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—C Welcome!

Icebreaker:
What is a channel of health communication (e.g.,

print flyers, instagram posts, etc.) that you
frequently use and consider important or effective?

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

1TUNC & Cw NCDHHS mini-presentations.
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—C Health Communicators Short Course

For additional

Session 1. Welcome, Session 3 i formation
Health Communication please see
Communicators’ Campaigns and document
Roles Materials linked to the
May 7 May 21 calendar invite.
May 14 May 28
Session 2: Session 4: Storytelling
Engaged Health to Improve Public
Communication Health

Survey and Certificate

I_-".UN{., Horth Carclina Institute for Public Health




—C Individual Session Structure

\/

1. Welcome & Overview

2. Mini-Presentations

3. Q&A, Sharing & Discussion Please feel free to
4,

Resources & Closing Circle use the chat and
come off of mute to

share thoughts,
questions, and ideas!

Please keep your camera on as much as you can

TUNC ¢ and engage through the chat and verbally.
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—C Today’s Overview: Campaigns & Materials

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

Please keep your camera on as much as you can

TUNC & and engage through the chat and verbally.







—( Selecting Health Communication Campaigns & Materials )

RICHEST CHANNEL LEANEST CHANNEL
Best for engagingWectbn——Best for transfer of
and emotional/complex messages data, clarity, longevity
Physical Personal Impersonal : 5
presence interactive liferadiive mp::rs-on
(one-to-one (phone, webinar, (emafl, ‘social S s at:tc
meetings, events) targeted social media) (letter, report , e-news
media) updates, newsletters)

. The Health Foundation
!_-]l UN{. .- Morth Carolina '--:.:.:.-'- r Public Health I— d'l-l




—( Meeting Audiences Where They Are

3
J

Time of Day Location, Activities Communication Channel Oppartunities

Early morming Commuting to work by bus. Opportunities could be billboards.
Midmorning Office tea break. Opportunities could be worksite activities.
Midday Lunch at canteen in office compound. Waorksite activities, radio.

Early afternoon In office.

Late afternoon

Tea break in office.

Early evening Commuting home,
Dinner At home, Radio, television,
Late evening At home. Radio, television, magazines,

Special events (List day,
week, or month.)

Church gatherings, market days.

Seasonal Opportunities
(Harvest time, holiday
SEA50N)

-|_.-|1 UN{./ Morth Carolina ﬂ'-l.:u::-!o' f..:: c Hea

. @HNCDHHs

During holidays, | go back to my village by
train,

JHU Center for Health Communication Programs
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—( Language, Accessibility, & Inclusion )

¢ ri Vol Heulth Principios for effective communications
WDESES ACCESSIBLE

i

- |ldentify 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

Infographic: The World Health Organization
DUNC &




—(Adrienne Ammerman (she/her) )

Adrienne is a social innovation startup founder and
health cormmunications practitioner dedicated to
empowering health commmunicators 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.
Arcletis a U.S. National Science Foundation Small
Business Innovation Research (SBIR) grant recipient
and an NC Idea grant awardee, supporting our workin
public health technology and communications
innovation.

www.arclet.com

UIINIC | orth Carotins nsttute for Pl Hest



http://www.arclet.com

Communications Campaigns and

Materials
Arclet: A new platform for professionals

Adrienne Ammerman
Arclet

@)NcoHHs  arclet



Delivering trusted health

q rC I et 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

WE WEAN MASKS

"Talk to your
family members.
Talk to someone
you trust."

to stop the sprecd

Foce-masks look ¢ool "
and can be stylish ‘H‘. .
Common sense

and decency.

lllllllllllllllll

"My reason to
get the shot
was my

WNC Health Communicators Collaborative members at Ef‘jft‘f"

regional summit, June 2074

everybody. | love people,
ond if not for people | wouldn't 4
be doing what I'm doing.

