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Introduction 

Throughout history, public health institutions have not been able to crack the code of actively 

getting the population to become involved. For example, in 2015 the Chicago, Illinois 

Department of Public Health came under fire for promoting flu shots with a billboard that had an 

“African American infant beside the message ‘I am an outbreak’” (De Maio & Shaw, p. 1979, 

2016). Recent research has investigated the issue of positive response in public health 

advertisement. El Hazzouri and Hamilton’s (2019) research actually indicated that while many 

advertisements “feature models who belong to their own ethnic group…ethnic minorities 

show[ed] lower intentions to adopt the advice” versus when white models were featured (p. 386). 

Finally, with the onset of the COVID-19 pandemic, intersectionality praxis has been proposed as 

a tool to “prioritize and build upon health promotion initiatives lead by grassroots and 

community-based organizations” (Bowleg, p. 89, 2021). This paper will investigate advertising 

materials made available to residents, nonprofits and grassroots organizations as a result of 

partnerships between The OC Healthcare Agency of Orange County and public healthcare 

nonprofits for the purpose of outreach and education through the lens of intersectionality.  

Literature review  

Public Health Advertising History 

Historically, public health advertisements were used to educate and get the public 

involved for a unified effort. In a sense, there was a collectivist attitude when it came to 

maintaining and improving a community’s health. There is evidence of public health advertising 

stemming from the early 1900’s in the American Journal of Public Health, where the Oklahoma 

Tuberculosis Association made a concentrated effort to gain attendees for their annual meeting 

and public health conference (Schevitz, p. 916, 1915). In an explanation of the process, planned 
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print advertisements were placed in “large daily papers in the state and in about 100 weekly 

papers” (Schevitz, p. 916, 1915). The end result included approximately 200 delegates attending, 

and it was credited to multiple factors.  

The “propaganda” was truthful, “attractive, catching and if possible entertaining,” as 

evidenced in short slides willingly displayed by some theaters (Schevitz, p. 917, 1915). All of 

this would be common sense in modern-day advertising structures, however peeking into the past 

shows how the main goal of the public health advertisers was to catch the general public’s 

attention. A key excerpt from the article states that “whenever an epidemic occurs in a 

community the board of health almost always adopts [forms of publicity such as]…posters, street 

car display and advertising in the newspapers” (Schevitz, p. 918, 1915). The insinuation that the 

local board of health has this pattern already in place indicates that advertising is a well-known 

and traditional outlet for public health in the specific case of an epidemic. There is also an 

acknowledgment that misinformation was beginning to spread and take the place of truthful 

public health advertisements, since “medical quacks and medicine fakirs have monopolized the 

field of public health advertising for too long” (Schevitz, p. 921, 1915). Schevitz (1915) ends this 

analysis with a call for medical professionals – and those who genuinely care about the health of 

the public – to step up to the plate (p. 921). 

Current Public Health Education and Marketing   

 Recognizable public health advertisements are used both in an effort to educate the public 

and also for profit within pharmaceutical companies. Common areas for advertisements to be 

seen are on television, billboards, and local print; subject matter oftentimes focuses on 

medications, or programs being offered. For example, Washington Hospital used local 

publications and the hospital’s website to advertise free osteoporosis screenings (Healthcare 
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Advertising Review, 2000). The actual goal of this advertisement, however, was to “boost the 

number of cardholders at its community resource library” (Healthcare Advertising Review, 

2000). From here one can glean that public health advertising and marketing is not so cut and dry 

as it seems.  

 In the UK, there has been a debate about what marketing can do in health care education. 

