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To create an audience-narrative architecture 
that helps RWJF and its partners develop 
content that changes narratives  
on health equity.

OUR CHALLENGE 
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Our mixed methods research approach 
centers equity and starts with audience.

ON EQUITY 
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TEAM


Two anti-racism research 
professionals from Harmony 
Labs’ advisors collaborating on 
approach and execution. 

SAMPLING & DATA


Equity sampling: 80% of 
audience values survey 
respondents from communities 
of color. See slide 6. 

MEDIA ANNOTATORS


Media interpretations by a 
team assembled for diversity 
across values, race, age, 
geography. See slide 38. 



5

Audience



Why audience?
We start with audiences to explore and define whom we 
could be talking to and what they care about. Also, there is 
no narrative without audience. 


A narrative is a story pattern that emerges, as audiences 
create, consume, and share stories over time.


In this project, we’ll use audiences as a means of partitioning 
stories. We’ll find the stories about health and healthcare 
that are distinctive to each audience, and that, taken 
together, represent their narrative on health and equity. 


In this way, we’ll map the existing narrative landscape for 
U.S. audiences, and inform the content we make and test 
within those audiences, in order to evolve that narrative 
landscape. 
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4 audiences
Audiences help storytellers imagine how to reach people 
different from themselves, while making more manageable a 
reality where every human being is unique. 


Ideal audiences for this project hold distinct health and 
healthcare attitudes, and distinct cultural affinities. In other 
words, they participate in distinct media cultures, and live inside 
different stories and narratives about health and equity. 


Our audience segmentation builds on two years of audience 
research, enriched by an English-language online survey 
conducted in October 2021 with 3,500 U.S. respondents, 
matched to a voter file, yielding 4 roughly equal segments. We 
allocated 80% of our sample to 4 racial, ethnic groups—Black, 
Asian and Pacific Islander, Latinx, and Native American or 
Alaska Native—proportionally based on U.S. population.
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IF YOU SAY SO

DON’T TREAD ON ME

PEOPLE POWER

TOUGH COOKIES



Values distinct
Each audience centers a values cluster that drives how 
audience members reason about themselves and the world. 
These values clusters derive from Shalom Schwartz’s theory 
of basic human values. You can think of values as basic 
psychological goals that inform how people engage with 
social issues. The social issues we’ve worked on with these 
audiences include economic mobility, immigration, racial 
justice, denuclearization, and, now, health equity.


One useful feature of this values architecture is that it 
creates a map where proximity matters. PEOPLE POWER and 
TOUGH COOKIES share values that center collectivity, for 
instance, whereas IF YOU SAY SO and DON’T TREAD ON ME 
tend toward individual autonomy. 


Take the quiz to discover your audience.
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COMMUNITY


Collective solutions 
can solve complex 

systemic problems. 

PEOPLE POWER

WE

AUTONOMY


There’s no one way to 
succeed, so freedom and 
fun are paramount.

IF YOU SAY SO

ORDER


Playing by the 
rules is the key to 

success.

TOUGH COOKIES

AUTHORITY


Strong leadership 
and hard work are 
necessities.

DON’T TREAD ON ME

STRIVE & CREATE

ME

PROTECT & PRESERVE

https://en.wikipedia.org/wiki/Theory_of_Basic_Human_Values
https://en.wikipedia.org/wiki/Theory_of_Basic_Human_Values
https://narrativeobservatory.org/audiences/#quiz


Values-based audience segmentation is an alternative to 
segmentation by demographics (such as race, age, and 
gender) or political support, with important advantages 
for narrative and cultural strategy. 


Our audience segmentation contains useful information 
beyond just values, however. So we can understand how, 
for instance, race, cultural affinities, and values intersect.


This heat map shows how Americans 18+ distribute 
within the 4 values quadrants. The map stretches to the 
upper left of PEOPLE POWER, because the progressive 
voter file that was used to generate the map has more 
precise, complete information about progressive voters.
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Values plus
PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME

AMERICAN ADULTS



Race x values
Black Americans are more likely to endorse community 
and autonomy values than authority values. There is  a 
center of gravity in IF YOU SAY SO, where people value 
individual liberty and enjoying life, and also in TOUGH 
COOKIES, where people value responsibility and tradition.
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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME

BLACK AMERICANS



Race x gender x values
We can look at and compare how 
multiple intersectional identities 
distribute across the values quadrants.  


Black men are more likely to endorse 
autonomy values than Black women, 
for instance, who endorse more 
community and security values. Both 
groups are much less likely than white 
Americans to endorse authority values.


The values map provides a framework 
for reasoning about intersectional 
identities.
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BLACK MEN BLACK WOMEN

PEOPLE  
POWER

IF YOU  
SAY SO

TOUGH  
COOKIES

DON’T TREAD  
ON ME

PEOPLE  
POWER

IF YOU  
SAY SO

TOUGH  
COOKIES

DON’T TREAD  
ON ME



Latinx and Hispanic survey respondents 
overall tended to endorse more 
autonomy and authority values, but a 
substantial group of Latinx and Hispanic 
respondents under the age of 35 
endorsed more community and 
autonomy values.  


Using voter file-matched survey 
respondents means we exclude or 
undercount the unregistered, 
undocumented, and other groups.
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Ethnicity x age x values

LATINX OLDER LATINX YOUNGER LATINX

PEOPLE POWER IF YOU SAY SO TOUGH COOKIES DON’T TREAD ON ME



Audience x race +
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Each national audience is racially diverse, 
including DON’T TREAD ON ME, which is about 
10% Latinx, with some Latinx-identified 
people also identifying as “white.” IF YOU SAY 
SO is the most racially diverse, with large 
proportions of Latinx and Black people. 


Some other demographic headlines: 


- PEOPLE POWER is especially likely to be 
college educated. 


- IF YOU SAY SO is especially likely to be 
young: about 70% are under 35. 


- TOUGH COOKIES is especially likely to be 
women: upwards of 70% of respondents.
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PEOPLE POWER If You Say So Tough Cookies Don't Tread on Me

American Indian and Alaska Native Asian or Pacific Islander
Black, African American Latinx, Latino, or Hispanic
Other, including multiple races White

PEOPLE  
POWER

IF YOU  
SAY SO

TOUGH  
COOKIES

DON’T TREAD  
ON ME
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PEOPLE POWER

IF YOU SAY SO

TOUGH COOKIES

DON’T TREAD ON ME

U.S. distribution
We can look at how these 4 
audiences distribute in the 
U.S. by zip code. More 
intense color indicates more 
density in the most prevalent 
audience per zip code. 



Media cultures
Audiences may not spend much time thinking about health 
and equity. So what stories do they live inside? What’s the 
look and feel of the media that attract them? What platforms 
and voices do they engage with? 


In the following slides, we profile each audience with respect 
to their media choices. We conclude with some information 
about platform reach within each audience. All media 
thumbnails are clickable. 


We build cultural profiles by projecting survey responses on 
to nationally representative opt-in media consumption 
panels. These panels give us visibility into the actual minute-
by-minute media behaviors of over 300,000 people in the 
U.S. across desktop, mobile, tablet, and TV.
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IF YOU SAY SO

DON’T TREAD ON ME

PEOPLE POWER

TOUGH COOKIES

https://www.youtube.com/watch?v=TmKh7lAwnBI
https://www.netflix.com/title/80160037
https://www.imdb.com/title/tt1378167/?ref_=fn_al_tt_1
https://www.imdb.com/title/tt2005374/


People power
Engaged with progressive media of all kinds, from news to 
late night comedy, and with diverse characters and voices in 
their entertainment.
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METRO LIVING

PROGRESSIVE LATE NIGHT

DIVERSE SITCOMS

SELF CARE & SOOTHING

https://www.youtube.com/channel/UC3XTzVzaHQEd30rQbuvCtTQ
https://www.youtube.com/user/SaturdayNightLive
https://www.netflix.com/title/80036165
https://www.netflix.com/title/80199128
https://www.alaskaair.com/
https://www.westelm.com/
https://www.rei.com/
https://www.tesla.com/
https://www.google.com/url?q=https://www.facebook.com/georgehtakei/&sa=D&source=editors&ust=1637109520582000&usg=AOvVaw2uOKtuBiX21_gvDisM5NNC
https://twitter.com/ladygaga
https://twitter.com/berniesanders
https://twitter.com/Lin_Manuel
https://www.youtube.com/watch?v=gGdGFtwCNBE
https://www.youtube.com/watch?v=kJQP7kiw5Fk
https://www.youtube.com/watch?v=gdZLi9oWNZg
https://www.youtube.com/watch?v=6swmTBVI83k
https://www.netflix.com/title/80063224
https://www.netflix.com/title/80160037
https://www.youtube.com/user/yogawithadriene
https://www.reddit.com/r/Portland/
https://www.reddit.com/r/boston/
https://www.reddit.com/r/malelivingspace/
https://www.youtube.com/channel/UCMtFAi84ehTSYSE9XoHefig


