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Spread the Word!

Do you enjoy our webinars and feel others may benefit, too?

Become a promoter:
Receive special emails to share within your organization!
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5 Allisan Lazard, PhD started 85
hefare becoming & professar. 5o yes, she can make your research ook UON and

fmiake it sound good.

' Or.Lazard has taught everything from Advetising Campaigns to Experimental
Design. Transtation: She can make your cinical rial sound lie a Super Bowl ad and
still keep the p-values straight.

3 Shie literally co-wrote the book an health messaging—0esigning Effective

. and il inds time to aWargs. [Because why
top at influenc wihen i of
communicators?)

2 She co-leads multi-million-doliar NIH and NCI grants to improve heaith, wellness,
and social connecteness. Soves, S1e's (e person making sure your patients ot
just survive-they thriveand stay connacled.

She 140 peer-revigwed art
l. misinfarmation, &nd sacial media. Basically, if you've ever wondered how to stop
bad cancer advice from going wiral, shes already written three papers on it
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One can find both information and misinformation on social media.

True

False

Star the preseaion o spe ve cortent.|
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Inaccurate Cancer Claims

on Social Media

ALLISON J.LAZARD, PhD

of NORTH CAROLINA Lineberger Comprehensive Cancer Center
o CHAPEL HILL lazard@unc.edu

ﬁ THE UNIVERSITY Hussman School of Journalism and Media

Mirian Avendafio-Galdamez ~ TusharVarma

Nabarun Dasgupta Marjory Charlot
David Marshall Dominic DiFranzo
Tara Queen Ashley Hedrick
Ray Tan Sydney Nicolla
Carmina Valle Rhyan Vereen
Brad Love Shelby Lake
Catherine Benedict Marlyn Pulido
& many more...

Research reported in the presentation was supported by grant number 133694-PEP-19-154-01-PCSM from the American Cancer Society
and support from the Lineberger Comprehensive Cancer Cener.
The content is solely the responsibilty of the authors and does not necessarily represent the offcial views of any funder.
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Importance of the Complex communication

SOCIAL * LANDSCAPE

19

Amarican
c

Social isolation is common among young adults with cancer. 4’

Interviews
Young adults with cancer
N=45
18-39 years old, M = 31
73% Female

80% non-Hispanic white

Stupk
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SOCIAL MEDIA USE
Identifying online cancer support

©s

n

Young adults with cancer piece together online support

with peers who get it.

Lazard, etal, 2021

21
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SOCIAL MEDIA SUPPORT TOPICS

Treatment and medical information Navigating life with cancer
Uncertainty about treatment Dating and sex
Tips for dealing with symptoms Children and parenting
Provider recommendations Impact on bodies
& more... Fitness and diet
Mental health

Financial issues
Cancer stigma

Transition to “normal life”

Lazard, etal., 2021
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Treatment and medical information

“It's very comforting and nice to hear from someone’s mouth that’s been on the
medication...they tell you the raw deal of it...It’s like a whole other side that like my
oncologist doesn’t reveal to me.”

~ Female, 33 years, breast cancer, ongoing therapy

“[My reconstruction plan] was what they wanted, not what | wanted...that'’s when
social media came into place. | could see what others had done [from their doctors

or facilities]. It really helped me choose where | finally did go.
~ Female, 38 years, breast cancer, completed treatment
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DOWNSIDES OF SOCIAL MEDIA SUPPORT
Burdens and barriers

Poor platform design

Disheartening content

Burden of participating
Privacy concerns
Bad behavior from others

Unwanted advice

24
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Unwanted advice

“I'have a very rare tumor in my leg. | just remember this one person bombarding me,
‘Why would you want to put yourself through being poisoned? Just go get a consult,

just go,amputation is the best option”

That really weighed on me, especially while | was actively going through treatment.

These people’s opinions, they have, the ability to be like very aggressive or very
harassing about them.”

~ Female, 32 years, sarcoma, completed treatment
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CANCER MISINFORMATION

False CBD cancer treatment claims online

E

FDA warning letters CBD + cancer tweets
2015-2019;n=39 Feb & May 2020;n=1,926
87% with cancer claims @user totally... Point is, CBD
Wagoner,Lazard,ecal. 2021 kills the cancer-.. (80K followers)
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(critical)

Information Misinformation

We must consider...

