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Background:

* Developing, testing, and disseminating
culturally and linguistically appropriate
media for audiences identified by the HHS
Office of Minority Health as having been
disproportionately burdened by COVID-19.

* People with intellectual and developmental
disabilities (IDD) included as priority
population.

« Materials developed by partner advertising
agency based on focus groups with priority
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Methods:

Total number of ads tested — 3 print ads.

Eye tracking (ET), facial expression (FE),
and survey questionnaire data were collected
and analyzed.

Areas of interest (AOls) were defined within
three print advertisements and comprise
regions within the ads that were deemed
most important for viewers to see.

iIMotions neuromarketing software was used
to collect eye tracking and facial expression

population. " P T data in conjunction with self reported data.
: * Whole study run through Qualtrics.
Methods:
» Participants included people with IDD who : e Results:
were 18-25 years old. , . l - - - = | + Respondents spent considerable time
* The study was piloted with USF’s Learning | I | | ; looking at the ad and made facial

Academy students to determine if the
format of this study was feasible to be
completed by people with IDD.

» Survey link was distributed via partner
organization Association of University
Centers on Disabilities (AUCD) and
completed by participants remotely;
participants also included USF's Learning
Academy students who completed the
survey at a USF computer lab.

 NCRN survey adapted for people with IDD

Original Survey: Adapted Survey:

Thinking about the ads you have viewed, please indicate
how strongly you agree or disagree with each statement
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What would you change about this ad?

expressions while doing so.

People with disabilities were not included In
the development of the iMotions (Affdex)
facial expression analysis algorithm. Findings
for FE are exploratory.

The "Vaccine is good for your health” ad
seemed to evoke the most emotion, followed
by the “Your health is first” ad. The orange ad
evoked little emotion compared to the other
two ads.

We observed that participants read through
all the text on each ad.

Participants favored pictures of real people
with disabilities being featured in the ads.
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It didn't really make sense to say that getting sick would hurt a lot. Getting sick
isn't fun but it doesn't really hurt
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