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Risk communication
“Trust’

Health communication
Informed choice’

Media communication
‘Attention grabbing’
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Oppsumering: TENK s
* Trust — yet not boring. Q@/‘Gf/
e Emotions —yet not ‘emotional’. |
* Narratives — yet factual and informative.
* Kreativitet — yet not crazy.



World Health Organization YouTube
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https://www.youtube.com/watch?v=BtN-goy9VOY
https://www.youtube.com/watch?v=I5-dI74zxPg
https://www.youtube.com/watch?v=x6cTDGqcUpA
https://www.youtube.com/watch?v=fgBla7RepXU
https://www.youtube.com/watch?v=N36qgxcd5XU
https://www.youtube.com/watch?v=54XLXg4fYsc
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“People will forget what you said,
people will forget what you did,
but people will never forget how

you made them feel.”

Maya Angelou
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science education
science communication
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Nye eksempler
Nye bilder
Nye ...







“Findings should be communicated for the benefit of
the widest possible community.”

International Statistics Institute professional ethics

“Users should be at the centre of statistical production:
their needs should be understood, their views sought
and acted on, and their use of statistics supported.”

UK code of practice for Statistics




“This can only be done through
active dialogue”






