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The second Sunday of March is the observance of daylight savings time, where people
set their clocks forward an hour, which results in a loss of an hour in sleep. On the Monday after
daylight savings time, there is a reported 24% increase in hospitalizations for acute myocardial
infarctions (AMI) or heart attacks due to a lack of sleep (Spector, 2017). However, there’s a 21%
reduction in AMI on the following Tuesday after daylight savings time. Certain people with
heart disease, heart failure, those who experience sleep deprivation and the obese are more prone
to experience a heart attack (Venosa, 2016). Daylight saving time affects the body’s circadian
rhythm because the body’s internal clock uses daylight to stay in sync with the body as it
changes (Venosa, 2016).
To raise awareness and to encourage patients to get help for their sleep habits, the
American Heart Association, which is a division of the American Heart Association | American
Stroke Association, will release a campaign called “Spring Forward, Take a Few Steps Back.”
The campaign will aim to see a 5% decrease in heart attacks on Monday, March 12, 2018, while
overall educating the public about how sleep deprivation is linked to heart attacks and
encouraging people to change their behaviors and sleep while offsetting the costs of
hospitalization. This campaign aims to earn a 5% increase in regular visitors to AHA website and
2% increase in volunteers. The American Heart Association celebrates National Heart Month
during February (American Heart Association, 2017). “Spring Forward, Take a Few Steps Back”
will release campaign materials on February 15, 2018. The release of this campaign will occur as
an intuitive during Heart Failure Awareness Week.
Heart failure is the most common reasoning of hospitalization of those over the age of 65
(American Heart Association, 2017). On AHA’s website for heart failure, they encourage
patients to first understand heart failure, identify your heart failure needs and to explore heart
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failure options (American Heart Association, 2017). Obesity rates remain at unacceptable levels
with over 1/3 of adults age 20 and over considered obese (Mattson and Hall, 2011, pg. 8)
Statistically, heart attacks are most prominent on Mondays, but daylight savings time causes a
significant increase in heart attacks (Casteel, 2014). The average hospital sees approximately 32
heart attack patients and about an 8 patient increase following daylight savings time (Casteel,
2014). Previous studies have shown that a lack of sleep can trigger heart issues, but small
changes in sleep habits can have detrimental effects (Casteel, 2014).
The campaign’s message will advise those a risk to avoid exposure to lights during night
time, to go to bed early to get more sleep, to take naps if needed and to avoid cellphone and
tablets before bed (Venosa, 2014). This will encourage people to get sleep a few hours early. A
logo will be used for all communication materials to help with branding. The following
campaign materials will be used commercial advertisement, social media, web page, press
release, and print flyers. Information about “Spring Forward, Take a Few Steps Back” will be
included under pages for certain conditions like heart failure to help people to monitor their sleep
habits (American Heart Association, 2017).
This campaign will work to help patients have a better understanding of self-efficacy.
One’s efficacy of the situation is pertaining to the effectiveness, feasibility, and ease with which
a recommended response impedes on a threat (Mattson and Hall, 2011, pg 89). The response
efficacy refers to the belief that the recommended action will bring about the desired result or it
will stop the threat (Mattson and Hall, 2011, pg 89). However, for an individual, it depends on
their self-efficacy which is the belief that one is capable of performing recommended actions
(Mattson and Hall, 2011, pg 89). One’s own self-efficacy, which is one of the characteristics of
the Health Belief Model, fits within the intrapersonal context of influent for health campaigns
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because it seeks to explain and encourage or discourage individuals to adopt recommended
health actions (Mattson and Hall, 2011, pg 221).
Health disparities exist in health and healthcare access depending on individual’s
socioeconomic status, race, ethnicity and health insurance status (Mattson and Hall, 2011, pg 9).
Field representatives will work to reach out to those who lack healthcare or resources to receive
the message. Cardiologists, general physicians, nursing home administrators, those with heart
conditions, and family to those with heart conditions will be reached by the field representatives.