If you say so
Racially, thematically diverse content that is not necessarily 
political or issue-driven. Lots of YouTube, music, and fun, 
entertaining themes, from video games and anime.
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GAMING & GOOFING

HIP HOP

KOREAN & JAPANESE TV

SPANISH LANGUAGE TV

https://www.youtube.com/results?search_query=WORLDSTARHIPHOP
https://www.nike.com/
https://www.playstation.com/en-us/
https://www.fashionnova.com/
https://www.crunchyroll.com/
https://www.youtube.com/watch?v=TmKh7lAwnBI
https://www.youtube.com/watch?v=0EVVKs6DQLo
https://www.youtube.com/watch?v=rCiBgLOcuKU
https://www.youtube.com/watch?v=l0U7SxXHkPY
https://www.youtube.com/user/PewDiePie
https://www.reddit.com/r/FinalFantasy/
https://www.youtube.com/channel/UCRijo3ddMTht_IHyNSNXpNQ
https://www.reddit.com/r/DivinityOriginalSin/
https://www.netflix.com/title/81054849
https://www.netflix.com/title/80990668
https://www.netflix.com/title/80097594
https://www.youtube.com/channel/UCg7lal8IC-xPyKfgH4rdUcA
https://www.lasestrellas.tv/programas/como-dice-el-dicho
https://www.telemundo.com/shows/al-rojo-vivo
https://www.youtube.com/user/sxephil
https://twitter.com/CoryxKenshin
https://www.youtube.com/channel/UChi08h4577eFsNXGd3sxYhw
https://www.youtube.com/user/MrBeast6000/videos
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Tough cookies
Strong interest in political news and in the morally clear us-versus-
them worlds of Westerns and police procedurals. The lightest 
content is infotainment—like celebrity gossip. 
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CHRISTIAN WORSHIP

CELEBRITY GOSSIP

POLICE, CRIME & PUNISHMENT

MAINSTREAM NEWS

https://www.youtube.com/RealRealityGossip
https://www.netflix.com/title/80217478
https://www.google.com/url?q=https://www.imdb.com/title/tt0203259/&sa=D&source=editors&ust=1636748730623000&usg=AOvVaw2bxLyRUm0H_YTiS1iojmuB
https://www.netflix.com/title/80013249
https://www.imdb.com/title/tt6459472/?ref_=fn_al_tt_1
https://www.imdb.com/title/tt1378167/?ref_=fn_al_tt_1
https://www.youtube.com/watch?v=FxFNprPOdss
https://www.youtube.com/watch?v=SoIKv3xxuMA
https://www.youtube.com/watch?v=xvaEJzoaYZk
https://www.youtube.com/watch?v=LfRNRymrv9k
https://www.youtube.com/c/GraceForPurpose
https://www.youtube.com/user/GaitherVEVO
https://www.tasteofhome.com/
https://www.facebook.com/humanapharmacy/
https://www.wayfair.com/
https://www.foodlion.com/
https://www.youtube.com/c/StephenGardner1
https://twitter.com/DiamondandSilk?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.facebook.com/Officerdaniels
https://www.youtube.com/c/RickeySmileyOfficial
https://www.youtube.com/channel/UCbHfoQaVdkFUP7q5e6dhVRg
https://abcnews.go.com/
https://www.cbsnews.com/
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Don’t tread on me
Well-ordered worlds featuring achievement, like sports, and 
conservative identity, along with hard rock and country music. 
There's disaster media, too. 
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SPORTS

CONSERVATIVE NEWS ONLINE

FOX NEWS ON TV

ACTION & APOCALYPSE

https://www.foxnews.com/shows/fox-and-friends
https://www.thebump.com/
https://www.northerntool.com/
https://www.newsmax.com/
https://www.youtube.com/watch?v=C-mgKvChveo
https://tacticalusa.com/
https://www.ereplacementparts.com/
https://www.foxnews.com/shows/life-liberty-levin
https://www.foxnews.com/category/shows/tucker-carlson-tonight
https://twitter.com/bennyjohnson
https://twitter.com/laurenboebert?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://twitter.com/GolfChannel?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.youtube.com/watch?v=7hx4gdlfamo
https://www.imdb.com/title/tt2005374/
https://www.youtube.com/watch?v=eFTLKWw542g
https://www.imdb.com/title/tt0185906/
https://www.youtube.com/watch?v=3YxaaGgTQYM
https://www.youtube.com/watch?v=v2AC41dglnM
https://www.imdb.com/title/tt8328716/?ref_=fn_al_tt_1
https://www.foxnews.com/shows/fox-report-weekend
https://twitter.com/NFL_DovKleiman
https://www.youtube.com/channel/UCLoNQH9RCndfUGOb2f7E1Ew


Platform reach
Some platforms have more reach than others nationally. 
This chart shows estimated average daily reach across all 
Americans on all devices and channels. That is, it 
includes Facebook usage in desktop, mobile and tablet 
browsers, as well as in application.


Facebook reaches between 65% and 75% of all 
American adults every day, about 10X as many people 
as Discord, for example. 


These huge overall reach differences can dwarf 
between-audience differences and mean that, especially 
for paid advertising, one strategy for maximizing reach 
might rely on the three highest reach platforms: 
Facebook, Instagram, and YouTube.  
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Facebook

YouTube

Instagram

Twitter

TikTok

Reddit

Discord



Different platforms afford different kinds of interaction 
and engagement, which may be important to consider 
for a cultural intervention. And across platforms there is 
variation in average daily audience reach.  


For example, Discord and Reddit, though low-reach 
generally, are relatively high-reach for PEOPLE POWER and 
IF YOU SAY SO; while older TOUGH COOKIES and DON’T 
TREAD ON ME are most engaged on Facebook.


It is important to note again that these charts were 
generated using behavioral media consumption data, 
not survey. 
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Platform reach x audience
Facebook

YouTube

Instagram

Twitter

TikTok

Reddit

Discord

PEOPLE POWER

IF YOU SAY SO

TOUGH COOKIES

DON’T TREAD ON ME



Health attitudes 
In addition to looking at values and demographics, our 
survey looked at attitudes about health, healthcare, and 
health equity. We generated survey questions from the 
differences in health, healthcare, and health equity 
attitudes observed through Robert Wood Johnson 
Foundation’s prior research investments, like this survey, 
this survey, and this report. 


In the slides that follow, we identify key attitudinal 
differences in our 4 audiences and derive a set of 
themes for how each audience thinks about health, 
healthcare, and health equity in the U.S.
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https://www.icpsr.umich.edu/web/HMCA/studies/37403/publications
https://www.icpsr.umich.edu/web/HMCA/studies/37633/publications
https://learcenter.org/wp-content/uploads/2021/03/cultureofhealth_landscapeanalysis.pdf


Divided on racial equity . . .
DON’T TREAD ON ME is the audience most likely to report that 
Black people are not treated less fairly than white people in 
receiving medical care, although this perspective crosses 
into TOUGH COOKIES and IF YOU SAY SO as well. 


Only PEOPLE POWER reliably agrees that racism in healthcare 
exists and should be addressed.


(Survey question: When seeking medical treatment, would 
you say: Black people are treated less fairly than white 
people; white people are treated less fairly than Black 
people; both groups are treated fairly?) 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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME



. . . and systemic solutions
Approximately the same audience that observes racism 
in healthcare believes that government is responsible for 
making sure all Americans have healthcare. Centered in 
PEOPLE POWER, this belief also stretches into TOUGH 
COOKIES and IF YOU SAY SO. 


The conviction that racism pervades our healthcare 
system and the conviction that universal healthcare is a 
right, not a privilege or a commodity, seem to represent 
a package, given how highly they correlate. 


(Survey question: Do you think it’s the responsibility of 
the government to make sure all Americans have health 
insurance? Yes/No.)
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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME



Secure in status quo
While single payer support is highest in PEOPLE POWER, TOUGH 
COOKIES—who favor the status quo and existing social order—
says that the government should ensure we have healthcare, 
but through the existing mix of employer-based private plans 
and government programs.


