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Why health promotion and 
outreach for migrants? 





What is health promotion? 
“ Process of  enabl ing people to increase cont rol  

over ,  an d to im pr ove,  th eir  h ealth .   
I t  m oves  beyon d a f ocus  on  in dividual  

beh aviour  tow ar ds  a w ide r an ge of  s ocial  an d 
en vir on m en tal  in ter ven tion s .”  ( W H O)  



Who is your audience? 
● Ethn ici t y 
● Language 
● Age 
● Educat ion level  
● Accul turat ion  level /  

Years in  the U.S. 
● Im m igrat ion  Status 
● Cul tural  and rel igious 

bel iefs 
 
 
 
 



Cultural and linguistic 
considerations 
● Respect  cul tural  values, bel iefs and pract ices 
● Understand the social , envi ronm ental  and 

pol i t ical  context  
● Recognize fam i ly and com m uni t y as pr im ary 

suppor t  system s and in tervent ion  ( including 
f rom  count ry of  or igin) 

● M eaningful  involvem ent  of  com m uni t y 
m em bers 



Where is your audience? 
●Where do people 

● l i ve? 
● gather? 
● seek heal th care? 

●Exist ing data sources 
●Digi tal  m apping 
●Ask com m uni t y m em bers 





What to say? 
What  does the target  audience  

k n ow  about th e is s ue? 
 



What to say? 
I s th e m es s age an d in f or m ation  di f f er en t in  

th eir  coun tr y  of  or igin ? 



What to say? 
●Does the audience know  the act ions they are 
expected to take? 
●Are there any bar r iers to take those act ions? 
 

 

Visit your dentist twice a year 
 

Eat fresh fruits and vegetables 
 

H ave  w ater  an d f ood en ough  f or  at leas t 3 days  
 

E x er cis e on e h our  a day   



What communication channel? 

●Web- based 
●Websi te 
●Webinars 
●Video 

●M ass m edia (TV, radio, newspaper ) 
●Social  m edia (Facebook, Tw i t ter , Instagram ) 
●Pr in ted m ater ials ( f lyers, brochures, posters) 
●Person- to- person 
●Al ternat ive m ethods (theater , m obi le 
loudspeakers) 

 
 



Clear Communication Principles 
CDC Clear  Com m unicat ion  Index  

h ttp: //w w w .cdc.gov/ccin dex / 
 

http://www.cdc.gov/ccindex/


Main message and call to action 
 
 



Active voice instead of passive voice 
●Passive voice:  

Frui t s and vegetables should be washed 
before they are cut  or  peeled 

 
●Act ive voice:  

Wash f rui t s and vegetables before you cut  or  
peel  them  



Visual cues 



Use common/familiar words 
●Avoid slang, m etaphor ical , or  of fensive 

language 
●Explain  unfam i l iar  or  techn ical  t erm s 



●Avoid acronym s 
●Avoid techn ical  jargon (bacter ia v germ s) 
●Use shor t , sim ple words 

Simplify, simplify, simplify! 



Use bullets 
Before:  
T h er e ar e m an y f actor s  th at put 

you at r is k  f or  developin g type 
2 diabetes .  B ein g over w eigh t 
or  obes e is  on e of  th e m ajor  
r is k  f actor s .  H avin g a f am i ly  
m em ber ,  l ik e a par en t,  s is ter  
or  br oth er  w ith  diabetes  is  als o 
a r is k  f actor .  I f  you ar e Af r ican  
Am er ican ,  Am er ican  I n dian ,  
As ian  Am er ican ,  P aci f ic 
I s lan der ,  or  H is pan ic/L atin o 
Am er ican  you m igh t you m ay 
be at gr eater  r is k .  

Af ter :  
Am  I  at  r i sk  f or  diabetes? 
 