Edwina Currie, a former UK health minister, advocated for strategic government involvement, 

because “if government opts out then you get confusion…an obvious example of that more 

recently would be MMR and autism” (Berridge et al., p. 5, 2006). Currie’s statement supports the 

assertion that government or institutional involvement is often a more successful strategy to 

educate the public. The consumer behavior approach is a possible solution in order to keep major 

health agencies involved while expanding its abilities. The strategy itself is “aimed at modifying 

health-related aspects of consumer [behaviors] through commercial advertising in cooperation 

with manufacturers and marketers of health-related products and services” (Fennis, p. 320, 

2003). While the approach does advocate for a segmentation and focus on key products to 

influence, it still has some evidentiary support. In 1984, an advertising campaign zeroed in on the 

claim that Kellogg All-Bran cereal is high in fiber, as supported by the US National Cancer 

Institute (Fennis, p. 322, 2003). This campaign resulted in not only higher sales for Kellogg, but 

it also proved that a non-profit source held more credibility versus a regular company (Fennis, p. 

322, 2003). From this evidence one can see that there is an area where health organizations and 

government health regulators can create a sort of partnership to reach the masses.  

Advertising for Different Groups 

 Another aspect of advertising within public health is the fine line between reaching the 

greater population and targeting specific at-risk groups. Many times, advertisements can become 
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targeted towards specific locations or groups within a population. Age is one element that can be 

targeted with differing imagery or text. In a study utilizing two posters with contrasting messages 

of DEATH and LOVE for venereal disease prevention, it was found that younger participants 

remembered the DEATH poster, while those who had skeptical attitudes were interested in the 

LOVE poster (Homans & Houston, p. 395, 1981). Here it is prevalent to note that this study 

focused on characteristics of what caused a viewer of these advertisements to actively show 

interest in a public health cause. The advertisements themselves did not have any major imagery 

of people as they were created by independent artists.  

 When delving into the discussion about portrayals of different groups within a 

population, minority groups inevitably become a focus. Taking advertising and marketing at face 

value can lead to incorrect assumptions, such as the need to diversify imagery to influence a 

greater range of individuals. “Although existing literature shows the favorable effects of 

featuring minorities in widely distributed commercial product advertising…ethnic minorities 

respond less favorably to widely distributed public health advertising that features their own 

group” (El Hazzouri & Hamilton, p. 386, 2019). This means that when minorities see themselves 

portrayed within an advertisement; it can be perceived as somewhat negative because it appears 

as if that group is not portrayed as being health-conscious. Some possible solutions to this type 

of effect include having well-known and trusted organizations as the source of the 

advertisements, and celebrity endorsements (El Hazzouri & Hamilton, p. 386, 2019). From here, 

one can explore even more into the actual area where larger advertisements are shown.  

 “Outdoor advertising, or out-of-home advertising, is a term used to denote a category of 

signage that advertises goods or services that are not made or sold at the location of the sign” 

(Lowery & Sloane, p. 659, 2014). This specific type of advertisement can be seen in the form of 
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billboards, or digital billboards such as those along freeways. In Los Angeles alone, interesting 

results can be gleaned by comparing the placing of specific types of advertisements in specific 

communities. Significant analysis discovered that “outdoor advertising space dedicated to 

unhealthy forms of advertising was greatest (44.8%) in the neighborhood where a majority of 

residents identified as Asian American” (Lowery & Sloane, p. 661, 2014). Unhealthy food 

advertisements were also found to be dominant “in the African American community of Baldwin 

Hills…and the Latino community [denser] with young people” (Lowery & Sloane, p. 661, 2014). 

These types of patterns are significant because advertising itself is useful for public health 

education, however outside factors can negate those efforts in the form of unhealthy product 

promotion. “Traditional zoning practice that segregates land…[also] fails to contribute to 

positive health outcomes for all communities, suggesting necessary reformation” (Lowery & 

Sloane, p. 663, 2014). The origins of zoning practices themselves require a study itself, yet it 

bolsters the argument that advertising is unequally distributed.    

Intersectionality 

 Kimberlé Williams Crenshaw is credited with the theory of intersectionality, originating 

from the conflicting positions that black women are stationed within society. “She produced not 

only a critique of the invisibility of black women at the intersection of gender and race/ethnicity, 

but also a critique of identity politics, for its over-stabilization of discrete groups and categories” 

(Walby, Armstrong, & Strid, p. 226, 2012).  The underlying issues that were lacking included the 

inability for black women to belong; they were left out of movements led by black men, while at 

the same time excluded from women’s movements led by white women (Gopaldas, p. 90, 2013). 