This highlights an important tension for TOUGH COOKIES. TOUGH 
COOKIES wants functioning communities and cares about the 
common good, but derives security from the status quo. It 
could be hard for them to imagine alternate ways of structuring 
healthcare or any large system.


(Survey question: Should health insurance: continue to be 
provided through a mix of private insurance companies and 
government programs; or be provided through a single national 
health insurance system run by the federal government?) 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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME



Super skeptical . . .
IF YOU SAY SO has trouble imagining any system working for 
them, unlike TOUGH COOKIES who believe that players in the 
system generally mean well and that slow, incremental 
improvement is possible. 


IF YOU SAY SO’s skepticism for the medical profession runs so 
deep, they even doubt the negative health impacts of 
smoking. This heat map shows people who endorsed the 
idea that smoking does not have a strong impact on health. 


(Survey question: How strong do you think the effect of 
[smoking] is on some people’s health? Please rate on a scale 
of 1 to 5 where 1 means it has no effect on health and 5 
means it has a very strong effect.)
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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME



. . . and untrusting
IF YOU SAY SO’s skepticism extends to their own doctors’ 
goodwill. This heat map shows that the people most likely 
to say that they do not trust their own doctors are IF YOU SAY 
SO, but that mistrustfulness crosses over into all other 
quadrants, most significantly DON’T TREAD ON ME. 


(Survey question: How much do you trust [your personal 
doctor or nurse] to give full and accurate information about 
the health risks and benefits of medical treatments?)
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PEOPLE POWER IF YOU SAY SO

TOUGH COOKIES DON’T TREAD ON ME
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SYSTEMIC 
ISSUES + FIXES

UNIVERSAL  
HEALTHCARE

DOCTORS 
 CARE

CONTROLLABLE 
OUTCOMES

PREVENTATIVE  
AGENCY

ALTERNATIVE  
AUTHORITIES

Systemic racism, 
social determinants 
of health, and other 
systemic factors are 
key to healthcare’s 
problems and 
potential reform.

Universal healthcare 
is about more than 
just who pays. 
Everyone should 
have access, 
regardless of 
“deservingness.”

Medical 
professionals and 
institutions, 
including the 
pharmaceutical 
industry, generally 
mean well and try to 
help people. 

Health is not 
random or a matter 
of luck; it is 
determined by 
personal choices 
and/or social 
situations and 
systems.

Individuals have the 
power to make 
choices that can 
prevent health 
problems from 
occurring and 
engender healing.

Providers and 
people outside the 
dominant Western 
medical paradigm, 
including friends 
and family, are 
resources for health 
information. 

EXAMPLE 
RESPONSE

EXAMPLE 
RESPONSE

EXAMPLE 
RESPONSE

EXAMPLE 
RESPONSE

EXAMPLE 
RESPONSE

EXAMPLE 
RESPONSE

Racism, housing 
quality, and income 
all have a strong 
effect on health.

Everyone should get 
the healthcare they 
want no matter 
what they can afford 
to pay.

Medical doctors 
care about the best 
interests of their 
patients.


Housing quality, 
stress, smoking, and 
income can all 
affect health.


I am very confident I 
can prevent health 
problems.


I trust alternative 
health providers & 
friends & family for 
info on treatment 
risks & benefits.

6 core beliefs
To create profiles of how our audiences see health, healthcare, and health equity, we reduced survey responses to 6 core sets of related beliefs 
using statistics. We present these below, along with responses exemplary for each belief set. These belief sets are not mutually exclusive. One 
person could be high on both universal healthcare and doctors care, for instance. Each belief exists on an agreement continuum.

https://docsend.com/view/7gnch5wihxesrvkk


29

6 core beliefs
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To create profiles of how our audiences see health, healthcare, and health equity, we reduced survey responses to 6 core sets of related beliefs 
using statistics. We present these below, along with responses exemplary for each belief set. These belief sets are not mutually exclusive. One 
person could be high on both universal healthcare and doctors care, for instance. Each belief exists on an agreement continuum.

https://docs.google.com/document/d/1kHRF2xu1-oOEXvCOBIE2FMK3hxDIkzxa3ojzghCtauM/edit?usp=sharing
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People power
PEOPLE POWER could be an organizing base for equity in health systems. They already strongly believe that the system discriminates based 
on race, and that healthcare should be universal. They also believe that doctors generally care about their patients, and that both social 
factors and individual factors affect health. What’s missing is a sense of personal agency. 
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If you say so
IF YOU SAY SO is less likely to endorse systemic solutions to healthcare problems. They’re the most likely to say that doctors do not care, and 
they’re least likely to believe that health problems have causes: systemic or individual. Unlike DON’T TREAD ON ME, they don’t feel agency in 
their health. Health events can feel random or predestined, and little can be done to address them individually, much less collectively.
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Tough cookies
TOUGH COOKIES is more communal than IF YOU SAY SO, similar to PEOPLE POWER in their endorsement of systems solutions, and their belief 
that doctors mean well. They are close to the individualist DON’T TREAD ON ME, both in their perceptions of their own agency and in their 
desire to seek healthcare information from sources other than medical experts, including alternative care practitioners, friends, and family. 
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Don’t tread on me
DON’T TREAD ON ME rejects universal healthcare, and the idea that healthcare suffers from systemic issues, like racism, that require fixing. 
They strongly believe in their own agency in controlling health outcomes and preventing health problems. That’s reflected in their 
willingness to pursue healthcare information from sources other than medical professionals. 
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Audiences summary

KEY VALUE Community Autonomy Order Authority

DEMOGRAPHICS Educated, progressive, secular Younger, racially diverse Up to 70% women Mostly white, high earning

MEDIA  
HIGHLIGHTS

Progressive media, sitcoms with 
diverse casts, metro living, self-
care and self-soothing

Gaming and goofing, hip hop, 
Japanese, Korean, and Spanish 
language TV

Well-ordered moral TV worlds, 
online news, soft sounds, 
Christian worship 

Conservative news and TV, 
sports, disaster media, hard rock 
and country

SYSTEMIC ISSUES  
& FIXES

Our healthcare system reflects 
societal inequities, and access 
to health care is a universal 
right.

Racism exists, and the 
healthcare system may be 
broken, but it’s not going to 
change anytime soon. 

We just need to work harder to 
fix healthcare, through a mix of 
private and public options. 

America’s healthcare system 
rocks. Race just isn’t a factor. 
Your health is on you to fix or fail 
at.

DOCTORS & CARE Doctors generally care about 
their patients. 

Why should I trust anyone in the 
medical system? 

Medical professionals do their 
best to do right by people. 

Doctors are OK, as long as you 
look out for yourself.  

OUTCOMES & 
AGENCY 

Health is a function of social 
realities and the choices I make, 
but I don’t feel much agency to 
prevent health problems. 

Health just happens or not, kind 
of like the weather. There’s not 
much anyone can do about it, so 
we may as well enjoy the ride. 

The choices I make and the 
community I live in determines 
how healthy I am, and I can 
work to make it better.  

Health really comes down to the 
choices you make, and the care 
you can afford. Only you can 
take care of you. 

ALTERNATIVES I only trust the medical advice 
my doctor gives me.

One authority is as good as 
another, I guess. 

My health advice doesn’t come 
only from doctors. 

I do the research when it comes 
to my own health. 

PEOPLE  
POWER

TOUGH  
COOKIES

IF YOU  
SAY SO

DON’T TREAD  
ON ME
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Narrative
Audience+



Why narrative?
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A narrative is a story pattern that emerges, as audiences 
create, consume, and share media stories over time. 


The work of narrative change happens at the level of 
audience and story—varying the what, how, where, and to 
whom of the stories we tell. But we need to know the 
narrative landscape each audience inhabits in order to 
anticipate how the stories we tell will land with them. 


We will also use this narrative landscape to develop 
hypotheses about the content that is most likely to resonate 
with audiences, and evolve their narrative on health equity. 
In the next stage of this project, these hypotheses will be 
validated and refined by making content and evaluating 
how audiences react to it. 



Health relevance
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To identify a narrative landscape for each 
audience, we started with all the stories 
each of our four audiences consumed 
across online news, TV news, 
entertainment TV, and Twitter, between 
January 2021 and December 2021.  
 
Then we identified all the stories that 
were relevant to health or healthcare— 
giving it, receiving it, paying for it, 
finding information about it—using this 
definition and a diverse team of a dozen 
U.S.-based annotators. This yielded 
about 1 million stories. 

