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A collaboration between
BEworks, City of Toronto, and
Toronto Community Agencies
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The City of Toronto’s COVID-19 Community Mobilization and
Engagement Plan advances the Targeted Equity Action Plan to
reduce barriers to the COVID-19 vaccines and increase vaccination
uptake among our most vulnerable residents.
The coordination among community agencies and deployed
ambassadors will support residents in addressing barriers to
vaccination. Ambassadors’ role is to help vulnerable residents in
their community access vaccinations by tailoring services and
interactions to meet their needs.
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City of Toronto acknowledges that individual and group identities—like race,
class, ability, age, religion, sexuality, and geography, among many others—
intersect with each other to influence one’s experience in the world.
Individual experience may be conditioned by systemic barriers and
oppression that are the result of systematic mistreatment and exclusion of
certain groups of people by other groups. Therefore, the effects of privilege
and oppression are not distributed evenly across all individuals and groups.
To counteract the deeply rooted institutional systems of power, the
Targeted Equity Action Plan aims to contribute to the sustained effort
to help communities achieve their full health potential regardless of
demographic, social, cultural, economic or geographic condition.
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The Ambassador Handbook
This handbook has been created to ensure that
ambassadors have the tools and resources necessary
to handle the diversity of social interactions with the
purpose of increasing vaccine confidence and driving
vaccine demand in vulnerable populations.
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How to Use the Handbook
1.

We have structured the handbook to follow an ideal, 3-step
Conversation Journey

2. At each step of the journey, we have integrated behavioural science
insights to help increase confidence and motivate action
3. Any scripts or materials are meant to be examples, providing a
starting point for you to tailor to the needs of your own community
and who you are speaking with
4. Every conversation is unique. We have included an FAQ to address
some common challenges that you might face along the journey
5. When you see the
section

icon, you can click on it to jump to a linked
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Handbook Overview

Conversation
Journey

Empathy
Tools

Walk-through of the 3 steps for
ambassador conversations.
Includes key strategies and
sample scripts

Conversational tools
to help build trust
and confidence

Appendix:
Key Principles

FAQ

Suggested strategies
for dealing with
common concerns

Review of the key
principles underlying the
conversational strategies

Click circles to jump to appropriate section
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1

Conversation
Journey
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3-Step Conversation Journey

1

2

3

Establish the
Mission

Uncover their
Perspective

Drive Confidence
and Action

Click circles to jump to appropriate section
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Step 1
Establish the Mission
10

Establish the Mission

Goals

Start to build
rapport with the
individual

Get the message
across of why
you are there
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Establish the Mission

How: How will you achieve that mission?
Who: Who you are and who you work for?

Think about the “why” that may resonate most with
members of your community.

Why

“Hi, how are you?
We are working to ensure that
everyone has access to the
COVID-19 vaccine.

How

Why: Why are you there? What is your mission?

WHAT THIS CAN
LOOK LIKE

To do that, in collaboration with
the City of Toronto, we are
asking residents what we can do
to help get you access, support
and information to ensure you
are able to get vaccinated.

Who

It is important to convey your mission as
quickly and clearly as possible.

My name is XXX from XXX
community. Do you have time to
speak with me about this today?”

Tip

Make sure to practice
your introduction

12

“To bring as many doses as possible to everyone”

§

“To support the community to get accurate and updated
information regarding the vaccine”

§

“Neighbourhoods coming together to keep
Torontonians safe and vaccinated”

§

“I’m here today to help ensure our community is safe”

§

“I’m here to talk to you about how we, as a community,
can all be part of the solution to ending COVID-19”

§

“My goal is to keep you safe and healthy”

§

“We’re working to open businesses, community centres,
and schools again”

Everyone
Safety Recovery
Re-opening

Equity Health
Neighbourhoods

Community

§

Support

Consider alternative “WHY”s depending on the
community and the context and what you are
comfortable with

Well-being

Alternative WHYs
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Build Rapport
What is

rapport?

A warm, relaxed relationship of mutual
understanding, acceptance, and
sympathetic compatibility between or
among individuals.
The perception of being "in sync" with each
other, understand each other's feelings or
ideas, and communicate smoothly.

1. Be prepared, knowledgeable, and
confident
2. Align your level of energy to
the individual
3. Convey authenticity
4. Speak with your whole body and
modulate your tone of voice
5. Be truly interested in who you
are speaking with
6. Find common ground
7. Good humour or positive demeanor
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Step 2
Uncover their
Perspective
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Uncover their Perspective
Uncover an individual’s
vaccination intention status

Goals
Build connection
and trust

Learn more about an individual’s
motivations and values

16

How to Uncover their Vaccination Intention

Question
Are you intending to get
vaccinated now that it is
available to you?
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How to Uncover their
Vaccination Intention

Alternative Questions
-

“Have you been able to get your vaccine yet?”

-

“What are your thoughts about taking the
vaccine?”

-

“Are you considering getting the vaccine?”

-

“We have been able to get more than 65% of
Toronto residents. We’re working to get that
number up and ensure everyone can get the
vaccine! Are you planning to get vaccinated?”

If you have already sensed
resistance or disengagement,
consider offering a benefit first
as an indirect way of assessing
their vaccination intention.

-

“Would you like me to help
you set up an
appointment?”

-

“There is a mobile pop-up
clinic serving our
community tomorrow.
Would you like more
information about it?”
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Decision Aid: How to Uncover their Vaccination Intention
IF THEY SAY….

