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Abstract 

Communication efforts are being made to raise awareness and encourage acti-
ons related to public health, such as preventing diseases, improving health, and 
extending life. Public health campaigns encompass all efforts to create and share 
health messages. Considering that we are in a period where health-related issues 
require joint action not only locally but also globally, the implementation and 
continuation of public health campaigns have gained importance. Social marke-
ting campaigns are at the forefront of the efforts made for this purpose. Com-
munication efforts and socially oriented advertisements carried out within the 
scope of these campaigns are among the frequently used methods. Social mar-
keting involves applying commercial marketing ideas to help solve social and 
health problems. These efforts aim to encourage the adoption of desired health 
behaviors or change them in the desired direction, encompassing the general 
public and considering the benefit to society. Health campaigns demonstrate the 
increasing importance of health and well-being in all areas, including the pro-
motion of health services, disease prevention, health improvement, and quality 
of life enhancement. In the public health system, it is important to recognize the 
need for communication in promoting health services. Within the scope of pub-
lic health, the media is used to disseminate information for health education and 
health promotion. The media facilitates access to information, access to health-
related news, and increases interaction within the framework of issues. Through 
the media, perception management has become one of the methods used to gu-
ide and influence the target audience on health issues. In public health campa-
igns, it is important that the forms of representation in the media are created in 
a way that contributes to the public interest and the development of society on 
health issues. 
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1. Introduction 

Efforts to define the concept of public health date  
back approximately a century to Charles-Edward Amory 
Winslow's definition (Azari and Borisch, 2023). In 1920, 
Winslow defined public health as follows: "Public health is the 
improvement of environmental health conditions through 
organized community efforts, the provision of health infor-
mation to individuals, preventing infectious diseases, ensu-
ring early diagnosis and treatment of diseases, establishing 
health organizations, and developing social work in a way that 
provides a standard of living that will maintain the health of 
each individual, thereby protecting against disease, prolon-
ging life, and increasing physical and mental health and wor-
king capacity." (Winslow, 1920). Later, Sir Donald Acheson, 
building on this definition in 1988, defined public health as 
“the art and science of preventing disease, prolonging life, and 
promoting health through the organized efforts of society” 
(Acheson, 1988). The importance of communication for he-
althy societies began to attract increasing attention from the 
mid-1990s onwards. Initially addressed in medical and com-
munication faculties, this topic has gradually spread to other 
disciplines in universities (Şavran, 2022). Health communica-
tion, i.e., interpersonal or mass communication activities  
focused on improving the health of individuals and commu-
nities, has been recognized as one of the most important areas 
of interest in public health in this century (Nutbeam, 1998; 
Kreps and Neuhauser, 2015).  

Strong communication efforts are necessary to establish 
the fundamental infrastructure for health programs or cam-
paigns. In the field of public health, it is important to increase 
the level of sensitivity and awareness among the public so that 
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service providers can overcome health problems. For this, 
communication campaigns are needed (Sinha, 2017). Com-
munication campaigns are generally addressed within the 
scope of public health as more comprehensive health com-
munication campaigns to promote education about disease. 
In the field of public health communication, campaigns tar-
geting individuals or groups may include multi-level commu-
nication strategies such as social marketing applications and 
individual or social movements (Crosswell et al., 2018).  

Communication strategies are used to inform the public 
and bring about behavioral change on issues related to public 
health. The concept of health communication has gained im-
portance as an individual health issue and has become effec-
tive through the use of mass communication tools to create 
social awareness (Fidan & Yetiş, 2018). Health communication 
is seen as a growing field that is increasingly emerging in pub-
lic health, health services, non-profit organizations, and the 
private sector. Schiavo (2014) defines health communication 
as a multifaceted and interdisciplinary field of practice that 
aims to share health-related information, ideas, and methods 
for different target audiences, to influence individuals, com-
munities, health professionals, patients, policymakers, orga-
nizations, special groups, and the public, to interact with 
them, to empower them, and to support them. Health com-
munication frequently appears in health services, public he-
alth, and medical and health information presentations as an 
effective method for dealing with issues that affect health and 
well-being. The scope of health communication includes di-
sease prevention, health promotion, sharing health policies, 
promoting health services, and offering programs that imp-
rove lifestyle. Health communication manages efforts to 
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ensure that the right information reaches the right people 
(Sinha, 2017).  

