
5ƛǎŎƻǾŜǊ Ƙƻǿ ǘƻ ŜƴƎŀƎŜ ΨƘŀǊŘ ǘƻ ǊŜŀŎƘΩ ƎǊƻǳǇǎ

or other target audiences by using their own

interests and passions. Improve health with

ÅPop music

ÅRomantic novels

ÅComputer games

ÅFootball etc



ά²Ŝ ŀǊŜ ǘƘŜ ŜƴŜƳȅ ƻŦ ǘƘŜ ǇŜƻǇƭŜέ

ά¢ƘŜ ǇǊƻōƭŜƳ ƛǎ ǿŜ ŎƻƳŜ ŀŎǊƻǎǎ ŀǎ ǎǇƻƛƭǎǇƻǊǘǎΣ

telling people to stop doing things.

We need to make health sound exciting, and look

at how we encourage people to make healthy

ŎƘƻƛŎŜǎΦέ

Fiona Adshead, Deputy Chief Medical Officer



Make health exciting by learning 
from the competition



Many, if not all, of the
major  producers of fast
food and alcohol, 
research what their 
targets groups are
interested in and  use
these topics  to engage
them.  Tying in with
some topics  may  even
add glamour to the 
product or service. 

In the example here  a 
cider manufacturer links
in with both the World
/ǳǇ ŀƴŘ Ψ²Ƙƻ ²ŀƴǘǎ ¢ƻ 
ōŜ ŀ aƛƭƭƛƻƴŀƛǊŜΩΦ



So what can health
promoters learn from 
this? One key thing is to
use social market research
not only to identify  key 
beliefs around health but
also what actually 
interests different target
groups.  It may not be
health but quiz shows, 
competitions and puzzles 
may be popular with some
people. 

Why not produce  a free 
health crossword 
magazine?
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Storyunderpinsa

lot of the useof

popularcultureby

advertisersand

marketingpeople.

Storycanbe usedin

manydifferent

ways. (Dentalhealth

promotersturn away

at this point.) Onthe

left DVDsaresold

asa cheappackage

with sweetsandcola,

asaΨfamilynightƛƴΩ.



Health promoters
can use story in a 
variety of formats, 
e.g. romantic 
novels, stand-up 
comedians, mini-
ƳǳǎƛŎŀƭǎΣ Ψ!ƴƴ 
{ǳƳƳŜǊΩ ǘȅǇŜ ǎŜȄ 
education parties 
with drama, songs 
and talk, comic 
ōƻƻƪǎΧ 

Lǘ ŘƻŜǎƴΩǘ ŜǾŜƴ 
need to be that 
expensive either .



The website 
www.sexanddrugsandd
rugsandrockandhealth.
com

also available at 

www.andhealth.org

contains lots of ideas of 
how to (legally) 
counterfeit popular 
culture for good 
purposes. Just like drag 
king Stevie Wonderful 
on the left here.

http://www.sexanddrugsanddrugsandrockandhealth.com/
http://www.sexanddrugsanddrugsandrockandhealth.com/
http://www.sexanddrugsanddrugsandrockandhealth.com/
http://www.andhealth.org/


The use of popular culture can  be 

purely association as with this

European cigarette advert that merely 
has a photograph of a rock musician.

At other times it can be more intrinsic 
e.g. actually using rock to get a 
message across. This could be by the 
lyrics or the feel of the music. TV and 
film advertisers do this all the time of 
course. 



Pop music, like other forms

of popular culture, may be

particularly good in attracting 

ΨǇǊŜ-ŎƻƴǘŜƳǇƭŀǘƻǊǎΩΦ ¢ƘŜǎŜ

ŀǊŜ ǇŜƻǇƭŜ  ǿƘƻ ŀǊŜƴΩǘ ŜǾŜƴ

thinking about a specific 

health issue, so are unlikely

to notice traditional

health promotion.

Instead engage them through

their own passion. 



Music is powerful because

it  has an emotional charge.

Lyrics may add to this charge 

as well as being a way of 

giving information or getting

discussion going. 

The  power of songs may be

increased by  the health

busker, diva or rapper  engaging

the audience  through one

way talk during the performance

or two way conversation after it. 



Another idea is to

string songs together

to tell a story.  

¸ƻǳ ŘƻƴΩǘ ƴŜŜŘ ǘƻ 

write  your own. 

Use existing songs like

ǘƘŜȅ ŘƛŘ ƛƴ ΨaŀƳƳŀ

aƛŀΩ ƻǊ ǘƘŜ vǳŜŜƴ

musical.



There are already a lot of  existing songs on health topics
such as drugs, alcohol, mental wellbeing, sex,  self esteem
and resilience.  A good source for some of these is the 
website www.inspirationjukebox.com

There  are also some songs out there about topics
like food and smoking. Often they are comic, which
is probably appropriate for these topics, otherwise they
might sound dull and preachy.

http://www.inspirationjukebox.com/


The inspiration Jukebox website also contains an 
example of a health mini-musical made up from 
existing songs. 

See the November 2010 entry of the blog: 

www.inspirationjukebox.com/Blog(1631348).htm

http://www.inspirationjukebox.com/Blog(1631348).htm


They say that stand-up is

ǘƘŜ ƴŜǿ ǊƻŎƪΩƴΩǊƻƭƭΦ 

Advertisers make  use of 

comedy in a range of

ways. Careful research is

needed however to make

sure that it is appropriate

for the target group and

also meets aims, such as

changing behaviour.



Health workers in both

Leicester and Liverpool

have experience of

using  comedy , and

indeed put on

conferences on the

subject. 

Red Nose Day in

particular might be a

good time to get extra

publicity for humour and

health.