“Yes”

“Not sure”

“No”

“Still thinking about it”

“Definitely not”

“Don’t need it”

“No way”

“I’ve got concerns…”

INTENDER

ON-THE-FENCE

OPPOSED

Follow-Up Question to Deepen your Understanding
Are you comfortable sharing your thoughts with me about
why you are unsure / not intending to get vaccinated?
Click to jump down to appropriate section
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Alternative Follow-Up Questions
Probe their Concerns
“What are some questions or concerns that you have related to the COVID-19 vaccine?”
Normalize the Presence of Concerns
“It is completely natural to have concerns. Can you tell more about the specific concerns you
have?”
Appeal to Others
“I have spoken to other people who have had concerns, and we were able to work through them
together. Would you mind sharing your specific concerns with me?”
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Understanding

Why they are On-the-Fence

As someone is sharing their perspective, listen for key themes and concerns to help
unpack why they are On-The-Fence. This will help you to select the appropriate tactics
or responses to use in the next step.

Risk

Trust

“I read that the vaccine puts you at risk of blood clots”

“I don’t trust big pharma / government”

Science Concerns
“I’m worried it was developed too quickly”

Misinformation
“I’m not sure I’m comfortable with the vaccine. I heard
it can actually give you COVID-19”

Individual Health Concerns
“I’m not sure how it will interact with my medication”

Access
“I’m not sure how I’m going to get to a vaccination site”

Lack of Need
“I don’t think I need it” / “I’ll be fine without it”

Click to jump down to appropriate tactics/responses
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Start understanding their
Possible Questions:
“What’s really important for you to get back first?”
“Why might you ever get vaccinated?”
Family / Social Life
“Want to see my friends/parents/
children again.”
“I want to be able to go to parties again.”

Personal Freedom
“Can’t wait to be free of these
lockdown restrictions. Get back to
travelling/going to restaurants again.”

Economic Recovery
“I really want to be able to open up my
business again and get back to work.”

Values

“What do you see as benefits
to being vaccinated?”
Community Safety
“I want to meet with others with the peace of
mind that I am not spreading COVID-19”
“I don’t want anyone to get sick because of me.”

Personal Safety
“I want to feel safe and not worry about getting sick.”
“I want to be able to protect myself.”

Duty (Civic, Moral, Religious)
“I feel like I should get vaccinated.”
“It’s a moral duty to get the vaccine.”
“God is giving me an opportunity to get the vaccine.”
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Step 3
Drive Confidence
and Action
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Drive Confidence and Action
Now that you’ve uncovered their level of intention to vaccinate, you can use
different tools to help build confidence and drive action depending on whether
they are…
INTENDERS

ON-THE-FENCE

OPPOSED

Not everyone will be ready to get vaccinated. Think about goals that would help
people increase their confidence that they could commit to, depending on their
vaccination intention status. For example…
ü Registering to
get vaccinated

ü Conducting
research

ü Thinking more
about the issue

ü Talking to friends and/or
family about getting
vaccinated
24

Intenders
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Understanding the Intenders

What are their

barriers

to vaccination?
•

Not following through
on their intentions

•

Putting off getting
vaccinated, as they
assume others will do it

What are the strategic goals for
this group?
• Convert their good intentions into
vaccine actions
• Empower them to solidify their
intentions and publicly signal
vaccination support
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Why Might They Not Follow-Through?
Operational Barriers
We recognize this is not an exhaustive list of barriers individuals may face. However, we wanted to call out
these specific barriers, as they may be ones that ambassadors can provide support on.
Sample Question:
“I’m so glad to hear that you’re willing to get vaccinated. Are you able to make an appointment?
Do you know how to get there?”

Transportation/
Mobility

Personal
Care

“I am not sure
how to get there.”

“I’ve got to arrange
childcare”

“The location is too far away.”

“My working hours making it
difficult to find a time to get
the vaccine.”

Technology
Access

“I don’t have a device
(computer or tablet) to
book an appointment.”
“I don’t understand how to
book an appointment.”
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Starting to address their
Operational Barriers
1

2

3
3

Access

Transportation/Mobility

Personal Care

“If you need transportation,
let’s book you a ride through
Toronto Ride.”

“Let me give you some
resources for pharmacies
that have late-night
vaccination appointments”

“Let me assure you that OHIP
and proof of residence are not
required”

“I can help you navigate the
process in your own language”

Click

for resources to help support with these issues
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Make a commitment
Encourage people to commit to
a goal, by having them specify:
•

What you are going to do

•

When and where it’ll happen

•

How you’ll do it

Tip

Sample script: “I’m so glad to hear that
you’re willing to get vaccinated. We want
to help you follow through on that goal.
Here is a sticky for you to write down the
date and place you plan to get vaccinated.
Put it on the fridge so you’ve got a
reminder!”

Share that commitment publicly

Learn more about the principle
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Motivating Follow-Through
We recognize that there may continue to be challenges with access and booking
appointments, such that committing to a specific date and time may not be possible
(as in the previous page) or people may have been turned away at vaccination sites.
It will be important to continue to motivate the Intenders to stay committed to getting
vaccinated.
Sample Scripts:
“We appreciate your patience in figuring out this process. It sounds like it’s been very
frustrating/confusing. How about we create a new plan together?”

“I think it is amazing that you are ready to do your part and get vaccinated. I know
that booking appointments can be challenging right now. Can I help you set one up?”
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Share their
vaccination support
Encourage people to
share their vaccination
readiness or experience
with others

Sample script: “That’s great that you’re
ready to get vaccinated. We want to reach
as many people as possible, and so you can
help be a role model for people in your
community. We encourage you to share
your experience/readiness with others.”
“Your voice is very important to show others
how critical it is to get the vaccine.”

