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1. Motivation: Unmet Medical Needs
2. Social Media & Participatory Medicine
3. History & Cultural Functions of Celebrity
4. Teachable Moments & How They Work
5. Theory & Design Strategies for Health Behavior Change
6. The Goody-Gaga Effect
7. Call to Action

Twitter hashtag
#goodygaga
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�€ The mission and mantra of the 
pharmaceutical industry is to address 
�´�X�Q�P�H�W���P�H�G�L�F�D�O���Q�H�H�G�V���µ���D���Q�R�E�O�H���F�D�O�O�L�Q�J��
that represents the best and highest 
aspirations of drug developers.

Society for Participatory Medicine

�€ Despite decades of time and many 
billions of $$ of investments in basic and 
applied research, tech development and 
changes in management and 
organizational structures, it still takes 10- 15 
years and $500 million to $2 billion to 
develop a new drug.

Science Policy Forum: Repurposing with a Difference
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http://e-patients.net/archives/2010/07/why-mark-boguski-joined-the-society-for-participatory-medicine.html
http://www.resoundinghealth.com/static/repurposing.pdf
http://www.resoundinghealth.com/static/repurposing.pdf
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�€ What about the needs of consumers for 
better access to existing medical 
knowledge and practices?

�€ Could increasing health awareness and 
medical knowledge lead to better use of 
existing resources including prevention 
and screening methods?

Copyright 2011 Celebrity Diagnosis LLC



Copyright 2011 Celebrity Diagnosis LLC

Due Diligence

First Consequence

Request a copy: drb@resoundinghealth.com

http://www.resoundinghealth.com/home/index
mailto:drb@resoundinghealth.com


o Media for social interaction using 
highly-accessible & scalable 
publishing techniques

o Web 2.0-based technologies to 
turn communication into 
interactive dialogue

o Ideologies & technologies allow 
the creation & exchange of user-
generated content

o Blends technology & social 
interaction for the co-creation of 
value
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o A cooperative model of health care in which 
o networked patients shift from being mere 

passengers to responsible drivers of their 
health 

o providers encourage and value them as 
partners

o �%�D�V�H�G���R�Q���W�K�H���F�R�Q�F�H�S�W���R�I���W�K�H���´�H-�S�D�W�L�H�Q�W�µ��
o �´�H�µ���L�V���Y�D�U�L�R�X�V�O�\���G�H�I�L�Q�H�G���D�V���H�P�S�R�Z�H�U�H�G����

engaged, equipped, enabled, etc.
o �P�D�Q�L�I�H�V�W�R���R�I���W�K�H���P�R�Y�H�P�H�Q�W�����´�H-patients: how 

�W�K�H�\���F�D�Q���K�H�O�S���X�V���K�H�D�O���K�H�D�O�W�K�F�D�U�H���µ���S�X�E�O�L�V�K�H�G��
by the late Dr. Tom Ferguson in 2007

o the most famous e-patient today is 
Dave de Bronkhart
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http://www.medpagetoday.com/Blogs/21850
http://www.medpagetoday.com/Blogs/21850
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o The modern concept of celebrity was formed 
circa 1895-1920, associated with the work of 
newspaper columnist Walter Winchell
o �2�Y�H�U���W�K�H���Q�H�[�W���F�H�Q�W�X�U�\�����´�F�H�O�H�E�U�L�W�\�µ���D�F�K�L�H�Y�H�G��
cultural pervasiveness, enabled by waves of 
communication technologies: radio, movies, 
television, the internet
o Early critiques expressed an elitist distaste for 
the phenomenon

o Daniel Boorstein �����´�7�K�H���F�H�O�H�E�U�L�W�\���L�V���D���S�H�U�V�R�Q��
well-known for their well-knownness ���µ

o Later scholars, such as Prof. Graeme Turner , 
have pursued more disinterested and less 
judgemental approaches
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o Prof. Graeme Turner Univ. of Queensland Centre for 
Critical & Cultural Studies �����´�&�H�O�H�E�U�L�W�\���P�D�\���S�O�D�\��
positive roles or productive social functions in 
�V�R�F�L�H�W�\�µ

o In the formation of cultural identify

o As a mode of discourse that results in 
pleasurable social exchange

o In the construction of community

o Hamish Pringle Institute of Practitioners of Advertising : 
o �´�7�K�H���U�R�O�H���W�K�D�W���F�H�O�H�E�U�L�W�L�H�V���S�O�D�\�����L�Q���S�H�R�S�O�H�·�V���O�L�Y�H�V��

goes beyond a voyeuristic form of 
�H�Q�W�H�U�W�D�L�Q�P�H�Q�W�«

o ..but actually fulfills an extremely important 
research & development function for them as 
individuals and for society at large.

o People use celebrities as role models and 
�J�X�L�G�H�V���µ
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Robert Havighurst (1952) Human Development and 
Education

"A developmental task is a task which is learned at a 
specific point and which makes achievement of 
succeeding tasks possible. When the timing is right, the 
ability to learn a particular task will be possible. This is 
�U�H�I�H�U�U�H�G���W�R���D�V���D���
�W�H�D�F�K�D�E�O�H���P�R�P�H�Q�W���
���«���X�Q�O�H�V�V���W�K�H���W�L�P�H���L�V��
right, learning will not occur. 

