
When you say that you work in 
prevention…

• How do you describe what you 
do?

• What type of questions do 
people ask? 
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Evaluation

Please take the time to complete a brief evaluation:

Your feedback is appreciated!
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Learning Objectives

• Understand principles of communication in prevention and dig 
into the steps of design as it relates to promoting our prevention 
message(s)

• Describe best practices for creating products that support 
our prevention efforts

• List practices that help educate and persuade our intended 
audience to engage in our initiative and take action



Road Map

• Principles for communicating prevention

• Creating a compelling message

• Designing to educate and persuade: the 
8 steps of design

• Reflective activity

• Summary 

• Q&A 



Principles for 

Communicating Prevention



Principles for 
Effective 
Communication

According to the World Health Organization, 

effective communications must be:

• Accessible to decisions-makers

• Actionable by decisions-makers

• Credible and trusted as perceived by 

decisions-makers

• Relevant to decisions-makers

• Timely to enable decision-making

• Understandable to decision-makers
Your Staff

https://www.who.int/about/communications/principles
https://www.who.int/about/communications/accessible
https://www.who.int/about/communications/actionable
https://www.who.int/about/communications/credible-and-trusted
https://www.who.int/about/communications/relevant
https://www.who.int/about/communications/timely
https://www.who.int/about/communications/understandable


Principles for Communicating Prevention
• Are intentionally planned.

• Are tied to an overall strategy.  

• Are connected to other programs, resources, or services.

• Set specific and realistic communications objectives.

• Are tailored to a defined audience.

• Include a clear “call to action” in the message.

• Are informed by audience research and are pre-tested with the 
audience you wish to reach. 

• Use delivery channels that are used and trusted by the audience.

• Include a plan for monitoring and assessing message effectiveness.   



Why do we 
communicate 
prevention?  

• To highlight the effectiveness of 
prevention

• To transfer knowledge and share 
resources

• To build relationships with potential 
collaborators

• To deepen mutual impact of a shared 
goal through collaboration

• To inform the public about positive 
social norms



Creating Compelling 

Messages: art of framing 

3 fundamentals about framing:

1. Frames are choices that 

communicators make about how the 

information is presented

2. Frames determine how audiences 

interpret information

3. Using evidence-based frames helps 

the public think differently about an 

issue



Elements of a Well-Framed Message

• Responds to cultural models by dislodging unproductive assumptions 

about substance use

• Uses values to explain why this issue is important

• Connects the dots between prevention, positive or negative outcomes, and 

public health

• Builds a sense of efficacy without relying on a crisis tone



Creating Your Compelling Message(s)

1. Defining your goal: what do you want 
your audience to know and what action 
do you want them to take? 

2. Identify intended audience:  Who are 
you trying to reach?  

3. Call to action:  What is it that you want 
your audience to do as a result of your 
tool (handout, slide deck, one-pager, 
etcetera)



What is an example of 
a prevention message 

that has resonated 
with you?

✓ What did you like 
about it?

✓ What made it 
memorable or 
persuasive?



Examples from SAMHSA’s Prevention 
Week 



More Examples of Positive Messaging



Designing a Slide Presentation 

that Educates and Persuades



The 8 Steps 
of Design:  A 

Learning 
Design 

Framework

www.globallearningpartners.com



• Broad goals

• General statements about what 
the learner will be able to do and 
how they can apply what they 
learned 

• Points audience in the same 
direction

Outcomes are…



These learners (who are they) need to learn 
(the stated skills, knowledge, and attitudes) so that    

(the desired outcome).

Crafting Outcomes that Educate & 
Persuade

Prevention professionals need to learn how to create compelling 
messages in their communications products/tools so that they 
can reach their population(s) of focus and get their prevention 
message out there for the community to hear and act upon. 



In your work, what are some 
of the things you want your 
audience to know/think/or 
do?  

Please write your ideas in 
the chat.  Question



Example of the Who, 
What, and So That
WHO:  Prevention professionals 
with a desire to learn more about 
designing their product content 
for their audience 

WHY:  Many prevention 
professional are looking for ways 
to improve their prevention 
messaging in the products they 
produce to move their audience 
to take action or change their 
perception/behavior

SO THAT:  Prevention 
Professionals can design high 
quality events and promotional 
products and build awareness of 
their initiative



Defining the When, Where, What, the 
What For, and the How (Example cont.)

WHEN/WHERE:  May 24th virtual webinar

WHAT:  Skills, knowledge, information on 
designing products that educate & 
persuade

WHAT FOR:  Learning objectives

HOW:  The 4 A’s:
• Anchor

• Add

• Apply

• Away



Global Partner’s 
4-A Model



Considerations for Your Slide Design 

• Visuals/Images

oLimited text per slide at 24 minimum font size should allow for visuals 

• Language: CLAS Standards (Culturally and Linguistically Appropriate 
Services)

oLanguage should be linguistically and culturally appropriate & inclusive

• Opportunities for interaction & practice (“Apply” from the 4 A’s)

oVirtual:  Polls, chat questions, virtual collaboration tools 

o In person: small discussions, supplies to brainstorm and engage, 
opportunities to learn by doing

• How do you get participants to engage and practice? 

oVirtual or in-person collaboration tools

oHandouts and other resources 



What are some of the 
ways in which you engage 

your audience?  

Question

29



Designing Newsletters & 

Handouts that engage and 

build buy-in



Considerations
• Practice/Application/learner style

• Moving your readers to take the next step



Designing Your Message and Deciding 
on Your Medium

Identify 
the 

goal

Identify the 

intended 

audience

Create an 

Effective 

Message

Explanation

Why is this 

important?

