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After Today’s Webinar, You'll Be Able to:

» Move the needle forward with

target audiences through an strate gy
effective, integrated strategic ety ). sumkegy | R
communications campaign. » careful plan or method:
a clever stratagem
» Summarize data about your » the art of devising or

employing plans or

program using compe"mg stratagems toward a goal

infographics, videos, fact sheets,
and other persuasive visuals.

» Package and disseminate materials through a variety
of channels that resonate with your target audience
and position your program to fundraise most effectively.
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Strategic Communications Campaign
What Do We Mean?

v" A package of promotional activities
and coordinated messaging
supports your organizational goals.

v" Integrated communications
spread your message across
a variety of media for maximum impact.

v" Measurable objectives help track impact and determine
effectiveness of your campaign.
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Strategic Communications Campaign

What Do We Mean?

RESEARCH: PLAN:

identify target, DEVELOP
communication
channels, etc.

design the messages

and select channels MATERIALS

CARRY OUT
MONITOR PRELIMINARY

EVALUATE TESTS AND
AND ADAPT ADAPT
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Before We Start...A Quick Survey

Help us better understand where you are in the process
by marking one of the following:

v" We’re very early in the process and haven’t yet thought
about our communications strategy.

v" We have a concept in mind, but haven’t developed
it thoroughly.

v" We're ready to finalize our communications strategy,
but need additional guidance to execute it.

v" We’re well under way with our campaign, but hope this
webinar will provide pointers for improvement or re-tooling.

v" We have no plans to execute a communications strategy,
but find this subject interesting.
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Today’s Discussion in Six Parts - -

© @ =

Part 1: Part 2: Part 3:
Identify Know your Determine
your goals. audience. your messaging.

Part 4: Part 5: Part 6:
Plan your Launch your Measure
outreach strategy. campaign. your success!
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Results from the Survey
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Part 1: Identify Your Goals

Strong goals drive the entire
campaign. !
To sharpen campaign focus, tie ’

goals to organization’s mission,
values, and beliefs.

Without effectiveness results,
consider how you can use other
data to inform your goals.
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Part 1: Identify Your Goals

Likely goals for TPP and PAF grantees:
Raise funds to ensure program sustainability
Inform stakeholders about research and program
Amplify your group’s position as a leader in the field

Explore opportunities to continue or expand evaluation
research

Remember to make your goals concrete
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IS
E@r/‘ Tie Measurable Objectives to Goals

Fundraising and program sustainability
Objective: secure meetings with 5 potential funders

Objective: add 30 potential funders to stakeholder list

Objective: add 40 new social media followers from funder
community
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Part 2: Know Your Audience - -

Know who you want to reach with your messages before you
launch a campaign.

* Funders “ Researchers
“ Policymakers “ General public

@ Q-
ﬁﬂ wé
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How Well Do You Know Them?

What do they already know?

Are they new to the program? Do you need to build on existing
knowledge?

Focus on appealing program elements:

Funders find personal narratives in video format more moving than
longer written products.

Policymakers want bulleted, top-line information—at a glance.

The general public likes human interest stories they can relate to.

What influences them?
Follow them on social media to find out what they care about.

Who do they follow? Who are their influencers?

Know what media outlets they read.
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Media list: Family Support

National Outlets
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| Phone |
ational ssociated Press _
ational Hechinger Report Sarah Garland
2)515-5561
2) 515-5562

Huffington Post oy Resmovits
MNBC Nightly News

New York Times

ational ¢
202)515-5563
202) 515-5566
y 515-5555
. 515-5556

Rehema Ellis
Motoko Rich
David Brooks
Stephanie Simon
Matthew Bishop
Lisa Fleisher

ational
ational
ational New York Times
ational Reuters
ational he Economist
ational all Street Journal

ational ashington Post ay Mathews

ational ashington Post

Regional Outlets
San Francisco Chronicle anette Asi
ill Tucker
5an Jose Mercu hé g
Oakland Tribune ;

Contra Costa Times heresa Harrington

San Francisco Business Times

MNBC Bay Area arbar:

ABC 7 News ennifer Olne

2) 515-5560
2) 515-5561

San Francisco Chronicle

202) 515-5562

Roanoke Rapids Daily Herald acqueline Hough

Denver Post esenia Robles

WL Firstlast@emailcom
Sharon Noguchi Firstlast@email.com
T Firstlast@emailcom
~ pgistlast@emailcom
S Firstlast@emailcom

202) 515-5564
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E Part 3: Determine Your Messaging -

Compel your target audience to think, feel, or act.