1. Experiences of receiving healthcare, including interactions with 
providers, OR;


2. Experiences of giving healthcare, OR;


3. Experiences of paying for healthcare, including stories about health 
insurance, billing, from patients, providers, insurance companies, 
and/or government, OR; 


4. How people get healthy or sick, OR;


5. Who is healthy or sick, OR; 


6. Who has information about healthcare (e.g., medical professionals, 
government, media personalities) and how to get information 
about healthcare (e.g., websites, articles, YouTube)

HEALTH // a media story is about health if it discusses:



COVID, another challenge  
Identifying audience-specific narratives within a 
million health-relevant stories is challenging. The fact 
that one topic—COVID—dominated health-related 
stories within our period of analysis intensified this 
challenge, as statistical models struggled to make 
sense of this single overwhelming center of gravity, 
with so much variation in the rest of the space. 


So we evolved our method to exclude layer after 
layer of media documents treating COVID case 
counts, vaccination sites, and more, in order to 
reveal only health-relevant stories distinctive to each 
of our four audiences.
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From stories to narratives
Now, with a set of audience-distinctive stories, we again turned to 
our annotators to interact with these stories and tell us what 
narratives they perceive. 


We select our annotators to represent our four audiences, which 
means they are diverse with respect to values, race, age, geography, 
and other key dimensions. And this means that variations in how our 
annotators interpret stories, across audiences, can tell us something 
important about differences in each audience’s narrative landscape. 
Whereas consistency within an audience, with respect to the 
narratives they see in stories, means we may have identified an 
important narrative feature for that audience.   


We collected more than 10,000 annotations from our annotators, 
which we used to discover the distinctive narrative within each 
audience.  
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PEOPLE POWER

Narrative discovery  
Below is a window into how the narrative lens changes when annotators from different audiences read the same 
three stories and describe in their own words the narratives they see. 

PEOPLE POWER IF YOU SAY SO TOUGH COOKIES DON'T TREAD ON ME

“We should have the 
freedom to choose to not 
be vaccinated.”

“Public servants fight to 
preserve public health. 
Health is a choice for some, 
but risk to all.”

“The vaccine mandate is 
the villain, and the unions 
are the hero. This is on an 
individual level.”

“The government has the 
power to enact the future 
outlined in this story. The 
solution is temporary.”

“Organizations (research, 
hospitals, pharma) have the 
power to enact the future 
outlined in this story. The 
solution is permanent.”

“The hero in this story is 
the laws themselves, which 
protect children from 
people who break rules.”

“The hero in this story are 
government officials and 
politicians, who protect 
children from people who 
break rules.”

“The hero in this story is 
the media, who are 
protecting children from 
government officials and 
politicians.”

https://townhall.com/tipsheet/leahbarkoukis/2021/11/02/chicago-police-unions-see-major-victory-in-fight-against-vaccine-mandate-n2598413
https://www.sfchronicle.com/bayarea/article/After-abuse-reports-California-approves-8-15869183.php
https://www.sfchronicle.com/bayarea/article/After-abuse-reports-California-approves-8-15869183.php
https://thehill.com/policy/healthcare/579421-white-house-delay-in-fdas-moderna-review-wont-impact-pediatric-vaccine
https://thehill.com/policy/healthcare/579421-white-house-delay-in-fdas-moderna-review-wont-impact-pediatric-vaccine


4 audiences ~ 4 narratives
We clustered and reduced all the different annotator 
interpretations into a single distinctive narrative for 
each audience. We supplemented these findings with 
qualitative research, interviewing and soliciting 
imagery from thirty-two people—eight people for 
each of four audiences —to collect their personal 
stories on health and to test our narrative findings. 


In each of the four audience-specific narratives that 
follow, we describe the narrative in general terms, 
surfacing its distinctive features, including how race 
shows up. We illustrate each narrative with the media 
that gave rise to it. (All media are clickable.) Then we 
conclude with an expression of the narrative in 
interviewees’ own words and images. 
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IF YOU SAY SO

DON’T TREAD ON ME

PEOPLE POWER

TOUGH COOKIES
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Medical
PEOPLE POWER

Everyone needs to play their part to keep 
healthy—physically and mentally—mostly by 
following the advice of medical experts.

Protagonists: Healthcare workers, scientists, experts, and 
regular people who uphold responsibility for 
public health

The Challenge: Larger systems like poverty, climate, or 
corruption, and people who voluntarily choose 
not to “follow the rules”

On Race: Race and racial disparities recur in stories that 
advocate directly for eradicating racism to heal 
America

Tone: Compassionate, although system-level issues 
and fixes can occur as abstract

https://www.nytimes.com/live/2021/01/19/world/covid-19-coronavirus
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Medical
PEOPLE POWER

“It's time to fix america and rid racism 
from its soil. We must fix our country 
and that starts with examining our 
past and looking at how we can heal 
together as a nation and, yes, 
reparation.” — 5/17/21

“As a matter of fact, if I'm not mistaken there are more Latinos and 
African-American seniors that have been vaccinated as a percentage 
than white seniors. These numbers are a sign of progress on that 
front as well. Now, last week, I announced that we had crossed the 
threshold of 200 million shots.”

Everyone needs to play their part to keep 
healthy—physically and mentally—mostly by 
following the advice of medical experts.

Protagonists: Healthcare workers, scientists, experts, and 
regular people who uphold responsibility for 
public health

The Challenge: Larger systems like poverty, climate, or 
corruption, and people who voluntarily choose 
not to “follow the rules”

On Race: Race and racial disparities recur in stories that 
advocate directly for eradicating racism to heal 
America

Tone: Compassionate, although system-level issues 
and fixes can occur as abstract

https://twitter.com/mdf200/status/1450167578006106118?s=20&t=QmZXNiPlBbgappwA6qHecQ
https://www.nytimes.com/live/2021/01/19/world/covid-19-coronavirus
https://www.nytimes.com/live/2021/01/19/world/covid-19-coronavirus
https://www.nytimes.com/live/2021/01/19/world/covid-19-coronavirus
https://www.nytimes.com/live/2021/01/19/world/covid-19-coronavirus
https://twitter.com/danidonovan/status/1455654622782234634?s=20&t=zC1IcwRcLdKLLX0el93GRw
https://www.rachaelrayshow.com/articles/a-simple-trick-to-fight-anxiety-anytime-anywhere
https://www.rachaelrayshow.com/articles/a-simple-trick-to-fight-anxiety-anytime-anywhere
https://www.rachaelrayshow.com/articles/a-simple-trick-to-fight-anxiety-anytime-anywhere
https://www.cnbc.com/2021/05/10/who-classifies-triple-mutant-covid-variant-from-india-as-global-health-risk-.html
https://www.cnbc.com/2021/05/10/who-classifies-triple-mutant-covid-variant-from-india-as-global-health-risk-.html
https://twitter.com/seananmcguire/status/1468635299664203778?s=20&t=QmZXNiPlBbgappwA6qHecQ
https://www.c-span.org/video/?511808-5/us-representatives-commemorate-1921-tulsa-massacre
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.washingtonpost.com/opinions/2021/04/26/biden-first-100-days-report-card-power-ranking/
https://www.pandora.com/podcast/the-view/tuesday-april-27-cindy-mccain-sharon-stone/PE:6093584
https://www.pandora.com/podcast/the-view/tuesday-april-27-cindy-mccain-sharon-stone/PE:6093584
https://www.pandora.com/podcast/the-view/tuesday-april-27-cindy-mccain-sharon-stone/PE:6093584
https://www.pandora.com/podcast/the-view/tuesday-april-27-cindy-mccain-sharon-stone/PE:6093584
https://www.pandora.com/podcast/the-view/tuesday-april-27-cindy-mccain-sharon-stone/PE:6093584
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Medical
PEOPLE POWER

Healthcare systems might be faulty, a 
“patchwork,” but they can be fixed, since 
doctors and scientists know what we need 
to stay healthy and safe. The stories and 
images PEOPLE POWER brought us actively 
centered equity as an indicator that the 
system has been fixed.

IN THEIR OWN WORDS AND IMAGES

“Health is like . . . a Rubik's Cube. It’s complicated. 
You know . . . it can be solved. It can be figured 
out, but . . . it's gonna take some effort, and it's 
gonna take some doing.” —Brian

“Certain races historically have been, you know, 
treated poorly by the U.S. healthcare system. 
And those individuals of those races may have 
difficulty gaining the trust back of health care 
providers.” —Jadeep
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Trust + Care
IF YOU SAY SO

It’s hard to know who has the right answers 
when it comes to health. Getting care means 
navigating obstacles and finding allies.

