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COMMUNICATIONS 
TOOLS & RESOURCES
FOR NYSDOH CLPPPP GRANTEES

Presenter: 
Jo Miller

Communications Toolkit
Content

• Developing Your Communication and Social 
Marketing Strategy

• Communications and Social Marketing Workbook

• Communications and Social Marketing Checklist

• PESTLE SWOT Template

• How to Twitterchat
• Social Media Post Twitter Examples

• Press Releases – About and Examples
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FOLLOW UP 

2nd
Wednesday 
at 1 PM, ET

AN INTRODUCTION TO 
SOCIAL MARKETING
WHY BUILD COMMUNICATION AND STRATEGIC 
MARKETING PLAN FOR YOUR PROGRAM

WHAT WE WILL COVER

• Learn how strategic communication can support 
childhood lead poisoning primary prevention 
programs

• Introduce the Communications and Social 
Marketing Planning tools and the models for 
CLPPPP Communications Planning

• Share how to identify your audience(s) and 
objective(s) 
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CENTRAL IDEA OF 
SOCIAL MARKETING

YOUR 
ORGANIZATION

TARGET 
AUDIENCE

OBJECTIVES

Web‐based Platforms

Mobile Applications

Communication Hubs 

Constantly Evolving

Key Components for 
Public Health Programs

• Innovation to develop the evidence base for action; 

• Technical package of a limited number of high priority, 
evidence‐based interventions that together will have a 
major impact; 

• Effective performance management, especially through 
rigorous, real‐time monitoring, evaluation, and program 
improvement; 

• Partnerships and coalitions with public‐ and private sector 
organizations; 

• Communication of accurate and timely information to the 
health care community, decision makers, and the public to 
effect behavior change and engage civil society; 

• Political commitment to obtain resources and support for 
effective action

Am J Public Health. 2014 Jan; 104(1):17‐22
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ENGAGEMENT
•Digital communications is not 
about the technology. 

• It is about the people, the 
story, and the connection!

IMPACT
•The question isn’t whether or 
not to embrace online 
communications and social 
media.

• It is how to do it effectively!
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MESSAGE

•Digital communications is not 
about the organization. 

• It is about how you can help 
and why you care!

Using Social Media and Networks

Communication Tools & 
Techniques

• Health Marketing

• Health Communication

• Health Information Technology

• Social Marketing
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8 Benchmark Criteria Of Social 
Marketing Efforts

1. Behavior  

2. Audience Orientation 

3. Theory

4. Insight 

5. Exchange 

6. Competition

7. Segmentation  

8. Method’s Mix

VISION, OBJECTIVES, 
AND AUDEIENCES
STRATEGIC COMMUNICATION AND SOCIAL MARKETING 
COMPONENTS

Vision

Objectives

Audience

Channels

Strategy

Communications and Strategic 
Marketing Planning
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Click to edit Master subtitle style

VISION

What is the 
change that you 
want to make? 
What is your 

organization’s or 
program’s 

mission? What 
do you want to 

accomplish in the 
next 12 – 24 
months? 

Click to edit Master subtitle style

OBJECTIVE
What steps will 
you take to 
achieve your 
vision the next 
12 – 24 months? 

From Issue to Vision through Objectives 
CLPPPP

High Rates of 
Childhood Lead 

Poisoning

Objective 1
Children at risk of lead 
poisoning who reside 

in (jurisdiction) will 
receive an age-

appropriate blood lead 
test. 

Objective 3
By (date) ## housing 

units located in 
(jurisdiction will be 
made lead safe. 

Prevent Childhood 
Lead Poisoning

Objective 2
Comprehensive follow-

up for low level lead 
exposure  equal to or 
greater than 5mcg/dL 

for residents in 
(jurisdiction). 

ISSUE OBJECTIVES VISION
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AUDIENCE

Who is your 
audience 
and why? 