In health communication, public health efforts are not li-
mited to the implementation of projects and programs. Com-
munication efforts also encompass perception management 
in the health sector and the representation of health stakehol-
ders in the media. Perception management is considered a set 
of activities planned within a strategy to achieve predetermi-
ned goals. Perception management aims to guide individuals' 
preferences in line with strategies. Persuasive communication 
is an important tool in perception management, in creating 
new behaviors, and in achieving business goals. Efforts are 
made to guide audiences towards specific goals, understand 
the desires and beliefs of the target audience, and ensure that 
they think, develop attitudes, and behave in line with the de-
sired goal (Tarakçı & Fidan, 2019). Perception management 
emerges as one of the approaches used for health-related is-
sues or problems. 

When it comes to communication efforts in public health 
initiatives, a wide range of approaches must be considered, 
from strategic communication to perception management. 
The success of social campaigns focused on behavioral 
change depends on the effective implementation of commu-
nication efforts. In this field, social advertisements and public 
service announcements are particularly widely used. In the 
context of public health, another form of communication ef-
fort involves leveraging perception management not only for 
campaigns but also for sharing health-related information 
and resolving issues. This study helps define the scope of  
the concept of health communication and outlines the 
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framework for these communication efforts in a way that 
complements one another. 

2. Public Health Communication 

Healthy People 2010 defines health communication as 
“the art and technique of informing, influencing, and motiva-
ting individuals, organizations, and communities on impor-
tant health issues” (U.S. Department of Health and Human 
Services, 2005).  The Institute of Medicine (IOM) defines pub-
lic health as “the collective efforts to provide the conditions 
necessary for people to be healthy as a society” (Institute of 
Medicine, 1988). Combining these two perspectives yields the 
following new definition: Public health communication is the 
scientific development, strategic dissemination, and critical 
evaluation of relevant, accurate, accessible, and understan-
dable health information communicated to and received 
from target audiences to improve public health. Public health 
communication draws on many disciplines, including mass 
communication, health education, marketing, journalism, 
public relations, psychology, information technology, and 
epidemiology. Although interdisciplinary by nature, the fun-
damental principles of public health communication are clo-
sely tied to the fundamental principles of public health 
(Salmon and Poorisat, 2020).  

As a socio-cultural practice, public health communication 
has a long history dating back to the dawn of human civiliza-
tion, with the earliest efforts aimed at alerting communities to 
public health issues, educating them, and influencing their be-
havior. However, public health communication as it is unders-
tood today has been shaped by the simultaneous emergence 
of developments in public health and social sciences and 
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innovations in the communications sector. Public health 
communication has the potential to make significant contri-
butions to community health through its interdisciplinary na-
ture, ecological perspective, change-focused approach, and 
audience-centered philosophy (Salmon and Poorisat, 2020). 
Today, many public health leaders recognize that improving 
and protecting community health requires a comprehensive 
approach based on both strong scientific foundations and ef-
fective public health communication (Bernhardt, 2004). The 
public health perspective acknowledges that health is profo-
undly influenced by the social, political, environmental, and 
behavioral factors in which people live. Public health commu-
nication embraces this ecological perspective, promoting 
multi-level communication strategies and interventions. Pub-
lic health communication uses multi-layered communication 
strategies, including personalized messages at the individual 
level, targeted communication at the group level, social mar-
keting messages at the community level, and public health 
campaigns at the societal level (Bernhardt, 2004; Şavran, 
2022). 

3. Public Health Campaigns 
The design of messages developed within the scope of he-

alth communication and media activities requires collabora-
tion between health professionals, policymakers, and 
communication specialists. Those planning health campaigns 
need an interdisciplinary perspective to conduct effective 
communication when creating messages (Cohen, 2021). 
When we fundamentally consider the concept of health com-
munication, we see that it encompasses both health issues and 
communication efforts. Therefore, we must first understand 
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how communication practices are adapted to campaigns add-
ressing public health. Communication campaigns are not ef-
forts specific to an individual, group, or institution, such as 
those providing health advice or awareness messages in hos-
pitals or educational institutions, or special day efforts. Rather, 
they include efforts that address the entire community or a 
large part of it. In all cases, the general goal is public health or 
societal benefit. Communication campaigns involve the deli-
very of messages through face-to-face communication, mass 
communication, and digital communication tools as part of 
programmatic, timely, and target audience-focused efforts ai-
med at improving health across a society.  Rogers and Storey 
(1987), who define communication campaigns as working to 
influence individuals, small and large social groups, and the 
entire community, emphasize four key characteristics: 
1. Every campaign has a purpose. The desired results of the 

campaign's communication efforts will be specific out-
puts.  

