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In 2020, CDC launched the Partnering for
Vaccine Equity (P4VE) program.

= PA4VE focuses on increasing equity in adult immunization.
* The program provides over $156 million in funding and support

to:
National s @
artnering for
State Vaccine Equity
local, and

community-level partners.

= The partners prioritize equity in vaccination access and uptake
for those groups that experience disparities in immunization -
with a particular focus on racial and ethnic communities.
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We designed and launched the Partnering for Vaccine Equity
program to drive community-level action and reduce disparities.

ENGAGING THROUGH DIGITAL AND SOCIAL MEDIA FORMATS

Reaching people in National foundations Equipping national ambassadors
communities or organizations
National organizations
State health
Federally Local departments
qualified health government Medlical and professional
Small community-based centers State immunization associations
organizations Branches/affiliates of County or local health Progias
national organizations departments
T A COMMUNITY.. . LOCAL...... STATE. ... NATIONAL ...
PERSON Tailored messaging State- (or large city)
Recruitment of local influencers level activities to Mass media campaigns
Community-provider partnerships promote vaccine
Mobile vaccination confidence, including Provider tools,
clinics marketing/outreach resources, strategies
Toolkits and
materialsfor ... Categories of Partners
community-based Examples of Partners’ Activities
organizations
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CDC provided over $156 million in funding in FY21 to 500+ other

partners at the national, state, and local levels.

Medical & Professional Associations
$8.2M to engage their networks

Other National Organizations

National Organizations
$83.9M funding community-based

$59.6M to 8 national partners and

100+ local chapters FY21-22 FYy21-22 organizations (CBOs) FY21-22
National
Alliance for ated ) Tribai National National 30 CBOs
Unidos Hispanic National  gpidemiology Medical Hispanic
us Health Urban Centers (TECs) Association Medical
(NAHH) League (NN Associatio Community T
(NUL) n {NHMA) Catalyst IR
Confe
National o:: ,:,::?, National
Minority Black Council National (BOs
Quality Churches of Negro Council of
Soram (CNBC) ‘P’:": Women :,”N“m: Urban coC
{NMQF) e (NCNW) indian :re:ﬂn;: Foundation 100
Nk ) Physicians CBOs
Health Forum {AAIP] (NCUIH)
[APIANF)

Other Health Entities
$18M to fund and partner with ~85
health departments and health centers FY21

Academic Institutions & Other CDC Programs & Immunization

Partners
$26.7M+ for health equity activities FY21

Entities
$36.5M for evaluation-focused activities FY21-22

- cubrecipient nonprofits

Uni _ Network of Michigan local health
of Florida Public State 3 department:
(UF) e University & National
Institutes (MsU) Ornmi Assoclation of federall
(NNPHI) sinkmsvelitas Community ;
L universities Health Centers itk
‘ ‘ (NACHC)
REACH federally
i Program qualified
Public Association of health centet
Health Immunization S National
Institute ASTHO Managers PR ::s“o::;tloag
(PHI) (AIM) Health Officials
(NACCHO)
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64 State, Territorial, and Local
Immunization Programs

Funding state and local health

departments, community health
centers, and community-based
organizations

Key
National

State
Local

Community

The 5156M described here is
direct funding from CDC to non-
jurisdictional partners specifically

for increasing vaccine confidence
& uptake among racial and
ethnic minority groups.




Social media partners build capabilities and interventions across
various levels of communication.

Social Media
Conversation

133333818

Interventions at Each Level

Partners monitor, identify, and assess
information circulating online regarding vaccine

hesitancy.
Social Media Platform Media organizations (e.g., social media, TV, radio) and
Policy, Advocacy, and platforms develop grassroots advocacy campaigns to
Accountability avoid spreading misinformation.

Organizations intervene to debunk misinformation in
media through fact-checking capabilities, citing
resources, and behavioral intervention.

Media and advertising agencies can provide affirmative
messages and information to reach audiences through

R duced from: v . .
Benita Harris-McBride, MPH Retiar informed multiple channels (e.g., content creation, campaigns,
Mitigating Vaccine Mis- and Disinformation on . .

Social Media to Improve Vaccine Confidence Individuals influencers, etc.) with culturally competent, relevant

and Uptake in Racial and Ethnic Minority

Communities content.
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Various data sources show reduced racial and ethnic disparities
in COVID-19 vaccination rates.