Susan A. Flocke (2009) Teachable moments for health 
behavior change: a concept analysis. Patient Educ Couns . 
2009 Jul;76(1):25-30
�´�7�K�H���I�L�Q�G�L�Q�J�V���V�X�J�J�H�V�W���W�K�D�W���W�K�H���W�H�D�F�K�D�E�O�H���P�R�P�H�Q�W���L�V���Q�R�W��
necessarily unpredictable or simply a convergence of 
situational factors that prompt behavior change but 
suggest the possible creation of a teachable moment 
through clinician- �S�D�W�L�H�Q�W���L�Q�W�H�U�D�F�W�L�R�Q���µ
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Teachable 
Moment

Affective 
Response

Increased
Perceived

Risk

Redefined
Self-concept or

Social Role

Cueing
Event

Acquisition
of knowledge

or skills

Self-efficacy

Motivation

Behavioral
Change

Popular Culture Social Networks

Published work implies that cueing events must be direct, personal life experiences
such as an office visit or hospitalization, notification of abnormal test results or a disease 
diagnosis and implies that the social interactions must occur synchronously in real time .

We believe that teachable moments can be created using cueing events from 
popular culture and that cueing events can be vicarious, asynchronous interactions 

mediated by social networking technologies .
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o Teachable Moments are based on 
accepted conceptual models and theories 
of behavioral change, e.g.

o Health Belief Model
o Social Cognitive Theory

o Mable Kinzie Univ. of Virginia Curry School of 

Education has developed instructional design 
strategies for health behavior change

o Patient Education & Counseling 56(1):3-15, 2005
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Framework Step Our Implementation
1. Gain attention �)�D�P�R�X�V���S�H�R�S�O�H�·�Vhealth conditions in the news

2. Present stimulus material Information on specific conditions

3. Provide learning guidance Links to more information

4. Elicit performance & provide feedback Surveys, blog comments, tweets/retweets

5. Enhance retention & transfer Different celebrities can have the same disease; 
repetition enhances retention. Normal social 
discourse transfers knowledge to others.
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Collect
Organize

Personalize
Share

Results of searches on health topics

http://www.resoundinghealth.com/home/index
http://www.resoundinghealth.com/home/index
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Physician office call
volumes increase in
association with celebrity 
health news.

Healthcare providers
need to be able to 
anticipate when patients 
may call about a specific 
disease or condition and 
why.
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D. Metcalfe et al.
J Public Health (Oxford)

2010
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Google ranking of 
�V�H�D�U�F�K���T�X�H�U�\���´�O�X�S�X�V�µ��

correlated with 
Gaga diagnosis

Bill Tancer, Hitwise
(personal communication)
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Susannah Fox �² Pew Research Internet & American Life Project
�´�$�P�H�U�L�F�D�Q�V�
���S�X�U�V�X�L�W���R�I���K�H�D�O�W�K���W�D�N�H�V���S�O�D�F�H���Z�L�W�K�L�Q���D���Z�L�G�H�Q�L�Q�J��
network of both online and offline sources. Whereas someone 
may have in the past called a health professional, their Mom, 
or a good friend, they now are also reading blogs, listening to 
podcasts, updating their social network profile, and posting 
comments. And many people, once they find health 
�L�Q�I�R�U�P�D�W�L�R�Q���R�Q�O�L�Q�H�����W�D�O�N���Z�L�W�K���V�R�P�H�R�Q�H���D�E�R�X�W���L�W���R�I�I�O�L�Q�H���µ

Dr. Barron H. Lerner �² Columbia University Mailman School of 
Public Health & author of When Illness Goes Public
The public increased their knowledge of medical topics and 
conditions, not because they were seeking health information 
but rather as a consequence of their primary interest in 
�F�H�O�H�E�U�L�W�L�H�V�·���O�L�Y�H�V��

Dr. Katherine Smith �² Johns Hopkins Bloomberg School of Public 
Health
Media coverage of celebrities contains little material that 
�F�R�Q�Y�H�\�V���X�V�H�I�X�O���K�H�D�O�W�K���L�Q�I�R�U�P�D�W�L�R�Q�������:�H���F�R�Q�F�O�X�G�H���W�K�D�W���´�P�H�G�L�D��
attention to such newsworthy events is a missed opportunity 
�W�K�D�W���F�D�Q���D�Q�G���V�K�R�X�O�G���E�H���D�G�G�U�H�V�V�H�G���µ
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Open invitation for expertise and funding collaborators to 
measure the quantitative impact of Celebrity Diagnosis® 
on health awareness, medical knowledge and/or health 
behavior change. 

Contact drb@celebritydiagnosis.com

Celebrity Diagnosis® and Celebrity Diagnosis Professional 
�(�G�L�W�L�R�Q�Œhave been nominated for the annual 

medGadget Weblog Award 
in the categories of

Best Medical Blog and Best New Medical Blog
Vote for our sites and 

we will donate any winnings to charity
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Dr. Barron Lerner Columbia University Mailman School of Public Health

Prof. Graeme Turner University of Queensland, Centre for Critical & Cultural Studies

Hamish Pringle Director General, Institute of Practitioners of Advertising

Helen Osborne HealthLiteracy.com

Dr. Lisa Gualtieri Tufts University Program in Health Communication

Bill Tancer Hitwise �	���´�&�O�L�F�N�µ

Robert Stern Chief Executive Officer, MedPageToday.com 

E-Patient Dave, Dr. Danny Sands, Gilles Frydman Society for Participatory 
Medicine and ACOR.org

Susannah Fox Pew Research, Internet & American Life Project

Reiko Beach TRB Design, Inc., Peter Ricci Agentpoint LLC

Drs. Isaac Kohane, Alexa McCray & David Osterbur Francis A. Countway
Library of Medicine

Dr. Winston Hide & Leah Segal Harvard School of Public Health
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