Audience Research

STAKEHOLDER CATEGORIES

DEMOGRAPHICS

Parents & 
Guardians
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Early 
Education

Housing 
Organizations 
& Agencies

Physicians & 
Clinics
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Nonprofits, Grassroots, and Funding 
Organizations

Audience Persona

• Point of Interest

• Demographic and Socioeconomic Characteristics

• Behavioral and Cultural Characteristics

• Psychological and Motivational Characteristics

• Informational Needs

Stakeholder Actions

Education

Improvement

COMMON PURPOSE STATEMENTS
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ANALYSIS FOR 
DESIGNING YOUR 
STRATEGY
FRAMING YOUR COMMUNICATION AND STRATEGIC 
MARKETING PLAN

PESTLE
Analysis Tool

Economic

Social

Environmental

Legal 

Political 

Technological

PESTLE –
Political 
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PESTLE –
Economical 

PESTLE –
Social

PESTLE –
Technology
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PESTLE –
Legal

PESTLE –
Environmental

PESTLE WORKSHEET

FACTOR

PERSPECTIVE

IMPACT

PROBABILITY

OPPORTUNITY 
OR THREAT

TIMELINE

RESPONSE
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SWOT ANALYSIS

STRENGTHS WEAKNESS

OPPORTUNITIES THREATS

SWOT Internal and External 
Factors

SWOT Worksheet
OPPORTUNITY 

THREAT
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SWOT WORKSHEET
OPPORTUNITY ANALYSIS

• Opportunities

• Importance

• What STRENGTHS are relevant to this opportunity?

• How do we take advantage of these strengths?

• What weaknesses might prevent us from this 
opportunity?

• How do we reduce the impact of weaknesses?

SWOT WORKSHEET
THREAT ANALYSIS

• Threats 

• Importance 

• What STRENGTHS help reduce this threat? 

• How do we take advantage of these strengths? 
Timescale 

• What weaknesses might increase the impact of the 
threat?

• How do we reduce the impact of weaknesses?

• Timescale

TOOLS, NETWORKS, 
AND TIMING
DESIGNING YOUR COMMUNICATION AND STRATEGIC 
MARKETING PLAN
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SOCIAL NETWORKS

Social 
platforms by 
the numbers

2018 Pew 
Research 

Center Survey 
of U.S. Adults

http://www.pewinternet.org/2018/03/01/social‐media‐use‐in‐2018/

CHANNELS 
Which Channels and Why

FACEBOOK
COMMUNITIES, 

GROUPS, EVENTS, 
MESSENGER, ADS

YOUTUBE
HOW TO VIDEOS, 

EXPERTS, 
TRAINING

TWITTER
NEWS, CHATS, 
HASHTAGS, LINKS 

LINKEDIN
BUSINESS PAGE, 
BLOG, GROUPS, 
FUNDERS

3.2 BILLION SOCIAL MEDIA USERS IN 2018

35% Instagram

Pinterest  
41% of Women
vs. 16% Men

LinkedIn
50% with a College Degree

vs. 9% with High School Diploma or less
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TIMING

• CAMPAIGNS

• TWITTER CHATS

• WEEKLY CONTENT

• MONTHLY THEMES

Host and 
Participate in 

Events 

Crisis Communication

Train Staff

Share Information

Stay Up‐to‐
Date

Key Steps to Use Social Media to 
Raise Awareness and Engage Community

01 02

Research Similar 
Organizations

03 04 05 06

OPERATIONS
CAPACITY TO IMPMENT YOUR COMMUNICATION AND 
STRATEGIC MARKETING PLAN

52

53

54



NYSDOH Digital Communications _ Overview 4/3/2019

NCHH Presenter: Jo Miller 19

PEOPLE POWER

POLICIES AND 
PROCEDURES

BUDGET
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ENGAGEMENT AND 
INFLUENCE
INVOLVING STAKEHOLDERS AND INFLUENCERS

SMART COMMUNICATIONS

S

M

A

R

T

SPECIFIC

MEASURABLE

ATTAINABLE

RELEVANT

TIME‐BASED

Measurements & Evaluation

Actions

Awareness

Attitudes

Behavior

Support for work 
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Moving Your Audience to Action

Moving Your Audience to Action

Consensus and Support
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Activate Your Audiences

• Define Actions to Take

• Craft Your Call to Action

• Show a Clear Need

• Inspire People to Share 

Their Stories

Next Steps
• Upload Communications Toolkit onto NCHH 
NYSDOH CLPPP web‐page

• Schedule follow‐up technical assistance sessions to 
focus on the toolkit; dates TBD

• Identify NYSDOH CLPPP best practices and share 
among grantees.

QUESTIONS & 
DISCUSSION
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NEXT 

May 8th

2nd Wednesday 
at 10 AM, ET

www.nchh.org   @NCHH   facebook.com/HealthyHousing

THANK YOU
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