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A brief background 

• Professor and Department Chair of Marketing, Stony 
Brook University College of Business

• PhD and MBA from University of Chicago, Booth 
School of Business

• Formerly on the faculty at Columbia University 
Mailman School of Public Health (2011-2013)

• 5 published research papers on vaccine hesitancy, 5 
more in the pipeline and an additional 5 focused on 
healthcare access and utilization

• 2021 Journal of Consumer Affairs Best Paper 
Award Winner



Vaccine Hesitancy Examples
Established Immunizations

• Debunked Wakefield studies contributed to 
hesitancy re: MMR vaccine

• Among generally pro-vaxx parents, many parents 
express desire to delay or “spread out” 
infant/toddler vaccination schedule

COVID-19

• “I’m worried about potential side effects with no 
research on long-term effects of being vaccinated” 
– anonymous (kff.org)

• “I’ll definitely be waiting until more people take it 
[the COVID-19 vaccine] and they’ll probably make 
some changes to it, and maybe I’ll be able to make 
a better decision in a couple of years, not now, 
though” – Anthony Lopez (Goldstein, 2021)



Vaccine Hesitancy

• Involves doubts about vaccines and their “general advisability”
• An attitudinal continuum, capturing doubts due to several factors
o Perceived risk, safety concerns, social norms, lay theories of immunity, 

religious beliefs, lack of trust in the medical field/governmental 
institutions, etc. (Browne, 2018, Dubé et al., 2013; McKee & Bohannon, 2016)

• Causes delay or refusal of vaccines (MacDonald, 2015)

• More prevalent in traditionally underserved populations (Boyd, 2021) 

• ≠ vaccine skepticism (negative attitudes & general distrust toward vaccines) (Browne 
et al., 2015, Peretti-Watel et al., 2015)



Factors Impacting Vaccine Hesitancy and 
Acceptance

Factor Impact on vaccine 
acceptance 

High Perceived Risks of Being Vaccinated (i.e., fear of side effects)

Low Perceived Risk of Contracting Serious form of disease

Lack of trust in Medical Institutions/Providers

Highly concerned over safety (e.g., pace of development, concern over ingredients)

High preference for building “natural immunity” through infection

Social norms: Trusted Family & Friends are vaccinated

High Trust in Science/ High trust in CDC/WHO

Low in Psychological Reactance 

Regret: High ability to consider negative consequences of serious disease if not 
immunized

High Susceptibility to Vaccine Misinformation



How to Best Communicate with Community 
Members and Patients?
• No “one size fits all approach”
• Demographic vs. Psychographic/Behavioral Approaches



Demographic vs. Psychographic/Behavioral 
Approaches
• Demographics (e.g., Age, Gender Identity, Race, Ethnicity) are often 

tracked and data may be easily accessible for your community
• Psychographic and Behavioral measures (e.g., risk attitudes, safety 

concerns, measures of trust, vaccine uptake) may be harder to 
capture/require more data coordination, but are much more 
informative

• Going back to factors impacting vaccine acceptance table, the factors I 
suggested are all Psychographic/Behavioral because a demographic approach 
would assume for instance, that everyone in a group (M/F, College 
Age/Middle Age, etc) has the same underlying thoughts, attitudes, and 
feelings. We know this isn’t true. 



How to Best Communicate with Community 
Members and Patients?
• No “one size fits all approach”
• Demographic vs. Psychographic/Behavioral Approaches
• Be mindful of unintended consequences



Example of Unintended Consequences from my research

How does this messaging impact demand for vaccinations?



Unintended Consequences of Scarcity Messaging 
(Pereira et al, 2021)

• Common wisdom might lead to belief that scarcity increases demand
• In a series of studies, we find that communicating vaccine doses are 

scarce DECREASES willingness-to-vaccinate and vaccine acceptance by 
10%

• This effect is observed even amongst those with chronic health conditions 
(who especially need vaccine doses)

• This effect is most pronounced for individuals who are high in compassion



How to Best Communicate with Community 
Members and Patients?
• No “one size fits all approach”
• Demographic vs. Psychographic/Behavioral Approaches
• Be mindful of unintended consequences
• Understanding population “segments”

• Research to inform segmentation analysis
• Primary (survey techniques) and Secondary Data Collection (analysis of existing data, 

“data scraping” of public social media platforms/communities)



Segmentation Analysis

• Bedrock of marketing and one of the most important contributions of 
marketing to business (Kotler, 1994)

“No one in their right mind tries to sell to everyone” 

• Embraces and recognizes diversity
• Allows for understanding who people are and how they differ from each 

other in terms of underlying attitudes, behaviors, and preferences 

• For our purposes, impacts how receptive people will be to vaccine-
related communications and vaccine acceptance

• Most impactful – segmentation analysis based on psychographics vs. 
demographics 



Example: Segmentation 



Research to Inform Segmentation Analysis: 
Example



How to Best Communicate with Community 
Members and Patients?
• No “one size fits all approach”
• Demographic vs. Psychographic/Behavioral Approaches
• Be mindful of unintended consequences
• Understanding population “segments”

• Research to inform segmentation analysis
• Primary (survey techniques) and Secondary Data Collection (analysis of existing data, 

“data scraping” of public social media platforms/communities)

• Segmentation Analysis informs messaging
• Need many different messaging approaches, tailored to segments underlying 

attitudes and behaviors, media usage habits



Data-driven messaging: Example

• From my research: We explored preference for informational vs. 
emotional processing when people consider the pace of vaccine 
development with a focus on increasing vaccination intentions



Potential Partnerships

• I’m always available for conversation and collaboration
• Email: stacey.Finkelstein@stonybrook.edu
• I’m also on LinkedIn if you would like to connect there

• Collaboration with SBU Faculty on Messaging
• Faculty in College of Business mainly, but also School of Communication and 

Journalism
• Expertise across the lifespan (i.e., we also have marketing faculty who specialize in 

developmental/lifespan approaches)
• Relevant for departments of health but also providers, pharmacists looking to 

provide a better service experience for patients/customers
• I’m open to collaboration for smaller projects or larger projects requiring 

grants/funding support 

mailto:stacey.Finkelstein@stonybrook.edu


Summary: Best Practices for Communicating

• No “one size fits all approach”
• Demographic vs. Psychographic/Behavioral Approaches
• Be mindful of unintended consequences
• Understanding population “segments”

• Research to inform segmentation analysis
• Primary (survey techniques) and Secondary Data Collection (analysis of existing data, 

“data scraping” of public social media platforms/communities)

• Segmentation Analysis informs messaging
• Likely to need many different messaging approaches, tailored to segments 

underlying attitudes and behaviors, media usage habits

Summary: Evidence-Based Decision Making Grounded in Best Practices in Marketing 
Theory Should Inform Communication Strategies
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