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Disclaimer

The findings and conclusions in this 

presentation have not been formally 

disseminated by the Centers for 

Disease Control and Prevention, nor 

any agency or any co-author, and 

should not be construed to represent 

any agency determination or policy.



Take Away

 Who are we talking to?

 Story-telling? Really? This is an 

important public health issue!

 Six ways to approach your story*

 How do we get them to hear us?

 Look! A real scientist did this!

* and why one of the iconic story forms is left out



Contrasting World Views

Public health

• Science

• Data

• Studies

• Data

• Reports

• Data

• Programs

• Data

• Exposition to conclusion

News media

• Catastrophe

• Conflict

• Confrontation

• Compelling

• Breakthrough

• Human element

• Exposition to conclusion

• Details only if time and 

space allow





Defeat the Monster!

Booker, Seven Basic Plots, 2006



Rebirth/Renewal



Quest



AMD: A 30-second case study

Imagine doing a 10,000-piece jigsaw puzzle in the time it takes 

to finish a 100-piece puzzle. Apply that to infectious disease 

control, and that’s AMD at work. 

Now imagine putting together that 10,000-piece puzzle when 

key pieces are missing, disease is spreading, and people are 

dying. 

http://www.cdc.gov/amd
http://www.cdc.gov/amd


Journey and Return



Tragedy



Comedy



Communicating with Relevance

Audience

•Expectations

•Needs

•Permission

Organization

•Capabilities

•Benefits

•Potential
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Competitive marketSurrounding environment

Knowledge, Attitudes and Practices Other influencers



Preventing Foodborne Outbreaks

https://www.youtube.com/watch?v=Yzkd6EMawtM&feature=player_embedded
https://www.youtube.com/watch?v=Yzkd6EMawtM&feature=player_embedded
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Take Away

 People power: Use people, their 

voice, their quirks, their actions 

to tell the story

 Use clear, strong, memorable 

language

 Never stop asking if there’s a 

different, better way

 Take some risks

 Write the story you would want to 

read 



How do you tell a story?



1. Listen

Search for and seize 

the single, vivid telling 

fact or element that 

brightly illuminates the 

story and also tells a 

larger truth.



2. Filter Out Barriers

Filter out words like 

“capacity” and 

“impactful” and 

“implement” and jargon 

of all shapes and sizes 

and colors. Oh…and 

mixed metaphors too.



3. Be a Bit Subversive

Don’t settle for ordinary, 

the conventional, and 

the boring. Don’t be 

afraid to take risks.



“Tell the story directly and 
with muscular, memorable 
words. Tell it like you would 

to the drunk guy next to 
you at the bar so he’d 

understand it and, if you’re 
really good, he might even 

sober up”.
Eddie Crane



4. Don’t Miss the Trip Wires – Flabby Words that Slow 
the Story Down 

capacity implement

unique leveraging



Stop and Assess

 Real people, real stories

 Make it personal

 Elaborate with clear language



The only failure is, not stopping and thinking 

if there’s a different and better way. 

And giving it a try.



Turning Ordinary Into Newsworthy
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Don’t Forget Your Camera!

Victor Balaban, PhD

Center for Global Health 

Overseas operations Office

Global Health Security Agenda/Ebola Grantee Meeting

February 11-12, 2016

Office of the Director 

Center for Global Health 









Why Take Pictures?

• Document 

• Educate

• Advocate

• Give back to community/participants



Important Points

• Tell a story

• Be respectful

• Informed consent

• Have fun



Tell a Story

• Try to take pictures of:

 The environment – the wider view 

 Project staff in action 

 Subjects/beneficiaries

 Details















Be Respectful

• Be aware of local customs and attitudes towards photography

• Be aware of local laws

• Be aware of public vs. private space

• Make sure no one feels pressured to be in pictures

• Ask before you take someone’s picture 

• Remember that no one owes you a picture











Informed Consent

• Even if model releases are not legally required, it is always 
good practice to obtain written consent whenever possible.



When Informed Consent is Required

• Recognizable or non-recognizable individuals in any setting where personal, 
private information is exposed in the photo or documented in the corresponding 
caption, such as:

 Health status e.g. HIV/STI status

 Health behavior e.g. sexual orientation, alcohol and drug use, contraceptive use,  etc.

 Illegal behavior e.g. sex work, selling drugs, etc.

• Children (obtain consent from parent/guardian)

• Private settings e.g. in a house or business



When Informed Consent is Not Required

• Non-recognizable individuals in public (faces and all other identifying features are 
obscured).

• Public figures in public e.g. celebrities, MOHs at campaign launches, etc..

• Crowds in public (e.g. an audience at outdoor festival).



Tips
• Use a camera you are comfortable with

• Make sure file sizes will be large enough to use the pictures

• Use optical, not digital zoom

• Keep your eyes open

• Take a lot of pictures

• Get closer 

• Be aware of the light

• Try different perspectives

• Compose slightly off-center (rule of thirds)

• Simplify

• Break the rules

• Have fun













Take Away

 Create a story

 Be respectful

 Informed Consent

 Have fun!
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