Tip
PUBLIC

People can share their support
anywhere along the scale of social
exposure

SOCIAL
MEDIA

FAMILY/CLOSE
FRIENDS
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On-the-Fence
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Understanding the On-the-Fence

What are their

barriers

to vaccination?

What are the strategic goals for
this group?

•

• Build confidence

Vulnerability to
uncertainty and
misinformation

•

Institutional distrust

•

Concerns about science
and vaccine risk

•

• Encourage people to come their own
decision
• Reduce susceptibility to
disinformation or misinformation
• Re-calibrate their perception of risk

“Faulty” risk perception
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Toolkit of Tactics for On-the-Fence
There are certain tactics that
help build vaccine confidence
for anyone On-the-Fence

People have different motivations
for their hesitancy. This can require
using targeted tactics

All-Round Tactics:

Targeted Tactics:

For anyone On-the-Fence…

For those who express…

•

Highlight the vaccination benefits to
reflect personal values

Misinformation / Conspiratorial
Thinking

•

Share people’s vaccine readiness and
experiences

•

Encourage people to not miss out on
opportunities

•

Support people to do their own
research

•

Connect people to health professionals

•

Debunking

•

Provide best practices for doing their
own research

Risk Concerns
•

Recalibrate their risk perception
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Highlight the benefits of
being vaccinated based
on that individual’s key
values
Sample scripts:
“You getting vaccinated brings us one
step closer to being able to lift restrictions
and open up your business.”
“I know you want to be able to visit your
family and friends again. And the fastest
way we can do that is by getting everyone
vaccinated.”

Recall the values
you heard and
reframe the
vaccine benefits
in those terms
Connecting with someone
in terms of their own values
is an effective way to build
trust and understanding.
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Benefits of Being
Vaccinated
Important to Remember
Highlight the various potential benefits
of being vaccinated:
•

Reuniting with friends and family

•

Being able to go to stores or restaurants sooner

•

Travelling again

•

Getting the economy back on track

•

Protecting vulnerable family members or
community members

•

Improving mental health

•

Access to community gardens and playgrounds

Think about the specific
values of the person you’re
speaking to and/or the
community they are a part of
and what kinds benefits would
be most meaningful to them.
For example, to a person experiencing
homelessness, things like travel, going
to restaurants, etc. are not necessarily
meaningful benefits for them. Instead,
for instance, highlighting that getting
vaccinated can keep them safe and
protect themselves may be more
appropriate.
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Highlight people’s vaccine
readiness and experiences,
including your own

Sample script:
“I’ve spoken with other members of
our community, and what I’ve been
hearing is that they are having a
smooth vaccine experience.”

Tell stories about how other people in
their community (or yourself) are
willing to or have had positive
vaccination experiences to help build
confidence.

“I’ve spoken with other members of our
community who have been vaccinated
already. They had a positive experience
and are doing well. ”

Tip

Including relevant anecdotes or
stories, alongside the facts, can
be especially impactful.

“I was vaccinated this week. I’ll be
honest with you, my arm ached for the
first 24 hours, and I felt a bit tired. But
after that, I was just fine!”
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Encourage people
to not miss out on
opportunities
Because the vaccine roll-out is
constantly evolving, new
opportunities will frequently arise.
Highlight the urgency of jumping on
those opportunities, as situations
may change.

Sample script:
“There is a mobile vaccination clinic
in your area. Don’t miss your
opportunity to get a convenient and
fast vaccine.”
“Your area has just opened up for
vaccinations. Now is the time to jump
on getting an appointment before
they fill up.”

Who is this for?
If there are newly available opportunities (e.g.
mobile clinics, change age eligibility requirements)
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Help support people to do
their own research and
make their own decisions

Sample script:
“It’s really smart to want learn more
and weigh your options. We want to
support you in making your own
decision that is best for you. That’s
why we’ve compiled a set of
resources with the latest scientific
consensus to help you jumpstart this
process.

Who is this for?
People who express a desire to do their own research
People who may have expressed resistance at being
told what’s best for them

Learn more about the principle
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Sample script:

Help connect people with
health professionals to
address their individual
health concerns
As ambassadors, you will not be
able to answer people’s specific
medical questions. It will be
important to help support
individuals to connect them with
health professionals who are able to
answer those questions.

“It’s great that you are careful about considering
your health issues. Let’s write down all the questions
you have. Do you have a family doctor?

If yes:
“When are you able to give them a call? You can
work through those questions with them to make
sure you get the best recommendation for your
needs.”

If no:
“Let’s find you the closest walk-in clinic so that you
can speak to a doctor about these questions.”

Who is this for?
People who have medications or specific health
conditions (e.g. chronic disease, allergies) that they
are concerned will interact with the vaccine
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Fact: “Vaccines are extremely effective at
preventing complications, hospitalization, or death
from COVID-19.”

Debunk Misinformation

Myth: “A common misconception is that researchers
rushed its development, so its safety and efficacy
can’t be trusted.”

There are 4 key components to debunking
misinformation

Why is this misleading: “This assumes that time is the
only measure of work effort that went into
development. But that’s like saying, someone who was
able to graduate high school in 3 years, isn’t smart.”

Fact: Introduce the fact as simply as possible
Myth: Mention the myth only once

Why is this misleading: Explain why this
misinformation is misleading (not just that
it is false)

Fact: Conclude with a restatement of the
fact

Fact: “In fact, there are many reasons why it was
possible to be developed so quickly: unprecedented
resources, the number of scientists working on the
challenge, and the ease of getting volunteers for
their clinical trials.

