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Short Course
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Campaigns & Materials



Please note that we are recording today’s session to 
share with anyone who misses it and for future uses of 
mini-presentations.

Icebreaker: 
What is a channel of health communication (e.g., 
print flyers, instagram posts, etc.) that you 
frequently use and consider important or effective?

Welcome!
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1. Welcome & Overview
2. Mini-Presentations
3. Q&A, Sharing & Discussion
4. Resources & Closing Circle

Individual Session Structure

Please feel free to 
use the chat and 

come off of mute to 
share thoughts, 

questions, and ideas!

Please keep your camera on as much as you can 
and engage through the chat and verbally.



Please keep your camera on as much as you can 
and engage through the chat and verbally.

What to Expect in This Session:
- Planning for health communication campaigns and materials
- Utilizing the Arclet platform
- Describing effective social media approaches and metrics
- Incorporating key lessons into communicating about critical contemporary 

topics

Today’s Overview: Campaigns & Materials



You’re a Health Communicator?

You must use social media.



The Health Foundation

Selecting Health Communication Campaigns & Materials



JHU Center for Health Communication Programs

Meeting Audiences Where They Are



Infographic: The World Health Organization

Language, Accessibility, & Inclusion

- Identify languages and ensure 
translation/interpretation

- Increase accessibility through channel 
identification and design aspects

- Involve and portray a range of people and 
experiences in campaigns and materials



Adrienne Ammerman (she/her)

Adrienne is a social innovation startup founder and 
health communications practitioner dedicated to 
empowering health communicators with evidence-
based, culturally competent, and measurable health 
information.

She is the Founder & CEO of Arclet, a national platform 
that helps local & state health communicators create 
and share trusted, community-focused messaging. 
Arclet is a U.S. National Science Foundation Small 
Business Innovation Research (SBIR) grant recipient 
and an NC Idea grant awardee, supporting our work in 
public health technology and communications 
innovation.

www.arclet.com

http://www.arclet.com


Communications Campaigns and 
Materials
Arclet: A new platform for professionals

Adrienne Ammerman
Arclet



Delivering trusted health 
information. Building healthier 
communities.

Adrienne Ammerman, Founder & CEO
adrienne@arclet.com / www.arclet.com

mailto:adrienne@arclet.com
http://www.arclet.com


How a Region Sparked 
a National Innovation

WNC Health Communicators Collaborative members at 
regional summit, June 2024



Ad Impact
Features:

Our challenge in Health 
Communications

Cluttered, generic, 
expensive tools

● 17-40 hours per 
campaign wasted on 
manual tasks & 
duplicated efforts

● Wasted resources & 
duplicated effort

● Communities not 
hearing consistently 
from trusted 
messengers

=



Our Solution: “Canva for 
Public Health”



Find

➔ Curated view of existing 
evidence-based health 
communications 
materials



Tailor

➔ Edit campaign 
materials to reflect 
local branding, 
culture and  
language



Test

➔ Feedback from 
intended audience 
& subject matter 
experts



Share

➔ Share on social 
media platforms



Evaluate

➔ Measure & 
share the 
impact of health 
campaigns



Real Results for Users…



… and for Communities



Ad Impact
Features:

Call to action! 

● Sign up for your free annual subscription at 
www.arclet.com with code NCLAUNCH 

● Help shape Arclet by testing new features and providing 
feedback

● Stop by our monthly office hours to share your thoughts, 
ask questions, & network with your peers

● Spread the word! (Share with a colleague; Follow us on 
LinkedIn; Share our newsletter)

Use the code 
NCLAUNCH to 

get free access!

