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ABSTRACT
Information about human papillomavirus (HPV) disease and its vaccination has been increasingly
communicated and discussed on social media platforms. The current study aims to investigate the
coverage of HPV-related information on one of the most popular Chinese social media – Zhihu. Data for
this study were user-generated articles, which were identified and collected by a Python web crawler
with keyword searching. The final sample included a total of 115 articles, covering a two-year period
between 2017 and 2018. Each article was coded for several key characteristics, including HPV epide-
miological information, health belief model (HBM) constructs, framing strategy, and responses to the
article. Results suggested that most of the articles reported HPV’s relationship to cervical cancer, HPV
severity, and vaccination benefits. Thematic framing was more often used by the Zhihu articles to
disseminate HPV-related issues, and a significant relationship between framing strategy and information
coverage was found. The study has not only theoretically extended the literature of online HPV vaccine
information coverage, but also practically suggested the needs to communicate comprehensive and
detailed knowledge about HPV vaccination on Chinese social media.
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Introduction

Human papillomavirus (HPV) is the most common sexually
transmitted disease (STD) worldwide. Most sexually active
people can be infected with HPV at some point in life.
Although HPV infection usually causes no symptoms, it has
a close link to cervical cancer, which led to the death of
approximately 311,000 women in 2018 and became
the second most common cancer in women living in less
developed regions.1 High-risk HPV may also lead to other
cancers and illnesses in both women and men, such as oro-
pharyngeal cancers, anal cancers, vulvovaginal and penile
cancers, as well as genital wart.2 As such, HPV vaccine was
developed to prevent HPV-related diseases. HPV vaccine was
also recommended by World Health Organization to incor-
porate into national immunization programs for many
countries.3 As the world’s largest developing country, China
has an HPV prevalence rate of 15.6% in women with normal
cervical cytology.4 Despite the high prevalence and risk, not
until late 2016 did the China Food and Drug Administration
approve its first licensed bivalent HPV vaccine for women up
to age 26 years.4 The late license is mainly caused by the
government regulation that requires all pharmaceutical pro-
ducts licensed in China to be tested in China-based clinical
trials. The delay of available HPV vaccine may result in
a general low level of knowledge about HPV and its vaccina-
tion in mainland China.5,6

Media has become the main source for people to obtain
HPV-related information, which plays an important role in

their decision-making process of whether to uptake HPV
vaccination or not.7,8 Nowadays, social media are considered
as one of the most preferred places for people to get informa-
tion about HPV vaccine.9 Compared to traditional media such
as newspaper or television, social media is able to provide
more time-sensitive and customized health information, as
well as allow communication and interaction among users.
Many recent content analyses have been conducted to under-
stand the information coverage of HPV infection and its
vaccination on different social media platforms, such as
Twitter,10,11 YouTube12 and Instagram.13 However, while
HPV disease is common worldwide and is widely discussed
on various social media platforms, to the best of our knowl-
edge, till now no studies have been conducted on Chinese
social media about this disease. Given the delay approval of
HPV vaccine, the discussion of HPV-related topics on
Chinese social media may occur in different patterns when
compared to those in previous studies. Meanwhile, cultural
factor may also contribute to the variations on Chinese social
media. Li et al.,14highlighted the different online health infor-
mation seeking and sharing behaviors between people in
Chinese and Western culture. The cultural differences in the
perception of online health information are also supported by
Song et al.,15who compared users from Hong Kong and
United States. As a result, the findings from previous content
analysis may not be applicable in the Chinese context.

In order to address the research gap, the current study
aims to investigate the information coverage and
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communication patterns of HPV infection and its vaccine on
Chinese social media. The study targets on the user-generated
articles in the platform of Zhihu,1 a leading Chinese social
media with a special aim for knowledge contribution and
sharing. Launched in 2011, Zhihu is one of the most popular
Chinese social media sites with over 160 million registered
users and 26 million daily active users in July 2018.16 Besides
the main feature of user-generated questions and answers,
users in Zhihu are also encouraged to publish articles with in-
depth and professional knowledge on a particular area or
topic. There are several reasons for targeting on Zhihu arti-
cles. Firstly, different from other social media that are
designed for social and entertaining purposes, Zhihu is ori-
ginally built for knowledge contribution. In the context of
HPV-related information seeking, Zhihu can provide users
with more reliable and professional information. Secondly,
the typical Zhihu users are generally well educated, with
80% of them self-reporting a bachelor’s degree or above.
They prefer to read long articles and enjoy serious discussions
with other users,17 which can potentially affect behavioral
outcomes. Lastly, compared to superficial and perhaps emo-
tional contents in other social media, articles published in
Zhihu provide deeper and more comprehensive arguments.
They tend to have a high-value density for in-depth analysis
of knowledge sharing behaviors. As a result, Zhihu articles can
be a potential and important source for the in-depth analysis
of HPV-related information coverage on Chinese social
media.