This kind of cross-sectional contradiction is what led to the application of intersectionality to 

other minorities in similar situations.  
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 Intersectionality defined “refers to the multiplicity and interactivity of social identity 

structures such as race, class and gender” (Gopaldas, p. 91, 2013). Additionally, it can include 

the unique social advantages and disadvantages that everyone possesses. Structural 

intersectionality recalls “the intersection of unequal social groups,” while political 

intersectionality deals with “the intersection of political agendas and projects” (Walby, 

Armstrong, & Strid, p. 226, 2012). This means that specific groups can be analyzed not only in 

terms of the large institutional identities but also in terms of unique positions that affect them. 

Research traditionally focuses on various areas of social identity and how one element can cause 

other things to come into play such as economic and social class (Gopaldas, p. 91, 2013).  

 Intersectionality research can be conducted by applying the theory into specific 

situations, there can be inquiry into the theory itself, or the use of theory to inform better 

practices (Cho, Crenshaw, & McCall, 2013). Common ways data is collected is via primary data, 

and secondary data in order to create a better image of the context being analyzed (Gopaldas, p. 

91, 2013). For example, one can interview and categorize responses in connection to historical 

events or manuscripts to explore the causes and lived effects of a societal limitation. Research 

questions are typically aimed to answer the question of what “forces created the current 

manifestations of oppression” (Gopaldas, p. 92, 2013). In application to public health 

advertising, there are various planes of exploration in terms of how each advertisement is 

designed, placed, and perceived.  

Intersectionality and Public Health Outreach 

With the theory of intersectionality as the basis, the way in which certain COVID-19 public 

health advertisements are displayed can be contrasted with elements of “intersectional research 

on marketplace diversity” (Gopaldas, p. 92, 2013). Intersectional elements such as race, class, 
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and gender (Gopaldas, p. 92, 2013) are areas where traditional marketplace diversity assumes 

rather than acknowledges differences.  

In the face of a pandemic like COVID-19, government response heavily influenced the 

ability for public health to be taken seriously. The use of advertisements for COVID-19 were 

somewhat effective, however other elements came into play that marginalized dense, minority 

populations. Advertising within public health institutions such as the Center for Disease Control, 

or the National Institute of Health, may not have implemented steps to assess intersectionality to 

better reach these areas of society. 

Orange County COVID-19 Equity Initiatives 

In response to the COVID-19 pandemic, the Orange County Health Care Agency (OC 

Health Care Agency) created the Orange County COVID-19 Equity Initiatives, where 

accessibility to testing and health care resources became amplified. In its mission statement, 

there appears to be an acknowledgement that the pandemic has impacted specific populations 

differently: “COVID-19 has had different impacts on different communities across the country. 

There has been particular concern for communities of color and lower-income communities that 

often experience poorer outcomes from COVID-19 nationally” (Orange County COVID-19 

Equity Initiatives, n.d.). The St. Joseph Hospital COVID-19 Equity Grant has additionally 

bolstered efforts to reach local communities by providing information and services to highly 

impacted populations (Heath, 2020). In order to work toward effective communication between 

the government agency and vulnerable communities, the OC Health Care Agency is focused on 

“access to testing, outreach, education, and referral services” (Orange County COVID-19 Equity 

Initiatives, n.d.). Dedicated outreach is something that local nonprofits excel at, therefore 
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through the creation of partnerships, further specialized initiatives were formed by the OC Health 

Care Agency.  