Communication is difficult in healthcare settings because people don’t understand and appreciate
the complexity of the communication process where the wrong model or process of
communication is in mind, we consider communication to be one way between the sender and
receiver and we assume that the message will be sent and received (Mattson and Hall, 2011, pg
16). The model of communication will be used for this campaign within the organizational
context, which is communication that takes place in a social collectivity with common goals
coordinated activity, environmental embeddedness, structure and communication (Mattson and
Hall, 2011, pg 20). Communication is a transactional process, which is two-way rather than oneway process as we simultaneously send and receive messages (Mattson and Hall, 2011, pg 22).
Field representatives, such as employees of AHA and volunteers known as heart
advocates, will be able to serve as field representatives to enable two-way communication. This
campaign will serve as external cues to action which are stimuli that come from the media,
coworkers, family friends and healthcare providers (Mattson and Hall, 2011, pg 95). In a public
context, field representatives will work with local hospitals and cardiologist to remind their
patients that about daylight savings time and how the lack of sleep can be detrimental. The field
representatives will provide answers for to consumers on hotlines, social media accounts and in
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person to those who are at risk for heart attacks. Prepared answers will be made frequently asked
questions that will occur on social media channels or face-to-face communication.
Doctors and healthcare teams will be advised by the field representatives to create a small
group communication, but then interpersonal communication for patients (Mattson and Hall,
2011, pg 19). This is where a doctor might evaluate a patient’s health habits during interviewing.
This provides the opportunity for the doctor to encourage the patient to monitor his or her sleep
habits. Healthcare providers could work on internal communication within the hospital since the
Monday after daylight savings time will have an increase of patients. Print advertisements will
be given to healthcare providers for the doctor’s offices and to patients. However, the print
advertisements can available for download online where heart advocates could place the flyers at
bulletin boards on gyms, bus stations and places of religious worship.
The American Heart Association has used advertisements in Spanish on their website to serve an
intercultural and multicultural context. The American Heart Association Offices will provide
field representatives training on how to talk to the media and work with people of different
cultures. In some areas, advertisements in a certain language might not be feasible in some areas,
but a service learning for foreign language students at colleges might be needed to translate
materials to patients with heart conditions.
According to a Pew Research Center, 38% of adults get their news from online platforms
(Mitchell et. al, 2016). However, television is the most utilized source for news at 57% of adults,
but it is used more for those in the age categories of 50-64 and 65+ (Mitchell et. al, 2016). Those
65 and older, who are at risk from heart failure, roughly 48% get their news from a newspaper
(Mitchell et. al, 2016). Press releases will be distributed to newspapers and news networks that
vary from global, national and local. Each press release will have contact information tailored for
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local representatives. Press releases will be on the AHA | ASA Newsroom website,
http://newsroom.heart.org. Employees who are field representatives will be instructed to the only
spokespeople on behalf of AHA and be trained for media interviews via web conferences.
The advertisements will create steps which work with steps for the reconceptualized
Health Belief Model (Mattson and Hall, pg 91). This presents a perceived severity which relates
to the assessment of a threat refers to perceptions about the seriousness of a health threat
(Mattson and Hall, pg 93). The video advertisement will show people having trouble falling
asleep and even staying up to watch television where later these people have heart attacks the
next day. A voice over will explain how the Monday after daylight savings time will provide
extra stress where it could lead to a heart attack, but getting extra rest could help. The video
advertisement will air on the campaign’s release date on February 15 during the 6:30 pm eastern
time news blocks and it will appear on 2 other weeks, but to offset advertising costs, the video
advertisement will appear on social media as a sponsored post to raise awareness.
This campaign will heavily rely on online social networks such as Facebook, Twitter, and
Instagram to communicate social support in health, which is verbal and nonverbal
communication between recipients and providers that reduces uncertainty about situation, the
self and other or the relationship, the functions to enhance a perception of personal control in
one’s life experience (Mattson and Hall, 2011, pg 182). This will serve those with heart
conditions in the younger demographic. Some of the key features in social support include
network, psychological help, physical help and financial help (Mattson and Hall, 2011, pg 183).
Ultimately, all campaign materials will serve as the call for action for people visit website for
information that will help people get help to prepare for daylight savings time. Information
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seeking involves patient gather information from healthcare provers about aspects of their health
conditions from diagnosis to treatment (Mattson and Hall, 2011, pg 142).