Literature review and research questions

The coverage of health information on media has a significant
impact on people’s relevant perceptions, attitudes, and beha-
viors toward a health issue.12,18 Incomplete and unbalanced
information presented in media can lead to the misunder-
standing of the health issue and further problematic actions.
For instance, Li et al.,19found that less than half of the Chinese
newspapers disclosed the relationship between HPV and
male-related cancers or genital warts, and fewer articles
reported the transmission of HPV in sexual behaviors. It
would result in low perceived benefits of HPV vaccination
among males, and a low public awareness of sexual transmis-
sion of HPV. Given that no previous studies have been done
to analyze the new media coverage of HPV vaccine-related
information in the Chinese context, it remains unclear what
epidemiological information are presented on Chinese new
media, including HPV prevalence and harms.

More importantly, among the previous studies investigat-
ing the coverage of HPV vaccination on new media
platforms,13,20,21 very few of them provided a theoretical fra-
mework for the basis of their analysis. Considering the pre-
sence of HPV-related topics on social media websites under
a theoretical framework can provide a more targeted exam-
ination of whether the content is comprehensive and reliable.
The Health Belief Model [HBM; 22] is one of the most widely
used theories to explain and predict health-related behaviors,
particularly in regard to the adoption of disease prevention
practices.23,24 The HBM focuses on individual beliefs about
health conditions, and defines several key constructs that

influence health behaviors: (a) susceptibility: individual’s per-
ception of the risk of acquiring a sickness or disease); (b)
severity: belief of severe consequence of contracting the dis-
ease; (c) benefits: potential positive benefits of the recom-
mended health action; (d) barriers: perceived barriers to the
recommended health action; (e) cues to action: exposure to
factors that prompt the health action; and (f) self-efficacy:
confidence in ability to succeed. Studies have found that
HBM constructs are associated with HPV vaccine intention
and uptake among Chinese women.25,26 Li et al.’s
study,19 applied the HBM to examine HPV information cov-
erage in Chinese newspapers. Their findings suggested that
information on benefit, cues to action, self-efficacy, and sus-
ceptibility were more frequently found in Chinese news
articles.

Thus, in order to extend the findings of previous studies
and systematically analyze the coverage of HPV vaccination
information in Zhihu articles, the following research ques-
tions were proposed:

RQ1: What HPV epidemiological information was reported in
the Zhihu articles?

RQ2: To what extent did the Zhihu articles present information
related to HBM constructs?

RQ3: Were there any relations across HBM constructs pre-
sented in the Zhihu articles?

Framing is a commonly studied concept in mass communica-
tion, which is defined as “to select some aspects of a perceived
reality and make them more salient in a communicating text, in
such a way as to promote a particular problem definition, causal
interpretation, moral evaluation, and/or treatment recommenda-
tion for the item described” [27, p. 52]. Based on Goffman,28 the
way that messages framed on mass media could have an impact
on individual’s attitude and behavior. In the study of social and
political issues on media, Iyengar,29divided framing into two
types: thematic and episodic framing. Messages with thematic
framing place an issue in a broad and general societal context,
while those with episodic framing present an issue in an isolated
and personal example. Thematic and episodic framing of health-
related issues on media could lead to different influences on
public knowledge, perception, responsibility attribution, and
support for the recommended solutions to the issue.30

Framing strategy could be shaped by cultural values. For
example, research suggested that Western media prefer episo-
dic framing and often frame causes and solutions of social and
health problems at the individual rather than societal level.31