Protagonists: Allies who care about others, and the self-
informed who understand the full range of 
treatment options and alternatives

The Challenge: The randomness of ill health, including 
accidents or violence; traditional healthcare 
authority figures standing in the way; and 
finance 

On Race: The social determinants of health and medical 
racism are directly addressed in stories 
frustrated by the slow pace of change

Tone: Inquisitive

https://www.nytimes.com/2021/01/05/well/live/hospitals-medical-errors.html


“You 
talk 

“You talk about how many 
trillions of dollars the deficit will 
be with regards to Biden's new 
budget — what could contribute 
a lot to that deficit is legalizing 
cannabis.”  —1/14/21

“Experts name several reasons for this disparity 
[regarding Black maternal mortality] including bias in 
the healthcare system, underlying health conditions 
specific to Black mothers, and unequal access to 
prenatal care.” —04/15/21
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Trust + Care
IF YOU SAY SO

It’s hard to know who has the right answers 
when it comes to health. Getting care means 
navigating obstacles and finding allies.

Protagonists: Allies who care about others, and the self-
informed who understand the full range of 
treatment options and alternatives

The Challenge: The randomness of ill health, including 
accidents or violence; traditional healthcare 
authority figures standing in the way; and 
finance 

On Race: The social determinants of health and medical 
racism are directly addressed in stories 
frustrated by the slow pace of change

Tone: Inquisitive

https://www.cnbc.com/closing-bell/
https://www.cnbc.com/closing-bell/
https://www.thedenverchannel.com/news/national-politics/the-race/coroners-carrying-heavier-emotional-burden-than-ever-before-because-of-covid-19
https://www.thedenverchannel.com/news/national-politics/the-race/coroners-carrying-heavier-emotional-burden-than-ever-before-because-of-covid-19
https://www.thedenverchannel.com/news/national-politics/the-race/coroners-carrying-heavier-emotional-burden-than-ever-before-because-of-covid-19
https://www.thedenverchannel.com/news/national-politics/the-race/coroners-carrying-heavier-emotional-burden-than-ever-before-because-of-covid-19
https://www.thedenverchannel.com/news/national-politics/the-race/coroners-carrying-heavier-emotional-burden-than-ever-before-because-of-covid-19
https://www.nytimes.com/2021/01/05/well/live/hospitals-medical-errors.html
https://www.nytimes.com/2021/01/05/well/live/hospitals-medical-errors.html
https://www.nytimes.com/2021/01/05/well/live/hospitals-medical-errors.html
https://www.nytimes.com/2021/04/30/health/psychiatry-racism-black-americans.html
https://www.nytimes.com/2021/04/30/health/psychiatry-racism-black-americans.html
https://www.youtube.com/watch?v=GCaN47xV4So
https://khn.org/news/article/black-americans-are-getting-vaccinated-at-lower-rates-than-white-americans/
https://khn.org/news/article/black-americans-are-getting-vaccinated-at-lower-rates-than-white-americans/
https://khn.org/news/article/black-americans-are-getting-vaccinated-at-lower-rates-than-white-americans/
https://www.nytimes.com/2021/06/02/magazine/miller-fisher-syndrome.html
https://www.nytimes.com/2021/06/02/magazine/miller-fisher-syndrome.html
https://www.nytimes.com/2021/06/07/well/live/health-coach-benefits.html
https://www.nytimes.com/2021/06/07/well/live/health-coach-benefits.html
https://web.archive.org/web/20220110204754/https://twitter.com/acvalens/status/1480641247203180549
https://web.archive.org/web/20220110204754/https://twitter.com/acvalens/status/1480641247203180549
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Trust + Care
IF YOU SAY SO

Convoluted insurance processes and costs 
loom large in the stories and images IF YOU SAY 
SO brought us, along with repeated references 
to the care they want to see in health systems.

IN THEIR OWN WORDS AND IMAGES

“The person who's, you know, 
very genuine and caring and 
compassionate. Like, we need 
more of those people to be in 
all lines of work, but 
especially in the healthcare 
industry.” —Lesley

“I think it's a business and yeah, they get away with it. They can charge 
the insurance as much as they want. And get away with it. What are they 
getting away with? I mean, highway robbery. I mean . . . I honestly do 
not think that a 10-minute ultrasound costs $3,400.” —Francisco
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Responsibilit
TOUGH COOKIES

The powerful play an important role 
protecting us from disease, as we must 
protect others, especially children. 

Protagonists: Local communities banding together for 
support—financial, emotional, spiritual

The Challenge: Lack of access to care; the catastrophe of 
disease, especially cancer and children with 
cancer; the collective spiritual journey of illness

On Race: There’s no clear solution for racism, which is a 
scourge on health, especially via racial 
violence. Protecting children looms large, plus 
often unnamed differences in “susceptibility” 
to disease, and sometimes wealth

Tone: Advocating

https://www.npr.org/sections/coronavirus-live-updates/2021/07/21/1018590263/u-s-life-expectancy-fell-1-5-years-2020-biggest-drop-since-ww-ii-covid
https://www.npr.org/sections/coronavirus-live-updates/2021/07/21/1018590263/u-s-life-expectancy-fell-1-5-years-2020-biggest-drop-since-ww-ii-covid
https://www.npr.org/sections/coronavirus-live-updates/2021/07/21/1018590263/u-s-life-expectancy-fell-1-5-years-2020-biggest-drop-since-ww-ii-covid


“It's going to take love and 
compassion from all of us to turn 
this around. And not being selfish, 
right? We want to get our kids 
back to school. We want our 
communities to be safe . . . our 
communities of color to have more 
access to vaccines.“ —7/30/21

“God bless you. I want to talk to you 
today. . . . When we face challenges 
and have things that come against 
us, it's easy to start dreading it. 
Thinking, this is going to be so hard. 
How am I going to make it through 
this treatment? How can I deal with 
this child that's off course? How can 
I accomplish this dream . . . ? Yes, 
there are seasons where we have to 
endure, do the right thing when it's 
hard, but there are also times that 
God will step in and make it easier.”

“There has been an uptick against Asian 
Americans in the outbreak of the COVID 
pandemic. The president has vowed to 
address that.“ —3/19/21

“America is not a 
racist country. 
It's backwards to 
fight 
discrimination 
with different 
types of 
discrimination.
“ —4/29/21

“When we can provide the opportunity for them to 
play cornhole or to get together and connect with 
other families going through the same things, the 
kids can get together and smile and play together. 
That is the best.” —8/29/21
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Responsibilit
TOUGH COOKIES

“These are trying times when 
these children are going through 
and fighting cancer. Whatever 
they need, you guys step up big 
time? We do it emotional, social, 
and financial support. We are 
going to make sure we are there 
for the family. Reporter: how can 
people get involved and help 
you directly?” —6/8/21

“That little nine year old 
girl had the strength 
and profound sense of 
right and wrong to call 
out her school board 
when they allowed the 
divisive and violent BLM 
ideology to infect her 
school.“ —9/30/21

The powerful play an important role 
protecting us from disease, as we must 
protect others, especially children. 

Protagonists: Local communities banding together for 
support—financial, emotional, spiritual

The Challenge: Lack of access to care; the catastrophe of 
disease, especially cancer and children with 
cancer; the collective spiritual journey of illness

On Race: There’s no clear solution for racism, which is a 
scourge on health, especially via racial 
violence. Protecting children looms large, plus 
often unnamed differences in “susceptibility” 
to disease, and sometimes wealth

Tone: Advocating

https://www.pbs.org/show/amanpour-co/
https://www.youtube.com/watch?v=88aysFzDbZoo
https://www.msnbc.com/andrea-mitchell-reports/watch/asian-american-advocates-address-shooting-in-atlanta-amid-spike-in-anti-asian-attacks-108707397942
https://www.foxbusiness.com/shows/strange-inheritance-with-jamie-colby
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwjq_s-4nsb2AhWKk4kEHdGkAwUQFnoECAsQAQ&url=https://www.azfamily.com/programming/good-morning-arizona/&usg=AOvVaw2saIRwzDQBrZnU6r8sS6hq
https://www.azfamily.com/programming/good-morning-arizona/
https://monthly.mecum.com/2020/06/26/how-mecum-was-sold-on-curing-kids-cancer/
https://monthly.mecum.com/2020/06/26/how-mecum-was-sold-on-curing-kids-cancer/
https://monthly.mecum.com/2020/06/26/how-mecum-was-sold-on-curing-kids-cancer/
https://www.cbsnews.com/news/covid-19-deaths-parents-trauma-kids/
https://www.cbsnews.com/news/covid-19-deaths-parents-trauma-kids/
https://www.cbsnews.com/news/covid-19-deaths-parents-trauma-kids/
https://www.chrissalcedo.com
https://www.npr.org/sections/coronavirus-live-updates/2021/07/21/1018590263/u-s-life-expectancy-fell-1-5-years-2020-biggest-drop-since-ww-ii-covid
https://www.npr.org/sections/coronavirus-live-updates/2021/07/21/1018590263/u-s-life-expectancy-fell-1-5-years-2020-biggest-drop-since-ww-ii-covid
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Responsibilit
TOUGH COOKIES

The stories and images TOUGH COOKIES brought to us 
highlight their sense of the current healthcare system as 
confusing, expensive, and hard to navigate, leading to an 
inability to access crucial care. 