All this effort made it possible for vaccines to be
safe and effective.”

Who is this for?

People who have expressed misinformation or
conspiratorial beliefs
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Sample script:

Provide best practices for
doing their own research
Forewarning people of
techniques used to mislead
people can make them less
susceptible to misinformation
and conspiracy theories in the
future.

“We encourage you to do your own
research regarding the vaccine. However,
when doing so, take these simple steps
when evaluating this information. 1) is the
source reputable, and 2) is there
consensus on this information?
There is a lot of misinformation out there.
Just watch out for people impersonating
experts and using really emotional
language.”

Who is this for?
People who express a desire to do their own research
People who have expressed misinformation
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Re-Calibrate their
Perception of Risk
Understanding risk is a difficult task for
most people, and comparing different risks
is even harder.
Help put vaccine and COVID-19 risks into a
context people can understand. This can
include comparing it to events or
behaviours that are common for people
(e.g. taking a pill).

Sample script:
“The benefits of getting vaccinated outweigh any
vaccine risks.”
“The risk of developing a blood clot from taking
the AstraZeneca vaccine is 100x less likely than
getting blood clots from taking birth control pills”
“Young people are twice as likely to die from
COVID-19 than experience serious side effects
from AstraZeneca, and for older people, it’s 200x
more likely.”

Who is this for?
People who express concerns about vaccine risks
People who don’t think they need the vaccine / unlikely to
get COVID-19
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Opposed
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Understanding the Opposed

What are their

barriers

to vaccination?
• Institutional distrust

What are the strategic goals for
this group?
•

Recognize and acknowledge their
perspective

•

Establish common ground

• Intolerant of people
telling them how to think
• Follow intuition, personal
opinion or emotionally
evocative arguments over
analytic thinking
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Recognize and acknowledge
their perspective
Tips for Healthy Conversations

Important to Remember

1. Allow space for their perspective

Many believe that
acknowledging a perspective
that differs from your own is a
tacit agreement with their
claims; however, validation does
not mean acceptance of these
beliefs—it is about providing
another person’s emotional
state a space to exist

2. Elicit their perspective to understand their motivations and values
3. Show empathy
4. Listen to them, and they will listen to you
5. Find commonalities between your own values and their values

Elicit their Perspective
“I’d like to understand your perspective more. Would you mind
sharing what your concerns are with getting vaccinated?”
“What do you think are the potential advantages to vaccination?”
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Engaging with the Opposed
Encourage Perspective-Sharing
“I am aware that we both have a different perspective about the vaccine. Would you like to connect and share some
thoughts with me, and I’ll share some of my thoughts with you?”

Acknowledge the Community History/Context
“I understand your concerns. I know for many of us in racialized communities it can be hard to trust the medical
system. It is important to note that historically racialized communities were denied access to cures/vaccines. We are
in a unique situation today where due to the impact of the pandemic on black, indigenous, South Asian community
members, we are prioritized for the vaccine.”

Acknowledge the Refusal
“I hear you saying no and that's totally okay.”

Leave the Door Open
“I appreciate your time and sharing your concerns about the vaccine with me. You can contact me on this number if
you need any additional information or support or if you have additional thoughts you’d like to share.”
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How to behave in difficult discussions

Never get Personal
Remain Patient
and Calm
(remember, you’re
backed by scientific
consensus)

Avoid
Humour

Speak with
Level Tones

directing attacks at an
individual’s lifestyle,
integrity, or honesty
should always be
avoided
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Looking at the bigger picture, the end goal
isn't necessarily to convince everyone, but
to move closer to vaccine confidence.
Remember
You are NOT going to reach everybody you speak with, and you're
not expected to.
Every single action you take in this role is contributing so much to
the cause and we thank you for your efforts.
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Ending the
Conversation
to Drive Action
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How to End a Conversation
1.

Summary Statement to Wrap up the Conversation
•

2.

Summarize the information covered to signal that the
conversation is ending and to ensure everyone is on the same
page about what was said

Solicit a Commitment
•

Based on their intention status, encourage them to make a plan
for their next steps

•

“We talked about your wanting to do more research on this. Let’s write
down when you plan to do this”

•

“We talked about your wanting to understand how this vaccine might
interact with your medications. Let’s write down when you plan to call
your doctor to get the ball rolling.”

3. Maintaining Continuity (if applicable)
•

If any follow-up is needed, provide or collect the necessary
information to facilitate that

•

“I want to follow-up on some of those questions you had. If you give me
your phone number, I’ll be sure to get you answers.”

Experiences are
evaluated and
remembered based on
events near or at the end
of that experience

Take Away
Ensure that the end of the
conversation is positive.
“I really appreciate speaking
with you today and being able
to learn more about your
perspective.”
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2

How to Have
Empathetic
Conversations
52

Expressing Empathy Throughout
For many people, talking about their experience with
COVID-19 and their perspective on the vaccine may
be emotional and difficult.
It will be important to treat all conversations with
empathy and set the right climate for a positive
conversation. This will help to build trust and to
create an open dialogue.
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Setting the Right Climate for a
Positive Conversation
1

2

3
3

Demeanor

Attitude

Empathy

Warm and caring

Judgement free-attitude

Listening and understanding

Align your level of energy

Appreciating other’s
perspectives

Perspective-taking

Express interest and
curiosity

Avoid determining blame

Avoid jumping to trying to
”solve” their negative
emotion
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Self-Check your Assumptions
It is important to be careful about the biases you hold when speaking to an
individual you don’t know.

