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Part 5:  Communication and Social 

Media 



Introduction 

ÁBackground 

ÁPurpose 

ÁPartners 

 



Research and Practice 

ÁCenter for Civic Partnerships 

ÁDeKalb County, GA 

ÁY-USA 

ÁPrevention Institute 
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Sections of the Guide 

ÁSection 1: Sustaining Coalition 

Efforts 

ÁSection 2: Sustainability Approaches 

(Summaries) 

ÁSection 3: Sustainability Approaches 

(Modules) 

ÁSection 4: Appendix 
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Sustainability Approaches 
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Sustainability Guide 

Communications Strategies 

  

Policy Messages Through Media 

Internal Communication 

Community-Wide Communication 

 

All begin with clear and compelling messages!  
 



Importance of  Message 

 

A message provides the big picture and answers: 

ÅWhy should anyone care? 

ÅWhy is this urgent? 

ÅWhat should I do? 
  

 

It must be clear, compelling, accurate ð and 

short!  
 



Tips for Developing a Memorable 

Message 

ÁAvoid jargonñuse examples 



Avoid JargonñUse Examples 

ÁInstead of òwe support interventions that will break 

down barriers to healthy  livingó say òweõre trying to 

make healthy choices easier choicesó   

ÁInstead of òcommunityó say òpeopleó or 

òneighborhoodsó or òwhere we liveó  

ÁInstead of òincreasing physical activityó say òmore PE 

in schoolsó or òsafer parks to play inó or òwalking or 

bikingó  

 



Avoid Jargon ð Use These Words 



Tips for Developing a Memorable 

Message 

ÁAvoid jargonñuse examples 

ÁThink about your audience  

ÁUse òpeople-speak,ó not òbrand-speakó   



 òPeople-speakó not òbrand-speakó   

 

Instead of saying  

òAddressing the social determinants of health is critical to 

solving our health disparities issues.ó  

say  

òWe need to look at the many things that influence how 

healthy we are if weõre going to help people lead a 

healthy life, regardless of race, ethnicity or incomeó 



Tips for Developing a Memorable 

Message 

ÁAvoid jargonñuse examples 

ÁThink about your audience  

ÁUse òpeople-speak,ó not òbrand-speakó   

ÁShow, donõt tell 



Show, Donõt Tell 

ÁDonõt say, òWe need to change policy to ensure access 

to healthy eating options among low -income 

communities.ó  

ÁSay, òToo many families live in areas where they have 

no grocery stores. You canõt make healthy choices 

where there are no choices.  Local governments should 

provide incentives to bring grocery stores to every 

neighborhood.ó  

 



Show, Donõt Tell 

ÁDonõt say, òOur health department provides 

many services that improve health.ó  

ÁSay, òWeõre keeping people healthy by helping 

them quit smoking, providing vaccines to 

children and families, and making sure the food 

we eat is safe.ó  

 



Tips for Developing a Memorable 

Message 

ÁAvoid jargonñuse examples 

ÁThink about your audience  

ÁUse òpeople-speak,ó not òbrand-speakó   

ÁShow, donõt tell 



Involve Your Audience. 

30 

Outcomes  

Results 

Beliefs  

Values Involving someone  

Telling someone 

Details 

Facts 

Process 

Č 
one-way 

ċČ  

two -way 



The Power of  Storytelling 

Your work is about more than data 

points and the process of policy 

changeñitõs about real people. 



The Importance of  Storytelling 

Studies show that stories resonate and stay with audiences 
significantly more than statistics  
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100%

Statistics Statistics and Story Story

What You Deliver

How Often Your Audience Retains Your 
Message

Source: Jay Conger, Kravis Leadership Institute, Claremont McKenna College 

 



What weõre used to hearing... 

 

 

 

 

Inadequate access to dental care for low -income 

children  
 

-Access to Oral Health Care for  

Medicaid/CHIP Children in Illinois:  

A Focus on Rural Illinois 

 University of Chicago, 2001 



What we need to hear... 

Photo: Linda DFebruary 27, 2007 

avidson, The Washington Post 



Impact 
 

 

Two days later  

Two US Senators introduce legislation to increase access to dental care for 
uninsured children.  Maryland state legislators push for $6 million to increase 
access over three years. 

 

One day after that  

The Washington Post publishes an editorial supporting this legislation.  

 

13 months later  

Maryland passes legislation to expand access to dental care.  With matching 
Medicaid funds, the final legislation allocates $42 million ñ7 times the initial 
request.  

 

 

 



Lasting Impact 

 

 

ÁThree years after Deamonteõs death, House Majority Leader 

Steny Hoyer (D-MD) included his story in the opening 

statement of the debate on health reform in the House of 

Representatives.  

 

ÁFour years after Deamonteõs death, when efforts to repeal 

health reform were introduced, the media returned to 

Deamonteõs story.  

 



òWhen I was in the Senate, it was 
stories, probably more than all the 
factual information, that really moved 
you to want to act.ó 

  -Fmr. Senator Tom Daschle  
  

Your Audience Wants Stories 



Tips for Story Making 

 

ÁStrategically choosing stories 

ÁKnowing your audience 

ÁJack and Jill, not War and Peace  

ÁUse humanizing language and details 

ÁKeep it focused on your message 

ÁMessenger matters 



Paint the Picture  

39 October 20, 2011 



Social Media ð Three Primary Tools 

 

Blogs 

Facebook 

Twitter  

 



Universal Rules 

 

ÁBe genuine  

ÁEngage 

ÁKnow and go to your audience  

ÁPractice makes perfect  



Blogs 

 

ÁBlogs have not replaced newspapers or other 
media.  

ÁMost of the time, news is still top -down.  

ÁBloggers are not all equal. Knowing your 
audience  

ÁBloggers often have a point of view ñthe good 
news is they donõt hide it.  

ÁThere is no such thing as òoff the recordó 
when talking with a blogger.  

 



Facebook 

 

Why use Facebook? 

 

ÁBuild Your Network 

ÁPromote Your Organization  

ÁControl the Conversation 



Twitter  

 

Use Twitter to:  

  

ÁBuild your relationships and networks  

ÁShare information about your work, as 

well as related news and information  

ÁDraw new followers to your cause or 

activities  
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Communication   
 

Sustainability  

Å  Branding  
 

Å  Media Relationship  
 

Å  Audience  
 

Å  Social Media  



Branding  

Å  Who owns it?  



Evolution of a Logo  



Branding  

Å  Who owns it?  
 
Å  Simple but descriptive  
 





Branding  

Å  Who owns it?  
 
Å  Simple but descriptive  
 
Å  Highlight Partners  
  ï without diminishing the whole  



On AQCôs Website 