Look at your data. Do they help you
illustrate importance, urgency,
or magnitude?

Data should be relevant to
engage stakeholders—
i.e., deliver what

they want and need.
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E Part 3: Determine Your Messaging

What rises to the top from your data?
Some examples:

An at-risk group will not get needed programming
without additional funding.

We’ve reached 2/3 of the youth in the county who need
services and want to reach more, but we need your help.

High quality materials translated into high attendance—
youth are connecting with our program.
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E Part 3: Determine Your Messaging

If you’re meeting with a
potential funder and you only
have 5 minutes to make your
pitch, what do you want them
to remember?

Summarize your program and
boil down your key data points
into straightforward messages
that can be used across a variety
of platforms.
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Part 4: Plan Your Outreach Strategy

Consider tactics and products that best communicate key
messages to your target audience, in the right formats:

Tell a story. Content ~j History. .
/A* e
Develop tools and C\'e““v \@ / ce
marketing products. Ty g% E %;@ N Marketing
Disseminate across -}/ A —
platforms. Shape A / Eﬁ\ '
Emotion
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v
EE Tell a Story -

Storytelling uses words, images, video, and other media
in a creative and intentional way for specific audiences.

Visual storytelling provides more impact in social media,
email, and newsletters.

Identify program participants who could be interviewed
or featured as exemplar success stories.

Find the right balance between data and storytelling.

QFFICEQF
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Tell a Story: Video

Videos can be used across different platforms.

They simplify storytelling, in a quick and compelling way.

Lower-cost options are available (IPhone, Facebook).

The MasterCard Foundation Scholars Program Learning
Partnership

A E F -
I Related Events

MEL vs. M&E: What Is the Difference
and Why Does It Matter? >

The MasterCard Foundation Scholars Program Learning
Partnership

19
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Tell a Story: Testimonial

effective way to engage with some R aaiaiEas

and safe relationship and that they

audiences by putting a human face FEEitiasian
on an issue.

e . ° . - = = . V
A series of testimonials is an Adwﬁtmilagthght 9
‘.. ‘

FIND OUT MORE ABOUT NATHALIE

A picture and a headline

can tell a story and evoke emotion. 15 and Pregnant: Why | Chose
To Put My Baby Up For Adoption

A series allows you to tell the story
from a variety of angles, in short
bursts, and keep your audience’s
interest.
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Develop Products and Marketing Materials

Total annual program cost Number of youth reached

TOP3 EHEZET & — &84
ToP | I 52,044,639 8 2312

Fact sheets, newsletters, e =

MAD 1 B 51163962 2 4188

b I t BPBR/Culdate! » I 51012577 —_— a 142
Og pos S MAD 3 B $1.000,752 & 7518
I¥G 5 I 5980768 3
Carrera | I 5935873 8 121
MPC 1 I 5897831 & 2179
: G 2 M 5571358 8 5538
Infographics i o S .
Carrera | I 5745142 S 83
MPC 2 B $742,802 & 750
MPC 5 I §/40.026 2 1560
° MAD 2 I $724.058 404
POd ca Sts We b N a rs BPBR/Culdate! 3 NI 5706799 — & 121
’ Carrara s Il $657.364 57
BART 1 $6.46,/76 8 7o
Project AIM 2 I §ua/.29/ - 163
BART 3 $518.724 - & 237
& 1047

Project AIM 2 Il 5503151

Press the flesh— i = 5
Birth Rate Per 1,000 Females e

conferences, meetings, Aged 15-19, 1990-2012 .
and presentations afford

opportunities to connect \

with key individuals and

L]

3 o e
n ghe gtk

o

!
&

2012 Birth Rate Per 1,000 Females

Aged 15-19 by Race/Ethnicity

roups

g Hispanic |IIIIIEGEGEEE
Black. non-Hispanic m

American Indian/Alaska Native [[IIEE]
‘White, non-Hispanic m

Asian/Pacific Islander
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Fact Sheets

Evaluation of Adolescent
Pregnanr.y Prevention Approaches

BACKGROUND
The Evalustion of araney Pelley B
# ritjot fedaral effort to expand avallable evide and reduce

risk behaulors ameng teans in the Unitad States. The =i
inrcuative approaches 1o-tean pregnancy proven
federal funding fram tre Orifice of Adole

documentad and tested nesw

appreaches Lo besn oragrsicy crevenlon

TARGET POPULATIONS AND PROGRAM APPROACHES

THE EVALUATION HAD
chicaso,iL I GatIMELS ol TWO MAIN COMPONENTS
1 : Far all seven snas, the sy team
s | oy zanducted an in-depth process Sudy
A

tes decument how the progranis
were designed and imnpiarentsd
For zix af the seuen sites, the shudy
tearn condusied a figorous random