The Orange County COVID-19 Equity Initiatives named partnerships with the following 

local organizations: Latino Health Access, Santa Ana / Anaheim Unified School Districts, the 

Coalition of Community Health Centers, Orange County Asian Pacific Islander Community 

Alliance (contracted), Korean Community Services Health Center (contracted), Asian American 

Senior Citizens Service Center, Hope Community Services, Pacific Health Partners.org, South 

Asian Network, Southland Integrated Services, The Cambodian Family, Viet Rainbow of Orange 

County, Vietnamese American Cancer Foundation (Orange County COVID-19 Equity 

Initiatives, n.d.). With the amount of government resources available, the OC Health Care 

Agency was able to launch two campaigns: “1) Could it be COVID?, a COVID-19 testing 

campaign and 2) Face, Hands, Feet, a COVID-19 prevention campaign” (Orange County 

COVID-19 Equity Initiatives, n.d.). In order to further specialize the campaign materials, there 

was an opportunity to collect input from the various partners with the OC Health Care Agency to 

create materials that would best suit the communities they serve. As a part of that accessibility 

initiative, there are various flyers that have been made available to the public, whether it be for 

schools, businesses, or residents.  

Research Question 

RQ: How do the resident advertising materials presented by the OC Health Care Agency of 

Orange County follow intersectionality?  

Methodology 

A Content Analysis of OC Health Care Agency Materials 
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In order to better understand the advertising materials made available to the public on the 

OC Health Care Agency website, a content analysis was in order. From the health care outreach 

point-of-view, and in accordance with advice from the past, advertising for public health should 

be truthful and eye-catching in order for the public to pay attention (Schevitz, p. 917, 1915). The 

“first approach [to intersectionality on the other hand] applies an intersectional frame of analysis 

to a wide range of research and teaching projects” (Cho, Crenshaw, & McCall, p. 785, 2013). In 

proceeding with a content analysis of the advertising materials made available to Orange County 

residents and other local organizations, intersectionality application allows for appropriate 

coding. Based on the assumption that El Hazzouri and Hamilton (2019) made emphasizing that 

while research has previously stated that minorities respond positively to models of their own 

“ethnic group,” these studies have only focused on that specific area of the community, therefore 

future studies should include a comparison of different communities (p. 386). The study of these 

accessible, public flyers made by the OC Health Care Agency encompasses the potential to reach 

more than one minority group.    

Coding for Intersectionality 

The basis for coding was essentially to follow the wavelength of whether each illustrated 

flyer is inclusive or not. In a departure from Gopaldas (2013), where research calls for a 

comparative study (p. 92), this content analysis discerns whether the OC Health Care Agency’s 

advertising and marketing material is indeed applicable to minority populations taking into 

account El Hazzouri and Hamilton’s (2019) findings. Imagery is the focus of the analysis, as that 

is what Schevitz (1915) believed to be key in public educational outreach; Homans and 

Houston’s (1981) research also found imagery to be prevalent. The amount of languages that a 

flyer is available was also included as a measure of diversity taken into account.  
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Common themes that were included in analysis of the flyers were: translations available, 

gender, ethnicities portrayed, who is playing each role (the doctor or patient position), and age 

ranges portrayed. These codes specifically target the social structures of race, professional class, 

and age. The interdependence of these three codes determine just how much the advertisement 

caters to intersectionality. Out of the 23 flyers under the “Residents” section of OC Public Health 

Agency website, 17 were applicable to this study, as the remaining flyers did not meet the 

criteria of portraying people. 

Results 

Translations 

The languages used for translation include: English, Arabic, Chinese (Simplified), 

Chinese (Traditional), Khmer, Farsi, Korean, Spanish, Tagalog, and Vietnamese. English and 

Spanish were used for all flyers, while Tagolog and Khmer were used least. “Theme Park Safety 

During COVID-19,” “Movie Safety During COVID-19,” and “How to Wear a Face Covering”  

had the most translations available with ten languages, while “Play it Safe” and “COVID-19 

Dental Visits Flyer” only had Spanish and English. The remaining twelve flyers had eight 

language translations available, excluding Tagalog and Khmer.  

Gender 

The subject of gender encompassed male, female, both or not applicable. At times when 

the use of iconographic illustrations was used, there was no ability to specifically determine 

gender. It should be noted as well that there were no obvious attempts to portray any non-binary, 

transgender, or gender neutral residents.  