= Gl Kmght




Our challenge in Health

Communications

X
&S Hootsuite
CREATIVE

" sproutsocial
iStock. —
E‘ @ shutterstw.ck murql

Adobe Creative Cloud DﬁpQWTQoq ' Lﬁg’ar

<{O) Meltwater

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

Create new campaign

Select & tag Delow, of wrts & wmh' warch fdd and B enter. If you don't
1o the topic you're looking dor, o 2 WsITISicn

L B Sear N the Lopicy you wart 10 talk stont Q
[RrevERY
Mkl vath | | GOV | | wesinatiens | [ et Mesnh | | Comm Povemmen | Subatance

Search Results

Your Best Is Ensugh (Spaninh) Your Sast i [nough Mo W Can Take Care of Our Commanitie.
— —
——— ey
deustedes YW[ Best Nos cuidamas mutuamente.
suficiente. ‘ lsﬁl«lxh er———
« 3 ! e
g o o st 7
ey | ey Hwamy L vy ey Comevne: Puotc Goo
A & & & Sarmnl o0 cow (e Pempions oo v & B X
Favorite Ways to Exercine (Spanish) Taverte Ways to Exercoe Laphore Where You Live (Spaniah)

EL LUGAR

- Curated view of existing
evidence-based health
communications
materials



Tailor

MNearly 1 in 2 women
ages 20+ live with
heart disease.

Talk to a health care provider f £
about your risk and how to 4 —— P

take charge of your heart.

Learn meong at bithy/NCWisaWoman

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



Je
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If you do not have health insurance:
o NC WISEWOMAN: 919-707-5300

* FREE AND CHARITABLE CLINICS: ncafcc.org
* LOCAL HEALTH DEPARTMENTS: ncdhhs.gov/LHD
« COMMUNITY CLINICS: FindAHealthCenter.hrsa.gov, 301-443-5636

* COVID-19 VACCINE: Vaccines.gov, 800-232-0233, text your
zipcode to 438829 gB

arclet

- Feedback from
intended audience
& subject matter
experts
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Campaign performance

Facebook campalgns

Campaign

’ Get the boost you need
-

. 4 Protection against
E COVID-19

X )
ﬁ Test for COVID19
.‘ Prevention Is protection

Publinded date

0am

Reach

1244k

1244k

1244k

1244k

1244k

1244k

Likes & Feactions

1264k

1244k

1244k

1244k

124.4%

1244k

Comments

98.2k

98.2k

98.2k

88.2k

98.2k

98.2k

- Measure &
share the
impact of health
campaigns



Real Results for Users...

“Arclet helps me take a
step back and see the
bigger picture of our
social media presence.

The templates cut
down my workload and
help keep branding
consistent.”

<

Kyle Pasche
Chatham County Health Department

L




... and for Communities

“Mental health is so
important to keep up.
| think a lot of times
people forget,

"Hey, | need to take
care of myself.’”

MICHALL CHAVIS

v 1ol gy P

Stroke is
one of the
leading

Y g o
:::m;.‘ - AN
e % RE  VERY

n the I " is possible for everyone!
United \ 3 . Helpkeep  Helpthem  Follow up.

them safe. connect.
A

NATIONAL
RE VERY
MONTH

Isis at BeThelTo.com,




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 to share your thoughts,
ask questions, & network with your peers

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

&3

arclet

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,|sconsultingco.com

UIINIC | orth Carotins nsttute for Pl Hest



https://www.jsconsultingco.com

Social Media Approaches & Metrics

Samantha McClayton
JS Consulting & Marketing

WS CONTERS

DUNC e | @NCDHHS



—( MAJOR SOCIAL MEDIA PLATFORMS )

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

Linkedfl] €3 facebook (O) Instagram X

Professional Various post formats, Visual-focused, Text-focused,
Networking & informative, multi-faceted personal + business, news outlet, limited
Connections + Iink—friendly not Iink—friendly character count

68% Reported Usage

Each platform serves a different purpose with different audiences

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

e . )
1TUNC = Samantha McClayton | sam@)jsconsultingco.com



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/

—( THE SOCIAL MEDIA ALGORITHM )

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

AFFINITY

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

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

AUTNC | Remoommmmanmemen Samantha McClayton | sam@)jsconsultingco.com




—( WALK WITH EASE CAMPAIGN

WALK WITH EASE ‘ STEP

THE DETAILS

JANUARY 2024 FEBRUARY 2024

Platform - Facebook
Audience - Ages 55-65+, lives in NC
Ad Type - Paid, $100/month

Weh 0t Le P Struggleng weth st pan
nd joint stifineny?