I- assignment impact study to measuere

l e d the efiectivenass of the programs n

changing yauth cuttomes.
\ = L
Tested programs intenced to reduce rates of tapH.

cizachentaged tmen mother information on ong-adling revenizl r..cﬂlﬂ:evhs"(l‘v(\

HEW JERSEY

i

i

i s

J o5 angeLEs. ca

onLaHoms KEY FINDINGS

b+ M six impact study sites had
favorable impacts on at =25t
ong of telf targeted auicomes

TRAVIS COUNTY, TR i

¥ Thres of the six Impact study
shtes met the LS. Department
of Health and Humn Services

] Tactad tha difuctisness of POWER Through Chalces & isium desynes specfaly for
youth m foster cane 2d ofher 0ut-ofome caE st

Tetad the iffctbvemens of oo et P, 3 commialim S v i ki el i
0 it oy Challeng g mamaapv»plmscrar"‘mol-sm premanng

¥ Twio of the six Impact study shes
led to measurable declines in the
ultirmate cuteme of teen pregrancy

ity chami affsiad 10

STUDY FACTS

7.715 youth % 3,000+ hours 19 Z
participated of programming project journal
across 9 states delivered reports - articles

The: Tuchy w5 conducted by Mathenat
e Cifica = Adakcant Haallh
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\/ PREP__FACT SHEET

ersonal Responsibifity

Youth Partu:lpants Characteristics and Outcomes
Firdis Seae, Tribad, and C.

PREP programs serve a diverse population

Racial and ethnic composition of youth
[percentage)

ita
E— _ 7

lack or African lx_;iocan ; 32

Hispanic or Latino
T 5

American Indian or Alaska Native : 16
12

Age distri

of youth (p

Native Hawailan or other Pacific Islander
|0 2
Asian T T 10mw12 | 13erld | 15ce16 | 1718 | 19ysann
| ] i yearscid |yearscid | yearsold | yearsold | orcider

5

Hese g Grade relpcts 3.
43t more BN one race oF #EECEY T and 10t grades.

27 percent of PREP programs served
mostly highly vulnerable youth,
including those in foster care: homeless bisexual. transgender,

of runaways: living with HIV/AIDS: pregnant or something @
‘of parenting: identified as LGBTO: other than

involved in adjudication systems; in i straight

residential trestment for mental health

ssues: of had trouble speaking or

understanding English.

At program entry, 13 percent
of youth identified as lesbian. gay,

Seurce: Entry survers completed by PREF panicipants.

) Family & Youth
F‘ﬂs Services Bureau

CHILOREN &2 FAMILIES

ADOLESCENT

Use graphics or illustrations to show baseline measures and
demographic information about target population.
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Infographics

The Needs of Teen Mothers

As part of the Positive Adolescent Futures study, Mathematica Policy Research is collecting data on expectant and parenting
females in Califomnia; Washington, DC; and Houston, Texas, before they take part in programs to help them become saif-
sufficient. This fact sheet describes the great needs of these young mothers. et programs funded by the Office of Adolescent
Health {QAH) are serving only about 9 500 youth annually—just 4 percent of the 250,000 teens who have babies each year®

Expectant and parenting teens face challenges and need support.

[ ]
I n fog ra p h I cs Co nvey Ower 70 percent of these youth are under age 18. Almost 75 percent are Hispanie, and half report that

they are nonwhite.

° ° 33.7 H
information that your
10.5 B Non-Hispanic 27
i = I SR e %)
audience cares about R T LTl Norwite 50
4 old ald old old old old od
a t a g I a n ce Almost 40 percent are overage for their grade level, . Atthe time their children are born, most have not yet
® putting them at greater risk for not completing high graduated from high school or are close to finishing.
school even before they start raising a child. . More than 90 percent do not have a high school
A A A M : diploma or GED, and more than half of
* these young mothers have less than ‘
*  an 11th grade education. u
Housing instability is prevalent among Nearly 20 percent report being These young mothers need a
these young mothers—more than 50 depressed for an extended period positive adult role model. Nearly
percent have changed residences two during their pregnancy or in the one in three have a parent who had
or more times in the year before they first few months after their baby legal trouble or went to jail, and
enter support programs. was born. . one in 10 has been in foster care.