2. Campaigns aim to reach a wide audience.  
3. Campaigns are limited to a specific period of time, whet-

her short or long.  
4. Campaigns involve an organized series of communica-

tion activities.  
Public communication campaigns can be defined as pur-

poseful initiatives that involve an organized series of commu-
nication activities and a series of mediated messages across 
multiple channels, with the aim of informing or influencing 
the behavior of large audiences within a specific time  
frame, usually to provide non-commercial benefits to indivi-
duals and society (Rice and Atkin, 2009). When we look at 
communication campaigns within the scope of health 
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communication, we see that they take on the following roles 
(Fidan & Yetiş, 2018): 

• Focusing attention on disease prevention 
• Increasing knowledge and awareness on health-rela-

ted issues 
• Providing information about the causes of the prob-

lem and ways to solve it 
• Influencing perceptions, beliefs, and attitudes 
• Demonstrating the benefits of behavioral change 

Communication campaigns are not only considered 
commercial and political campaigns but also include social 
campaigns. Social campaign topics include education, social 
issues, and the environment, but health issues are also addres-
sed intensively and extensively. Numerous communication 
efforts related to health issues can be found under the banner 
of public health or health communication campaigns (Sinha, 
2017).  

For the National Cancer Institute (NCI), health communi-
cation is a tool for improving or enhancing health. Changes in 
healthcare services, technology, regulation, and policy can 
also generally be used to address a health issue. However, 
communication campaigns also provide numerous benefits 
(NCI, 2014): 

• Increase knowledge and awareness about a health is-
sue, problem, or solution  

• Influence perceptions, beliefs, and attitudes that can 
change social norms  

• Accelerate action  
• Demonstrate or exemplify healthy skills 
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• Reinforce knowledge, attitudes, or behaviors 
• Show the benefits of behavioral change 
• Advocate a stance on a health issue or policy 
• Increase demand for or support of health services 
• Debunk myths and misconceptions 
• Strengthen institutional relationships 

According to Çınarlı (2019), communication tools are con-
sidered a fundamental resource for disseminating public he-
alth information to society. While traditional communication 
tools played a primary role in the past, social media platforms 
have now widely assumed this role. The media's active role in 
public health creates a dilemma. While it enables campaigns 
and news promoting correct and appropriate behaviors in 
public health to reach the public, it also leads to the spread of 
false or inaccurate information. Therefore, the importance of 
the concept of health literacy within the scope of media  
literacy is increasing (Çınarlı, 2019). The implementation of 
public health campaigns largely involves strategic communi-
cation efforts. In general terms, these campaigns can be  
considered public relations campaigns or, more comprehen-
sively, marketing communication efforts. The fact that public 
health targets a broad audience often leads to the use of social 
marketing in communication efforts. 

Social marketing is an effort to solve social problems using 
marketing principles and techniques. The concept of social 
marketing first appeared in an article by Kotler and Zaltman 
published in 1971. Kotler et al. (2002) define social marketing 
as “the use of marketing principles and techniques to influ-
ence the target audience to voluntarily accept, reject, change, 
or abandon a behavior that will benefit the individual, group, 
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or society as a whole.” It appears to be based on the idea that 
behaviors aimed at solving social problems can be sold using 
methods similar to those used to sell commercial products. It 
generally covers topics such as health, education, the environ-
ment, the economy, and social issues. As it is a marketing app-
lication, it can be addressed to broad target audiences. Social 
marketing applications are carried out within the framework 
of a campaign plan. Since there is no expectation of commer-
cial gain and it is aimed at solving social problems, it is mostly 
government agencies and NGOs that carry out such campa-
igns. Social marketing is a marketing activity undertaken wit-
hin the scope of corporate social responsibility and is also 
evaluated within the scope of public relations campaigns. Like 
commercial marketing, it also includes advertising activities.  