CDC COVID-19 vaccination (21 dose) coverage estimates KFF, Percent of total population that has received at
among adults aged 218 years, by race and ethnicity least one COVID-19 vaccine dose by race/ethnicity,
December 2020-November 2021 March 1, 2021, to January 10, 2022
g b ....u-:_':f:."'-'"'-i"f 7o g
§ o g, Y i
§
g w— Aslan, non-Hupanic
§ 40+ = Hispanic
& « + + White, non-Mispani
‘8 ==+ Black, non-Hispank
™ 204 ” = = NWOL non-Hispanic
= -+ + Multiple or other
- - AUAN, nOn-Hispanic 13%,
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It’s normal to have questions
about vaccination.

But who are you going

to for answers?

Try these trusted sources:

LOCAL
YOUR THECDC HgACLTH
DOCTOR & FDA DEPARTMENT

EL COVID-19

TODAVIA SE ESTA
DRAPARANAA. .

Las mascarillas
N95 y KN95
son mejores
para prevenir
la propagacién
de émicron.

S DU btener

eunar rilla
de uso quirurgico.

LA VACUNACION TE QUEDA BIEN.
3 ways to get a free

COVID-19 rapid test

Al
<~

Las personas embarazadas tienen

el doble de probabilidades [¢[3]

desarrollar complicaciones graves y
ser hospitalizadas por el COVID-19.

& 4

Swipe —  Swipe —

Things that are

not mandated La funcién principal

hut are still de las vacunas

a gﬂotl idea: drinking water es mantener a Ias
personas fuera

del hospital.

daily movement

e e L & 4 bt b i Lot

No necesitas
No necesitas pagar
seguro médico :

What “mild”
really means for
Omicron, explained

ol Protect
LAS ~afternoo
sOoN ©5p e, coffee with

abuela.

No necesitas comprobantes
de tu estado migratorio



Objective 1

Objective 2

Objective 3

Objective 4

Objective Summary

Continuously detect and assess misinformation in Spanish and English reaching US
Hispanic/Latinx populations
e Develop Spanish-language monitoring capabilities within Project VCTR
e Distribute contextualized reports for CBO partners in Spanish and English
Address misinformation at the source through media and social media platform policy
e Broaden ongoing work with social media companies and Hispanic media networks to create a
more sustainable system for misinformation reporting and policy creation

Reactively intervene on misinformation
e Create a national influencer network of individuals who hold outsized influence on social media
within Hispanic/Latinx communities
e Strategically partner with Hispanic celebrities to increase visibility and to address critical
misinformation narratives
e Alert La Red Hispana media partners to misinformation

Proactively develop and execute effective, affirmative cultural communication and outreach
strategies
e Message distribution through influencers and celebrities
e Message distribution and support to CBOs, including target immigrant populations through
relationships with Latin American Consulates and immigrant-led grassroots organizations
e Routine testing of messages and themes among key informants
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Primary KPIs
In April 2022, we wrapped up the ten-month program with total reach hitting 43,868,824
and 1,532 influencers surpassing both goals.
Goal 28M Goal 1,250
Total Reach Total Engaged Influencers
Year 1 43,868,824 Year 1
0 10,000,000 20,000,000 30,000,000 40,000,000 0 200 400 600 800 1,000 1,200 1,400 1,600
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Objective 1: Continuously detect and assess misinformation in Spanish and English
reaching US Hispanic/Latinx populations

Spanish-language Misinformation Top-Line Metrics

Using PGP’s novel and validated social listening systems and media monitoring methods, we identified, tracked,
and assessed COVID-19 misinformation, disinformation, and negative attitudes reaching Hispanic communities.

PGP later launched Spanish-language national and regional monitoring dashboards on Project VCTR.

Top four themes identified among Spanish and English posts

Themes Spanish English
35,000,000 212,700,000 COVID-19 18,194 | 1,073,827
Spanish messages English messages Negative health impacts 3,300 482,283
captured captured Pharmaceutical industry 2,363 214,106
Health authorities 2,016 156,247
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Objective 1: Continuously detect and assess misinformation in Spanish and English
reaching US Hispanic/Latinx populations

Spanish-language Misinformation Insights

PGP analysts interpreted the posts captured into unique
misinformation insights to inform key stakeholders, as
206 well as proactive and reactive outreach strategies:

Misinformation reporting to social media companies

misinformation Message distribution to and through influencers and

insights identified _ : .
Hispanic media

e Message distribution and support to CBOs
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Objective 2: Address misinformation at the source through media and
social media platform policy

Social Media Plattform Policy Results s y—

National Hispanic Medical

llan Shapiro MD Py A dadfon /]
.. . (#AndaleQueEs; ) =
PGP developed and shared 34 misinformation reports and 8 Glstpe T BNHMAMS

The National Hispanic Medical Association
(NHMA) is the premiere membership
association representing the interests of
50K+ licensed Hispanic physicians.