IN THEIR OWN WORDS AND IMAGES

“Healthcare is broken and needs to be fixed 
with lots of holes that people fall through 
while attempting to find good health care 
for them or their family. Now a lot of stuff is 
online, and a lot of the older people maybe 
don't have have the means to use, or don't 
know how to use, the laptops . . . like the 
phones and stuff like that. So for them it's 
really hard . . . ” —Nanci

“What does it cost for 
someone to see me? How is 
it you can say your time was 
worth $3,000 an hour? And 
when I go to work, I only 
make $8 an hour? What's 
the balance?” —Katherine
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Enemy
DON’T TREAD ON ME

The primary vector for ill health isn’t disease; 
it’s other humans, from politicians to 
immigrants, scheming to injure or infect us. 

Protagonists: Individuals fighting for control of their bodies. 
Trusted messengers of health who have 
undergone careful scrutiny

The Challenge: Staying alert to omnipresent threats, especially 
from experts with powerful political or financial 
interests

On Race: Black and brown people and other non-white 
races threaten us with infection, COVID, for 
example. Stories about medical racism do 
appear, in the context of vaccine hesitancy   

Tone: Fear-inducing

https://www.dailymail.co.uk/news/article-9624839/Facebook-shows-true-ugly-colours-Wuhan-censorship.html
https://www.dailymail.co.uk/news/article-9624839/Facebook-shows-true-ugly-colours-Wuhan-censorship.html


“The correlation between 
race and likelihood of 
getting the vaccine, pretty 
undeniable so far.” —3/1/21

“We've got these mandates going into place for American 
citizens all over the country. Yet if you are an immigrant, you 
can come right in with the Delta variant.” —7/27/21

His resume on paper, it's really 
impressive. I asked him, how many times 
have you done this surgery? He said 
over 600 times. . . . [The Texas 
neurosurgeon] permanently maimed 33 
patients and 2 surgeries resulting in 
death.” — 3/25/21
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Enemy
DON’T TREAD ON ME

“The federal government reports that even in 
places having large minority populations, more 
white people are getting the shots than people 
of color. . . . [Local groups] hope to help their 
neighbors overcome a level of distrust. It’s often 
built up over several generations as a Black 
person.” —2/28/21

The primary vector for ill health isn’t disease; 
it’s other humans, from politicians to 
immigrants, scheming to injure or infect us. 

Protagonists: Individuals fighting for control of their bodies. 
Trusted messengers of health who have 
undergone careful scrutiny. 

The Challenge: Staying alert to omnipresent threats, especially 
from experts with powerful political or financial 
interests.

On Race: Black and brown people and other non-white 
races threaten us with infection, COVID, for 
example. Stories about medical racism do 
appear, in the context of vaccine hesitancy  

Tone: Fear-inducing

https://www.msnbc.com/craig-melvin
https://www.newsmaxtv.com/Shows/Wake-Up-America
https://www.theepochtimes.com/mkt_morningbrief/senate-passes-hawley-braun-bill-for-biden-to-declassify-intel-on-wuhan-lab_3832669.html
https://www.drphil.com/shows/life-after-death-lethal-surgeon-sentenced-to-prison/
https://www.theepochtimes.com/mkt_app/us-intelligence-officials-inconclusive-on-covid-19-origin-say-china-unwilling-to-cooperate_3968759.html
https://www.theepochtimes.com/mkt_app/us-intelligence-officials-inconclusive-on-covid-19-origin-say-china-unwilling-to-cooperate_3968759.html
https://www.foxnews.com/opinion/tucker-china-america-white-liberalism-biden
https://www.foxnews.com/opinion/tucker-china-america-white-liberalism-biden
https://www.forbes.com/sites/joewalsh/2021/07/09/governors-of-2-undervaccinated-states-say-no-to-bidens-door-to-door-vaccine-push/
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Enemy
DON’T TREAD ON ME

DON’T TREAD ON ME often presented themselves as “the little 
guy” in the stories and images they brought us, a David vs. 
a Goliath, where staying in control is winning, and healthy 
eating, exercise, or vitamins is how they do it. 

IN THEIR OWN WORDS AND IMAGES

“The other side is sort of like health 
insurance, who I view as like the enemy. . . . 
And I feel like maybe politicians, who don't 
want to make any meaningful change to 
how health is done in the country. And 
then maybe like, even the people who are 
operating very well in this system, who 
aren't thinking about how their peers might 
be impacted.” —Betsy

“That’s one area 
where I’m kind of 
impressed by our 
current doctor. I 
take a whole lot of 
supplements . . . 
and he never told 
me to stop 
anything that I was 
taking.” —Ronald



Narratives summary
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PEOPLE POWER

MEDICAL  
PEOPLE POWER

TRUST + CARE 
IF YOU SAY SO

RESPONSIBILITY  
TOUGH COOKIES

ENEMY 
DON'T TREAD ON ME

Everyone needs to play their 
part to keep healthy—physically 
and mentally—by following the 
advice of medical experts.

It’s hard to know who has 
answers for my health. Getting 
good care involves navigating 
obstacles and finding allies.

The powerful play an important 
role protecting us from disease, 
as we protect others, especially 
children. 

The primary vector for ill health 
isn’t disease; it’s other humans, 
from politicians to immigrants, 
scheming to injure or infect us. 

PROTAGONISTS
Healthcare workers, scientists, 
experts, and people who uphold 
their public health responsibility

Allies who care about others, 
and the self-informed

Local communities banding 
together for support—financial, 
emotional, spiritual

Individuals fighting for control of 
their bodies

THE CHALLENGE
Larger systems like poverty, 
climate, or corruption, and 
people who voluntarily choose 
not to “follow the rules”

The randomness of ill health, and  
traditional healthcare authorities 
standing in the way, plus  
finance 

Lack of access to care, the 
catastrophe of disease, 
especially cancer, especially on 
children, the spiritual journey

Staying ahead of omnipresent 
threats, especially from experts 
with powerful political or 
financial interests

ON RACE
Race and racial disparities recur 
in stories that advocate for 
eradicating racism to heal 
America.

The social determinants of 
health and medical racism are 
directly addressed & frustration 
at the slow pace of change.

There’s no clear solution for 
racism, which is a scourge on 
health. Protecting children 
looms large.

Black and brown people and 
non-white races threaten us with 
infection. Medical racism shows 
up via vaccine hesitancy.   

TONE Compassionate, a little abstract Inquisitive Advocating Fear-inducing
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Content 
Validation

Narrative
Audience+

+



Why content validation?
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The work of narrative change happens at the level of 
audience and story—varying the what, how, where, and 
to whom of the stories we tell. 


So now that we know something about the narrative 
landscape each audience inhabits—through the media 
stories they engage with, and how they talk about and 
depict health and equity in interviews and imagery—we 
can turn our attention to learning how to build stories 
that actually move audiences in the right direction and 
evolve their narrative landscape. 


This is what we call content validation, the third and 
final experimental phase of our research. 



Target narrative
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Before we start experimenting with building stories that work, we need a narrative goal or target 
narrative that can guide and inspire the stories we tell, and against which we can measure our success 
in moving or transporting audiences into an evolved narrative about health systems and equity. 


We used the target narrative below, derived, in part, from the Robert Wood Johnson Foundation’s 
Health Equity Collective.

A new system to replace our current, racially biased 
healthcare system: one that is accessible and affordable 
to all, delivers excellent health outcomes across all 
populations, recognizes and rectifies past and current 
injustices, and honors everyone who participates in it.

FUTUREFUTURENOW

https://lifelibertyhealth.us
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Generating hypotheses
Over the course of six months, together with Story Strategy 
Group, we used a few different methods for generating 
hypotheses about the stories that might evolve each audience’s 
narrative landscape. First, we re-analyzed each audience’s media 
diet for content that might already be moving them toward our 
target narrative or holding them back. We called these bridge 
and barrier hypotheses and generated 4 per audience. 