In contrast, thematic framing was found to be more fre-
quently used by Chinese newspapers to present health
issues.19,32 However, it remains to be seen whether the same
conclusion can be applied to the HPV information on
Chinese new media. On the other hand, thematic and episodic
framing may have different emphases on covering public
health issues. Compared to episodic framing which focuses
on vivid and personalized storytelling, thematic framing tries
to employ systematic evidence of widespread outcomes, sta-
tistical trends of morbidity and mortality, discussion of risk
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factors and their social indicators, and reports on intervention
and treatment.33,34 As a result, articles in thematic framing are
more likely to include epidemiological information and HBM
constructs rather than those in episodic framing. But the
relation between framing strategy and information coverage
is somewhat less studied in prior literature. In order to inves-
tigate the framing strategy of HPV information on Chinese
new media, as well as its association with the coverage of
epidemiological information and HBM constructs, the follow-
ing research questions were asked:

RQ4: What framing strategies were used by Zhihu articles to
present HPV-related information?

RQ5: Did the framing strategies in Zhihu articles relate to the
coverage of a) HPV epidemiological information, and b) HBM
constructs?

There have been also increasing studies exploring the fac-
tors that influence responses of HPV-related posts, such as
likes and comments.12,13,35 For instance, a study on
Instagram13 found that posts mentioning cancer and HPV
screening were more likely to have a higher number of likes.
Despite these studies showed the potential relationship
between the coverage of HPV information and responses to
posts, no existing research has been conducted on testing the
impacts of epidemiological information and complete HBM
constructs on users’ responses. Meanwhile, message framing
strategy was often found to affect people’s responses and
behaviors across studies in other health-related domains.36,37

It would be worthwhile to investigate how framing strategy
influences users’ responses to HPV articles, particularly on
Chinese social media. Therefore, the following research ques-
tions were proposed:

RQ6: Did the coverage of a) HPV epidemiological information,
and b) HBM constructs in Zhihu articles affect users’ responses
(including votes and comments)?

RQ7: Did the framing strategy in Zhihu articles affect users’
responses (including votes and comments)?

Method

Data collection

Data for this study were collected by a Python web crawler,
using the Chinese language search keywords of “疫苗” (vac-
cine), “宫颈癌” (cervical cancer), and/or “HPV”. The crawler
accessed to Zhihu on 4th March 2019 and collected the HPV-
related articles. However, there were a huge number of rele-
vant articles posted in Zhihu, and their focuses were often
affected by the time. Considering the delay of HPV vaccine in
China, we limited the search to those posted within recent
2 years, in order to provide a time-sensitive picture of the
HPV-related information on Zhihu. Furthermore, the follow-
ing articles were eliminated in the screening process to ensure
the final data quality: (1) articles without mention of HPV

vaccine or cervical cancer vaccine; (2) articles with the major-
ity of content (more than 80%) irrelevant to HPV infection or
vaccine; (3) articles primarily focusing on the vaccine’s history
or market (e.g., with very limited HPV health information);
(4) articles shorter than 100 Chinese words in length.

Data coding

The initial search yielded a total of 133 articles. After the data
screening process, 115 articles were included in final pool.
Only the texts in the articles were extracted for coding, other
information such as images or videos were excluded.
According to the RQs provided above, each included article
was then coded for several key characteristics, including HPV
epidemiological information, HBM constructs, framing strat-
egy, and responses to the article. More specifically, HPV
epidemiological information was coded by items including
HPV’s relationship to cervical cancer, other cancers, and
genital warts, as well as the fact of sexual transmission.
HBM constructs were coded by assessing the presence of
content related to susceptibility, severity, benefits, barriers,
cues to action, and self-efficacy information. Additionally,
a new construct of ‘costs’ (e.g., price of HPV vaccine and
other costs) was coded separately from ‘barriers’ in the origi-
nal HBM, because the high financial cost is reported to be
a main barrier to improve HPV vaccine coverage in China.38

In regard to framing strategy, an article was coded as thematic
framing if it placed HPV-related issues into a broader social
context or focused on trends over time; it was coded as
episodic framing if it presented the issues by offering
a specific example (e.g., personal story), case study, or event-
oriented report. Responses to the article involved number of
votes and number of comments, which were extracted directly
from the data.

Two bilingual coders (LJ and ZH), who are Chinese native
speakers, coded the involved articles. Both of them have
strong research background in health communication and
informatics. Prior to coding, the two coders independently
coded 14 randomly selected articles (over 10% of the total
sample) to establish intercoder reliability, which was assessed
by the Krippendorff’s alpha.39 The reliability scores ranged
from 0.86 (lowest) to 1.0 (highest) across all the included
variables, indicating a high agreement between the two
coders’ judgments.

