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2023 Edelman Trust Barometer

Multi cred ca o persoana obisnuita poate sti la fel de multe ca un doctor

Percent who agree

GLOBAL 12

The average person who has done their
own research is just as knowledgeable Age 18-34 Age 35-54 Age 55+
on most health matters as doctors

O persoana obisnuita care a facut documentare
stie la fel de multe pe majoritatea subiectelor de
sanatate ca un doctor.

44
36

More than 4 in 10 of those 22
age 18-34 agree



2023 Edelman Trust Barometer

Cele mai mari bariere in a asigura sanatatea

Among the 82% who say there is a gap between how well they are currently taking care of their health
vs how well they should be, percent who say

GLOBAL 9 O—O—@ Significant change

This plays a large/very large role in
keeping me from taking better care of my health

Cost Information
Healthy options cost too much Lack of information
Cannot afford good healthcare Changing health recommendations
Cannot afford treatments Contradictory expert advice
15pt gap between those

with high and low income

A > - 48 A 50 49 47
55% SENCEONO 48/ ool

Change, Low Middle High Change, Low Middle High
Mar 2022 to Mar 2023 income income income Mar 2022 to Mar 2023 income income income




2023 Edelman Trust Barometer

P. 22

Cu cat mai buna relatia cu medicul propriu cu atat...

Regression analysis: increase associated with each determinant

GLOBAL 12

Increased likelihood to have
made a positive health change
When respondents: P g

such as diet or exercise
(standardized across determinants)

Are highly educated

+5.6%
Have a good relationship with their
: - +4.3%
primary healthcare provider
Trust in the health ecosystem +3.2%
Are younger +2.1%

Have higher income +1.7%



2023 Edelman Trust Barometer P. 24

Asteptari: Tratament pe de-a intregul

Percent who say each is necessary to feel well cared for by a healthcare provider

GLOBAL 12

Treat my medical needs (ne) Ease my concerns net) Care about me as an individual (net)
Give me medications | need Listen to me, take my concems sen’ous.fy Understand the health concerns ofpeop.fe like me

Follow up with me after see;’ng me Use termmomgy f can easﬁy understand Recommendations are compaﬁba'e with my life

No long wait time Put me at ease if | am anxious Ask questions about my life

Not rushed through my appointment Do not make me feel judged

79. 76

63-



2023 Edelman Trust Barometer

Asteptari: Parteneriat

Percent who say

GLOBAL 12

If health experts are trying to get me to change my behavior,
it is very/extremely important they do each of the following

Include me in the science Show how it fits my life Give me a voice
Show the recommendation was based on data Acknowledge the burden the recommen Give me a way to ask questions and
collected from people like me change may present in my life voice my concems

60 62-

67

P.25



Take away 1

Vocea specialistului mai necesara ca oricand.

Realizarea unui profil profesional sprijina nu
numai medicul ci si pacientii.
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Brandingul personal nu e obligatoriu.

Dar fiecare optiune are consecinte.







1. Asumarea unei constructii deliberate pe termen lung

2. Munca pentru a sustine constructia
3. Respectarea unor reguli







/ Stabiliti/selectati caracteristicile personale

nentru constructia brandului. Ex.

Cercetator si academic ——

Educator in domeniul de
specializare

—_—

Preocupat de sistemul
medical

—_—

—_—

Un medic implicat in
reformarea profesiei

Studii de specialitate, cercetari,
informatii despre aria de expertiza,
cazuri celebre, speciale etc.

Concentrare pe explicarea ariei de
practica, preventie, cazuri frecvente,
sfaturi generale

Informatii despre managementul
sistemului medical, pozitii despre
politici, implementarea lor etc.

Subiecte privind modul in care medicii
isi construiesc practica, reguli in
dezvoltarea raporturilor cu pacientii,
protocoale etc.



Alegeti cele mai potrivite canale pentru a va

defini punctele de contact si dialog.Ex.

Landing page/Website /blog

Directoare profesionale

Conferinte si publicatii profesionale
Comunitati — de pacienti, de educatie

Canale sociale - e.g. FB, LinkedIN, Instagram, YouTube

Mass media

Newsletter

Email



7/ Scrieti continut in linie cu pozitionarea aleasa,
ritmicitate

3 Interactiuni, dialog




Provocari etice curente

Transparenta

Comentarii sensibile pe teme
politice, religioase etc.

Confidentialitate si consimtamant




Main Reason for Sharing a Post on Social Media

Main reason for sharing a post on social media

I find it funny/entertaining f
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Sursa: Studiu FrappeDigital,
5310 persoane; 18/65 ani.



Va multumesc!



Bariere uzuale in constructia brandului personal

Preocupari legate de confidentialitate
Teama de judecata si de critici
Investitie de timp si efort

Sindromul impostorului

Dorinta de anonimat
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