You m igh t be at r is k  f or  type 2 
diabetes  i f  you:  

● Ar e over w eigh t or  obes e 
 

● H ave a par en t,  br oth er  or  
s is ter  w ith  diabetes  

 

● Ar e Af r ican  Am er ican ,  
Am er ican  I n dian ,  As ian  
Am er ican ,  P aci f ic I s lan der ,  or  
H is pan ic/L atin o Am er ican  



Short paragraphs 



Reading level 
● M icrosof t  Word readabi l i t y stat ist ics 
 
● SM OG Readabi l i t y Form ula: est im ates the 

years of  educat ion a person needs to 
understand a piece of  w r i t ing 

 
 





Transcreation 
“ The process of  adapt ing a m essage f rom  one 

lan guage to an oth er ,  w h i le m ain tain in g i ts  in ten t,  
s ty le,  ton e an d con tex t.”  

 
 
 
 
 
 
 
 
 
 





Translation vs. Transcreation 

Translation Transcreation 

Main message Stays the same Stays the same 

Language Literal word-for-word Adapted by native 
speakers 

Images No change Change to meet 
cultural expectations 

Layout No change Change to meet 
cultural expectations 



Direct translation 



Transcreation 



New creation 





Validate, validate, validate 
● Nat ive speakers 
●As k  th e r igh t ques tion s  ( an d f or  h on es ty ! )  
●F or m al  vs .  in f or m al  

 







How to reach migrants? 

http://outreach-partners.org/wp-content/uploads/2015/09/natnl_or_guidelines.pdf 

http://outreach-partners.org/wp-content/uploads/2015/09/natnl_or_guidelines.pdf


Building a partner network 
●Who’ s t rusted by the com m uni t y? 

● Bui ld your  credibi l i t y 
● Choose your  m essenger  w isely 

●At  what  level  do you want  to conduct  
out reach? 
● Top- down  
● Grassroots/ Bot tom - up 



Building a partner network 
● I dent i f y 

● Audience over lap 
● Reach 
● Resources 

●Approach 
● What  do they want? 

●Engage 
●M aintain  
●Re- evaluate 



Potential partners 
●Governm ent  
●Non- prof i t s/ NGOs 
●Com m uni t y cl in ics 
●Hospi tals 
●Fai th- based organ izat ions 
●Com m uni t y heal th workers (promotores)  
●Com m un ity  leader s  an d s pok es per s on s  
●M edia outlets  ( jour n al is ts )  



When looking for partners... 



Who is not being reached? 



Zika exercise 
● Who is th is for  (audience)? 
● What  is the m ain  m essage? 
● I s t h is the best  form at? 
● I s t he m essage: 

● pract ical? 
● act ionable? 

● Do the im ages m atch the m essages? 
● I s i t  cul tural ly appropr iate for  a “ speci f ic”  ethn ic 

group? 
● What  is confusing? 
● Does th is m eet  the in form at ion needs of  t he 

audience? 
● How would you dissem inate th is? 



Thank you!! 
 
 
 
 
 
 
 

Al in a Sh aw :  ags h aw @ cdc.gov 
L i l ian a Os or io:  los or io@ ber k eley .edu 

 

mailto:agshaw@cdc.gov
mailto:agshaw@cdc.gov
mailto:losorio@berkeley.edu
mailto:losorio@berkeley.edu


Resources 
●Publ ic Heal th Workbook to Def ine, Locate, 

and Reach Special , Vulnerable, and At - Risk 
Populat ions in  an Em ergency 

● Everyday words for  publ ic heal th com m unicat ion  
● Toolk i t  f or  M aking Wr i t t en  M ater ial  Clear  and 

Ef fect ive 

https://emergency.cdc.gov/workbook/pdf/ph_workbookfinal.pdf
https://emergency.cdc.gov/workbook/pdf/ph_workbookfinal.pdf
https://emergency.cdc.gov/workbook/pdf/ph_workbookfinal.pdf
http://www.cdc.gov/other/pdf/everydaywordsforpublichealthcommunication_final_11-5-15.pdf
https://www.cms.gov/Outreach-and-Education/Outreach/WrittenMaterialsToolkit/index.html?redirect=/writtenmaterialstoolkit/
https://www.cms.gov/Outreach-and-Education/Outreach/WrittenMaterialsToolkit/index.html?redirect=/writtenmaterialstoolkit/
http://www.cdc.gov/other/pdf/everydaywordsforpublichealthcommunication_final_11-5-15.pdf
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