Vaccinating our community against fear with a dose
of truth | ¥ 1) | Speaker | Public Health |
OurShot | opinions # my employers' or med

advice

verification requests with Twitter. Misinformation reports
informed updates to Twitter's COVID-19 misinfo policy in

December 2021. |

T

€

49

accounts
verified

White House Hispanic covlou\ﬂuo_o,gg
lnitlative ° @covidlatino

The official Twitter page for the White House Initiative
on Advancing Educational Equity, Excellence, and
Economic Opportunity for Hispanics. #} :

The COVID Latino pro;ecl ASL

rar r provides critical
mformahon on COVID 19 vaccines and
testing for Latino communities across the
U.s.

Back to discussions Expand all | Collapse all

How Verification Can Help Amplify Credible and Trusted Voices on Social Media Following ©

1. How Verification Can Help Amplify Credible and Trusted Voices on Social Media 0 Recommend



Objective 2: Address misinformation at the source through media and
social media platform policy

Hispanic Media Policy Results

HCN held 9 discovery sessions with Hispanic media networks to inform,
establish, and guide policies within these organizations. Results indicated:

RESOURCES

In general,
Hispanic media

networks have
limited resources
to combat mis
and

disinformation.

PROCEDURES

The majority of
networks have not
established formal

procedures to

combat mis and
disinformation.

POLICY

None of the
networks except one
have a formal policy
plan in place when it
comes to identifying
misinformation and

disinformation.

FACT CHECKING

The majority of the
networks’ news

departments rely on the
CDC and state/local
health organizations to
verify their content. The
majority are not aware of
other fact-checking
resources.
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Results also informed the development of the Hispanic Media Misinformation and Disinformation toolkit
sent to LRH’s media affiliate network and other interested networks.



Objective 3: Reactively intervene on misinformation

El Beacon Recruitment Results

By the end of the project period, a total of 1,532
individuals were recruited to join El Beacon and engaged
to intervene on misinformation, surpassing the project goal

of 1,250.

Table. Breakdown of El Beacon network

Type Recruited & Engaged

16

All voices

have power on
social media,
no matter how
many followers
you have.

Your influence
matters.

Traditionally 496
Defined Influencers

Volunteers 1,034
Celebrities 2
Total 1,532
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Objective 3: Reactively intervene on misinformation

El Beacon Top-Line Metrics

Influencers are a valuable way to further spread key messaging to help combat misinformation,
reach more of our priority audience, and ultimately support COVID-19 vaccine uptake. Below,

see top-line influencer metrics, including celebrities, from launch in September 2021 through
April 2022.

High-level influencer and celebrity metrics

Measurement Metrics

Total Posts 1,006
Total Potential Reach 66,470,720
Total Impressions 7,207,093

Total Engagements 491,500



Objective 3: Reactively intervene on misinformation

El Beacon Volunteer Activation Highlights

&)

&3 El Beacon

Hi Darshana,

Everyone is tired of COVID-19. But half of all states are once again seeing an
increase in cases due to the spread of BA.2. We don’t know if this highly contagious
subvariant of Omicron will cause another national surge. We do know, however, that

we have a tool that can help: boosters.

Only half of booster-eligible adults have received their third shot, yet it's one of the

best ways to protect against BA.2.

You can help prevent another COVID-19 surge.

Take action today

Create a social media post and

encourage your followers to get their
COVID-19 booster.

Follow these simple steps:

Explain that with half of all states
once again seeing an increase
in cases due to the highly
contagious subvariant BA.2, it's
more important than ever to get
a third, or booster, dose. Share
a post or story explaining why
you got boosted.

You could share a pic of the
loved ones you got boosted to
protect. Or you could share the
story of getting your booster.
What you post is up to you!
Tag #EIBeacon and
@elbeaconcomunidad so that

we can measure our impact.

18

Another way to help: Share these posts!

Why is it
important to get
your booster?

BECAUSE THE VACCINE'S EFFECTIVENESS
IS REDUCED OVER TIME, ESPECIALLY FOR
PEOPLE WHO ARE 65 YEARS OR OLDER.

e
o,

Suggested caption:

Vaccines do a great job of protecting us from severe COVID-19. But their
effectiveness drops over time. Luckily, boosters can restore that protection. With half
of all states once again seeing an increase in cases due to the highly contagious
subvariant BA.2, it's more important than ever to get boosted. #EIBeacon

@elbeaconcomunidad.



