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To enhance awareness of emerging health communication and marketing scientific knowledge, the 
Science Team in the Office of the Associate Director for Communication at the Centers for Disease 
Control and Prevention frequently undertakes an extensive scan of the expert literature.  Recent 
publications with particular relevance for the public health communication community are detailed 
here. 

Abstracts and PDF copies of most articles are available through the DOI hyperlink included with 
each citation. In some cases, however, the DOI hyperlink will not work or the publisher charges for 
the article.  The help of your local library staff may be required in such circumstances to secure 
access to some publications.   

Please share your comments or questions with us.  Contact HCSD@cdc.gov. 
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DISCLAIMER: Articles listed in the Health Communication Science Digest (HCSD) are selected by Office of the 
Associate Director for Communication (OADC) staff to provide current awareness of the public health 
communication literature. An article's inclusion does not necessarily represent the views of the Centers for Disease 
Control and Prevention nor does it imply endorsement of the article's methods or findings. OADC, CDC, and DHHS 
assume no responsibility for the factual accuracy of the items presented. The selection, omission, or content of items 
does not imply any endorsement or other position taken by OADC, CDC, or DHHS. Opinions, findings and 
conclusions expressed by the original authors of items included in the HCSD, or persons quoted therein, are strictly 
their own and are in no way meant to represent the opinion or views of OADC, CDC, or DHHS. References to 
publications, news sources, and non-CDC Websites are provided solely for informational purposes and do not imply 
endorsement by OADC, CDC, or DHHS. 
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