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The legacy of “rugged
individualism”

e A recent study of US media content
related to Type 2 Diabetes

» Revealed that only 12% mentioned
soclal or environmental contributors

» The vast majority focus on individual
choices, unhealthy behaviors, or
genetics



What is “Public Health Literacy” ?

Degree to which individuals and groups can obtain,
process, understand, evaluate, and act upon
Information needed to make public health decisions that
benefit the community

Target populations: The public
Purpose: Improve the health of the public

Aims: Engage more stakeholders in public health
efforts; address determinants of health

Multidimensional: conceptual foundations; critical

skills: civic orientation
D Freedman et al AJPM 2009



Paolo Freire

“Education either functions as an
instrument which is used to fa-
cilitate integration of the younger
generation into the logic of the
present system and bring about
conformity or it becomes the
practice of freedom, the means
by which men and women deal
critically and creatively with real-
ity and discover how to partici-
pate in the transformation of
their world.™

- Pairlcr Freive, Pedadgoagy of the Qppressec



Diabetes = the new epidemic...

e
...and patients are getting younger
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10 YEARS AGO, C)NLY_I
1IN 11 HAD PRE-
DIABETES
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-=AND 50% OF THESE YOUTH ARE AT GREATER RISK OF -
DEVELOPING FULL - BLOWN DIABETES WITHIN 5 YEARS.

Pediatrics 2012 _I



Diabetes Incidence Estimates in Youth 0-19 years.
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Distribution of Incident Diabetes Types
among Youth by Race/Ethnicity

10-19 years
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25% of
white youth;
1in 3 youth

overall

WILL CONTRACT TYPE 2 DIABETES

IN THEIR LIFETIME

Source: CDC JAMA 2003



The Bigger Picture’s Innovative
Academic-Community Partnership

Yg'u‘;\ Spoken word & arts, literacy, civic
Speaks engagement, social justice and low

\-/-«f iIncome/youth of color development
Teaseasos - @Nd €Ngagement.

S - = CVP: Research in health
<2 . communication &health policy to

¢ __ reduce health disparities; expertise in
“ = social determinants of health.




The Bigger Picture
Campaign is Born

Missions overlap around equity and chronic
disease risks young people face so...

An idea was born

» Use youth-generated poetry
to engage youth to prevent
type 2 diabetes.

» Empower youth to become
vehicles for social and
health justice.




THE
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PICTURE.ORG




How does TBP engage youth

to tell their stories?
Key Questions

e \What's the fun?
e \What's the incentive?
e Why should they care?

What’'s TBP's Frame?

e Call out discriminatory marketing;
getting played for corporate profit.

e Focus not on medical/individual, but on
social justice and environmental factors.




Vehicles for Youth-Generated
Diabetes Prevention Campaign

e Medically-curated
workshops with health
professionals (CVP) and
poet mentors (YS).

e “Spoken word" videos
by YS poets.

e Toolkit and lesson pans.



Vehicles for Youth-Generated
Diabetes Prevention Campaign




Translating poetry > TBP film > school visits

Short Film: A Taste of Home by Monica Mendoza






TBP High School Assembly
Presentation Improved Outcomes

Pre/post student assembly results (n=885)
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preventable environmental DM2 prevention (1-5
(True/False) causes as influencing Likert)

DM2 risk (Multi
Choice)

All p-values <0.001



Results to Date:
High Levels of Reach

e 23 video PSAs (two Spanish,
website in Spanish).

e >5000 high school students
from 20 public Bay Area
schools.

e 50 trained poet mentors from 8
poet workshops.

e >10,000 health, education and
community stakeholders.

e >1 million video hits.
e Statewide partner training




Results to Date:
High Levels of Reach

e Scaled to statewide

e Partnered with 3 local
health departments,
statewide interest.

e Huff Post, IOM, Soda
Summit, James Beard;
UpWorthy, In Defense o
Food, Soda Politics.




National Awards

e Food Farm Films Festival
e Real Food Media Contest

e APHA Spirit of 1848 Social Justice
AWET(o

e UCSF Excellence in Academic-
Community Partnership Award

e Latino Coalition for a Healthy
California (Young Champions for
Latino Health)

e Sacramento Film Festival
e James lrvine Leadership Award




Open Truth was developed
by Shape Up San Franclsco,
with fundimg from Metta Fund.

Heart
disease

ropen truth®

SUGARY DRINKS ARE MAKING US SICK  OPENTRUTHNOW.ORG

Big Soda, stop  Big Soda, stop _Big Sodasays  Bjg soda says
targeting me. targeting me. ©Pen happiness. gnen happiness.

vl
Your products hurt our community. Your products hurt our community. Whats happyrabputidlabetes; What’s happy about diabetes?
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Open Truth was developed by Shape Up San Francisco, with funding from Metta Fund. T it s s g e Mk



I'BP Next Steps

e Expand to other languages and
demographics.

e Create and evaluate a longitudinal, In-
depth school-based TBP program.

e Continue scaling model across CA

» Enhance digital platform, marketing, engagement.

» Partner with Youth Speaks sister organizations and local
public health partners.

— create content, deploy school visit program, deep dive
In schools, engage in local policy change.



TBP CA Partners

Making
Waves
SAVS Richmond
Sacramento
With Our
Youth Speaks S\iVOL?S
San Francisco / ockton
MACLA . Say Word
(Movimiento de e Pomona
Arte y Cultura
Latino Americana)
San Jose Poets for Progress
San Fernando

Get Lit =
Los Angeles




How can I bring TBP to my
community?

Share the videos and lesson
plans at TheBiggerPicture.org.

Request an intro to a TBP
statewide youth spoken-word
CBO partner

Book live poet performance,
thought partner presentation or
Canzilla (may cost some dough,
but well worth it!).

Social media — follow for follow GET lNVOLVED



https://TheBiggerPicture.org

“How can the oppressed participate In
developing the pedagogy of their
liberation? This pedagogy makes
oppression and its causes objects of
reflection by the oppressed, and from that
reflection will come their necessary
engagement in the struggle for their
liberation. And In the struggle this
pedagogy will be made and remade”.

-Paulo Freire



Thank You! Questions?

Sarah.Fine@ucsft.edu



mailto:Sarah.Fine@ucsf.edu

“Harnessing Youth Voices to Change
the Diabetes Conversation”

The Bigger Picture: A public health literacy
counter-marketing campaign

Dean Schillinger, MD: Professor of Medicine in Residence,
University of California San Francisco

Chief, UCSF Division of General Internal Medicine
Director, UCSF Center for Vulnerable Populations

Health Communications Program
dean.schillinger@ucsf.edu

Center for Vulnerable Populations
nci

at San Francisco General Hospital and Trauma Center |RRNG_WI.


mailto:dean.schillinger@ucsf.edu

Partnering with
Community Based
Organizations



Adequate
Communi-
cation

Recognizing Benefits &

;Irust and Respect Outcomes
utual . foc . (examples)
Gaining Entry into Respect Diversity - Increased funding for
the Community < > CBOs & researchers
Learning opportunities
Culture of Capacity & skills
Learning building for CBOs

- Documentation of
/' CBO’s efforts
- Increased action

- Increased ownership
ﬁ over initiatives

Potential Challenges and Threats
(examples)
Power and resource inequality
Time commitment
Conflicts of interest
Budget cuts & end of funding

Respect
Culture of
the Setting

r Y
h J

Context

Figure 1. Interactive and contextual model of collaboration: Process of developing and sustain-
ing community-university partnerships.
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