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We developed and evaluated the reach and impact of a community-partnered, multi-media educational 
campaign designed to provide evidence-based information to address parents’ fears/concerns and 
encourage vaccination of their eligible children. We chose to target the campaign to parents on the Eastside 
and in South Los Angeles, in areas with the lowest pediatric vaccination rates. We used an online survey to 
evaluate the efficacy of our campaign messages, and asked questions to ascertain parents’ intent to 
vaccinate their eligible children.

Purpose Methods

• 43% of respondents had seen the VXLA campaign organically through our various channels of dissemination 
(social media, VXLA website, etc.)

• After watching VXLA campaign content, 50% of respondents looked up more information on pediatric COVID-
19 vaccination. 

• The only significant driver in the model is having a college degree, as those with college degrees are 
estimated to be slightly more likely to have or plan to have their children vaccinated. 

• Spanish speakers and people with a college degree were the most likely to recall seeing the VXLA campaign.
• Nearly two-thirds of respondents view the VXLA campaign as useful and important and the impetus for 

starting discussions with their children about vaccination.

We wanted to evaluate the efficacy of our culturally-tailored, targeted health campaign messages on parents’ 
intention to vaccinate their children, which content parents remembered most, which messages influenced their 
decision to vaccinate, and hesitations and motivations for vaccinating their children. We recruited 293 Black 
and Latino survey respondents from 69 zip codes in which vaccination rates were low. The survey period was 
from May 12 to June 4, 2022. Then we ran four logistic regression models to understand the effects of the 
campaign exposure.

Results
Culturally-tailored messages that encourage parents to get their children vaccinated against COVID-19 can 
impact their likelihood of seeking out more information, starting discussions, and overcoming hesitations and 
barriers to vaccination, especially among communities of with low vaccination rates. We can also ascertain 
motivations for vaccination in these communities, which will inform future health campaign messaging. Finally, 
this campaign illustrated the value of partnering with communities to develop messages that resonate.

Conclusion

Future Directions
Our culturally-tailored, targeted community partnered approach provides a model that can be applied to other health threats including infectious diseases and chronic conditions.
We aim to produce additional campaign content to support CDC guidelines regarding vaccination and the bivalent booster. 

Interested in learning more about VaccinateLA?
Scan to see our website, videos and reports!
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