O AT
MraF

3

13

Stride towards better

Ad Length - Monthly (~30 days) e

AUGUST 2024

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

Ready 10 take your lest step

Demographic Targeting:
Interests in health and wellness, quality of life, SEPTEMBER202¢ OCTOBER 2024 NOVEMBER2024 DECEMBER 2026
agriculture industry, and/or North Carolina

Samantha McClayton |

I:".UN{. , Horth Carclina '--:.:.:.-'-'f.:' ¢ Health




—( MARKETING PLAN & ANALYTICS )

Launched 11/7/23
Ended 11/30/23

Launched 12/5/23
Ended 12/31/23

Launched 1/5/24
Ended 1/31/24

WALK WITH EASE AD CAMPAIGN

CAPTION AD UNK

Join the free self-directed Walk with Ease
program today!
Walk With Ease Is proven to:

SAYYESTO

YOUR HEALTH!  Eaaiheniad Link here
- Reduce pain
- Bulld stamina, strength, confidence and
walking pace
o Walk with Ease is a free program that
includes a guldebook and a walking schedule
10 get you safely moving toward better
OFE AGAIN health. The Walk With Ease program is Link here
e o proven to improve balance, reduce pain and
joint stiffness, build stamina and confidence
while walking.
B | el G e, | vl
e ol W B ot
duwihil wonteh Start the Walk with Ease program today!
#¢  This free program teaches you how to start
, walking safely and stay motivated with the Link here
. ~ support of a guidebook and weekly

Ad Reach: 6,569
Link Chicks: 247
Amount Spent: $103.35

Adults 55 - 65+
Lives in North Carolina

Adults 55-65+
Lives in North Carolina  Ad Reach: 9,110
Interests: North Link Chicks: 515
Caroling, Quality of life Amount Spent: $98.77
or Health & weliness

Ad Reach: 15,144
Adults 55 - 65+ Link Clicks: 694

Lives in North Carolina oS . $50.96

SPREADSHEET LINK

AD ANALYTICS

Post engagements

Link chicks

)
-
i

Post reactions
-

Post saves

5

Post engagements

7076

3-second video plays

6474

Link ciicks
-

Post reactions

| so

Post engagements

3

Link clicks
694

Post resctions
-

Post saves

Samantha McClayton | sam@)jsconsultingco.com


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

—( NC PUBLIC HEALTH PATHWAYS CAMPAIGN)

THE DETAILS

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

IUNC

READY TO
PUBLIC HEALTH CONNICYIONS MATIER MAKE A REAL

FELLOWSHIP

OPPORTUNITIES iy

P ——— Sy - b ey
— = -~ ..—

READY 1O MAKE AN IWPACT AN YOUR i o = =
COMMUNITY? THINEING ARORT AFFLYING TO T8I
~ EFH FILLOWERIF FRSGRLMP

NCDIVISION OF o0 5
PURLIC WEALTH
TILLOWSHIP
OPPORTUNITINS ’

- ——
e



—( MARKETING PLAN )

Key Audiences

Relevant Keywords & Hashtags
These ore used strategically for each
post based on it's content.

Posting Schedule & Timeline

Key Performance Indicators (KPis)

Marketing Plan | DPH Fellowship Positions

The Division of Public Health (DPH) Fellowship aims to recruit early-career professionals for successful
governmental public health careers in North Carclina, with a focus an high vacancy positions, by providing
hands-on experience, education, coaching, and peer learning opportunities through the Learning and
Perfaormance Program.

Recent graduates and early-career professionals searching to expand their experience and professional
network in the Public Health field, located in the North Carolina Triangle Area.

Data Science, Public Health, Fellowship, Career Oppeortunities, Young Professionals, Professional
Development, Public Health Careers, Career Development, NC labs, Morth Carolina, Public Health,
Epidemialogy, Nursing, Health Statistics, Next Gen Leaders

Eight posts will be scheduled on the NCIPH LinkedIn page throughouwt the month of February. Posting
twice per week over the course of one month builds mementurm on the campaign and keeps the content
relevant and top-of-mind.