THamilton, B.E.. Martin, J.A., Osterman, M.JLK.. & Curtin, 5. C. (2015). Births: Final data for 2014. Hyattsville, MD: Mational Center for Health Statistics.
Retrieved December 12, 2016, from hitp: e cde.govinchs/data/nusrinussid/nusrid_12 pdf.
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ILLINGWQRT

RESTARCH GAOUR

CASE STUDY

Study Overview

ResearchNurses. co, a trading division of
Ilngwert Research were appradched
during the set-up phase of a large trial of

Teenage Pregnancy

first-tima laerage mothars funded by tha UK
Departmert of Health and supported by the
University of Cardif. The study compared
standard of care with an intensive, nurse-
led. home-visiting programme developed for
first time mothars aged 13-15 years lving
in areas of socio-sconomic deprivation.
1645 subjects wilhin the first 24 weeks of
pregnancy were nequired

Subjects were ientified via GP surgedes,
children's centres, midwilery cinics eic.
Appeoximately 18 of our research nurses
{some of whom were micwives| Exised with
the PCTs and provided support, ofien at the
last minute. Tasks included scheduling study
Visas to the subjects home. taking consent.

Leveis of literacy and

at baselng and 34-38 weak's gestation

Study Challenges.

Ervoling and retaining young mathers from
this demagraghic is sxnamely St
Cibtaining assent and explaining the purpose
of the study 10 the subjects and thew famiies.
was often very time consuming since the
el of iaracy and general understanding
vared considerably in this. often challenging.
set of participants. The expertise provided
by Mingwonh Research Nurses enabled
the study to run smoothly and research
nuke SUPRON was requested at 11 out

of 18 Primary Care Trust (PCT) trial sftes
throughout England

vaned which meant that

obtaining assent and expiaining the purpose of the study to subjects and
their famiies was offen very Lime consuming.

©)

Wi

Wingworth's research rurses
communicated with s in 3 timely
and reguiar mannes, provided

us with detailed updates of the
SIS of their Purses’ paperwork
{80 work at NHS sites), and al the
appointments conducted with key
personnel at sach site. lingwerth
proved 1 Lo vary redabie and ther
st were very accomplshed at the
chalienging task of recruament in
this hard-io-engage population

invohvement of the ingworth
Research Nurses helped
immaensaly in recruting 3
substantial propartion of the 1845
parscipants, and we have been
Impressed by thawr guabty of work
and their professionalism.
Assexaate Direcior

UK Triats Ung

® | 2

S — 1% S

Use case studies to share
program success!
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Key Considerations

Use data points and
messages

Balance with storytelling
to be authentic

Maintain consistent look
and feel in all products
(fact sheets, letters,
infographics, briefs, slides,
emails, press releases,
podcasts)

Use plain language

___-#

EVALUATION TECHNICAL ASSISTANCE UPDATE
Teenage Pregnancy Prevention Grantees

e 2015

FREQUENTLY ASKED QUESTIONS:
SCHOOL RECRUITMENT

Below a0 quaslions schosts frequently

Droviton
Hm o st topics diing 1 2
Description of the program
What 4 1his program? What 1opics doas it cower? How many sotslonthow much bea
5 #egseed 10 mplemen the progrmT
Hrelly depbe e of e grugane, B & v defivercd 1 s daring Bealth class), and the

EVALUATION TECHNICAL ASSISTANCE UPDATE

Teenage Pregnancy Prevention Grantees

EVALUATION REPORTING AT A GLANCE

{8l rramr wpdlale provihr s e of PR e et evaluations the
PRLEL graniers are conduitng ' Tha 16 Tiew 1 € o

wndermay, v well as 2% (Tier 7 and PREA]
rcrvatree pr toes, This updite provides

Grantees are examining three categories of research questions:

Primary Secondary Other Quastions

Thw fensd atemgory of
i 2 arad

T 6 Tt e ey wramirs adStonsl skernate. in domains. sches an el

” v ouncomes at B, vuch on ecdacationsl
it erme

ot e whiere the

iy avm s taeaded 13 b

L

What outcomes do the primary Fms | Premuary resaarch quees tion srioame.

research questions examine? (Figure 1) _ 20
pore N o .
v i

TPP

Teen PregNancy PREVENTION

:
+ B aapramtutiansyimaigtons D S

ova T ranee |5 cne o fonr
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Part 5: Launch Your Campaign

Where do | begin?