Second, Story Strategy Group convened eight experts in health 
equity, anti-racism, and narrative change—the Narrative Power 
Team—to collaboratively generate 13 liberatory hypotheses. This 
team embodied their hypotheses in short stories. 


In a third round of hypothesis generation, a team of professional 
creative strategists synthesized learning from the first two rounds 
and also from existing supplemental research.

Media analysis  
→ bridges and barriers hypotheses

1

Subject matter experts  
→ liberatory hypotheses 

2

Creative strategists  
→ synthesis hypotheses

3

http://storystrategy.co/
http://storystrategy.co/
http://storystrategy.co/
https://medium.com/harmony-labs/narrative-strategy-for-racial-equity-f760df15fa81
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From hypotheses to content
In each of these three rounds, content hypotheses or 
concepts passed to a creative team, who worked to translate 
and embody them in actual advertising content. All the 
content was static: one or two-panel images (which we refer 
to as diptychs) with text overlay, presented with social media-
type headlines, text blurbs, and/or “Learn More” buttons. 
This gave us what we needed to test if audiences engaged, 
and whether content moved them toward our target 
narrative. In total, across all three testing phases, we created 
103 pieces of content, embodying 56 different concepts. 


All the unique visuals are pictured on this slide and the next. 
Throughout the presentation you can click on content to see 
exactly how it was presented to panelists. We also include 
content labels on each visual for convenient reference to 
results data.  
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Content testing 
When we test content to see how audiences respond, we care 
about engagement and transportation. 


Engagement is whether audiences view, click on, or share the 
content, when it appears inside a social media feed. We test this 
using Facebook. 


Transportation is the extent to which content transports or moves 
audiences toward a target narrative. This can also be referred to 
as persuasion. We test this using randomized controlled trials via 
a custom-built survey platform and the three survey prompts to 
the right.


Both engagement and transportation matter. If content doesn’t 
engage, it just won’t register with audiences. And if it registers, 
but does not move audiences toward a target narrative—or 
moves them away from it!—we have not been successful. 

A PROBLEM EXISTS

IT SHOULD CHANGE

WE CAN CHANGE IT

“In today's healthcare system, 
regardless of their income, white 
people generally get better care 
than people of other races.”

“Right now, white people have better 
healthcare outcomes than people of 
other races. We should change our 
healthcare system to give everyone 
the healthcare they need to stay well, 
even if it means that my family and I 
have to give something up.”

“I can imagine how we could change 
American healthcare in the next 5 
years, so that patients of all races 
feel respected and have access to 
the care they need and want.”

https://en.wikipedia.org/wiki/Randomized_controlled_trial
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Testing baselines
Our survey questions for transportation testing arose from a 
review of existing survey research and in consultation with our 
project partners, including equity advisors. The questions 
needed both to capture movement toward our target 
narrative, and also provide audiences enough room for 
movement. In other words, we were looking for low to 
moderate baseline agreement, before treatment audiences 
viewed the content we created.

A PROBLEM EXISTS

IT SHOULD CHANGE

WE CAN CHANGE IT
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Testing baselines x race
Here is baseline agreement on our transportation survey 
questions by race. White people showed least agreement 
across all three questions, which means they have the furthest 
to go in terms of getting to the target narrative, and therefore 
frequently show the most movement of any racial group. 

A PROBLEM EXISTS

IT SHOULD CHANGE

WE CAN CHANGE IT
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When we tested content for transportation, we observed this race gap 
repeatedly. Whenever there were differences by race in how audiences 
responded to the content we tested, white people almost always moved 
more, because they were starting at a lower agreement baseline than 
other racial groups. 


However, one of the concepts we tested, which centers disparities faced 
by affluent, college-educated Black people, actually moved people of 
color across audiences more than white people.

Race + audience movement

ALL4_COLLEGESHORTENED_SINGLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present#slide=45
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present#slide=45
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Occasionally, a concept moved white 
people, but caused backlash for 
people of color in the same audience.


This happened for both the “coaches” 
concept in the TOUGH COOKIES 
audience, and the “superhero” 
concept in the IF YOU SAY SO 
audience. 


People of color may be more onboard 
with the target narrative generally, but 
it is possible to create on-narrative 
content that pushes them away. So 
testing hypotheses with actual 
audiences is essential. 

Race + backlash

IF YOU SAY SOTOUGH COOKIES

TC_COACHES_SINGLE_1 ALL4_SUPERPOWER_SINGLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=96
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=55


66

Race in content
The “palette” concept, as expressed on the left, 
worked in every audience, except DON’T TREAD 
ON ME. The same concept, as expressed on the 
right, also worked in DON’T TREAD ON ME.


Furthermore, the double-panel ad (which we 
refer to as a diptych) was the most successful 
expression of this concept in most audiences, 
and scored high on engagement overall. 


This suggests that content featuring people 
trumps the more conceptual. It also suggests that 
audiences can move explicitly on race, even 
when racial difference is implicit, versus stated 
explicitly. And there may be something important 
about diptychs versus single-panel content, 
which we explore on the next three slides.

ALL4_PALETTE_SINGLE_1 ALL4_PALETTE_DOUBLE_2

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=52
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=51


67

Dip!chs to transform
On average, diptychs performed better 
than single-panel images. 


For example, the “arrested” concept 
worked generally in PEOPLE POWER and 
marginally in DON’T TREAD ON ME, with 
both diptychs producing movement. But 
single-panel content featuring the same 
threatening police officer caused 
backlash in TOUGH COOKIES. 


In single panels, there is no room for 
development or resolution. A second 
panel can help transform, channel, or 
address whatever the first panel might 
bring up in audiences. 

ALL4_ARRESTED_SINGLE_1

ALL4_ARRESTED_DOUBLE_1

ALL4_ARRESTED_DOUBLE_2

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=40
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=38
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=39
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Dip!chs for #ture
We saw this again in how audiences 
responded to the “birth workers” 
concept and its associated PEOPLE 
POWER content. It was the diptych, 
not the more poignant problem-
focused imagery, that created more 
engagement across audiences.


One exception might be DON’T 
TREAD ON ME, which moved more in 
response to the empty bed ad. This 
may reflect their predilection for 
disaster media. 

PP_BIRTHWORKERS_SINGLE_2

PP_BIRTHWORKERS_DOUBLE_1

PP_BIRTHWORKERS_SINGLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=83
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=83
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=81
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Also, in the movement diptychs 
afford there is simply more 
specificity, more of the implied 
time, place, and situation that 
makes for good story. And story 
works well across audiences.  


This single-panel expression of 
the “coaches” concept, for 
example, caused backlash on 
awareness of racism as a problem 
in PEOPLE POWER and DON’T TREAD 
ON ME, whereas the more specific 
story suggested by the diptych 
performed more favorably. 

Dip!chs = more story
TC_COACHES_SINGLE_1 TC_COACHES_DOUBLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=96
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=95
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This expression of the Native American “diabetes” concept was the 
only one to transport all four audiences. It was also broadly engaging. 
The below themes may account for its overall appeal and effectiveness, 
which we’ll explore more in the per audience findings that follow. 


• Community voices

• Vision

• Respect

• Trust

• Control


In addition, the story told by this ad is very specific and personal (“my 
sister”), located in a particular place and a history (“normal here”). The 
experience of diabetes is widespread and therefore relatable, like child 
birth and cancer. And there’s the beautifully produced imagery, 
spotlighting the people and the setting!  

And the winner is . . .

ALL4_NATIVEDIABETES_DOUBLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=46
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Per audience engagement
Because we tested all the content we created across all four audiences, even if we were targeting just one audience, we were able to 
learn about both the content that distinctively engages or transports a single audience, and the content that appeals across audiences. 
This visualization shows content ranked by engagement across all four audiences. The position of the content within our audience map 
shows where the content was most engaging, its “home base” for maximum engagement.
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https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=39
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Per audience transportation
Here’s a map built from ranked transportation or persuasion results. The position of the content on the map shows where content was most 
transporting, its “home base” for maximum audience transportation. With transportation, in the testing platform, audiences have no choice 
but to engage. This means the catchiness of the image or headline may matter less. In the slides that follow, we share some per audience 
insights. But these content testing data are an evergreen resource that can be revisited and reanalyzed for additional insights.
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People Power
MEDICAL The persuasive home for content that leads with racism 

and people impacted by inequitable health systems, 
PEOPLE POWER is a strong base for the target narrative. 