Ethnicity 
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The various ethnicities used for the flyers include: White, Black, Indian, Asian, 

Afrolatinx, Latinx, and White/Latinx. The illustrations at times were ambiguous, leaving much 

room for interpretation. The overreaching use of White, Latinx, and Asian illustrations and 

models gives insight into who the flyers are mostly catering towards.  

Roles 

The roles taken on by each person in the flyers ranges from medical professionals and 

patients to residents. An older, Latinx male takes on the role of dentist, and an icon in the form of 

a female medical professional is also highlighted. The familial roles of patient and parents are 

also addressed in the various flyers. Specifically, in the “Dental Visits Flyer” a mother and son 

are depicted. In “How to Wear a Face Covering” two women are in an interaction within a 

supermarket as customer and cashier. “Theme Park Safety During COVID-19,” “Movie Safety 

During COVID-19,” and “Play It Safe” are unique in that the people in the flyer are taking part 

in more exciting activities, a departure from the other flyers focused on the effects of COVID-19. 

“COVID Symptoms – Adults,” “COVID Symptoms – Children,” and “Protect Yourself & Those 

Around You” all have specific illustrations of residents presenting with COVID-19 symptoms. 

“Higher Risk of COVID” contains illustrations containing figures of disabled, elderly, and obese 

residents, placing them in a more vulnerable patient role. “If You Interact with Deaf and Hard of 

Hearing People” has a more detailed approach and has residents signing words.  

Age  

 The average age in the flyers appear to be adults, and children. The elderly are 

specifically seen in “Movie Safety During COVID-19,” “COVID-19 Dental Visits Flyer,” 

“Check on Your Elderly Neighbors,” and “Higher Risk of COVID.” Children are featured in 

“Theme Park Safety During COVID-19,” “Play It Safe,” “COVID-19 Dental Visits Flyer,” and 
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“COVID Symptoms – Children.” Adults are in “Theme Park Safety During COVID-19,” “Movie 

Safety During COVID-19,” “Case Investigation and Contact Tracing,” “Taking Care of 

Someone at Home with COVID-19,” “Protect Each Other – Fact Sheet,” “COVID-19 Dental 

Visits Flyer,” “COVID-19 New Hotline Flyer,” “COVID Symptoms – Adults,” “Protect 

Yourself & Those Around You,” “How to Wear a Face Covering,” “Quarantine at Home: What 

You Need To Know,” “Working from Home?,” “Higher Risk of COVID,” and “If You Interact 

with Deaf and Hard of Hearing People.”  

Analysis 

Recalling that intersectionality offers the critique of what “forces created the current 

manifestations of oppression” (Gopaldas, p. 92, 2013), the flyers analyzed above give one an 

idea of how to search for these forces within imagery, and language. Strictly interpreting the 

diversity of languages, it can be inferred that the majority of these flyers took into account the 

number of possible communities to advertise towards. The flyers with the greatest quantity of 

translations available provided information for public spaces with greater attendance; the two 

flyers with the least translations, however, were surprising. “Play it Safe” is a flyer for children 

to play safely at the park and giving only two possible translations significantly limits the ability 

for communities and other organizations to feel inclined to use the OC Public Health Agency’s 

resources. The “COVID-19 Dental Visits Flyer” also limits use within practices where patients 

tend to be concentrated in a language other than Spanish or English. 

 In terms of intersectionality applications, the flyers created by OC Public Health Agency 

show that it has indeed grown as opposed to previous health advertisements in the past. 

Combining translations, gender, ethnicity, roles cast, and age, there is evidence to support some 
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efforts toward intersectionality, however some of the flyers follow what El Hazzouri and 

Hamilton (2019) had warned about in terms of ethnicities represented.  