Plan your work and work your plan

Stagger various activities over a period of time;
document critical deadlines and milestones

Use timelineto @ ..
track progress m—

Schedule outreach T
around target events =
(conferences, _____‘3-% v >

observances, etc.) o

QFFICEQF
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) . .
28 Part 5: Launch Your Campaign -

Where do | begin?
, Disseminate messages directly
) to target audiences

Q N Cast a wide net via webinars
( and social media

Create and frequently update website

Conduct targeted outreach to media

Develop spotlights in various formats

QFFICEQF
ADOLESCENT
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Spotlight: Email Blast & Press Release

Use consistent headers,
photos ’ and COIOrS! Delivering Adolescent Pregnancy Prevention Services to

High-Risk Youth
Implementing Teen Choice in New York

Delivering Adolescent Pregnancy Prevention Services to High-
Risk Youth

Implementing Teen Choice in New York

More than half a million adolescents in the United States You may also I
attend alternative schools or other specialized education

programs for vouth at risk of academic failure. Many of

these youth have emotional or behavioral health issues Research and Evaluation of the Money

and might be at high risk for teen pregnancy and sexually Follows the Person (MFP)

transmitted infections (ST1s). To date, there has been little Demonstration Grants »

research on adolescent pregnancy prevention

programming designed to meet the needs of youth in Moving Medicaid Data Forward, Part

alternative school settings. A new implementation report 3: A Guide to Medicald Utilization Data
from Mathematica Policy Research helps address this research gap. 5

With funding from the Administration for Children & Families within the U.S. Department of
Health and Human Services, Mathematica collaborated with the New York State Department of
Health to rigorously evaluate the Teen Choice curriculum in alternative school settings in and
around New York City.

Emerging Roles of Residential
Treatment Centers in the Child and
Adolescent Mental Health Services

System » 2 than half a million adolescents in the United States attend alternative schools o7 other
Teen Choice is funded through the Personal Responsibility Education Program (PREP), which P ialized educetion programs for youth at risk of academic failure. Many of these youth have
provides federal funding to educate youth on abstinence and contraception. The report is part of :::el:.:lm:h:o:afdfi::nuew . lional or behaviorzl health issues and might be 2t high rsk for tzen pregnancy and sexually
amulticomponent evaluation of PREF led by Mathematica for the Administration for Children & : b imitted infections (STIs). To date there has been fittie resezrch cn adolescent pregnanzy

Families at the U.S. Department of Health and Human Services.

ention programming designed to meet the neads of vouth in arernativa school settings. A
plementation report from Mathematica Policy Researzh helps address this research gag.
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Spotlight: Social Media

o -

Researcher Susan Zief tells @echuckles

@MathPolRes

f Mathemataca
v

Create your own tweets

(USE appropriate “#evidence shows these programs are

. showing...results on a range of outcomes”
hashtags, l.e. mathematica-mpr.com/news/deliverin...
#teenpregnancy) U

Trump administration abruptly cuts funding to teen pregnancy

prevention programs nbcnews.to/2wMAeYi

Link to interesting and ) -
related news articles g TR ol TR Ml

i & both with @OPRE_ACF: ow.ly/AC9u30dDcDQ
Don’t forget to °o w: 0 @ '

re-tweet!

Use graphics
and images ar

QFFICEQF
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Spotlight: Blog Posts

= Parents. e

Seek opportunities S
My Life as a Teenage Mom
At 15, most girls are thinking about clothes, boys, and parties. But Jamie got pregnant -- and now she's

for guest blog posts

(or comments)
000 2

ConSider timing Not your typical teenage life.

Itwas Friday morning, first period, and | was in my science class, just like a typical kid

a ro u n d re I ated in a typical hign-school science room. I'm sure you can picture it -- the little plants

sprouting in Styrcfozm cups, the usual charts and posters on the walls, the teacher
asking us if we'd done our homework. Just a normal moement in the life of a teenager.

eve n t S But then the loudspeaker on the wall scuawked: Jamie Rush, repartto the nursery!
Itwas another reminder that, no, | wasn't a normal high-school kid. | was 2 teenage

I e e n P reg n a n cy mom atiending an akernative school with built-in day care, | excused myself from
Prevention week)

class and hurried to the nursery, where the atendant met me at the door. "You
forget to leave your son's ciapers!” she told me, scowling. | confessed that | had left
them at home and asked if | could borrow a few from somzone else. She said okay,
but then she snook her head at me as if to say, "Careless kids!
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Part 6: Measure Your Success!

Revisit your goals and
objectives

Calculate metrics

(web hits, document
downloads, meeting
attendance, social media
analytics)

GOALS &
OBJECTIVES

v
V

v Retool your campaign based

on results

OFFICE O
ADOLESCENT
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Questions and Answers - -
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For More Information

TPPHelpDesk@mathematica-mpr.com

mus. Ro tem ne

a spercipsa dita¥
nAeMpori r
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