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Messaging

• Use clear and concise messaging in layman’s terms – with a call to action.

• Words such as “necessary”, “renewal”, and “changes are coming” were preferred by participants.

• Tailor messaging to community settings by using short, action driven messaging at bus stops and more comprehensive collateral for libraries.

• Tailor outreach materials to convey benefits for different populations including adults, children/youth (preventative care), women (reproductive health), and seniors.

Language

• Consider varying levels of health literacy and understanding of healthcare jargon.

• “Even when you speak English, when someone is talking to me about health insurance, I don’t want to read the fine print and there are so many wordings that make you 

discouraged. I just want to know whether I can get coverage or not. We also don’t understand the terminology of healthcare. We need someone that understands it and can explain 

it to the immigrants that only speak their language.”

• Provide bi-lingual materials (English and another language) to help mitigate language barriers as translating healthcare terminology is oftentimes difficult for bilingual staff at CBOs.

• “We always added English on one side because then you can always work with second generation [people] to help translate when they see the original material… Google translate is 

too literal, so it doesn’t give the right language, that’s where that gap happens.”

Visuals

• Include a personal touch, such as co-branding with local organizations or photos that are representative of community members.

• “When we use the NY State of Health flyers, we put our label on it with phone numbers and address so people will call us. Even the different language ones.”

• Ensure all communication materials including flyers and posters are inclusive, concise, and predominately visual.

• An example given was to showcase a visual of an individual holding a health insurance card or just an insurance card for people to immediately identify that the information on the 

flyer was related to healthcare.
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A [PHE Consumer Fact Sheet​] + B [NY State of Health rack card] 

• The call to action can get lost in denser materials like the fact sheet and rack card. 

• “Between A [PHE consumer fact sheet] and B [NY State of Health rack card] the caption ‘changes are coming’ makes me want to know what these 

changes are.” 

• “I like ‘changes are coming’ on A [PHE consumer fact sheet]. Definitely use this message on TV and radio in different languages so people can hear it. 

People still call us when they receive letters from NYSOH. My suggestion is radio, TV, and newspapers.” 

C [Bus Shelter] + D [Billboard]

• “Stay Connected” as currently used in bus shelter and billboard collateral may not drive much action. Clear messaging that prompts a sense of urgency 

may be more effective.

• The “Stay Connected” bus shelter and billboard and the “update contact info” appear to be the most visually compelling and digestible for community 

members, particularly in “front facing” interactions.

E [Update Contact Information Poster]

• "Having a face to represent community is important and draws someone to look.” 

• “[It’s] hit and miss because sometimes you can’t get the QR code to work on the phone...works well for some populations, not others.”

• “I like “E” [Update Contact Information Poster] because it’s not too full and is not overwhelming. This is good for certain areas for people to see it and 

read it quickly. A would be for another demographic that has more time to read it. Low-income people are busy, they have kids and two jobs and don’t 

have time to read “A” [PHE Consumer Fact Sheet].” 

• “For E [update contact info poster] there is no urgency, it looks friendly but doesn’t make me want to do anything.” 
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Total: 24 respondents

Poll Participants
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Which material resonates the most with you?

Poll Questions
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Poll Questions

Which material was more informative?
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Please rank the materials in order of most to least 
compelling for you to take some kind of action. 
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Poll Questions

How likely are the QR codes to be used among your 
constituencies? 
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