The majority of illustrations represented each gender quite equally, as they were used to 

characterize the symptoms of COVID-19. Of note is that the singular medical professional that 

was not an icon was the male dentist on the “COVID-19 Dental Visits Flyer.” The dental visits 

flyer also contains two females, one on the phone making an appointment, and the other is a 

mother with her son. While the women on the flyer are being responsible, it also caters to the 

traditional audience, where there is an attitude of ‘mom takes the kids to their appointments.’ A 

female medical professional icon was also used for a “Case Investigation and Contact Tracing” 

flyer, where the importance to get tested for COVID-19 was addressed. 

Ultimately the illustrations do indeed include a wide range of residents, however the 

frequency of use is limited. It could be argued that the flyers were made to cater to the greater 

populations of specific ethnicities, and therefore they were portrayed more often. This 

assumption would be supported by El Hazzouri and Hamilton’s (2019) studies, where the worn-

out assumption that minorities want to see their ethnicity mirrored in health care advertisements 

Figure 1: “COVID-19 Dental Visits Flyer” 
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is addressed and disproven. The “COVID-19 Dental Visits Flyer” is of special interest because it 

utilizes a few stereotypical patients, however the dentist is an elderly male Latinx person. This 

appears to have some intersectional qualities that take the sectors of ethnicity, and age into 

account.  

“Theme Park Safety During COVID-19” and “Movie Safety During COVID-19” portray 

successes and failures in intersectionality. “Theme Park Safety During COVID-19” is in 

conjunction with what would be ‘favorable’ according to El Hazzouri and Hamilton (2019) 

because there are White models used in an ad that is for multiple communities. In the scope of 

intersectionality, this is a failure however, due to its exclusionary nature. Different ethnicities in 

various roles within an advertisement would be a minimal example of portraying 

intersectionality, as it would take on the sectors of economic status, gender stereotypes, and age. 

This is precisely what is successful within the “Movie Safety During COVID-19” flyer, where 

the moviegoers are Latinx, White, male, female, elderly, and adult (Appendix B); translations are 

diverse with ten possible translations. The utilization of the age groups and ethnicities allows for 

an inclusive portrayal of the local population. The unique and unifying element in this flyer is the 

role that the models are in as moviegoers. Having this underlying shared role creates a vehicle 

for different levels of societal elements to be showcased, therefore inviting the conversation of 

intersectionality.  

On the opposite end of the spectrum, the various roles in “Higher Risk of COVID” and 

“If You Interact with Deaf and Hard of Hearing People” become an intersectional representation 

of populations including the disabled, obese, children, and elderly (Appendix B). The 

representation in the “Higher Risk of COVID” flyer was brought on by the necessity to educate 

the public on the most susceptible populations, while “If You Interact with Deaf and Hard of 
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Hearing People” was a byproduct of mask usage barriers. In contrast with the “Movie Safety 

During COVID-19” flyer, the unifying element is COVID-19 itself, while the roles addressed 

present intersectionality. In the “Higher Risk of COVID” flyer the intersectionality of at-risk 

populations is not highlighted, as the figures are not given faces and instead are filled with solid 

colors such as green, purple, and orange (Appendix B). Some can argue that this means that there 

is ‘no color’ by way of using a completely different color palette, however, intersectionality 

could argue that this is a way of ignoring representation. Incorporating El Hazzouri and 

Hamilton’s (2019) studies on the other hand, the lack of any ethnicity representation whatsoever 

does leave the door open for minorities to skip over the hurdle of seeing themselves in a negative 

light. The “If You Interact with Deaf and Hard of Hearing People” flyer can offer a slight 

critique as the illustrations of three adults singularly portray White deaf residents. The question 

as to why only White residents are portrayed opens up the conversation of lack of 

intersectionality within the deaf community.  

Limitations and Future Research 

 Within the content analysis of the OC Public Health Agency’s residential flyers for 

COVID-19, limitations included a lack of outside reviews in order to affirm the proper coding 

and examination of the flyers. The researcher was self-reliant, and therefore bias was somewhat 

inevitable. Specifically, the coding areas of age and ethnicity were strictly decided by the 

researcher and were changed multiple times as a result of indecision. Utilizing a standard 

government classification for ethnicity could have been helpful, however there is a lack of 

intersectionality at times on those type of forms.  

