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Background and Need

 From 2000-2007 in Massachusetts

 Spanish speaking population has grown from 6.8 to 8.2% 

of the total

 Hispanic stroke burden

 Hispanic stroke risk factor prevalence:

 Reporting among the highest prevalences for several 

cardiovascular risk factors

 Significant upward trends in prevalence of risk factors such 

as hypertension

Source: US Census (MA); MA BRFSS



Background and Need

 In 2007

 90% of MA residents would call 9-1-1 if they 

suspected a heart attack or stroke

 But ONLY 23% knew all the signs and symptoms 

of a stroke

 Reluctance to call 9-1-1 among 

immigrant/non-English speaking 

populations

Source: 2007 MA BRFSS; 2006 MDPH Formative Research



Stroke Heroes Act FAST

 Educational materials and media campaign 

developed and conducted in MA

 Derived from the Cincinnati Pre-hospital Stroke 

Scale

 Face 

 Arm

 Speech

 Time



Cultural Adaptation

 As opposed to a translation

 Culturally appropriate scenarios

 Familiar characters and names

 Familiar musical style

 Focus groups conducted and feedback 

incorporated





Media Campaign Objectives

 To increase observable stroke signs and 

symptoms knowledge among Spanish 

speakers

 To increase knowledge and use of the 

English word “Stroke”

 To encourage members of the community 

to call 9-1-1 at any sign of a stroke



Campaign Timeline and Placement

Date of 

Campaign

TV Radio Print

July 2007

January 2008

June 2008

January 2009



Evaluating the Campaign - Methods

 Pre- and post-campaign surveys conducted

 Validated BRFSS-like questions

 Offered in both English and Spanish

 Sample consisted of households with Hispanic 
surnames

 Analyzed using SAS 9

 Trend analyzed using JoinPoint Regression 
Program 3.3



Evaluating the Campaign - Results

Knowledge Domain Trend

Awareness of stroke advertising ↑

Awareness of Habla, Brazo, Cara, Hora ↑

Unaided symptom knowledge ↑

Aided symptom knowledge ↑

All three campaign symptoms knowledge ↑

Would call 9-1-1 ↑



During the past few months, have you seen, read, or heard 

any advertising or health information in Spanish about the 

warning signs and symptoms of a stroke?

% Responding “Yes”
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significant trend 
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(p<.05)
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Have you ever seen or heard the Spanish words 

“habla, brazo, cara, hora” 

to help people remember the warning signs of a stroke?

% Responding “Yes”

*

25

34

48
46

57

10

20

30

40

50

60

2007 Pre-test July 2007 Post Jan 2008 Post Jun 2008 Post Jan 2009 Post



Campaign Terminology 

Awareness
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As far as you know, what are the symptoms of a 

person who is having a stroke?
Unaided Symptom Awareness Change
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Which of the following do you think is a symptom 

of stroke?
Aided Symptom Awareness Change

Pre-campaign 

July 2007
Post-campaigns 

February 2009
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If you thought someone was having a stroke, what is the 

first thing you would do?
% Responding 

“Call 9-1-1”
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Conclusions

 The ¿Será que es un STROKE? media campaign:

 Increases stroke S&S knowledge

 Increases knowledge of the English word “Stroke”

 Encourages members of the community to call 9-1-1 at 

any sign of a stroke

 Spanish, as well as English & Portuguese, version 

can be licensed and used by any entity
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