. o
Ly

A\ evidence context (honest?) rumors

See Southwell, et al., 201 9;Tan, ec al,, 2015
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Adults in the US, including those impacted by cancer
N=604

18% with cancer

35% cancer caregivers
Mg = 46(19)
58% Female

77% non-Hispanic white

qualtrics™

28

CANCER MISINFORMATION
Unwanted advice for cancer treatments and cures

Heard or saw advice Were curious™

24% —— 75%

Heard or saw advice

on SOCIAL MEDIA Was true
56% 71%
*Only asked of people who received unwanted advice Lazard, et al, 2023
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(]
— What types of unwanted treatment advice (or cancer misinformation) do individuals
"7 with cancer receive or see on social media most often?
To adopt a new mindset
03
Diet and nutrition advice
0%
Physical actiity advice
03
Altemative cancer cures not clinically recommended)
03
Adice to stop clinical care
0%
Toseek trestment outside the US
o
n Stan the preervation 50 bve coment | u
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TOPICS OF UNWANTED ADVICE

30% Digestive or dietary treatments, e.g.,“good diet;” “eat more fruits;” “vitamins;”
use “cannabis;” “change the pH of the body;” “no solid foods;”
“non-sanctioned,” “medication,” and “dietary supplements” without FDA approval

14% Natural treatments and cures, e.g., herbal remedies

10% Advice for clinical care, e.g., to receive (or not receive) chemotherapy,
radiation, or surgery

9% Experiential advice, e.g., prayer or positive thinking

5% Go to a specific location, e.g.,“Mexico for treatment”

Lazard, etal. 2023
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MISINFORMATION ON SOCIAL MEDIA

£ RadOlJ Vi) » [&

40% 22-27% 12-14%

3-6%

Lazard, etal, 2023
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WILLINGNESS TO INTERVENE

cancercareparcel Ever wonder when it will stop?

- Worry no mere because there is an end to it. We've

BEeT ANtz Cancen liScovered the cure for Herpes, diabetes and ather
WVEGETABLES infections and also CANCER, asthma, infertility with

“ e just few steps to take and 1T will be a thing of the
P M past, Visit my page @daclar_osaghae

Over 70% would intervene by...

Flagging misinformation 51%
Reporting to platform 51%
Endorsing rebuttals 53%
Commenting to correct 49%
Hiding post for others 45%

Lazard, etal, 2023

33
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.
MISINFORMATION INTERVENING cll)k = e
Simulated social media l‘ite [ewesieay

Taylor, DiFranzo, et al, 2019 [

Lazard, et al, 2025
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SOCIAL MEDIA INTERVENTIONS
Prompts to Intervene

<.

d prompts
(aka. nudge, label, warning)

35

SOCIAL MEDIA INTERVENTIONS

Prompts and policy to intervene

Social cue prompts
with policy for post review after 10 people flag

36
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Adults with cancer, cancer caregivers, or close to someone with cancer
N=90

20% with cancer
45% cancer caregivers
Mage = 49.5(10.4)
54% Female
63% non-Hispanic white

Konovo

formerly Survey Healthcare Global

Presented on January 14, 2026
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CUES FOR INTERVENING
Crossover experimental design, 4 timepoints

g

|

Switch
intervention

- X X
Standard

Time | Time 2 Time 3 Time 4

Lazard, et al, 2025
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Time | Time 2

o
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Time 4

Willingness to Intervene
.
NN\\}

I Parcicipants viewed standard (Time 1-2,solid) ~ “# then social cue prompts (Time 3-4,lined)

5 Pardcipants viewed social cue (Time 1-2.lined) [l then sandard prompts (Time 3-4solid) |
azard,etal,

39
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Time |, Standard prompt Social cues prompt
M M t p
:ﬂ'ri:g::“ o 234 2.99 223 0.03
Sharing intentions 1.88 1.81 -0.27 0.79
Responsibility 253 3.07 2.30 0.02
Empathy 3.59 3.94 1.39 0.17
Accuracy 2.10 2.08 -0.09 0.93
Responses were “not at all” (coded 1),"a lictle;” “somewhat.” “quite a bit;" and “extremely” (5)
Lazard, et al,, 2025
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EXAMINED PROMISING INTERVENTIONS
Prompts and policies to encourage flagging and reduce sharing

LEVERAGED SOCIAL MEDIA CUES

Used social cues to encourage health behaviors and reduce misinformation

IDENTIFIED POTENTIAL MOTIVATIONS

Some evidence to suggest thoughts and feelings to motivate intervening

41

CUES FOR INTERVENING
Examining dose of social cues

e st e et s e
s and ptessiaty harmsa

vs. s

Pasae el s e
ety

Do more people increase willingness?

Reasons for intervening and sharing?

42
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Adults in the US, including those impacted by cancer
N=1,051
5% with cancer

25% cancer caregivers
38% close to someone with cancer
M= 43(13)

50% Female
63% non-Hispanic white

Sz Prolific

Presented on January 14, 2026
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Cohen’s d

Flag 293 I11.6 <.001 66
Dislike 1.97 267 62.86 <.001 49
Mute 2.52 3.18 49.38  <.001 43
Like 2.00 1.55 4045 <.001 39
Comment 1.88 1.76 2.63 e .10

*Agree, % 26% 13% - -

*Disagree, % 18% 28% - -

*Other, % 6% 4% - -
Share (general) 1.94 1.53 3768 <.001 .38

Responses were “not at all” (coded 1),"a lictle,” “somewhat.” “quite a bit,” and “extremely” (5).
*Among those who would comment.

Lazard, et al,, Unpublished(a)

44

1 just shared some reasons why people may intervene with cancer misinformation (i.e., empathy,
responsibility, inaccuracy).

Which reason do peaple endorse most often for why they are willing to intervene?