Don’t assume someone…
•
•
•
•
•

Has
Has
Has
Has
Has

a family doctor
had regular access to medical care
internet access
a home
family

Avoid phrases that are not inclusive to all communities
•
•

Gendered language honourifics (e.g. ma’am, sir) or gendered pronouns
Language with embedded assumptions (e.g. assuming a home: “Do you have a
computer at home?”, instead consider “Do you have access to a computer?”)
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Self-Check Your Mindset and
the Climate You are Creating

Judgement

Needs

Responsibility

How does what I tell
myself about this
individual affect my
behaviour towards
them?

Am I meeting the
individual’s needs
or my own?

What is my level of
responsibility to this
individual?

The ultimate goal is to
get people vaccinated.
Be careful that you may
start to prioritize that
ultimate goal over what
the individual may be
ready for and what they
need right now.

People will voice the many
challenges going on in
their life, and you may feel
responsible to try and
solve all of their problems.
Consider what you are
able to support with.

We form judgments about
people who express
opinions you don’t agree
with. Consider the ways in
which those judgments
may influence how you act
(facial expressions, tone
of voice, choice of words).
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Empathetic Conversation Tools
People don’t want to feel alone in their feelings.
Remember these 4 strategies for navigating conversations with empathy.

Validation

Normalization

Recognize or accept that a
person’s feelings or opinions
are appropriate, worthwhile,
understandable.

Reassure the person that their
feelings are common. It contains
implicit acceptance and
understanding of the feeling.

“It makes sense that this would be
upsetting for you.”

“A lot of people in our community / in
that situation would feel the same way.”
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Empathetic Conversation Tools

Empowerment

Confirmation

Help people feel they are regaining a
sense of control over a situation that
is frustratingly out of their control.
Compliments can be effective at
doing this.

Paraphrase what the individual said
back to them in your own words to
build strong rapport and to confirm
you understand what they said.

“You’ve clearly thought a lot about this.”
“That was a really clear explanation
and helped me understand your
position.”

This is true for all things communicated
to you, including the “facts” of what
they said and importantly the feelings
they have chosen to share with you.
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DON’Ts

Avoid jumping
to "solve" any bad
feelings they have
too quickly.

People like to feel
validation, and if
they feel like
someone is trying
to change them
immediately, then
they won’t feel
heard or that their
perspective is
being appreciated.

Don’t equate
your experience
with theirs.

Avoid saying "I
know exactly how
you feel."
Even if you have
had a very similar
experience, you
will never know
EXACTLY how
they feel. Try “I
understand / I
can imagine how
that I might feel”

Don't tell people
what they
"should" do.

They often know
what they should
do; they are
choosing not to
do it for a reason.

Don't try to
"silver lining”
a challenging
situation

It can minimize
the emotions they
are feeling. Just
acknowledge—
"I’m so sorry that’s
happened to you.
That must be so
difficult.”

Don’t say that you
know if you don’t
know

There is so much
information to
know around the
vaccine and
COVID-19. You
will be more
trustworthy if you
acknowledge a
gap in your
knowledge.
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DOs

Aim to listen
about 2 times
more than you
speak.

Most of us don’t
listen with the
intent to
understand. We
listen with the
intent to reply.

Go with the flow

Let the
conversation
evolve naturally
rather than trying
to force your
point.

Ask "deepening"
questions to dig
into people’s
perspective/ story
and listen with the
intent to
understand.

”What is that
like?"
”How has that
affected you?"
”How have you
managed that?"

Empathize with
shared emotions

Provide space for
those emotions to
exist even when
you have a hard
time to relate.
e.g. "I can imagine
that must have
been frustrating:"

Enter every
conversation
assuming that you
have something
to learn.

Everyone’s
experience is
unique. Each
conversation is an
opportunity to
learn something
new.
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Be truly interested
in other people
61

3
Frequently Asked
Questions
62

Frequently Asked Questions
1.

What if someone refuses to be vaccinated?
• This would be considered an “Opposed” individual. Click
for additional strategies
• Acknowledge their refusal (e.g. “I hear you saying no, and I respect your decision”)
• Ask deepening questions to learn more about their perspective and understand why
(“e.g. I’m interested in understanding, would you be willing to share your reasons for
not wanting to be vaccinated?”)
• After listening to their perspective, ask if they are willing to hear your perspective

2. What do I do if a person gets upset or aggravated?
• Remain calm and patient; lower your tone and energy level to try to lower their
emotional turmoil
• Avoid trying to “solve” their problems; instead, acknowledge and give space to
their feelings
• Click
for additional strategies
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Frequently Asked Questions
3. What do I tell a person who has been trying to book an appointment
but has not been able to actually get through?
• Acknowledge their feelings of frustration and normalize the challenge (e.g. “I’ve spoken to many
individuals who have come up against similar difficulties trying to sign-up but have eventually been
able to get through”)
• Ask for the person’s patience as the city continues to work through refining the vaccine roll-out process
• Empower: recognize that it’s great that they have been trying to sign-up and that they should
continue to do so
• Appeal to their original motivations for wanting to get vaccinated and encourage them to try again

4. How do I respond to someone’s hesitancy around their second dose?
• Highlight the fact that it is still an unfinished process (e.g. that a first dose is only half the journey)
• Appeal to their original motivations for wanting to get vaccinated (e.g. only able to see family and
friends if fully vaccinated)
• If the above is not effective, ask open-ended questions to probe why they are now hesitant after
getting their first dose, so you can address those concerns
• Share your (or others’) experience getting a second dose
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Frequently Asked Questions
5. How do I address faith-based hesitancy?
• Ask if they’ve talked to their own religious leader about this issue
• Highlight that prominent religious leaders around the world from all faiths
(including theirs) have been vaccinated
• Refer them to pro-vaccination religious community group