What can be 

done?

What other details 

are needed?

Call to Action

Compelling Reason
What are you trying 

to accomplish? Goal/Need Connect

What do 

they want 

to know?

StrategyHow to reach this 

audience?

Channel
Where is this 

audience reached?



Use Your 
Message to Get 
Buy-in

• Newsletter

• Toolkit

• Handout

• Blogs 

• Other



Newsletters

• Make it fast and easy to ready

• Make it mobile-friendly

• Subject Lines

• Focus on the Reader

• One page maximum 

• Provide 1 or 2 clear calls to action



Toolkits

Sustainability Planning Toolkit

https://pttcnetwork.org/centers/northeast-caribbean-pttc/product/sustainability-planning-toolkit


Handouts

• Consider what you want your audience to 
know in each section

• Use visuals

• Statistics or data visualization 

• Invite your audience to take action by 
learning more (share resources) or by 
doing something 



Blogs

Basics

• Make your post relatable

• Give your reader something 
to take away

• Write in plain language (avoid 
jargon)

• No more than 425 words

Example from National Institute on Drug Abuse

https://nida.nih.gov/about-nida/noras-blog/2022/09/addiction-often-goes-hand-in-hand-other-mental-illnesses-both-must-be-addressed


Planning 

Resource

Global Learning Partners Tool

https://www.globallearningpartners.com/wp-content/uploads/2020/07/8-steps-of-design-resource-and-tool.pdf


Summary of Takeaways



Key Take Aways 

• Principles of communicating prevention depends on creating a 
compelling message to educate and/or persuade your audience

• The best practices for creating products that support our  
prevention efforts depends on a variety of factors

• Getting your audience to engage in your initiative and take 
action will depend on the effectiveness of your design (8 steps)



Questions?



Resources

• World Health Organization: Principles for Effective Communications

• Positive Social Norms Examples

• Getting Candid

• Shaping Effective Messaging for Youth

• Implementation Tools

• Principles of Effective Communications 

• Frameworks Institute

• Dialogue Education and the 8 Steps of Design

• 8 Steps of Design & Planning, Global Learning Partners (a resource)

• National CLAS Standards

• Sustainability Toolkit

https://www.who.int/about/communications/principles
https://www.thenationalcouncil.org/program/getting-candid/
https://www.thenationalcouncil.org/program/getting-candid/
https://www.thenationalcouncil.org/program/getting-candid/implementation-tools/
https://suicidepreventionmessaging.org/strategy/principles-effective-communications
http://www.frameworksinstitute.org/
https://www.globallearningpartners.com/
https://www.globallearningpartners.com/wp-content/uploads/2020/07/8-steps-of-design-resource-and-tool.pdf
https://thinkculturalhealth.hhs.gov/clas
https://pttcnetwork.org/centers/northeast-caribbean-pttc/product/sustainability-planning-toolkit


Resources (Continued)
• Newsletters:

• Example from Education Development Center

• Best times to send: resource 1; Best times to send: resource 2

• Blogs:

• Examples from the National Institutes of Health

• EDC Blog post examples (Top 4 blog posts from 2019 to present):

• 7 Tips for Teaching Online

• Why We Need an Anti-Racist Approach to Social and Emotional 
Learning

• The Importance of Dance in African American Culture

• Engaging Students through Performance Assessment

https://lpmr-zgpm.campaign-view.com/ua/viewinbrowser?od=3za9befa15195817fe7c9aeace2e12466505f66d3b396aa1a8546d0930b25aa43f&rd=165a7b68501787a3&sd=165a7b6850178595&n=11699e4c24c969d&mrd=165a7b6850178583&m=1
https://business.adobe.com/blog/basics/the-best-time-to-send-emails
https://blog.hubspot.com/marketing/best-time-to-send-email​
https://nida.nih.gov/about-nida/noras-blog
https://www.edc.org/blog/7-tips-teaching-online
https://www.edc.org/blog/why-we-need-anti-racist-approach-social-and-emotional-learning
https://www.edc.org/blog/importance-dance-african-american-culture
https://www.edc.org/blog/engaging-students-through-performance-assessment


Resources (Continued): 
Virtual Collaboration Tools 
for Audience Interactivity 

• Padlet (example image above)

• Miro

• Jamboard

• Canva

https://padlet.com/
https://miro.com/
https://jamboard.google.com/
https://www.canva.com/


Evaluation

Please take the time to complete a brief evaluation:

Your feedback is appreciated!

https://ttc-gpra.org/P?s=186232

https://urldefense.com/v3/__https:/ttc-gpra.org/P?s=186232__;!!Azzr!cQ9D3JWSYqSlkrBVQXWRAJxG-0ya_Gz6PRxzSyVX19XDAw-NT-kb3WZqj_VrjvXCwFDo-LNIVRWHg5D1Ah9cqmnQ$


Thank You! 

If you have questions or comments, don’t hesitate to contact:
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Check Out the Northeast and Caribbean PTTC Website:

https://pttcnetwork.org/centers/northeast-caribbean

And, Join our Mailing List!

https://pttcnetwork.org/centers/northeast-caribbean-pttc/nec-subscription-page

Jessica Goldberg 

MSW, MPH, CPS
T/TA Specialist

Region 2 PTTC, EDC

jgoldberg@edc.org

Ivy Jones-Turner

MPA, CPS
T/TA Specialist

Region 2 PTTC, EDC

ijonesturner@edc.org

https://pttcnetwork.org/centers/northeast-caribbean
https://pttcnetwork.org/centers/northeast-caribbean-pttc/nec-subscription-page
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