 As the COVID-19 pandemic still rages on, there is still a need after the fact for research 

to be conducted, so that future analyses can discern intersectionality for public health 
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advertisements. With the application of intersectionality to public health, the conversation can be 

opened into the mainstream, and better outreach can be conducted. Looking into the flyers 

available for businesses, and schools, would also behoove the movement towards better 

advertisements within a given population. Future research can also continue to pursue a different 

approach to the actual reactions of minority populations to the flyers in question by a 

combination of content analysis and surveys.   

Conclusion 

 In the area of public health education outreach, current literature outlines that there is still 

more work to be done. The default portrayals of minorities as patients has been found to be 

negatively associated within a minority population. Research has also indicated that advertising 

in specific communities is prevalent, and it can in turn reinforce a negative cycle of health. Past 

health advertisements stretch back to the early 1900s, where the government is called upon to get 

involved. Throughout the COVID-19 pandemic, medical professionals have begun to recognize 

the need for intersectionality within their own attempts for public health education outreach. The 

OC Public Health Agency began to play a part into public health education with flyers made for 

residential use, informing best practices during COVID-19.  

 Upon a content analysis of the residential flyers, a number of different types of 

ethnicities, roles, and ages were portrayed, and it gave cause to intersectional application. Upon 

analysis, results yielded that while some followed an intersectional approach, other flyers 

provide commentary. In using various roles and ethnicities, one can discern whether a specific 

social group is being included or excluded. Intricacies such as the deaf community were glossed 

over with White models, giving reason to suspect that the social characteristics of this 

marginalized group were ignored. While the OC Public Health Agency was specific and outlined 
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that they had input in the creation of the COVID-19 flyers on their website, further inclusion 

stopped at a certain point. With the current pandemic still active, the ability of these flyers to 

reach specific populations is still a prevalent factor, and therefore, the importance of these types 

of advertisements cannot be overlooked.   
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Appendix A 

Flyer Coding Spreadsheet 

Flyer Title Number of 

Languages 

Available 

Images 
of 

People 
(faces, 
icons)? 
(Y/N) 

Gend
er 

(M/F/
Both) 

Model 
Ethnicities 

/ Icons 

Activity / Who is in 

each role 

Age 

Ranges 

(Child, 

Adult, 

Elderly) 

Theme Park 

Safety 

During 

COVID-19 

10 Y B White - 3 White M/F - Riding 

rollercoaster with 

masks on – live 

model 

Child 

Adult 

Movie 

Safety 

During 

COVID-19 

10 Y B White – 1 

Latinx – 1 

All  - Watching a 

movie socially 

distanced with a 

mask on 

Adult 

Elderly 

Spring 

Break 

Safety 

9 N N/A N/A In nice car with feet 

up at the beach 

N/A 

Case 

Investigatio

n and 

Contact 

Tracing 

8 Y B Icons F – medical 

professional icon 

Both – COVID-19 

patients contact 

tracing map 

Adult 
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Play It Safe 2 Y F Black – 1 

Asian - 1 

Black/Asian Fs - 

Playing on  

playground wearing 

masks 

Child 

Taking Care 

of Someone 

at Home 

with 

COVID-19 

8 Y B Black – 1 

White – 1 

 

Black M - as 

“assigned caregiver” 

White F - “sick at 

home” 

Adult 

Protect Each 

Other – Fact 

Sheet 

8 Y B Icons M – “cover 

sneezes/coughs” 

Icon – wearing cloth 

face covering 

Adult 

COVID-19 

Dental 

Visits Flyer 

2 Y B Black – 1 

Latinx – 1 

Asian – 2 

Latinx M – Dentist 

Black F – on the 

phone with mask on, 

6-ft away 

Asian B – Mother 

and child with mask 

on 

Elderly 

Adult 

Child 

COVID-19 

New 

8 Y F Black – 1 Black F – Support 

for hotline 

Adult 
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Hotline 

Flyer 

You’ve 

Been Tested 

– What’s 

Next 

8 N N/A N/A N/A N/A 

COVID-19 

Symptoms - 

Adults 

8 Y B White – 4 

Indian – 1 

Asian – 1 

Latinx – 1 

White M – “Cough” 