6. How do we respond to individuals who want to wait a year
before they get vaccinated to see how it affects others?
• Discuss that the original clinical trials for the vaccines occurred almost a year ago, where
thousands were vaccinated, and serious long-term side effects have not yet been reported
• Highlight the potential risk of waiting: that the risk of contracting COVID-19, particularly
now with the more virulent Variants of Concern, is much greater than potential vaccine
side effects

65

Frequently Asked Questions
7. How do I respond to someone who thinks that COVID was introduced
as population control (or some other conspiracy theory)?
• Depending on the intensity of the sentiment (that is, how strongly they hold that belief):
• If the belief is very strongly held, consider them as “Opposed” and work to learn more
about their perspective using open-ended questions. If possible, when they are finished,
share alternative explanations
• If they seem receptive, work to debunk the misinformation

8. How do I respond to someone who points out they’ve been seeing
conflicting information on the news and are unsure how they can
believe what I’m saying is correct?
• Discuss how science is constantly updating as we learn more (e.g. “At the beginning of the
pandemic, we knew nothing about this virus, and so we’ve had to learn together. During that
process, it’s true there was sometimes conflicting information. But we now have been able to
amass so much evidence that we know now how the virus is transmitted and that vaccines
are effective at protecting you against serious complications.”)
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Frequently Asked Questions
9. How do I respond to medical questions?
• When medical or scientific questions or concerns come up in conversation, point community
members to the latest vaccine information resources rather than try to answer them yourself
• Refer

for suggested language

10. What do I do if someone is rude to me?
• It’s important to remain calm and to not respond aggressively
• Remaining calm in a stressful situation can help to maintain trust between two individuals
and encourage open conversation

• The conversation is no longer productive at this point, so it is best to end contact politely
• See the next slide for dealing with conflict
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CONFLICT ASSESSMENT SCALE
Person’s Behaviour

Person’s State
ABUSIVE

ANGRY

AGITATED

ANNOYED

Person is: “FIGHTING”
•
•
•

Physical aggression or threats
Person disengaging (threats and “goodbyes”)
Insults/personal attacks

Person is: “STRUGGLING”
•
•
•
•

Angry exclamations
Argumentative
Struggling to listen
Insults to organization or others

Person is: “VENTING”
•
•
•
•

Blame and/or Demands
Upset, angry or anxious
Loud/pushy/interrupting
May be mild acting out (e.g., swearing or “bluster”)

Person is: “EXPRESSING”
•
•
•

Tension or annoyance in voice
Expressing Frustration/confusion
Asking questions

Your Key Roles and Strategies
Suggested focus: “LIMIT-SETTING”
•
•
•

Neutral/no input (let situation resolve)
Set firm boundaries in neutral tone
End contact politely

Suggested Focus: “REDUCING CONFLICT”
•
•
•
•

If/then statements
Apologize (if reasonable)
Agree with as much as is possible
Acknowledge and paraphrase (rather than challenging)

Suggested Focus: “ACKNOWLEDGMENT”
•
•
•

Acknowledge and normalize motivations
Acknowledge and validate emotions and opinions
Present yourself as a support and ally

Suggested Focus: “SETTING THE RIGHT CLIMATE”
•
•
•
•

Provide structure and information
Use Empathetic Listening
Attitude and Tone expressing willingness to help
Meet person “where they are”/Avoid judgment
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Measures of Success
69

Understanding Success
It’s important to consider different
levels of success:
1.

For the City of Toronto
E.g., Increase number of
residents vaccinated

2. For the Ambassadors
E.g., Increase vaccine
confidence among residents

We need to ensure that we
have different measures of
success so that they can
continue to feel motivated
to reach out to members of
their community.
Furthermore, it’s important
to recognize that
ambassadors will often face
resistance and outright
rejection. Having different
measures of success will
help build resilience in the
ambassadors.
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How to measure success?
Both, quantitative and qualitative measures of success are important to
ensure ambassadors’ well being and motivation. Keep track of both types
of measures!

Quantitative

Qualitative

•

Number of residents reached

•

•

Number of resident
conversations

Feeling of satisfaction after helping
someone

•

A conversation that allowed you to
better understand something
important about yourself, the other
person or the world

•

Building connections among residents
and communities

•

Number of booked appointments
and rides

•

Number of vaccine intention
conversion (e.g. from On-theFence to Intender)
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4

Appendix:
Key Principles
72

Information is not always enough

Even when we are provided all the
information we could need, we don’t
always use it to make a decision.
Psychological, social, emotional, and
environmental factors influence our
decision making.
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Barriers to Vaccine
Adoption
74

The challenge of vaccine
adoption is dynamic.
In early stages, the main barriers will be related to access
and logistics as the vaccine roll out continues to be refined.
In later stages, the psychological factors will become even
more salient. Ambassadors play a key role in addressing
these psychological factors to increase vaccine confidence
and drive adoption.
75

Before engaging with people
about the importance of receiving
the vaccine…
we need to understand
why people are hesitant
76

Barriers to Vaccine Adoption

Externalities:
Operational

Internalities:

Self & Group
Barriers

Psychological
Factors

Systemic
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Externalities: Operational Barriers
Technological Barriers
e.g. I don’t have reliable
internet access

Transportation/Mobility
Considerations
e.g. How far away is the
vaccination site?

