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Outline/Agenda

1. Participants will gain a greater understanding and 
recognition of bias and develop strategies for working with 
it - both within their own organizations and when crafting 
communications to specific target audiences.  

2. Participants will be able to build better targeted, more 
successful healthcare communications.  

3. Participants will learn implementation strategies that allow 
organizations to navigate bias internally and become more 
effective in reaching their objectives. 



Our Brains Are Built For Unconscious Preferences

▪ Designed for safety and energy conservation

▪ Use continuous memory-based predictions

▪ Prioritize the familiar

▪ Seek patterns

If they are unmanaged: We have unconscious bias



Examples of Cognitive Biases

▪ Overrating information that comes easily to mind (Availability 
Heuristic)

▪ Feeling overwhelmed when offered more options (Choice 
Overload/Decision Fatigue)

▪ Difficulty changing one’s beliefs/actions despite having information 
encouraging the change (Cognitive Dissonance)

▪ Looking for data that supports your beliefs (Confirmation Bias) 



Examples of Cognitive Biases

▪ Positive or negative impressions in one area affecting our 
opinions and beliefs about another area (Halo Effect) 

▪ Underestimating the likelihood of success (Negativity Bias)

▪ Focusing on information that is more prominent and ignoring 
information that is less so (Salience Bias)

▪ Tendency to leave things as they are (Status Quo Bias)



Dana-Farber Cancer Institute

▪ Excellence in Cancer Treatment and Research

▪ Principal Teaching Affiliate of Harvard Medical School

▪ NCI-designated Comprehensive Cancer Center

▪ Founded 75 years ago by Sidney Farber

▪ Offers over 1,100 clinical trials

▪ Top recipient of NIH cancer research funding 





Community Advertising Examples
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The Criticality of Communication

▪ Lessons from smokers

▪ The pitfall of preaching

▪ How empathy bridges the divide

▪ The importance of familiar (people, cultural references, word-of-
mouth)





Our mission and our values 

are woven into everything we 

do. We are committed to 

building and sustaining

a community where human 

differences are valued and 

celebrated, and where 

everyone feels

welcome. When we practice 

these inclusive behaviors  as 

individuals, teams, and an 

institute, we contribute to 

better results for our patients, 

our people, and our 

community.

Inclusive 

Behaviors









Practical Tools for Challenging Bias

▪ Diversity on the team

▪ Standardized process

▪ Ask the community

▪ Test your assumptions

▪ Lead with empathy and curiosity



Three Key Take Aways

1. Bias is inherent in everyone – marketers as well as 
target audiences

2. Commitment to managing bias is an enterprise-level 
effort

3. How you communicate matters



Questions?
Please be sure to complete the session evaluation!



Bibliography/References Slides



Our mission and our values 

are woven into everything we 

do. We are committed to 

building and sustaining

a community where human 

differences are valued and 

celebrated, and where 

everyone feels

welcome. When we practice 

these inclusive behaviors  as 

individuals, teams, and an 

institute, we contribute to 

better results for our patients, 

our people, and our 

community.

Inclusive 

Behaviors



How To Use This Guide

Dana-Farber staff, faculty, and leadership developed this guide to define what it means to be inclusive at 

Dana-Farber and how to use these behaviors. This guide creates a common language and expectations 

for all of us to practice. As we integrate these behaviors into how we work, let’s keep in mind the 

following:

Show kindness and gratitude.

Assume good intent and show compassion for others by listening to their perspective. Be mindful in your 

interactions and acknowledge individuals and situations that demonstrate these behaviors.

Create a safe place to learn.

Step out of your comfort zone and empower others to do the same in practicing these behaviors. 

Learning and growth happen when we acknowledge both accomplishments and mistakes.

Step out of the norm.

Have the conversations that matter at the right time. Show courage and respect in providing 

constructive observations and feedback to others that builds up, rather than tears down.

Be all in together.

We are building one community together. Just as we all contribute to our mission, we each play a part 

in creating an environment of belonging.



Consciousness
Self-reflection and awareness 

of one’s own strengths, gaps, 

and impact on others

Curiosity
Different ideas and experiences

enable growth

Commitment
Demonstrating and

staying the course takes 

consistent practice

Collaboration
A diverse-thinking team is greater

than the sum of its parts

Dana-Farber 

Inclusive 

Behaviors

Courage
Talking about

imperfections 

involves personal 

risk-taking

Cultural Intelligence
Not everyone sees the world

through the same cultural frame

Highly inclusive people demonstrate 

these behaviors in their thoughts and 

actions.
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