Others may be susceptible to

| woubd feel guilty 1

S the preseration s sse e conent.

45
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MOTIVATIONS FOR INTERVENING

No Social cue

. intervention intervention
People would intervene because...

Could be false 47% 61%
Concerned about people getting harmed 33% 44%
Others may be susceptible 27% 36%
Feel personally responsible 20% 22%
Would feel guilty if didn’t 17% 20%

Lazard, et al,, Unpublished(a)
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| |
Which reason do people endorse most often for why they want to share cancer treatment
= misinformaticn on sccial media?
Relevant forsamaan they ko
o
on
Wy provide hope
0%
0%
It belivabie
o
i rpeing
o
s interesting
0%
Hetpssomeane ther troatment 't warking
0%
u Start the presentation o see ive coment | u

a7

MOTIVATIONS FOR SHARING No

intervention intervention

Social cue

People would share because...

Interesting information 41% 22%
May provide hope 27% 15%
Help someone if treatment not working 24% 13%
People should know 24% 1%
Promising cure for cancer 20% 10%
Believable information 19% 12%
Relevant for someone 18% 10%
Surprising information 17% 12%

Lazard, et al,, Unpublished(a)
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COMPARING INTERVENTIONS

Social cue (prompts & policy) ~ Standard (prompts only) Control (no intervention)

Presented on January 14, 2026
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INTERVENING OVERTIME
Randomized between-persons experimental design, 5 timepoints

Time 3 Time 4 Time 5

Social cue condition m )
(prompts & policy) Tim
Standard condition X X X

Control
(no intervention)

50

BATILES CAREER
Yo

51
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60%
—&—Social cues intervention
—&-Standard intervention
50%
. Control

P 43% 2%
3 37%

40% 7%
o 34% 35%
o
&

30% 27%
> 27% 25% 24% 27%
=
“
o 20% -

o %

ES 14% 13% 14%

10% 7%

0%
Time 1 Tima 2 Tima 3 Tima 4 Tima 5
Lazard, et al,, Unpublished(b)
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B Cancer

Social cue | Standard | Control support

n =88 n=92 Avs.C |Bvs.C|Avs.B|| n=294
p p

Actions % posts % posts % posts. P % posts
Flagging 38% 26% 12% <.001 .0l0 .067 <1%
Disliking 14% 19% 10% 435 081 242 <1%
Liking 3% 1% 10% <.001 <.001 392 25%

Willingness™ M M M p p p M
Flag 359 3.66 248 <.001 <.001 745 122
Dislike 348 3.64 247 <.001 <.001 404 1.28
Like 1.57 1.44 234 <.001 <.001 3lé6 3.96
Comment 224 2.32 253 093 220 654 2.98
Share 1.75 1.57 233 <.001 <.001 .157 2.95

*Responses were “not at all” (coded 1),"a little,” “somewhat,” “quite a bit,” and “extremely” (5).

Lazard, et al,, Unpublished(b)

53

Increasing
Empathy
Responsibility

Negative affect

Decreasing

Perceived accuracy
Interest

Hope
Relevance
Positive affect

Intervention

% of flagged posts

(vs. control)

Lazard, et al,, Unpublished(b)

54
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MORE EVIDENCE FOR PROMISING INTERVENTIONS
Standard or social cue interventions encourage flagging and reduce sharing

CONSISTENT IMPACT
Prompts and policies have an immediate and sustained impact

INTERVENTIONS INFLUENCE MOTIVATIONS
Interventions encourage reasons for intervening and discourage reasons for sharing

Presented on January 14, 2026
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THANKYOU!

ALLISON J.LAZARD, PhD

THE UNIVERSITY Hussman School of Journalism and Media
of NORTH CAROLINA Lineberger Comprehensive Cancer Center
a

4t CHAPEL HILL
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n
-—=— Questions/Comments?
Nobody has responded yet.
Hang tight! Responses are coming in.
I Start the presaniation to see fve comient. For
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Thank You...

University Cancer
Research Fund

BUNC | caveenceme

UNC Lineberger Cancer Network

The Telehealth Team
TimPee

Jon Pawel,
Oltver Marth.

Andrew Dodgsn,
Patrick Muscarella
Kimberty Rddick,

The g Sk Rvaghswitn ey oo P
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Psychosocial Oncology: Supporting the MentalHealth of Cancer,

Melissa Holt, e e &0
Patint:
112 centareg
Care

Garing for Young Aduits with Cancer: Reproductive Health Considerations
ik A PN ALCKP

Coping Skill Development for ealth Care Providers Garing for Patients
withCancer
Melinda Manning, 045t Rachel ifkn, sk
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We Thank You for Participating Today!
UNC Lineberger Gancer Network
Sign up for our monthly e-newsletter
Emaikunclcn@unc.edu
Phone: (919) 445-1000

Check us out at
unclen.org anglearn.unclen.org

Look for us on these social media platiorms
n Tacabosk.camunelen |@' unelinebergereancernsimork
m inkedin.comjinjunclcn
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