 

↑ Community and universalism drive PEOPLE POWER: understanding, 
appreciation, tolerance, and protection, for the welfare of all people and for 
nature. In other words, they really care about people they may not know, and 
their MEDICAL narrative reinforces an attention to inequitable systems. This is 
the audience most likely to engage with content centering systemic racism. 

← Content that 
names systemic 
racism as the problem 
is also distinctively 
likely to transport this 
audience, but so are 
many other concepts. 
The bulk of the 
content that 
transports other 
audiences also 
transports PEOPLE 
POWER. This is an 
important strategic 
insight: by aiming our 
narrative efforts 
outside of PEOPLE 
POWER, we may build 
more broad-based 
narrative power. 

ALL4_PALETTE_DOUBLE_1 DTM_BADBLOOD_SINGLE_2 ALL4_NATIVEDIABETES_DOUBLE_1

TC_CONFRONTRACISM_DOUBLE_2

ALL4_BIRTH_DOUBLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=42
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=98
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=46
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=50
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=57
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If You Say So
TRUST + CARE

↑ IF YOU SAY SO is less willing to engage than other 
audiences generally. The content that does engage 
tends to be sillier, darker, and more cynical than the 
stuff that lifts heart-and-home TOUGH COOKIES, for 
example. And most of what engages features 
individuals, not families or groups. 

→ We see transportation ceiling effects with IF YOU SAY SO: they 
already have such high agreement with the target narrative, 
that they don’t move much. But these three pieces of content 
from the “coaching” concept moved them, which accords with 
their underlying TRUST + CARE narrative, in which they’re looking 
for trusted allies to help navigate healthcare systems. 

← Some “coaching” concept ads actually caused 
backlash. These tended to lean on sunny language 
like, “Together, we can improve healthcare for the 
benefit of all,” or, “When the system starts working 
for everyone, everyone wins.”

Content clearly pointing toward future benefits is critical to 
moving the skeptical, individualist IF YOU SAY SO audience, and 
speaking their unique cultural language is key to engagement.   

IYSS_CONFRONTRACISM_SINGLE_1

ALL4_ARRESTED_DOUBLE_2

ALL4_COLLEGESHORTENED_DOUBLE_1

DTM_COACHES_DOUBLE_2

PP_COACHES_SINGLE_1

IYSS_COACHES_SINGLE_1 TC_COACHES_DOUBLE_1

DTM_COACHES_SINGLE_1

https://en.wikipedia.org/wiki/Ceiling_effect_(statistics)
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=72
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=44
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=39
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https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=95
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=71
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=59
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=84
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Tough Cookies
RESPONSIBILITY

← Overall, TOUGH 
COOKIES engaged 
more with all the 
content we created, 
which may say more 
about their media 
habits than our skill 
in reaching them.  

↑ TOUGH COOKIES was especially moved by content about 
changing the system, for example, to allow providers trained 
outside the U.S. to practice, rather than work as drivers. 


In accordance with TOUGH COOKIES’ underlying RESPONSIBILITY 
narrative, their response to the content suggested a strong 
belief in systems and the value and possibility of 
participating in those systems to change them.

Easy to engage, a bit harder to persuade, TOUGH COOKIES 
gravitates toward content featuring heart and home, faith and 
family, plus other types of community working together. 

TC_IMMIGRANTCHILD_DOUBLE_1

DTM_HEALTHCAREWORKER_DOUBLE_1

ALL4_NATIVEDIABETES_DOUBLE_1

TC_DOROTHY_DOUBLE_1

TC_CONFRONTRACISM_DOUBLE_2

IYSS_HEALTHCREDENTIALS_SINGLE_1

PP_HEALTHCREDENTIALS_DOUBLE_1 IYSS_HEALTHCREDENTIALS_DOUBLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=46
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=98
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=65
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=100
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=102
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=77
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=89
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=76


Don’t Tread on Me
ENEMY We were doubtful of actually reaching and moving DON’T TREAD 

ON ME, given the antagonism of the ENEMY narrative. We found 
that the antidote to ENEMY is control and choice.  

← Uncle Sam was not super engaging for DON’T 
TREAD ON ME. They actually engaged more with 
the workaday embodiment of the same “sick” 
concept in the upper right. But all the content 
from the “sick” concept moved DON’T TREAD ON 
ME effectively, given its focus on personal control.  

↑ “Confront racism” content gets a lot 
of attention from DON’T TREAD ON ME. 

↑ Two different ads from the “birth 
workers” concept performed surprisingly 
well. Again, we see an emphasis on risks 
and enemies with a dark image, or 
controlling what is mine. 

← This particular ad from the “sick” concept 
proved engaging across all audiences.

PP_BIRTHWORKERS_SINGLE_2

TC_BIRTHWORKERS_DOUBLE_1

DTM_CONFRONTRACISM_DOUBLE_2 IYSS_HEALTHCREDENTIALS_DOUBLE_1

DTM_SICK_SINGLE_1 DTM_SICK_DOUBLE_1

IYSS_SICK_SINGLE_1TC_SICK_SINGLE_1

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=76
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=63
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=83
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=93
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=67
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=68
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=104
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=80
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Audience upshot
It is possible to align all four audiences to a narrative on health equity that recognizes the problems inherent in our current, racially biased 
health system, and posits a new system that rectifies injustices, honors everyone who participates in it, delivers excellent health outcomes, 
and is accessible and affordable for all populations. But each audience has different entry points to this narrative. Overall, lifting up choice 
and control, in addition to injustice and outcomes, allows us to reach and move individually focused audiences also.

TOUGH COOKIES responds 
to content that frames 
change via better 
outcomes in their 
communities and families, 
i.e., “health credentials.”

IYSS_HEALTHCREDENTIALS_DOUBLE_1

PEOPLE POWER responds 
the most to direct 
appeals for justice, 
equity, and fairness in 
the content they engage 
with, i.e., “bad blood.”  

DTM_BADBLOOD_SINGLE_1 TC_COACHES_DOUBLE_1

IF YOU SAY SO responds 
to content that reflects 
a desire to better 
navigate the system to 
satisfy their needs, i.e., 
“coaches.” 

DTM_SICK_DOUBLE_1

DON’T TREAD ON ME 
responds to content that 
promises more personal 
control and choice, for 
themselves as part of 
everyone, i.e., “sick.”  

https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=76
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=57
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=95
https://docs.google.com/presentation/d/1BesBB2aZ-7x-UcM9gvsNV9pL_qGR_kEBG71AiP4qYh8/present?slide=67
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The average effects we observed in audiences from 
treating them with content correlated to the values and 
health-related narratives which define each audience. 
They also point to the important contributions each 
audience may be able to make to achieving a new 
narrative on health equity:


• PEOPLE POWER easily recognizes the problem, the 
need for change, and pathways for realizing change. 


• Safety-minded TOUGH COOKIES moves most to 
perceiving the threat. 


• Action-oriented and leadership-driven DON’T TREAD 
ON ME moves most toward demanding change.


• Creative, autonomous IF YOU SAY SO moves most 
toward imagining the future. 

Overall audience effects

PEOPLE  
POWER

IF YOU  
SAY SO

TOUGH  
COOKIES

DON’T TREAD  
ON ME

A PROBLEM EXISTS

IT SHOULD CHANGE

WE CAN CHANGE IT
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2

3

1 2
3

1

2

3

1

1

2

2
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• Have a target narrative and success metrics, so you align around the 
narrative you want to see in the world and understand how your 
content is contributing to that narrative, or not. This will allow you to 
make refinements that support narrative growth.


• Community voices with seasoned content creators and strategists. 
Each of our three methods of generating hypotheses contributed in 
important ways to our content testing results, but the highest 
performing content enjoyed the most attention from seasoned strategy 
and creative professionals, especially when reaching across audiences.  


• Design for audience by audience. This work’s audience-narrative 
architecture fostered cultural relevance in the content we created, even 
when targeting audiences with values different from our own. That said, 
content seemed to work best when creators had a close relationship to, 
shared values with, or an ability and willingness to immerse themselves 
in understanding their target audience.


• Tell a story that goes somewhere, with people in it, as specifically 
as possible. In the context of social media advertising, the diptych is a 
great format to consider. But whatever your format, naming the 
problem and a desired future is key, along with featuring specific, 
compelling people, places, histories, and relatable circumstances. 

+ Tips
If you’re wondering what all this means for 
the work that you do, whether on health 
equity or other related issues, here are 
some more general tips and takeaways.



Thanks
4listening
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