Language/Literacy
e.g. Are the materials translated
into my language accurately?

Will I need to ride public transit
to get there?
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Externalities
1

2

3
3

Self:

Group:
Religious/Cultural
Considerations

Systemic:

Individual Health
Risks

e.g. Is the vaccine permissible
e.g. How does the vaccine
interact with my medications?

during Ramadan? Does it
contain any pork product or
alcohol?

e.g. Has their population
been subject to systematic
mistreatment or exclusion
relative to others?
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Internalities
Psychological Factors
80

Why do people make different
choices? Simply put, we don’t all see

the world the same way, and we don’t
all value the same things…
81

4 Cognitive Factors were found to be key predictors
of people’s vaccination intentions
Belief in Conspiracy
Theories

Valuing Personal Beliefs
over Empirical Evidence

The greater belief in
conspiracies, the less likely
to intend to vaccinate

The more they value their own
beliefs over evidence, the less
likely to intend to vaccinate

Vaccine Risk Concerns

Scientific Knowledge

The greater their concerns
about vaccine risks, the less
likely to intend to vaccinate

The lower the person’s basic
scientific knowledge, the less
likely to intend to vaccinate

explained

43% of vaccination intentions

All 14 demographic measures together explained only 14% of vaccination intentions
BEworks 2021 (COVID-19 Vaccine Hesitancy: A Behavioural Lens on a Critical Problem)
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Contributing factors to vaccine distrust
The amount of information related to COVID-19 has been called an
‘infodemic’ by the World Health Organization: there is so much information
that it’s impossible to keep up with all of it, and often difficult to determine
what to believe and trust.
The actual and perceived amount of contradictory, false or misleading
information that we’re exposed to by institutional and social media outlets
could make us feel as though we don’t have good access to truths.
Legitimate grievances and the sense of not being heard by government
and medical institutions along with the mainstream media have led to
significant distrust. Taken together, these factors contribute to a
diminished vaccine confidence.
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Vaccination Intentions
INTENDER
S
Intend to get vaccinated

63%
ON-THE-FENCE
Uncommitted

28%

These numbers will
continue to evolve as
more people become
vaccinated or hear
about people who
have been vaccinated.
The aim is to move
as many people as
possible from being
On-The-Fence or
Opposed to Intender.

OPPOSED

9%

Will not get vaccinated

BEworks 2021 (COVID-19 Vaccine Hesitancy: A Behavioral Lens on a Critical Problem)
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Understanding
The Principles
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Make it Easy:
Reduce Friction

Efforts should focus on making it as easy as possible
for people to follow through on their intentions by
reducing friction and operational/access barriers to
vaccination.
For example…

Psychological Inertia
People often put off taking action
when faced with even the smallest
of inconveniences. Ultimately, it is
much easier to do nothing than to
take action.

Convey clear and actionable
messaging provided by City
of Toronto

01

02

Scheduling vaccination
appointments on
the spot

03
Identifying the nearest
vaccination site for the
individual and if
possible facilitate
transportation

Providing resources for
vulnerable individuals
with internet difficulties

04
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Persuasion Principles
Reciprocity

Authority

Principle: If someone gives something
to us, we feel obligated to repay that
debt.

Principle: People follow the lead of
credible, knowledgeable experts.

Takeaway: Give what you want to
receive.

Consistency
Principle: People like to be consistent
with the things they have previously
said or done.

Takeaway: Expose your expertise or
refer to experts

Liking
Principle: People are more inclined to
say ‘yes’ to people they like.
Takeaway: Uncover real similarities
and offer genuine praise.

Takeaway: Make their commitments
active, public, and voluntary.

Scarcity

Social proof

Principle: People want more of those
things they can have less of.

Principle: Whenever people are
unable to determine the
appropriate mode of behaviour, look
to others as reference point

Robert Cialdini published his
book “Influence: The
Psychology of Persuasion” in
1984. In it, he explores factors
that affect the decisions that
people make.
The six core principles are rules
of thumb or decision-making
shortcuts (heuristics) that
people use when deciding what
to do, how to behave or what
action to take in any situation.

Takeaway: Highlight benefits and
exclusive information.

Takeaway: Use peer power whenever
it’s available.

Cialdini, R. B., & Cialdini, R. B. (2007). Influence: The psychology of persuasion (Vol. 55, p. 339). New York:
Collins.
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Storytelling
Shaping an effective story with a point of view is a learned
skill. Stories are known to be powerful persuasive devices.
Stories can capture attention, evoke emotion, and entrance
listeners in a manner that reduces resistance to a message.

“The universe is made of
stories, not of atoms.”

Key elements to be more persuasive:

Stories are a central aspect of
individual identity and in many
ways we come to live the stories
we, and others, tell about us.
They describe our experiences,
strengths, and aspirations.

1

2

3

Know your
message

Find the right
example

Weave your
narrative

4

5

Convey passion

Support with facts

Muriel Rukeyser

Positive self-narratives aid in
emotional security while
negative ones perpetuate low
self-esteem, anxiety, and
pessimism.

Gottschall, J. (2012). The storytelling animal: How stories make us human. Houghton Mifflin Harcourt.
Krause, R. J., & Rucker, D. D. (2020). Strategic storytelling: When narratives help versus hurt the persuasive power of
facts. Personality and Social Psychology Bulletin, 46(2), 216-227.
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Storytelling
Know your
message

Find the right
example

Weave your
narrative

Convey
passion

Support with
facts

When it comes
to persuasion,
we resist being
told what to
think but we are
open to why we
must think it.
Good stories
have more than
a point of
view; they have
a message with a
very clear goal.

