
 Reducing the transmission of infectious disease 
has always been an ASTHO priority.

 Immunizations are our best tool to achieve that 
goal.

 Vaccines have become a victim of their own 
success –

 Fortunately national rates remain high, but there 
are local areas that are seeing drops in coverage.

 Research has documented increased hesitancy.
 State Health Officials asked for help.



 ASTHO conducted a marketing research project 
to better understand 
◦ Reasons why parents are hesitant about vaccines
◦ What types of messages were most effective 
◦ What source of information is most trusted.

Findings
◦ Positive messages were more convincing than negative 

ones – most effective message, “Vaccination is one of 
the most important ways I can protect my child from 
life-threatening illness and it’s the best known 
protection against a number of infectious diseases.”

3

 ASTHO partnered with Porter Novelli to 
develop and test new, innovative messages 
based on data from this study to reach 
parents about the importance of vaccines. 
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 Primary: Vaccine-hesitant parents 
Parents with children ages 0-5, who have 

concerns about the safety of vaccines, but are not 
adamantly, decided against vaccinating their child 

 Secondary: Core influencers of vaccine-hesitant 
parents 
1. Parents who vaccinated their children 
2. Providers 
3. Pediatricians 

a. Family practice 
b. OB/GYNs 

4. Media 
5. Policy makers
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Core Message: Vaccines are part of a healthy life for your child. 
 Key Message 1 

You make decisions that impact your child’s future every day. 
Vaccines are the most effective way to protect your child from 
life-threatening illnesses. It’s your choice—get the facts. 

 Key Message 2 
States, cities and towns with lower vaccination rates have 
higher rates of life-threatening diseases. Even if your child is 
vaccinated, this still puts them at some level of risk. 
Key Message 3 

 We’re not just doctors and public health officials. We are 
parents too, and we vaccinated our children, and ourselves. 
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 Porter Novelli conducted focus groups with moms in Atlanta, 
Seattle, and Washington D.C. in order to get their reactions to 
our draft message map. 

 On a scale of 1-10 how did they rate materials? 
A couple of 8, but preponderance of 9s. 

 Overall general thoughts/impressions – all cities 
Fact statements win moms over. 
Don’t make any subjective comments 
Don’t make any statements directly about what I should
do as a mom.
Don’t say anything resembling a patronizing tone.
“We know…” statements – are seen as too authoritative.
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 Go to www.astho.org to the immunizations 
page under vaccine safety resources.

 You will see on the material that it has a 
space to insert the state health department 
web page. 

 Please feel free to use the resources – if 
possible let me know how you use them.
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Questions?

Contact Information:
ktalkington@astho.org
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