
2011



 One-time Public Health Emergency Response 
(PHER) funds



 Changed approach from outdated strategy
 Utilized Leadership Council
 Recruited champions – “Flu Kickers”
 Training and Education in September



“Flu Kicker” 

Campaign



 Offered flyers, decals and other information 
throughout flu season

 Explored other means of vaccine distribution

 Partnered with OAIC for current, accurate 
information through one-on-one teaching

 Worked with data from the Oregon Health 
Authority/Public Health Division



 Increased education and communication to 
Legacy Health employees 

 Increased employee involvement through 
incentives and recognition

 Projected vaccination rates improvement from 
63.3% to 70% for 2011-2012



 Realized that plan A (pay check stuffers) 
would not work

 Immediately remedied the issue with a new 
plan

 Started at the top by involving upper 
management



Process

 Survey: Health Care Worker’s Attitudes and Beliefs

 Focus Group



 Focus Groups
◦ 6 Clinics
◦ 2 Hospitals
◦ 1Assisted Living Facility
◦ 1EMS/Fire
 Total:  1535 survey respondents

45 Focus Group Participants



 Vaccine Causes Illness

 Healthy/Don’t Need

 Other

 Needle Phobia

 “Natural” Immune Response is Better
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Free Easy Access Education Incentives Other

Strategies to Increase Flu Vaccination



 Designate a Flu Campaign Coordinator
 Hold no-charge vaccine clinics in easy to 

access locations
 Develop a written vaccination policy
 Incentives
 Education
 Monitor employee immunization



Process
 Took on ~1150 extended care facility staff

 Created Multi-media packet

 Part-time Health Educator



 Brochure specific to employees at extended 
care facilities

 Two social media posters; one strongly 
worded, one softly worded

 Digital materials for facility use on USB flash 
drive







 Started with Administrators

 Campaign to be utilized this flu season

 Need further funding to keep health educator 
through flu season

 Time to do final analysis



 The ONA project set out to “create a social 
media campaign that provides education to 
Oregon’s Nursing Professionals and student 
nurses and assists them to make informed 
choices about receiving annual influenza 
vaccine in order to protect their clients, 
families, and themselves”.



 http://www.oregonrn.org/



Nurses:  The Power to Protect

http://www.facebook.com/pages/Nurses-The-Power-To-Protect/143658209037214



 Health promotion video competition for Oregon’s 
schools of nursing

 Promotional flyers

 Regular postings in the Friday e-newsletter, ONA 
website and e-mail communications



 Only 36 hits to Facebook page

 No entries into student video competition

 Hope to increase access after summer and 
into fall 



Process
 Why they say “No” and what to do about it

 Initial survey sent to all county health department 
employees who declined last year

 40 respondents (26% survey response)



 Variety of posters geared to multiple 
audiences







 Survey - 26% response

 Listening Sessions conflicted with policies 
and had to be cancelled

 Clarified healthcare worker definition to be 
included in updated policy before the 2011-
2012 season



 Developed a employee flu vaccination health 
communications plan with promotional 
messages and clear policy communication

 Employee flu vaccination promotional 
campaign messages based on information 
derived from the survey and literature search



 Reasons for declination:
◦ Concern about vaccine additives
◦ Feelings that vaccines are forced upon them
◦ Distrust of government recommendations and 

policies relating to influenza
◦ The vaccine is not necessary
◦ Doubts about vaccine efficacy
◦ Belief that vaccine could cause the flu



 Silverton Hospital
◦ 750 employees

 Silverton Together
 Silverton Fire
 Mt. Angel Fire
 Marion County Public health Immunization 

Branch
 Woodburn Ambulance



 Partners met monthly

 Ad campaign that would appeal to the 
“helping nature” of all involved

 Focused on employees with direct contact to 
vulnerable population





Worn by vaccinated staff to show  
clients that their care provider is 
protecting them



 Each agency developed its flu vaccination 
tracking method 

 Each will post these numbers in their facilities





Process
 “Beat the Flu” luncheon
 Employee survey
 Newsletter article
 Flyers 
 Graphic on electronic time clock display



Beat the Flu article



Invitation Poster



Influenza Questionnaire



 73% plan to be vaccinated in 2011-2012

 23% would not

 4% would consider doing so



 Kickoff event with chicken soup and 
vaccinations

 Vaccines offered on all shifts to make 

 Promote vaccination awareness through 
employee newsletter, flyers, etc.



 Increase 2011 Vaccination Rate to 75%, from 
51% in 2010



Thank you….
Jeanine Whitney, RN

971.673.0281
jeanine.r.whitney@state.or.us
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