Social marketing aims to bring about the desired behavi-
oral change by raising awareness about health risks (Walling-
ton, 2014). In order to achieve change in ideas, attitudes, and 
behaviors, an integrated marketing campaign involving many 
different communication channels and strategic planning is 
required. In social marketing campaigns, the selection of cam-
paign communication channels and how they will be used, 
determined according to the socio-economic and cultural 
characteristics of the target audience, is also of great impor-
tance in order to achieve the targeted change in ideas, attitu-
des, and behaviors. 

Campaigns designed to prevent diseases and promote ge-
neral health and healthy behaviors will be successful if they 
are strategically implemented. Communication strategies (the 
overall approach used to achieve communication goals) sho-
uld be research-based, and all activities should serve these 
strategies. (Schiavo, 2014).  
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In health communication programs, all activities should 
be well planned and respond to the needs of the selected tar-
get audience. During the planning phase, persuasive messages 
related to managing the health issue should be created, and 
media channels that will reach the target audience should be 
planned. The use of communication strategies to change in-
dividuals' attitudes or behaviors related to health is important. 
Mass media campaigns can utilize all the possibilities of the 
internet to create awareness for their purposes, such as ac-
companying websites, webcasts, chat rooms, blogs, and infor-
mative videos (Helme et al., 2014). It is useful to conduct an 
evaluation to determine the success of campaign manage-
ment and identify barriers to campaign effectiveness. At the 
end of public health communication campaigns, a final eva-
luation is conducted to measure success. 

3.1. Digital Health Communication Applications 

A wide variety of media tools are utilized in the field of 
health communication. In recent years, in addition to traditi-
onal communication tools, new media tools have been widely 
used in public health campaigns to address issues such as he-
alth education and health promotion. It is evident that strate-
gically planned and implemented health communication 
initiatives can help create an environment where new media, 
within the context of public health, can motivate people to 
change their health or social behaviors and act in accordance 
with community needs. Digital health communication tools 
can facilitate widespread access to information and help foster 
support for behavioral, social, and policy changes (Schiavo, 
2014).  
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The development of new communication technologies, 
the emergence of the internet, the opportunity to engage in 
computer-mediated communication, and the advent of social 
media—generally referred to as digital communication and 
the new media environment—have enabled its use in seeking 
and receiving social support, as in many other areas. In terms 
of computer-mediated communication (CMC), participating 
in online support groups or joining social networking sites to 
receive support on various health issues, as well as interacting 
through various technologies such as instant messaging and 
email, provides opportunities (Scholl et al., 2018; Mac George 
& Zhou, 2021): 

• Being independent of time and place facilitates easy 
and convenient access to support networks. 

• It makes it easier for individuals to receive support 
that meets their expectations and needs. 

• It can more easily bring together people who have had 
similar experiences.  

• Anonymity provides an environment where they can 
seek and receive support comfortably.  

• It facilitates access to online support and can serve as 
a useful resource that contributes to health outcomes.  

• Participation in an online support group can increase 
perceived support, reduce depression, improve qua-
lity of life, and enhance a person's self-efficacy in ma-
naging their health condition.  

• Interaction with healthcare professionals who provide 
information and advice is associated with facilitating 
treatment-related decision-making and developing 
coping skills.  
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Social media platforms have increased access to health in-
formation by opening communication channels between 
users and healthcare stakeholders. These platforms are tools 
that encourage participation, collaboration, and involvement. 
This interaction can enable users to take on a role in impro-
ving or maintaining their own health. Social media has provi-
ded patients with greater access to health information. The 
use of social media for information exchange, social support, 
and behavior change is increasing. Users produce and share 
health content online by sharing their personal illness expe-
riences as well as treatment information. Social media offers 
a wider opportunity for social support exchange regarding he-
alth issues. It brings together people with similar health prob-
lems, facilitating the exchange of information, goal-oriented 
encouragement and motivation, shared experiences, em-
pathy, non-judgmental interactions, accountability, and a 
sense of belonging (Prestin & Chou, 2014).  