Data analysis

Data were analyzed through IBM SPSS Version 25.
Descriptive statistics were first run to assess the frequencies
of epidemiological information, HBM constructs, and framing
strategy. Pearson Chi-Square analyses were further performed
to assess a) the relations between epidemiological information
and HBM constructs; b) the internal relations within HBM
constructs; c) the relations between framing strategy and
epidemiological information; and d) the relations between
framing strategy and HBM constructs. Furthermore, hierarch-
ical ordinary least squares regression analysis was conducted
to examine the effects of epidemiological information, HBM
constructs, and framing strategy on the responses of articles.
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A log transformation was performed on the two dependent
variables (i.e., number of votes and number of comments)
before the regression analysis, due to an initial inspection of
non-normal distributions among them.

Results

RQ1, 2, and 3: epidemiological information and HBM
constructs

The descriptive statistics of key characteristics in the included
Zhihu articles are presented in Table 1. Overall, most of the
articles (76.8%) reported HPV’s relationship to cervical can-
cer, while less than half of them reported its relationship with
other cancers (41.7%) and genital warts (42.6%). Fewer arti-
cles (37.4%) explicitly stated that HPV is sexually transmitted.
For the presence of HBM constructs, benefits of HPV vacci-
nation were most frequently found in Zhihu articles (77.4%),
followed by severity of HPV infection (72.2%). Around half of
the articles also included susceptibility of contacting HPV
(55.7%), cues to taking the vaccination action (54.8%), and
self-efficacy information to obtain the vaccine (47.8%).
Barrier-related information (31.3%) and financial costs of
HPV vaccination (36.5%) were less covered in the articles.

Furthermore, the internal relations within the HBM con-
structs were examined (Table 2). Findings from the Pearson
Chi-Square analyses indicated that the presence of self-
efficacy information was significantly related to other HBM
constructs, expect for cues to action. Strong significant rela-
tionships between any two constructs of susceptibility, sever-
ity, and benefits were also found in Zhihu articles. Barriers
were also significantly associated with cues to action.

RQ4 and 5: framing strategy and effects

Thematic framing was a more popular communication strat-
egy (74.8%) used by the Zhihu articles to disseminate HPV-
related issues, compared to episodic framing which was only
employed by 25.2% of the articles. More importantly, there

was a significant relationship between framing strategy and
information coverage in the articles. In regard to epidemiolo-
gical information, HPV relationship to cervical cancer (χ2

(1) = 27.93, p < .001), other cancers (χ2 (1) = 9.57,
p = .002), genital warts (χ2 (1) = 20.23, p < .001), and sexual
transmission (χ2 (1) = 9.23, p = .002) were more likely to be
reported in thematic framing articles rather than episodic
framing articles. For HBM constructs, thematic framing arti-
cles had a greater likelihood to include susceptibility (χ2

(1) = 23.18, p < .001), severity (χ2 (1) = 22.64, p < .001),
and benefits (χ2 (1) = 23.50, p < .001), than episodic framing
articles. However, articles with episodic framing were more
likely to involve costs (χ2 (1) = 10.92, p = .001) and self-
efficacy information (χ2 (1) = 27.19, p < .001) compared to
those with thematic framing.

RQ6 and 7: article responses and associated factors

Lastly, two separate hierarchical regression analyses were per-
formed to investigate the effects of epidemiological informa-
tion, HBM constructs, and framing strategy on the responses
of Zhihu articles. Most of the variables were found to have
non-significant impacts on number of votes and number of
comments. Only the effect of barriers was “approaching”
significant, on number of votes (β = 0.19, p = .066) and
number of comments (β = 0.18, p = .060). Surprisingly,
a weak but significant negative effect of benefits was found
on number of comments, with β = −0.29, p = .012). Small R2

was observed in the two regression models, with .114 for
number of votes and .275 for number of comments. In
other words, the included variables only explained 11.4% of
the variance of number of votes, and 27.5% of the variance of
number of comments.

Discussion

This study provides the first analysis of user-generated articles
about HPV infection and vaccine on Chinese social media.
Particularly, the data were collected from Zhihu, a popular
social media platform for knowledge contribution and shar-
ing. It allows a more comprehensive and in-depth under-
standing of HPV-related information coverage in Chinese
online context. Overall, the majority of Zhihu articles tend
to label HPV as a trigger for “cervical cancer disease” to the
public, while only a small portion of them mention its link to
other non-cervical conditions or sexually transmitted

Table 1. Descriptive statistics of the key characteristics in included articles
(N = 115).

