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Coverdell Stroke 

registries (4 States) 

• 45% of stroke 

patients had 
documented symptom 

onset time

• 48% of those with 

documented time 

arrived within 2 hours
• Only 22% of all 

stroke patients 

arrived within 2       

hours

• 53% arrived by 
ambulance

• Need to increase % 

arriving within 2 hours 

and % arriving by 

ambulance

I. Background

• Focus Groups

–4 focus groups with adults in 
Capital Region (May-June, 2006)

•2 with African Americans
•2 with mixed audience

• Messages

–Used F-A-S-T mnemonic

–Key messages repeated in all 
TV ads:

•“call 9-1-1 within 1 hour of 
beginning of any symptom”

–New Treatment is available

–Symptoms are often not painful
–Why it is better to arrive by 
ambulance

• Media

–TV- 30 sec. spots
–Radio - 60 sec. spot

–Transit- bus shelters, outside 
and inside buses

–Print Material (table tents, 
pharmacy cards, & magnets)

II. Campaign Development III. Results

• Telephone survey of 
adults >30 yrs in the 
Capital Region and control 
community (Orange 
County)

• Get With the Guidelines 
data from 5 Designated 
Stroke Center Hospitals 
(de-identified)

IV. Conclusion

• Intensive mass media 

campaigns can increase 

intent to call 9-1-1 for 

symptoms of possible 
stroke

• Formative research is 

important for crafting 

messages

• Need for consistent 

messages
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