The development and spread of communication techno-
logies, especially new media technologies, has led to an incre-
ase in health awareness (Hülür, 2015). Thanks to social media 
platforms, health communication has now become a two-way 
communication process, supporting collaboration and dialo-
gue. The ease of interactive health communication involves 
people in the communication process and enables changes 
and transformations to be permanent. There are also consi-
derable advantages to using social media in public health 
campaigns (Prestin & Chou, 2014):  

• It creates a channel of communication between health 
professionals and the public and ensures that health 
messages reach hard-to-reach groups. 
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• Messages specific to target groups within the campa-
ign can be delivered. 

• It provides data for targeting messages according to 
personal characteristics.  

• The low cost of use allows for multiple messages that 
can guide people through stages of behavioral change 
or enhance their knowledge.  

• It enables interpersonal instant communication and 
personalized hybrid message delivery by providing 
low cost and wide access. 

Digital communication tools, particularly through parti-
cipation in online support groups, facilitate access to informa-
tion and advice, help build trust in interactions with 
healthcare professionals, and support decision-making regar-
ding treatment. It is also believed that online groups will faci-
litate efforts to provide support for health issues. The 
emotional support provided by online groups has positive ef-
fects such as contributing to the recovery process, alleviating 
isolation, improving quality of life, and reducing depression. 
In public health communication efforts, social media plat-
forms, mobile communication tools, and other digital com-
munication tools are making the representation of health in 
the media more significant. It also provides an opportunity to 
shape the desired perception regarding health-related issues. 
The use of social networks is a widely adopted method for in-
forming and guiding individuals regarding the services, care, 
and treatments they receive, particularly in the field of sup-
portive communication (Mac George & Zhou, 2021). 
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3.2. Social Ads and Public Service Announcements in 
Public Health Campaigns 

Health-related issues and problems are addressed within 
the framework of national or regional communication prog-
rams or campaigns conducted in the context of public health. 
In these communication campaigns, health advertisements 
are produced as a communication output during the imple-
mentation or communication process phase, following the  
research and planning phase. These advertisements are con-
sidered a campaign product aimed at specific targets. The fact 
that these campaigns have specific targets allows for the eva-
luation of success after the campaign. However, not every he-
alth advertisement we encounter in our daily lives may be a 
social marketing campaign advertisement. Health or social 
advertisements or public service announcements can be eva-
luated more in terms of message recall and awareness rather 
than as a specific communication campaign product.  

Advertisements are addressed in different dimensions in 
public health campaigns or health communication studies. 
Advertisements with public health content can be classified as 
social marketing campaign advertisements, social advertise-
ments, and public service announcements. The concepts of 
‘public service announcement’ and ‘social advertisement’ are 
very similar. Both are seen to have social benefits and to act 
with the same purpose. Public service announcement and  
social advertisement producers aim for the ‘public benefit’ 
rather than the benefits of institutions. While social  
advertisements can be prepared or commissioned by public 
institutions, non-governmental organizations, and private 
companies, public service announcements are only spots 
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prepared or commissioned by public institutions and organi-
zations and non-governmental organizations (Bilgiç, 2016).  

Today, advertising is used not only for the financial inte-
rests of private companies but also as a communication chan-
nel for the public good by government agencies, civil society 
organizations, and private companies to improve and raise 
awareness about individuals' living standards in social life. So-
cial advertisements, which are messages prepared to inform 
and educate the public by addressing social issues and prob-
lems, aim to change human behavior. In the dictionary of ef-
fective communication terms, social advertisements are 
defined as “advertisements made for the benefit of society or 
for the emergence of positive social behavior” (Güz et al., 
2002).  

Public service announcements are used as the equivalent 
of the term public service advertising (PSA) in English. Accor-
ding to the 2012 Public Service Announcements guideline 
implemented by the Radio and Television Supreme Council 
(Radyo ve Televizyon Üst Kurulu:RTÜK) , a public service an-
nouncement is defined as “informative and educational films, 
audio recordings, and captions prepared or commissioned by 
public institutions and organizations, as well as civil society or-
ganizations such as associations and foundations, and deemed 
to be in the public interest by the Supreme Council for broad-
casting” (RTÜK 2014). Spots that have an advertising budget 
and are broadcast as advertisements in other media are not 
considered public service announcements. Public service an-
nouncements are defined as “advertising messages broadcast 
free of charge by a communication medium with the aim of 
developing positive feelings and thoughts among the public 
about a service provided by a public institution” or 
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“advertising messages that aim only to convey information to 
the public about the service provided and are not for profit” 
(Güz, 2002). Public service announcements serve the purpose 
of creating the desired perception in individuals during the 
decision-making and behavior development stages on issues 
that will bring about social change and benefits (Fidan & Yetiş, 
2018).  