Look for what
people around
you are doing
that relates to
your point of
view. If you want
to demonstrate
the benefits of
the vaccine, use a
story to explain
how an individual
would benefit.

Tie to a narrative
by following
strong story
structure.
Describe the
situation. Talk
about what
happened. Close
with the benefits
pitch.

You don’t need
to go
overboard, but
you do need to
demonstrate
your conviction.

Using a
narrative
approach
doesn’t mean
you can’t use
facts. Weave
them into your
narrative, or
begin or end
your story with
them.

Gottschall, J. (2012). The storytelling animal: How stories make us human. Houghton Mifflin Harcourt.
Krause, R. J., & Rucker, D. D. (2020). Strategic storytelling: When narratives help versus hurt the
persuasive power of facts. Personality and Social Psychology Bulletin, 46(2), 216-227.
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HARD EFFECTS

Trusted Messenger
We define a ‘Messenger’ as any agent that
delivers information and a ‘Messenger Effect’
as a change in the level of influence a
message has because of who sent it.

Socio-Economic Competence
Position

Two broad categories of messenger:

Dominance

Attractiveness

SOFT EFFECTS

• Hard messengers have their messages
accepted because they are perceived to
possess superior Status.
• Soft Messengers, in contrast, are listened to
because audiences feel a Connectedness to
them.

Warmth

Vulnerability Trustworthiness

Martin, S., & Marks, J. (2019). Messengers: Who We Listen To, who We Don't, and why. Random House.

Charisma
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Socio-Economic Position
People draw conclusions about a messenger’s socioeconomic position from cues (e.g. clothes, car, shoes) ,
this can determine how favourably they treat them and
how receptive they are to what they have to say.

We define a ‘Messenger’ as any agent
that delivers information and a
‘Messenger Effect’ as a change in the
level of influence a message has
because of who sent it.
Two broad categories of messenger:
Hard messengers have their messages
accepted because they are perceived to
possess superior Status.

HARD EFFECTS

Trusted Messenger

Competence
Competent messengers are listened to because they
are thought to possess the experience, skills and
knowledge that can help others to achieve their goals.

Dominance
Dominant messengers act competitively, even
aggressively and that brings a lot of attention from
others. Dominant messengers typically thrive when
conflict, competition and uncertainty are rife.

Attractiveness
People considered beautiful are often given
preferential treatment, awarded higher status and
so wield greater influence than people thought less
attractive.

Martin, S., & Marks, J. (2019). Messengers: Who We Listen To, who We Don't, and why. Random House.
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Warmth
Warm messengers care about their audience’s
welfare and want to cooperate rather than
compete with them.. They do this by expressing
positivity and using warm language to help
smooth social interactions

We define a ‘Messenger’ as any agent
that delivers information and a
‘Messenger Effect’ as a change in the
level of influence a message has
because of who sent it.
Two broad categories of messenger:
Soft Messengers, in contrast, are listened to
because audiences feel a Connectedness to
them.

SOFT EFFECTS

Trusted Messenger

Vulnerability
Messengers who signal their vulnerability will
often be listened to more than those who remain
closed off. This could take the form of a
backstory and the obstacles that were
overcome.

Trustworthiness
This refers to the integrity-based trust, which is
our belief that a messenger will uphold good
moral standards even if a temptation to violate
them arises.

Charisma
The ability a messenger has to articulate a
collective identity and vision with greater levels
of energy, enthusiasm and positivity through,
amongst other things, body language.

Martin, S., & Marks, J. (2019). Messengers: Who We Listen To, who We Don't, and why. Random House.
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Convert intentions to
action: Make a commitment

Research Spotlight

Encourage people to
declare their vaccination
implementation intentions
Sample questions:

Using implementation intentionsthe act of declaring when and how
you will achieve a goal – has been
shown to increase the likelihood of
achieving a goal.

•
•
•
•

What are you planning?
When do you plan to go?
How are you going to get there?
Do you need to arrange for
support?

Gollwitzer, P. M. (1999). Implementation intentions: Strong effects of simple plans. American Psychologist, 54(7), 493–503.
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Appeal to self-concept as
rational, independent thinkers
On-The-Fence individuals often have a strong
self-concept of themselves as rational,
independent thinkers.

Self-Concept:

Their resistance to following public health
protocols comes in part from wanting to avoid
the uncomfortable feeling that they are blindly
doing what they are told.

The overall idea we have
about who we are. We
often try to behave in
ways that are consistent
with our self-concept.

STRATEGY:
Help support people to do their own research
and make their own decisions.

=
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About BEworks
BEworks is a research institute and consulting firm dedicated to
the application of behavioural science to real-world challenges.
Founded in 2010 by world leading behavioural scientists and BE
pioneers, we have quickly become the most sought-after team for
the application of behavioural science.
Since the pandemic, we have been using our expertise and
insights to support the public sector, as well as government and
business leaders, in their attempts to tackle the behaviour change
issues surrounding COVID-19. BEworks is the leading the
behavioural change unit for 19toZero, a coalition of experts from
various fields seeking to end the pandemic.
To learn more about our rapid solutioning services, read our
insights and solutions reports, and connect with the team, please
go to www.BEworks.com/covid-19 or contact us at
info@BEworks.com

Kelly Peters
Co-Founder & CEO

Dan Ariely
Co-Founder &
Chief Behavioral Scientist

Nina Mažar
Co-Founder &
Chief Scientific Advisor
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