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Welcome In!

Icebreaker: 
What channel of health communication (i.e. print 
flyers, Instagram posts, etc.) do you use most 
frequently?

Please note that we are recording today’s session to share with anyone that misses it.



Individual 
Session 
Structure

1. Welcome & Overview

2. Mini-Presentations

3. Sharing & Discussion

4. Resources & Closing

Please feel free to use the chat to 
comment, share resources, ask 

questions, and more.



Today’s 
Objectives

What to Expect in This Session:

• Planning for health communication campaigns and 

materials

• Describing effective social media approaches and 

metrics

• Incorporating key lessons into communications about 

critical topics

• Utilizing Arclet in your regular workflows

Please keep your camera on as 

much as possible and engage 

verbally and through the chat!



Short Course Structure

SESSION 1:

Health 
Communicators’ 

Roles
SESSION 2:

Engaged Health 
Communication

SESSION 3:

Communication 
Campaigns & 

Materials
SESSION 4:

Storytelling to 
Improve Public 

Health

SESSION 5:

Connection & 
Collaboration

OCTOBER 

1st

OCTOBER 

8th

OCTOBER 

15th

OCTOBER 

22nd

OCTOBER 

29th

Survey & 
Completion Award



How do you feel 

about using Social 

Media to 

communicate with 

your community?



Mini-Presentations



Samantha McClayton
Co-Founder & Managing Partner with JS Consulting

Samantha McClayton is the Co-Founder and Managing Partner 

with JS Consulting & Marketing. Sam has more than 10 years of 

experience as a marketing specialist and website developer 

working with nonprofits, public health organizations, and 

unions. Sam’s web and graphic design work has been used by 

clients from Idaho to Iran, ranging from small NGOs to global 

non-profits such as the Jane Goodall Institute.



AFFINITY

THE SOCIAL MEDIA ALGORITHM

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

AFFINITY

WEIGHT

TIME DECAY

The type of the content posted (text-only, images, links, 
videos, etc.)

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



CAMPAIGN 
PLANNING



CAMPAIGN 
PLANNING



AFFINITY

WALK WITH EASE CAMPAIGN

THE DETAILS

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

Demographic Targeting:

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



AFFINITY

WALK WITH EASE CAMPAIGN



WALK WITH 
EASE 
CAMPAIGN



AFFINITY

NC PUBLIC HEALTH PATHWAYS 



AFFINITY

MEASURING CAMPAIGN SUCCESS



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! 

Samantha McClayton at sam@jsconsultingco.com

mailto:sam@jsconsultingco.com


HELPFUL 
RESOURCES

Samantha McClayton at sam@jsconsultingco.com

• Free online readability checker

• Marketing Campaign Template

• Communication Channels Flow Chart

• Cycle of Why Graphic

• Campaign Planning Questions

• Utilize toolkits from trusted public health organizations and institutions – 

Arclet!

• Free Stock Photos and Videos:

o Pexels

o Unsplash

o Adobe Stock Library

mailto:sam@jsconsultingco.com
https://hemingwayapp.com/readability-checker
https://hemingwayapp.com/readability-checker
https://docs.google.com/spreadsheets/d/1HdMrkkXC-7_YhW4xhmEQbsEuL7jouJH3ExaLRsDJe0Y/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1HdMrkkXC-7_YhW4xhmEQbsEuL7jouJH3ExaLRsDJe0Y/edit?usp=sharing
https://drive.google.com/file/d/15aUEhocbA66Lo25RaL0hOO9JOTHtzIV_/view?usp=sharing
https://drive.google.com/file/d/15aUEhocbA66Lo25RaL0hOO9JOTHtzIV_/view?usp=sharing
https://drive.google.com/file/d/1E3TESQEJJYON-eHw-WjWZfyzH8CO9hyr/view?usp=sharing
https://drive.google.com/file/d/1E3TESQEJJYON-eHw-WjWZfyzH8CO9hyr/view?usp=sharing
https://drive.google.com/file/d/1s_Ep_rGcHE0MqINe3R6zFjFq8em6hFuU/view?usp=sharing
https://drive.google.com/file/d/1s_Ep_rGcHE0MqINe3R6zFjFq8em6hFuU/view?usp=sharing
https://www.pexels.com/
https://www.pexels.com/
https://unsplash.com/
https://unsplash.com/
https://stock.adobe.com/
https://stock.adobe.com/


NC Public Health Photo Library



Marian Arledge
Director of Public Health Initiatives at Arclet

Marian Arledge, MPH, is Director of Public Health Initiatives at 
Arclet, a platform built to help health communicators find, tailor, 
share, and evaluate impactful messages. She has more than 17 
years of experience working across local government, nonprofits, 
and national networks to advance public health through strategy, 
leadership, and communications. Marian earned her Master of 
Public Health from UNC’s Gillings School of Global Public Health 
and now leads partnerships that connect technology and public 
health to strengthen community well-being.



Delivering trusted health 
information. Building healthier 
communities.



Ad Impact
Features:

NC Health Communicators Asked For…

In our first session of the short course, participants shared what they need most to strengthen health 
communication:

You asked for…

● Clear, accessible communication

● Tools, templates, and creative assets to save time

● Ways to demonstrate communication impact and get leadership buy-in

● Strategies for countering misinformation and reaching wider audiences

● Opportunities to connect and learn from peers



Ad Impact
Features:

Arclet offers…

Arclet

● Builds clarity and accessibility into every message with content written for plain language and 
inclusion

● Saves time with ready-to-use, editable templates for social, print, and campaign materials
● Expands your reach with a shared library of evidence-based, adaptable content for local 

audiences
● Demonstrates the value of communication through analytics and feedback tools
● Strengthens collaboration by making it easy to share, localize, and coordinate messages across 

teams and partners

Arclet was designed to meet the needs public health communicators identified — practical tools, trusted 
content, and clear strategies that make every message count.



Next steps: Make sure you’ve set up your Arclet account using 

the code NCLAUNCH.

Next steps



Thank you!

marian@arclet.com / 
www.arclet.com 

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


Reflect & 
Share

What area of social media campaigns would 
you like to improve on?

What defines a successful social media 
campaign?



Resources & Opportunities to 
Engage



Resources
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

ASTHO Social Media Toolkit

WHO’s Communicating for Health - Accessibility Infographic

WNC Health Network’s Toolkits

• Arclet (Customizable Health Comms Assets)

• Use coupon NCLAUNCH to create free account!

We will send out a 
follow-up email 

message with links to 
today’s materials and 

the resource list.

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.astho.org/4a4b1e/globalassets/resources/social-media-toolkit-for-health-departments.pdf
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://www.wnchn.org/portfolio-item/toolkits/


Opportunities 
to Engage

C o m e b ac k to this s pac e now through October 
29

Join a Regional Communications Collaborative

Continue connecting with health communicators in your 
reg ion, bui lding effective campaigns with Arclet , and 
creating regional messag ing for your  communit ies. 



Next Session: 
Storytelling to Improve Public Health

What is one takeaway as you leave today’s session? 

Please put it in the chat.



Thank you!
Please share your feedback!

Martha Anne Sperandio

masperandio@unc.edu
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