https://email.lc.arclet.com/c/eJxsU8mSq7oS_BrYdYcQ84IFPDw22G0fj71xCKkMMkjQQsbP_vobdp-4Q8TZZlSWMlOV9MRZNLU-bXvA6P_DepQiVgWuQ0wWgRtg7BUmawXhMmroO1G0Af1OW_EbPLU3CaqveHfS9w6ipqVE8_YHZyZElu_4doAdyzdBEN6cBPQ9KeH5bBkGh_9V8WFlddY9ucxWc9r8nnoto0R0hJfyX9iT5gXYcxEAFA6xkeVQdC58n4AJcuCqlQKkjjrVsit9SjGryAo9x7YosSGkDBEKBWYuFBB4fui44Js8wgi7yLU8FCBk-e8ssEMfUe9sFWfk-qHhoP_ab6JK66437NjAYwOPGy7rd9GXvWTqOWDg8Uv1m1aE1lyWBh4zl4YhWCgkoWGPaSs1oXrGDDvFZfnIm-Jr6QPZOjt0DnBsYI-8DBh2uhnln1m8GRnY0wL4k5Lb4wfbz2t6WTzYZPsghwR97a3qiGuX7TtrgZtzfonvi02M8k2yzTfbW57Gtz1P9PEw7457Nz4e5pdiskOZWAzF6rW8V9SwU0EUJ9Jw0D-ODez1tDPsNM4ys6Gnnz_hUoOSpIm2eNyzya4-WEGQbT7XZGtLxUU7Cuu8_FjU4eeaZApX2TMrsdnJbJp2y6ko8N0n_mRWYXr1DZzwUew7cjWNSfNgk8k3WB_jdcq_J-t5HGzyC6y_ULKz5vSjNXCyydBS_Vrvj2q16mdU2Wo0Ha5fW8i9JQzX2p7_So5afzeXIV3Nr3fHX34kIwMneupdlhPo62B8t7V6pLNsWd41FWbTviox61f3e1xcb0RUD57vXWvamQJ01bKIdNxsFS-5jIprU7-9ojA71Q6cgYoaIIy2UgLVrTJVRJjiICW8EyFAiVeu5ZPyOqS-vSoK0c-x8H54u7WqBmXqZ5dOf5ShI9qK0x9LqyPQp797M0T4rwAAAP__6rNM5A


adrienne@arclet.com



Sam McClayton (she/her)

Samantha McClayton is co-
founder of JS Consulting and 
Marketing, which specializes in 
working with nonprofits and 
organizations. Sam has over 10 
years of experience in marketing, 
graphic design and website 
development. 

www.jsconsultingco.com

https://www.jsconsultingco.com


Social Media Approaches & Metrics

Samantha McClayton
JS Consulting & Marketing



Samantha McClayton | sam@jsconsultingco.com

Professional 
Networking & 
Connections

MAJOR SOCIAL MEDIA PLATFORMS

Each platform serves a different purpose with different audiences

Various post formats, 
informative, multi-faceted 

+ link-friendly

68% Reported Usage

Visual-focused,

personal + business,

not link-friendly

Text-focused,

news outlet, limited 
character count

Most popular platform in U.S. Over 80% of Americans reported using Youtube

Source: Pew Research Institute (https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/)  

https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/


Samantha McClayton | sam@jsconsultingco.com

The connection and strength between an organization/business 
page and the individual user. 

THE SOCIAL MEDIA ALGORITHM

AFFINITY

WEIGHT

TIME 
DECAY

The time since a post went live. When a post is first published, it will 
be the most visible to your audience. 

The type of the content posted (stories vs. posts, images, videos/reels, etc.) 



Samantha McClayton | sam@jsconsultingco.com

Platform - Facebook

Audience - Ages 55-65+, lives in NC

Ad Type - Paid, $100/month

Ad Length - Monthly (~30 days)

Format Type - Mix of static graphics and short 
form videos w/ captions and registration link

WALK WITH EASE CAMPAIGN

THE DETAILS

Demographic Targeting:

Interests in health and wellness, quality of life, 
agriculture industry, and/or North Carolina



Samantha McClayton | sam@jsconsultingco.com

MARKETING PLAN & ANALYTICS SPREADSHEET LINK

https://docs.google.com/spreadsheets/d/18Iag4K54PBzhiN70IgGt50pdZ4GEL9e7jk8x-Y7F-hs/edit?usp=sharing


Samantha McClayton | sam@jsconsultingco.com

NC PUBLIC HEALTH PATHWAYS CAMPAIGN

Platform - Linkedin

Audience - Undergrad students or recent 
graduates from universities in North Carolina  

Ad Type - Organic 

Ad Length - 8 posts over the month of February

Format Type - Static imagery/graphics with 
caption and registration link 

THE DETAILS



Samantha McClayton | sam@jsconsultingco.com

MARKETING PLAN



Samantha McClayton | sam@jsconsultingco.com

MARKETING PLAN



ANALYTICS REPORT



LOOKING FOR AN INTERN?

The program handles the position promotion, application process, and screens 
applicants for your LHD.

