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What is the problem?
- The way we die is drastically different than in the past due to advances in medicine 

such as antibiotics, intubation, respirators, artificial nutrition, etc.

- Before: Most died sudden, unpredictable deaths from infectious diseases in which health rapidly 
deteriorated

- Now: Most die slow, predictable deaths from chronic illness such as cancer and cardiovascular disease 
in which health deteriorates over a longer period of time.

- Although this allows for more control over our own circumstances of death, most of 
us are unaware of our available resources and how to best utilize them. Also, most 
of us do not actively discuss our preferences with our loved ones and health care 
providers.



What is the significance of the problem?
- ¼ of all Medicare spending is in the last year of life.

- Family members may be clueless about their loved one’s medical preferences when 
they become unable to communicate their wishes.

- Not planning for one’s preferred circumstances of death leads to a decreased 
quality of life for both patients and their family members, in which quantity of life at 
the end of one’s life may come at the expense of quality.



What is our solution?
- Providing families with information about their available resources for planning for 

the death of a loved one/one’s own death.

- Encouraging intergenerational discussions about end-of-life preferences before 
death is imminent and discussion becomes more difficult and stressful

- Launching a media campaign aimed at driving a cultural revolution in which 
discussions of death are no longer taboo and avoided





Our fundamental goals for the project
- Raise awareness about the reality of how we die

- Encourage a rational approach to death

- Spark open discussions on death and end of life care

- Target the youth/college age group as usually the elderly are targeted by 
advertisements of this nature



The Talk: Publik Event

Target Audience: Youth, students, middle aged adults, elderly

Purpose: Make the local community aware of this topic in 
an effort to make having The Talk as painless as possible.



Engaging the Community
- Introduced University students and their families to the realities of “How We Die” 

and the importance it is to plan and prepare for the possibility

- Approx. 50 members of the community attended the event and received the 
following:

- Resources on how to have the conversation

- Impactful stories expressing the importance of having a “plan”

- Resources on advanced directives and other planning documents



Impact for the Future
භ Family members had “The Talk” with 

each other following the event

භ The resources generated have had a 
wider impact.  (i.e. classroom 
presentations)



The Talk: Website

Target Audience: Youth, students, middle aged adults, elderly

Purpose: Provide access to resources to aid in having The Talk





Starter Kit
A comprehensive guide created by the Praxis Lab that aids in initiating, having, and 

reflecting on The Talk.

Possible scenarios allowing the user to think about what they would do and how they 
would react if they were in that position.

Gives user the opportunity to reflect on their life and what they consider to be most 
valuable to them.

Tips to start the Talk, including icebreakers and invitations.

Action Checklist acts as a straightforward list of what to do after having the Talk.



The Talk: Ad Campaign

Target Audience: Youth, students, middle aged adults, elderly

Purpose: Spark a productive dialogue among loved ones, 
sooner rather than later.



Collaboration 

St. Cloud 
Productions

“Let’s have the talk 
again.”

Ad Campaign



Unique Audience + New Approach
- Targeting an audience other than the “senior 

citizen” crowd.

- Reminiscent of “The Talk” parents usually 
have with the kids about sex.

- Flip the script to engage viewers



The Talk: Internship

Participants: Student from the Praxis Lab

Purpose: Continue mission of Praxis Lab



Internship
Honors College continuing internship - will 

continue to graduation in Spring 2018, open 
application following

Goals of internship:

Release ads as PSA’s - local and national

Launch Howwedie.org

Feature story on both local and national news 
stations

Currently working to create new event schedule 
for fall 2017 accompanied by press release 
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