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L etter to the E ditor

how do we get messages that Promote a healthy lifest yle aCross?

We thank Leong and Chia for their interesting article, “Prevalence of cardiovascular risk factors among healthcare staff in a large  

healthcare institution in Singapore”, published in a recent issue of the SMJ.(1) The authors rightly pointed out that messages  

promoting	a	healthy	lifestyle	should	be	modified	in	such	a	way	that	both	non-health	workers	(NHWs)	and	health	workers	(HWs)	would	

be able to understand and internalise. We wish to make additional comments regarding health-related messages.

 Firstly, a combination of emotional and rational messages geared toward the specific target group is essential. An overall  

communication concept intended to promote health should include both positively as well as negatively framed messages.(2) However, 

since positive, gain-framed messages seem to work slightly better with regard to a change in attitude and behaviour, such messages 

should be brought to the forefront.(3,4)

	 Secondly,	the	message	must	be	simple	and	flexibly	implementable	in	everyday	life.(2) Generally, health-related messages that are 

clear, simple and understandable in their wording, with the use of concrete and vivid language, would be more easily remembered,  

e.g. “Add 1,000 steps to achieve 10,000 daily steps.”(4,5) While such a message needs to be balanced enough for those who are familiar 

with or even overloaded with information on the health topic concerned, it also needs to have an appeal of newness and uniqueness, 

in order to attract the recipient’s attention.(2) A message tailored to address a type 2 diabetic could read “Exercise lowers your blood  

sugar level more efficiently than any prescription drug.”

 Thirdly, the relationship between the sender/communicator and the recipient includes a large number of potential components 

that can change the desired effect considerably. If the communicator does not appear to be trustworthy, credible, attractive or likeable, 

resistance may be triggered on the part of the recipient. As for the recipients, it is particularly important to consider such personality 

factors	as	self-efficacy	beliefs,	locus	of	control,	involvement,	cost-benefit	balance,	and	their	social	environment	and	standards.(2)

 In conclusion, it should be said that in view of the complexity of this topic, messages promoting a healthy lifestyle, which are meant 

to	have	a	long-term,	convincing	impact	on	both	NHWs	and	HWs,	should	definitely	be	associated	with	happiness	and	enjoyment,	 

such as in the phrase “Enjoy better health by climbing stairs”. It’s all about the desire to experience a successful lifestyle.

Yours sincerely,

Martin Hofmeister
Consumer Centre of the German Federal State of Bavaria, Department Food and Nutrition, Mozartstraße 9, D-80336 Munich, Germany. hofmeister@vzbayern.de  

referenCe s

1. Leong L, Chia SE. Prevalence of cardiovascular risk factors among healthcare staff in a large healthcare institution in Singapore. Singapore Med J 2012; 53:517-21.
2. Süss D, von Arx C, Marxer M. [Communication strategies in health promotion]. Zurich: School of Applied Psychology, 2002. German.
3. Gallagher KM, Updegraff JA. Health message framing effects on attitudes, intentions, and behavior: a meta-analytic review. Ann Behav Med 2012; 43:101-16.
4. Latimer AE, Brawley LR, Bassett RL. A systematic review of three approaches for constructing physical activity messages: What messages work and what 

improvements are needed? Int J Behav Nutr Phys Act 2010; 7:36.
5. Sugiyama S, Okuda M, Kinoshita T, et al. Association between visual message and health knowledge in a 4-month follow-up study at worksites. J Occup 

Health 2011; 53:465-72.