Characteristics Numbera Percentage

Epidemiological information
Relationship to cervical cancer 86 74.8%
Relationship to other cancers 48 41.7%
Relationship to genital warts 49 42.6%
Fact of sexual transmission 43 37.4%
HBM constructs
Susceptibility 64 55.7%
Severity 83 72.2%
Benefits 89 77.4%
Barriers 36 31.3%
Costs 42 36.5%
Cues to action 63 54.8%
Self-efficacy information 55 47.8%
Framing strategy
Thematic framing 86 74.8%
Episodic framing 29 25.2%
Responses to articles
Number of votesb 26.64 94.15
Number of commentsb 20.36 118.74

Note: a Number of articles in which the relevant information is presented. b Data
were presented as mean and standard deviation.

Table 2. Pearson Chi-Square (χ2) analyses of internal relations among HBM
constructs (N = 115).

No. HBM constructs 1 2 3 4 5 6

1 Susceptibility –
2 Severity 55.64*** –
3 Benefits 22.07*** 40.32*** –
4 Barriers 0.15 0.82 1.06 –
5 Costs 0.86 2.05 1.34 0.60 –
6 Cues to action 0.54 0.50 1.01 6.43* 2.41 –
7 Self-efficacy

information
10.46** 10.28** 6.17* 12.50*** 17.90*** 3.34

Note: Asymptotic significant level (2-sided) at *** p < .001, ** p < .01, and
* p < .05.
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infection. This finding resonates with earlier research on the
coverage of HPV information on online news sites and social
media in other countries.13,21 The incomplete coverage of
HPV-related information on social media not only leads to
a misunderstanding of HPV, but also causes a problematic
perception of HPV vaccine among the readers. For instance,
people are more likely to emphasize the vaccine’s effect on
cervical cancer, but ignore its value in treating other cancers
and illnesses. Meanwhile, since HPV is less mentioned as
a sexual-transmitted disease, the public would have a low
awareness of HPV vaccine as an STD prevention tool.

Furthermore, the study used a theoretical coding scheme
grounded under HBM to investigate the HPV information
coverage among Zhihu articles. Consistent with traditional
Chinese newspapers,19 most of Zhihu articles covered the
key information to promote HPV vaccine including the sever-
ity and susceptibility of HPV infection as well as the benefits
of HPV vaccine uptake. In other words, Zhihu articles tend to
portray HPV infection as a common health issue in the public
through emphasizing the high probability of contracting HPV
disease and the seriousness of this disease, followed by pre-
senting the benefits of HPV vaccine. It also reveals the fact
that both online and offline Chinese media hold positive
opinions on HPV vaccine, and this will lead to an increase
in the public’s awareness of HPV and intention to uptake
HPV vaccine. Additionally, a certain amount of Zhihu articles
illustrated the detailed process of HPV vaccination, such as
susceptibility of contacting HPV, self-efficacy, and cues to
action, which might help to foster actual behaviors from
intentions. However, the barrier and financial costs informa-
tion was often missing in many articles. The incomplete
picture of HPV vaccination in these Zhihu articles may also
lead to some critical problems. For instance, Madden et al.’s
study,40 pointed out a concern that teenagers may generate
a false sense of security if they neglect the limitations of HPV
vaccine, and possibly have even more risky sexual behaviors
after they get vaccinated.

Consistent with the findings from traditional Chinese
media,19,32 the dominant use of thematic framing strategy
was also observed in the Zhihu articles. This may be influ-
enced by China’s collectivistic culture, in which people tend to
emphasize big pictures over specifics, and value group well-
being over individual needs.32 The thematic framing strategy
is beneficial for fostering the understanding of broader health
facets of HPV, such as including more epidemiological infor-
mation and vaccine benefits. However, the lack of personal
stories makes it difficult for readers to see themselves as
potentially affected by the disease and develop the motivation
to get vaccinated.19 In addition, thematic framing emphasized
less on the costs and steps to get vaccine, resulting in a lower
behavior change for HPV vaccination.