This campaign will enable information provision which refers to the act of giving
information to healthcare providers, which provides challenges such as providing relevant and
accurate information and telling the truth (Mattson and Hall, 2011, pg 144). Studies from Casteel
have seen limitations in the study such as circadian rhythms. Overall this campaign can remind
patients to change their behaviors for their sleep habits. Jensen’s criteria for an ethical situation
or dilemma include a significant impact on other, conscious choice between means and ends and
communication can be judged by the standards of right and wrong (Mattson and Hall, 2011, pg
39-40). This would be used when the AHA is urged to use legislative efforts to ban daylight
savings time, but AHA will state in materials that they are not in favor of changing daylight
savings time, just helping the public. Ethically, AHA must recognize the limitations within the
study and look into research for possible problems. Although sleeping problems are a common
side effect of heart failure, those who were given sleeping pills were eight times more likely to
experience readmission into the hospital failure or cardio vascular related death (Whiteman,
2014). This will remind patients that sleeping pills might not be beneficial to those with heart
conditions.
For the evaluation, the main indicator will be the measurement of hospitalizations from
heart attacks will be recorded from March 11-March 17, 2018 and compared to hospitalizations
from March 12-18, 2017. The hospitalizations in each state will be compared by each state and to
the national average. The states of Arizona and Hawaii does not observe Daylight Savings Time,
which could be used a control group (Craven, 2017). Hospital records will be gathered to report
whether there was a decrease in hospitalizations. Another reasoning for comparing states is
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Indiana is mainly dark until 8 am due to it being in the Eastern Standard Time Zone even though
borders the state of Illinois, which is on the Central Time Zone (Terman, 2014). Measurement of
a 5% increase in regular visitors to AHA website and 2% increase in volunteers will show the
campaigns success. Social media sites should have an engagement level of 5,000. The goal for
print flyers are 5, 000 downloads. However, a 25% of coverage of the press releases by news
outlets is needed for the success of media outreach “Spring Forward, Take a Few Steps Back
campaign. The amount of media coverage per a certain geographic area will be compared to
hospitals that region versus the national average. Results will be gathered and compiled into a
report that will be released by May 1, 2018. Overall, this campaign might help cause not only a
decrease in heart attacks but offset the costs of hospitalization and healthcare.
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Appendix D
Social Media Posts
February 15, 2018
Facebook: There’s a 24% increase in heart attacks on the Monday after daylight savings time.
Getting rest can help. For more information, visit: heart.org/springforward Attachment: Video
advertisement
Instagram: There’s a 24% increase in heart attacks on the Monday after daylight savings time.
Getting rest can help. For more information, click the link in our profile. #hearthealth
#daylightsavings #heartattack #heartcare Attachment: Video advertisement
Twitter: There’s a 24% increase in heart attacks on the Monday after daylight savings time.
Getting rest can help. For more information, click the link in our profile: Attachment: Video
advertisement
March 1, 2018
Facebook: The upcoming tax season can create added stress along with daylight savings time.
Support is available to help with stress management at heart.org/springforward. Attachment:
photo of someone trying to do their taxes
Twitter: The upcoming tax season can create added stress along with daylight savings time.
Support is available to help with stress management at heart.org/springforward. Attachment:
photo of someone trying to do their taxes
Instagram: The upcoming tax season can create added stress along with daylight savings time.
Support is available to help with stress management. Click link in profile. #Attachment: photo
of someone trying to do their taxes
March 10, 2018
Facebook: You might spring your clocks forward tonight, but your heart might need for you to
get some rest. For more information on how to get support visit: heart.org/springforward
Attachment: image of a clock
Instagram: There’s a 24% increase in heart attacks on the Monday after daylight savings time.
Getting rest can help. For more information, click the link in our profile. Attachment: image of a
clock #hearthealth #daylightsavings #heartattack #heartcare
Twitter: You might spring your clocks forward tonight, but your heart might need for you to get
some rest. #daylightsavings Attachment: image of a clock
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