lees,

If you or scmecnes youl love hoes MS, find out more cixout the
support thet you cre entitled to, Coll the MS Scoisty helplins
< 0808 800 8000 o1 visll www. mesocisty.org.uk

Multiple Sclerosis Society MS Seciely. Pulting the pieces tegether.



The hardest lesson If you are trying
to persuade someone...

What you think does not matter
Think like your customer

If your patient thinks you see things the way they
do, it Is easier to persuade them

Your patients think they are acting rationally from
their perspective



Motivational Direction:

Towards / Away from
Towards Away from
want to get fit | don’'t wantto die
want to live * | don’t want to leave
Onger y my wife on her own
f(;’;’?:]‘; t\,(\),iferow € « | don’t want to miss

the grandchildren
growing up
* 40% of population

| want to enjoy the
grandchildren

40% of population




Towards / Away from behavioural profile
gives us a signal as to how people get
motivated to making decisions

o Signposts motivational direction
 Revealed through language

* Drives decision-making: Why people make
decisions



Motivational direction in healthcare
campaigns




The AIDS Campaign in Evolution
I HAVE AIDS

Please hug me

‘!i!..,s

Y OF
GNORANCE

DON'T DIE OF IGNORANCE.



Don’t think of an Elephant

It IS hard for our
subconscious to eliminate
the negative

- g —— "

»  Especially If it has
. sensory reinforcement
Most people have a

strong visual preference
*Next comes audio




Don't tell people what they should not
Ink - they cannot eliminate the negative

FORPRODUCTS TO REDUCE

GIVE UP plus yourpos D NICOTINE CRAVINGS

B == STARTLIVING
08001690171
gg% }2; g %% ‘::::J,_,, Make the break, Live life without smoking.
0800 169 0 BA3 o
WWWINHS.UK/GOSMOKEFREE 0B00 169 0834 susswan
0800 169 0 BAS5 seneaLl

Whanyousem fissbadwsn T tieprred
s beckletplaameracro k. Fiedme

O s Sho g bbb i ST SO BB SMOKEFREE SMOKEFREE




The lessons:

 (oals must be stated in the positive to help with
visualising
— Don't think of an ELEPHANT
— Stop SMOKING
— Don'’t think of FOOD

 Help people to visualise their future state



The rule of SOCIAL PROOF Is a
powerful influence on our decisions

“When we are trying to decide which course of
action to take, we tend to be influenced by what
people who we perceive to be similar us, did or
are doing in similar situations.”

Cialdini R Influence, Science and Practice, Allyon and Bacon 4th Ed 2000



Social proof In action




Examples of using social proof

.




Social Proof can support / justify
‘naughty’ behaviours

TIFF (Uncompressed) decompressor




But can also support positive

attitudes

Living with HIV/AIDS




Using Social Proof to effect
behavioural change

* “Lots of people just like you are doing It’
« “You will be one of many...it is popular”
» “Come on in, you will be with friends”



So In Summary, we know what works

 Appealing to what people want to achieve

« Showing them It Is easy to get it

e Stating the positive aspects of what they want
e Use their words not yours

 Think like your patients

e Put your views to one side

* Using social proof
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