Within the framework of persuasive communication ef-
forts, public service announcements aim to develop, change, 
and improve perceptions regarding the resolution of issues af-
fecting public health, targeting voluntary participation from 
individuals. Particularly in public health campaigns, the go-
vernment shares its regulatory, supervisory, and improve-
ment activities with the public (Akova, 2017). As in 
communication campaigns, public service announcements 
do not aim for a direct change in behavior in individuals and 
society; they are used to raise awareness, inform, and guide 
perceptions on health-related issues (Fidan & Yetiş, 2018). Alt-
hough public service announcements are considered a type of 
advertising, they are treated as a public relations practice be-
cause they serve the public interest or social benefit.  

The use of advertisements as the most fundamental tool 
in communication efforts within public health campaigns 
stands out as an indispensable tool for both behavior change 
and raising awareness. Whether it is a social advertisement or 
a public service announcement, the perceived credibility of 
advertisements is a factor that must be considered for messa-
ges to be effective. Therefore, in health communication, the 
potential impact on beliefs, attitudes, and behaviors—particu-
larly when relying on credible sources—should not be overlo-
oked (Crosswell et al., 2018). Consequently, it is essential to 
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understand how advertising messages are represented in the 
media and how they are utilized to shape perceptions. 

4. Creating Messages in Public Health Campaigns 

Messages shared in the context of public health must be 
designed to serve the campaign's objectives, attract attention, 
motivate, and have a clear goal and target audience. For 
example, the slogan/message featured in the posters created 
by the Ministry of Health (SGGM, 2025) for the Fight Against 
Addiction is: “Health for Youth, Breath for the Future,” which 
is used both as the campaign name and message.  

Another important issue in creating health communica-
tion messages is the sharing of the message and its reach to 
the target audience. The message can be extremely eye-catc-
hing and effective. However, if the message does not reach the 
target audience, it is not possible to speak of effective commu-
nication efforts. Therefore, when determining campaign go-
als, the target audience must first be identified. The target 
audience should be determined by considering characteristics 
such as age, gender, education, living area, income, and habits. 
These characteristics will be effective in the design of the mes-
sage and will ensure the message's reach by taking media 
usage habits into account. For example, in the campaign 
“Early Diagnosis Saves Lives - Get Your Breast Cancer Scree-
ning” run by the Ministry of Health, it is clear that the target 
audience is adult women.  

We see that traditional communication tools are widely 
used to share messages in public health campaigns. Poster de-
signs, videos, television and radio spots, billboards, guides, 
and brochures are used. In addition to traditional media, so-
cial media platforms are also increasingly preferred. The 
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reasons for this are, in particular, the ease of sharing messages, 
the ability to access effective messages from health advocates, 
and the ability to discuss health issues in chat environments. 
Identifying and involving influential community members 
can have a positive impact on the community's perception of 
health messages or interventions (Prestin & Chou, 2014). 

A citizen’s health awareness has a significant impact on a 
country’s overall disease burden. The success of public health 
campaigns is reflected in improvements in health outcomes. 
Exposure to campaign messages is associated with awareness, 
the pursuit of health information, and health behaviors. Digi-
tal communication tools can enhance visibility, thereby foste-
ring awareness and improvements. Additionally, through 
campaigns that improve lifestyles, provide education, reduce 
disease prevalence, and influence behavioral changes, positive 
contributions to public health can be made (Vemula & Gava-
ravarapu, 2016). 

4.1. Representation of Health in the Media 
When it comes to public health, accessing reliable infor-

mation and disseminating this information to a wide audience 
is extremely important. Health information includes infor-
mation shared during interpersonal communication in daily 
life and health news in the media. In Türkiye, health informa-
tion consists of data and information provided directly or in-
directly by the Ministry of Health, the Turkish Statistical 
Institute, professional organizations, universities, research 
institutes, consumer groups, non-governmental organizati-
ons, medical and health science journals, reports from the  
government and health authorities, and international 
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organizations. These sources are considered reliable sources 
of health information (Çınarlı, 2008).  