Learn more about the benefits to LHDs: https://www.ncphpathways.org/host-
benefits-and-faqs

If you are interested or have any questions, please contact: 

Alexa Katon at akaton@unc.edu

FIND A GREAT INTERN WITH THE NC PUBLIC HEALTH PATHWAYS PROGRAM

https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
https://www.ncphpathways.org/host-benefits-and-faqs
mailto:akaton@unc.edu


HELPFUL RESOURCES

● Free Stock Photos and Videos:
○ Pexels
○ Unsplash
○ Adobe Stock Library & Canva Stock (more access with paid subscription)

● Canva - easy plug + play free social media graphics/templates
● Create template for planning your posts in advance
● Utilize toolkits from trusted public health organizations/institutions

https://www.pexels.com/
https://www.pexels.com/
https://unsplash.com/
https://unsplash.com/
https://stock.adobe.com/
https://stock.adobe.com/
https://www.canva.com/


Feel free to reach out! Samantha McClayton at sam@jsconsultingco.com

KEY TAKEAWAYS

● Each platform serves a different purpose, cater your message to each platform. 
● Know your audience!
● Your messaging and imagery should reflect who you are to aiming to reach

○ Keep things at an 8th grade reading level to reach a wider audience
● Keep messaging straightforward, short and concise
● Consistency is key
● Tag users or organizations in posts when applicable
● Remember, every action for a reaction! 



Brandon Romstadt (he/him)

Brandon is director of communications at 
the Western North Carolina Health Network 
(WNCHN). His work centers collaboration 
with and capacity development for public 
health communicators in WNC. The WNCH 
Health Communications Collaborative is a 
dynamic team of public health 
communicators embedded in the western 
18 counties of North Carolina + the Eastern 
Band of Cherokee Indians. Prior to joining 
WNCHN, Brandon was Information and 
Communications Specialist with Buncombe 
County Health and Human Services.

www.wnchn.org

http://www.wnchn.org


Communicating About 
Contemporary Health Issues

Brandon Romstadt
WNC Health Network



https://www.youtube.com/watch?v=bBseNGvbkfk




42



3 Campaign Tracks



Source: Regional stakeholder listening sessions, March 2023

Key elements for a successful 
social media health campaign in WNC

Center & celebrate WNC
Use clear, relevant, 

engaging, & actionable 
messaging

Evoke feelings of hope, 
strength, & resilience

Highlight local 
personal stories

Use tailored, appealing, 
and inclusive visuals

Engage community & 
people with lived 

experience
Address stigma Connect audiences 

with resources

#ViewFromHere





Brandon Romstadt

brandon.romstadt@wnchn.org

Collaboration happens on a spectrum and does not have to be formal. There 
are a lot of ways to engage residents in this work!

Key Concepts:

- You are not the expert
- Community members are
- Listening to your residents and promoting there stories is an effective way to 

build awareness, increase trust, encourage action, and inspire change.

3 Concepts to Remember



© 2022 WNC HEALTH NETWORK
4

7

Brandon Romstadt | WNC Health Network

Director of Communications

brandon.romstadt@wnchn.org

(828) 808- 5313

mailto:brandon.romstadt@wnchn.org


www.wnchn.org

Toolkits Page

Additional WNCHN/HCC Toolkits



Q&A
Discussion



Resources & 
Opportunities to Engage



The Health Foundations’ Communication Channels: a guide - Table with 

communication channels and advantages of each)

A Field Guide to Developing Health Communication Strategy

ATSDR’s Guide for Developing Materials and Identifying Communication Channels

WHO’s Communicating for Health - Accessibility Infographic

Arclet (Customizable Health Comms Assets) – https://app.arclet.com/

(Use coupon NCLAUNCH to create free account at www.arclet.com)

WNC Health Network’s Toolkits

Resources

We will 
send out 
a follow-
up email 
message 

with 
links to 
today’s 

materials 
and the 
resource 

list.

Ameena Batada

https://www.health.org.uk/sites/default/files/Communications-channels.pdf
https://www.health.org.uk/sites/default/files/Communications-channels.pdf
https://www.health.org.uk/sites/default/files/Communications-channels.pdf
https://www.health.org.uk/sites/default/files/Communications-channels.pdf
https://ccp.jhu.edu/documents/A%20Field%20Guide%20to%20Designing%20Health%20Comm%20Strategy.pdf
https://www.atsdr.cdc.gov/community-engagement-playbook/php/activities/communication-materials-channels.html
https://www.who.int/about/communications/accessible/identify-effective-channels
https://www.who.int/about/communications/accessible/identify-effective-channels
https://www.who.int/about/communications/accessible/identify-effective-channels
https://app.arclet.com/
https://app.arclet.com/
http://www.arclet.com/
https://www.wnchn.org/portfolio-item/toolkits/


Martha Anne Sperandio, NC Institute for Public Health

Come back to this space now through May 28th! 
Fill out the link in the chat to connect with the NCIPH FC Communications Team.

Your participation helps build a stronger, more connected public health 
infrastructure across our state.

Opportunities to Engage



Next Session & Closing
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