Post dates and times correspond to the website launch, application period, and deadline. The post times
are strategically chosen based on the Linkedin algorithm to capture the largest target audience at times
thiey are most likely on the platform.

Website traffic, application submissions, social media engagement, and partner organization email open
rates. Additional KPls to be determined once access to metrics are available.

) NCDHHS Samantha McClayton | sam@jsconsultingco.com

L
)



—( MARKETING PLAN )

Theme Post Schedule Graphics Caption, Link & Tags LinkedIn Post Link
A _,ﬁ Caption: & Calling all public health recent grads and young professionals! & Are you
- passionate about making a difference in your community? The North Carolina Division of Public
0 v Health is offering exciting paid fellowship opportunities that start this Summer! Gain valuable
OPPOR hands-on experience, 1-on-1 coaching, peer learning opportunities, and launch your public
POST #1 — health career. Applications open on February 10th and close on February 28th.
9.0
Monday 2/3 Link H
Website Launch 10am 3 Learn more and apply at: www.ncphpathways.org
+ Program Intro :
Tag: NCDHHS
Hashtags: #PublicHealth #Fellowship #CareerOpportunities #NorthCarolina #YoungProfessionals
T #fRecentGrads #NCOPH
. e, "
CONNECTIONS MATTER |Caption: Ready to make a real impact? NCDPH Fellowship Positions provide a unique
opportunity to work alongside experienced public health professionals, contribute to
\ meaningful projects, and build a strong foundation for your career. Don't miss out on this
POST #2 incredible chance to grow and learn! Applications open on Monday, February 10th and close on
Friday, February 28th. Mark your calendars to apply next week!
intro and Wedn;sday 2/5 Link Here
Application pm Learn more and apply at: www.ncphpathways.ofg
Dates

IEUN(J \i-:hr:tl'.':inr-: 1..| I'|'-.II:-..-I-:.~ I-:h.': F-.-I: < Health e NCDHHS

Fam. MARLILC

Samantha McClayton | sam@)jsconsultingco.com




—( ANALYTICS REPORT )

o APPLICATIONS SUBMITTED 272
< = |
UNIQUE APPLICANTS 245

PATHWAYS

DPH FELLOWSHIP CAMPAIGN RESULTS

2025/2026 DIVISION OF PUBLIC HEALTH FELLOWSHIP APPLICATION
NC PUBLIC HEALTH PATHWAYS WEBSITE
OVERVIEW

The Onision of Public Mealth [DENM) Felowshig ams 1o recruit eady-canreer
profossionals for succostful governmontsl pubic hoalth carcers in North

¢ M at Ty LA NERTORS L]
Arokng, with a focus on high vacancy positicns, by providng hands-on
CXPATHNCo, 0CUCMION, COMNNG, and Poet ko rng opportuntios thicugh 5_5'{ S.Q K 11 K
the Learing and Porfermanse Program

Nerth Caroling Instinute Sor Pubbe Health

NI e P Lty f o ol S T e Sy, ey ¥ ABSI maime +2R 0B modma “BIHT madma
Recont gradusos and each'-cateor profossionals 10arching 1o expand ther m -
AP HNCe and pr ofessional network in the Pubiic Health fiekd, located in the
ARG =B B NCIPH LINKEDIN PAGE
RELEVANT KEYWORDS & HASHTAGS NI O pope

These ae used strategically for each post based on it's content. Tags include: Data Scrence, Publc Health,
Fellowship, Careor Opportunities, Young Professionals, Professional Development, Public Heah Careers, B s
Career Development, NC Jobs, North Carolina, Publ Hoalth, Epidermiology, Nursang, Hoakh Statistics, m nghlrghts

Neat Gen Leaders
Data for 2172025 - 312025

POSTING SCHEDULE & TIMELINE

Eight posts will be schedubed on the NCIPH Linkedin page throughout the month of Fobrusry Posting twice per week over the course 29.013 375 16 23

of one momh bullds momentum on the Campaign and keops the conterd relevant and 1op-of-mmind. Post dates and times comespond .