Since the media is a tool that influences thoughts, images, 
worldviews, and values, the concept of representation is im-
portant in shaping perceptions through the media. It has been 
observed that media representations play an important role in 
the adoption of beliefs and values related to health issues and 
in the formation of new ideas and attitudes (Söğüt, 2019). To 
better understand how health issues are represented in the 
media, it is necessary to focus first on the producer of the mes-
sage and the content of the message. When we look at public 
health campaigns in the media, the producers of the messages 
are government agencies or NGOs. Trust in the institution 
sending the message is very important in public health. For 
the campaign to be successful, the messages must reflect sin-
cerity and honesty. In public health campaigns, messages are 
expected to be directed at the entire community, not specific 
individuals or groups. Therefore, the messages to be created 
should be designed to reflect the general characteristics of the 
community. When creating health messages, ensuring that 
the messages are impartial and transparent is an important 
consideration in the representation process. It is natural for 
public health campaigns conducted by state institutions to be 
structured in a way that appeals to the general public (Polat, 
2018). In fact, state officials are seen to take the lead in public 
health campaigns. An example of this is Health Minister Dr. 
Fahrettin Koca receiving the first coronavirus vaccine in front 
of the media on January 13, 2021 (Anadolu Agency, 2021). In 
health-related messages produced in the media, individuals 
are assigned certain roles in topics such as healthy living,  
vaccination, and secrets to a long life, thereby creating 
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representations. As the media is one of the most frequently 
used sources for meeting the need for health information in 
society, accurate and reliable health information presented to 
the public plays an important role in combating the problems 
encountered (Gezen, 2018; Çınarlı, 2019) explains the repre-
sentation of public health issues in the media in the context of 
communication tools as follows:  

Audiovisual media: Radio and television are preferred 
media for reaching broad and low-income groups, as they 
carry both positive and negative health messages. Health 
news, health programs, expert guests on morning shows, 
sponsorships, and series address health issues and are widely 
used.  

Print media: Newspapers and magazines may contain 
special sections on health, provide supplements, publish spe-
cial health-related scientific publications, and present health 
news.  

Digital media: E-health applications cover financial, ad-
ministrative, and clinical data in health-related institutions 
and play an important role in public health in terms of provi-
ding information transfer, facilitating decision-making, enco-
uraging behavioral change, reducing risks, and facilitating 
communication.  

Social Media: It is a communication space that enables 
two-way symmetrical communication in public health. Social 
platforms used by patients and individuals to obtain informa-
tion, exchange ideas, and share experiences are widely used. 
Not only patients and individuals, but also healthcare provi-
ders, hospitals or doctors, drug manufacturers, pharmacists, 
and NGOs also share on social media. Within the scope of 
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public health, HSGM regularly shares messages on its Instag-
ram, Facebook, and X pages.  

According to Lyons (2000), because individuals are soci-
ally positioned, their beliefs about health and illness are acqu-
ired from the discourse and structures presented to them. 
Media representations of health create and reproduce mea-
nings related to health and illness for both ordinary people 
and professionals. Furthermore, media representations medi-
ate individuals' life experiences. Representations in the media 
have a significant impact on defining and shaping attitudes 
and views about health and illness. Representations create 
ideas and beliefs about health and illness (Lyons, 2000). Media 
representations influence our lived experiences of health and 
illness. By shaping understandings and beliefs about health is-
sues, public policies, and stakeholders, the media plays an im-
portant role in influencing interactions between the public 
and political decision-makers, thereby impacting political de-
cision-making processes (Weishaar et al., 2016). 

4.2. Health Messaging and Perception Management 

Both traditional and new media tools are used to deliver 
health messages and news. Health messages, in particular, can 
create the desired information, emotional, and behavioral 
changes in the target audience. In general, these messages are 
used as a tool to interact, enhance the institution's reputation, 
gain a positive image, increase brand awareness, and persuade 
(Derman, 2021).  

Considering that public health campaigns aim to protect 
and improve health for a large target audience, the use of me-
dia is inevitable. Media activities are used within the scope of 
campaigns to instill conscious and effective health habits. In 
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the field of health, perception-oriented studies are conducted 
to provide individuals with accurate health information, raise 
awareness on health-related issues, and increase the impact of 
communication (Fidan&Yetiş, 2018).  