The responses of Zhihu articles were affected by neither
information coverage nor framing strategy. The findings here
suggest that in general what and how HPV information was
presented in a Zhihu article did not have a significant impact
on the number of votes and comments for this article.
Nevertheless, it is interesting to find that barriers for HPV
vaccine were an “approaching” significant factor positively
related to number of votes and comments for the Zhihu articles

whereas reporting benefits of HPV vaccine can lead to fewer
users’ responses. This finding suggests that users might be very
familiar with the benefits of HPV vaccination uptake due to its
massive coverage on social media, and thus they show indiffer-
ence to this type of articles. Instead, they are more likely to care
about what factors will impede the uptake of HPV vaccine and
respond to the articles highlighting these negative aspects. In
addition, while the majority of factors were not related to the
users’ responses to the articles, there might be other more
important factors to excite the responses to the articles on
Chinese social media. A study from Ji et al.,41found that the
presence of a responsibility frame is related to more likes and
reposts of environmental issues on Weibo (another Chinese
social media). A YouTube study12 revealed that videos with
negative tone have a higher mean number of likes than videos
with positive or ambiguous tones. Future studies need to exam-
ine the effects of these potential factors on users’ reactions to
HPV articles on Chinese social media.

The study has a few limitations. Firstly, the sample of
articles was limited to one popular Chinese social media –
Zhihu. Information about HPV infection and vaccine is also
actively disseminated and discussed in other Chinese social
media channels such as Weibo9 and Wechat.42 It would be
helpful for future studies to examine whether similar findings
can be applied to these channels. Secondly, this study only
focused on the textual data within the articles. It is possible
that other elements in the articles, such as pictures, videos,
and even external links, also offer HPV disease and vaccina-
tion information. Including all the various data formats
within the articles/posts is an important step for future con-
tent analysis of social media. Thirdly, while our findings
suggested how HPV-related information was covered and
framed, we cannot provide an understanding of how such
information is perceived and utilized in decision-making.
More production- and process-oriented research (e.g., experi-
ment or survey of social media users) needs to be conducted
to directly assess the impact of information coverage and
framing strategy on people’s perception and behavior change
toward HPV. Lastly, the study only applied HBM as the
theoretical framework to examine the coverage of HPV-
related information on Chinese social media, which might
limit the comprehensiveness of the findings. Although HBM
is among the most widely utilized theories in health commu-
nication, it does not account for individuals’ attitudes or
beliefs that might influence the acceptance of HPV vaccine,
nor does it account for external factors such as environmental
or economic factors that may prohibit or promote the recom-
mendation of HPV vaccination uptake.43 Future studies with
other relevant theories would offer extended knowledge about
the dissemination of HPV-related information on Chinese
social media.

Despite the limitations, this study has highlighted several
theoretical and practical implications. From a theoretical per-
spective, the results have extended the literature of HPV infor-
mation coverage on Chinese social media, through the
application of HBM theory. In particular, the finding indicates
that although these user-generated articles attempt to highlight
the seriousness of HPV disease and encourage the public to take
HPV vaccine, some important information (i.e., financial costs
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and barriers) is often missing, which might impede users’ actual
behavior of vaccine uptake. Hence, examining the presence of
HPV-related information in Zhihu under the guidance of HBM
theory can provide us with a closer examination of how the
contributing users on Zhihu portray HPV disease and its vacci-
nation. Additionally, the examination of particular relationship
between HPV information coverage and framing strategy is able
to inspire future research on HPV-related information-seeking
behavior. For example, users who need to acquire knowledge
about HPV may need articles with thematic framing whereas
users who have intention to uptake HPV vaccine are more likely
to read others’ personal stories about the detailed process of
HPV vaccine uptake.

From a practical perspective, the incomplete HPV-related
information found on Zhihu articles implies the current pro-
blems and challenges of using user-generated contents from the
general public to facilitate health education. Health professionals
and government agencies in China should take more responsi-
bility to communicate comprehensive and detailed HPV disease
and vaccine knowledge through both online and offline media.
Furthermore, since articles with thematic framing predominate
on the Zhihu platform, more episodic-oriented framing should
be encouraged in the process of promoting HPV vaccination on
Chinese social media, such as including vivid storytelling of how
and why influential individuals get vaccinated. The effects of
framing strategy can influence individuals’ subsequent decisions
to uptake HPV vaccine. Overall, more efforts are needed to
deliver effective education on HPV infection and vaccine on
Chinese social media, in order to foster high vaccination rates
among Chinese people.
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