Iterative patient and member feedback to improve complex communication:

The case of safe fish consumption
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Fish consumption before and during pregnancy is beneficial for the mother and developing child, but concerns about mercury can result in women avoiding fish. Iterative data collection informed the
development, refinement and dissemination of materials. Focus groups defined materials to include a brochure and mobile-responsive website (chooseyourfish.org), vocalized the need to make fish look
appealing through attractive photos, and reported barriers to consumption to address in materials. Materials were further refined through a survey-based evaluation of prototypes with randomly selected
patients and members, with input from an established patient advisory group and an online panel of patients and members. Evaluation is integrated into materials dissemination strategies which include
health plan, online media and other established channels available through the integrated health system.
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