Asian F – “Fever” 

Latinx M – “Chills” 

White F – “Muscle 

Pain” 

White F – 

“Shortness of breath 

or trouble breathing” 

Indian M – “Sore 

throat” 

White F – “New los 

of taste or smell” 

Adult 

COVID 

Symptoms - 

Children 

8 Y B White/Lati

nx- 2 

White – 2 

Asian – 1 

Latinx M – “Cough” 

White/Latinx F – 

“Fever” 

White/Latinx F – 

“Chills” 

Child 
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Afrolatinx 

– 1 

Latinx - 1 

Afrolatinx F – 

“Muscle Pain” 

White – “Shortness 

of breath or trouble 

breathing” 

White – “Sore 

throat” 

Asian – “New loss 

of taste or smell” 

COVID 

Symptoms – 

Children v2 

8 Y B Latinx – 1 

White/Lati

nx – 1 

White – 5 

Afrolatinx 

– 1 

Asian – 1 

Latinx M – “Cough” 

White/Latinx F – 

“Fever or chills” 

White F – 

“Headache” 

Afrolatinx F – 

“Fatigue (feeling 

tired), muscle or 

body aches” 

White F – 

“Shortness of breath 

or trouble breathing” 

White M – “Sore 

throat” 

Child 
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White M – “Nausea, 

vomiting, or 

diarrhea” 

White M – 

“Congestion or 

runny nose” 

Asian M – “New 

loss of taste or 

smell” 

Telling 

Close 

Contacts 

8 N N/A N/A N/A N/A 

Protect 

Yourself & 

Those 

Around You 

8 Y B Latinx – 2 

Asian – 1 

White – 2 

 

Latinx M – “Wear a 

face cover” 

Latinx M/Asian F – 

“Keep your 

distance” 

White F – “Cover 

coughs and sneezes” 

White F – “Avoid 

touching your face” 

Adult 
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COVID-19 

and Mental 

Health 

8 N N/A N/A N/A N/A 

How to 

Wear a Face 

Covering 

10 Y B Icon – 1 

Latinx – 2 

 

Icon M – how to put 

on and take off face 

covering 

Latinx F – wearing 

face covering when 

checking out of 

grocery store 

Latinx F – wearing 

face covering while 

working at grocery 

store 

Adult 

Quarantine 

at Home: 

What You 

Need To 

Know 

8 Y B Latinx – 1 

Asian – 1 

White – 1 

Black – 1 

 

Latinx M – “Keep 6 

feet apart” 

Asian F – “Keep 6 

feet apart” 

White F Child – 

“Separate yourself” 

Black F adult – 

“Separate yourself” 

Adult 

Child 
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Check on 

Your 

Elderly 

Neighbors 

8 Y M Latinx – 1 Latinx M – reading 

mail in home 

Elderly 

Before 

Leaving 

Your Home 

8 N N/A N/A N/A N/A 

Working 

from Home? 

8 Y B White – 2 White F – Cleaning 

windows in home 

White M – Cleaning 

desk in home 

Adult 

Higher Risk 

of COVID 

8 Y B Latinx – 2 

Asian – 1 

Icon – 8 

Latinx M – “Avoid 

close contact” 

Asian F – “Avoid 

close contact” 

Icon M/F – 

representative of 

higher risk groups 

(disabled, obese, 

children, elderly) 

Child 

Adult 

Elderly 

If You 

Interact with 

Deaf and 

8 Y B White – 3 White F – “hello” in 

ASL 

Adult 
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Hard of 

Hearing 

People 

White F – “thank 

you” in ASL 

White M – “you are 

welcome” in ASL 
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Appendix B 
 

OC Public Health Agency Resident Flyers 
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