%0 the website launch, applcation paciod, and deadine The post Limes e strategically choson based on the Linkedin algorthm 1o Impressions Reactions Comments Reposts
CApRLte the Largedt Larget audionce at timed thoy are most Saly on the platform ADR1% &84 7% a1, 500% & FOR.BY

KEY PERFORMANCE INDICATORS (KPIS)

Website trafhic, apphcation submessions, and socal meda engagement metncs from the North Carcling Insttute for Public Health 'ﬁsﬁﬂr hlﬂhllghtﬁ Fﬂlhmr hgﬁlghts
INCIPH) Uinkedin page 570 298
- i 3,604 820
b Vi LS Ve Totad Tolkowers New followers in the kast 29 days

kl-‘":"-d“ & WEI & T0E. 0%
lm. UN{. z \:h"‘.l'.':i.nr-: na "\-'-II:-.-I:- for FI,_.:: < Health @ NCDHHS




—( LOOKING FOR AN INTERN? )

FIND A GREAT INTERN WITH THE NC PUBLIC HEALTH PATHWAYS PROGRAM

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-fags

If you are interested or have any questions, please contact:
Alexa Katon at akaton@unc.edu

1TUNC &



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 )

e Free Stock Photos and Videos:
o Pexels
o Unsplash
o Adobe Stock Library & Canva Stock (more access with paid subscription)
e Canva - easy plug + play free social media graphics/templates
e Create template for planning your posts in advance
e Utilize toolkits from trusted public health organizations/institutions

1UNC &) NCDHHS


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/

)

—( KEY TAKEAWAYS )

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

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

1TUNC &




—C Brandon Romstadt (he/him) )

)

Brandon is director of commmunications 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 Collaborativeis 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

1TUNC &



http://www.wnchn.org

Communicating About
Contemporary Health Issues

Brandon Romstadt
WNC Health Network

p

NCDHHS _j:!‘_wuc HEALTH NETWORK



HUNC

MORE VIDEOS

Carolina Institute for

Fublic Health

DONT WAIT 10 YACCIRATL



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

NETWORK

WNC
20

WNC







3 Campaign Tracks

b

o

HEALTHY EATING/

SUBSTANCE USE MENTAL HEALTH ACTIVE LIVING




Key elements for a successful
socidl media health campaign in WNC

Use clear, relevant,
Center & celebrate WNC engaging, & actionable
messaging

Highlight local Use tailored, appeadling,

personal stories #ViewkromHere and inclusive visuals

Engage community &
people with lived
experience

Connect audiences
with resources

Source: Regional stakeholder listening sessions, March 2023



1 owt of 10 adults in WNC doat receive . "| believe that “w
the mestal health care that they seed and emfﬂse
great catalys

. ; “ x for change. .

self-este
self-wol

MW Rerise i
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—<3 Concepts to Remember )

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.

Brandon Romstadt

1UNC brandon.romstadt@wnchn.org




Brandon Romstadt | WNC Health Network
Director of Communications

brandon.romstadt@wnchn.orq
(828) 808- 5313

© 2022 WNCHEALTHNETWORK


mailto:brandon.romstadt@wnchn.org

—( Additional WNCHN /HCC Toolkits

\/

Toolkits Page

/\\/
WNC READY

= WNC
o HiALH

Hurricane/Flood Response Communications Toolkit

Can't find what you need? Contoct

materiols

9 for help or to requen

Rescurce

Link

Ropid Response

| DO you have on urgent

| MesIoge to promaote of g
| Helone recovery ovent

| coming up? Submit o

| Repic Rosponss Request
| Form and wo will create o

g ) pa0gt Foem

QUNC | omsemsmmmer @NCDHHS
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The Health Foundations’ Communication Channels: a guide - Table with We will
communication channels and advantages of each) send out
A Field Guide to Developing Health Communication Strategy a follow-
ATSDR'’s Guide for Developing Materials and Identifying Communication Channels up email
WHO’s Communicating for Health - Accessibility Infographic message
with
Arclet (Customizable Health Comms Assets) - https://app.arclet.com links to
(Use coupon NCLAUNCH to create free account at www.arclet.com) today’s
materials
WNC Health Network’s Toolki and the
resource
list.

Ameena Batada

QUNC | omsemsmmmer @NCDHHS


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/
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—COm)ortunities to Engage

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.

G, NCDHHS Martha Anne Sperandio, NC Institute for Public Health
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Next Session & Closing
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