The concept of perception defines the process of interp-
reting, conceptualizing, and renaming stimuli. Perception 
management is approached as the process of defending one's 
own ideas and directing others in line with one's own interests. 
Perception management emerges as a public relations prac-
tice used by institutions and organizations in line with their 
interests (Derman, 2021). Perception management is conside-
red as activities carried out to influence the opinions of the 
masses in order to elicit the desired response.  Considering 
that public health campaigns are regarded as social campaigns 
and public relations efforts, it is natural that perception ma-
nagement is widely used in such campaigns. The goal of per-
ception management is to influence the target audience. 
Perception management is a communication effort and a 
public relations practice. It requires the use of persuasive 
communication techniques. Messages published during the 
Covid-19 pandemic to encourage the public to get vaccinated 
can be evaluated in terms of perception management. In per-
ception management, the media is used to steer society in the 
desired direction (Derman, 2021).  Perception management 
can use different methods, such as traditional and new media, 
entertainment programs, news, and advertisements, to deliver 
messages to a wide audience and steer social and individual 
consciousness so that individuals can act in the desired direc-
tion. In public health campaigns, it is important that the desi-
red behavior or behavioral change is voluntary and approved 
by society, and consent can be obtained through perception 
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management (Özer, 2019). In perception management, the 
aim is to create awareness in society, change attitudes in the 
desired direction, and change individuals' behavior within the 
scope of health goals. The fundamental objectives and charac-
teristics of perception management can be listed as follows 
(Derman, 2021; Siegel, 2005):  

• It is carried out with the aim of influencing the fee-
lings, thoughts, and behaviors of the target audience.  

• It involves the use of persuasive communication or 
propaganda.  

• It attempts to influence the attitudes, beliefs, and be-
haviors of groups.  

• Messages are conveyed in a way that the target au-
dience can understand. 

• Desired changes in attitude and behavior are created 
in the target audience. 

• Public support is created and maintained to gain and 
sustain legitimacy.  

• By influencing attitudes and behaviors, action is ensu-
red in line with the objectives. 

Digital media plays an important role in perception ma-
nagement. Any information published on social networks has 
the power to spread instantly on a global scale and influence 
masses. Sharing content on social media about health issues 
offers great advantages in terms of being independent of time 
and place, being a cheap means of communication, enabling 
two-way symmetrical communication, allowing information 
to spread quickly to large audiences, being open to interac-
tion, and offering virtual environments. Messages intended  
to be conveyed can be more easily communicated to target 



 

392 

audiences using perception management techniques through 
social media tools. However, the reliability of information ob-
tained on social media is a significant issue. Reaching real and 
accurate messages requires the presentation of reliable, trans-
parent, and evidence-based information. The spread of false 
and malicious messages is also a concern. It is not always easy 
to understand which content is true and which is fake, false, or 
misleading (Tarakçı & Fidan, 2019; Derman, 2021). 

5. Conclusion 
It is understood that the concept of health communica-

tion maintains its existence as an interdisciplinary concept. 
The very broad nature of health communication makes this 
field both important and opens up numerous research areas 
that need to be studied. Examining health communication 
from the perspective of public service announcements and 
social advertising brings with it applications that will particu-
larly reveal the communication dimension. Understanding 
the framework of social marketing, in particular, will enable 
communication efforts to be managed in a targeted, approp-
riate, and strategic manner. Research and applications in the 
field of social marketing will support the effective delivery of 
health messages and the achievement of health goals.  

When it comes to public health, various communication 
approaches and tools are employed. This study presents the 
framework of social campaigns that utilize strategic commu-
nication efforts from a health communication perspective. It 
highlights the functions of public service announcements and 
public service spots, which play a significant role in health 
communication initiatives. Additionally, it offers insights into 
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how digital communication tools can support efforts to imp-
rove public health. 

In the process of delivering health messages to the target 
audience, particular attention is drawn to how health is repre-
sented in the media. Health messages are produced by many 
people, both correctly and incorrectly. The representation of 
health in the media is therefore important. The credibility of 
messages is closely related to who creates them and for what 
purpose. In order for messages related to public health to be 
delivered in the desired and expected way, perception mana-
gement techniques are particularly employed. Considering 
that issues concerning public health will appeal to a very broad 
target audience, perception management emerges as a met-
hod that should be carefully considered in communication ef-
forts. 
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