Top Influencers by Hispanic/Latinx Reach

These are the influencers who can potentially reach the most Hispanic/Latinx people overall.

m catalinacardonat @ - Follow

m catali donat @ Ustedes saben
que viajar es una de las actividades
que mas me gusta, y la verdad es que
lo extrafiaba muchisimo.

Este viaje a Los Angeles pude realizarlo
gracias a estar vacunada. Tener la
vacuna contra el COVID es una ventaja
que no solo me da tranquilidad a mi,
pero también a la gente que esté
conmigo.

EI COVID nos ha afectado a TODOS de
alguna forma u otra, y con la vacuna
puedes prevenir enfermedad,
hospitalizacién, y en muchos de los
casos la muerte. La vacuna no solo te
protege a ti, pero también a tus seres
queridos. Y lo mejor de todo, es
completamente GRATIS!

Cuando yo me vacune, la verdad es
que si me pegd duro, pero al dia
siguiente estaba perfecta y no senti

nada dacnudcl Ta invita o vicitar

Qv W

25,850 views

NOVEMBER 10, 2021

Influencer: Catalina Cardona
Potential Reach: 317K
Potential Hispanic/Latinx Reach: 276,420
Impressions: 68,737
Engagements: 7,396
Link to post

/, a nubiafiguerooa * Follow
4 Paid partnership with elbeaconcom...

@ nubiafiguerooa Esta noche quiero
hacerles una invitacion muy especial.

Pero primero que nada, quiero contarles
la razén por la cual yo me vacune, y fue
porque queria volver a ver mi familia y
amigos, fue muy duro para mi el
encierro y la rutina que me hizo
reflexionar tantas cosas. Aparte
vacunarme fue I3 mejor forma de
proteger 3 los que mas amo y a los mas
débiles de salud. Esta en nuestras manos
cuidamos y cuidar de los demas.
Vacunate es gratis y seguro. Hazlo por
los que ya no estan con nosotros. Unete
al movimiento para ayudar a
#stopthespread visitando:
https://bit.ly/elbeacon
@elbeaconcomunidad =ElBeacon #ad

‘ paola_coronx @

Qv W

1,464 likes

3

(@ visit the COVID-19 Information Center for vaccine resources. > @ Add a comment..

Influencer: Nubia Figueroa
Potential Reach: 134K
Potential Hispanic/Latinx Reach: 115,313
Impressions: 9,126
Engagements: 1,481
Link to post



https://www.instagram.com/p/CWHQOKCIS6m/
https://www.instagram.com/p/CaA-sHzltk4/
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Top Influencers by Engagement Rate

These are the top influencer posts by engagement rate, which measures the
amount of post interactions relative to the influencers’ total potential reach.

lesslye.jepson and jayden_jep

lesslye.jepson @Little moments BIG
memories | love to create little
moments with my little family - for that
reason me and my family are vaccinated
against COVID-19

The vaccines have made it possible for
us to go out and do stuff as a family as
we protect ourselves from COVID.

| am so grateful because everybody
has access to a FREE vaccine and now
we can be reunited with our families
and create more beautiful memories.

COVID vaccines are safe and have
been rigorously tested. They can also
lower your risk of getting and
spreading the virus. Vaccines can also
help prevent serious iliness and death.

COVID-19 vaccines are free to anyone

dvaztoledo - Follow
Paid partnership with elbeaconco...

dvaztoledo Well, after 2 years
suffering from this pandemic, today we
can say that we have COVID-19
vaccines widely available. My family
and | are fully vaccinated. This
reassures me a lot to know that my
family and | are safe and contributing
to the safety of our community, today
we have a large amount of the
population already vaccinated, but
many people have not yet been
vaccinated due to nervousness or
misinformation. Here are some vaccine
facts:

Vaccines are completely free

You don't need any kind of medical
insurance

Children over 5 years old can get
vaccinated

in the United States regardless of

Qv W

O Liked by elbeaconcomunidad and
1,814 others

Qv W

Liked by elbeaconcomunidad and
3,102 others

Influencer: Lesslye Jepson Influencer: Davi Vaz
Potential Reach: 10.2K Potential Reach: 23.6K
Potential Hispanic/Latinx Reach: 4,900 Potential Hispanic/Latinx Reach: 7,341
Impressions: 13,078 Impressions: 21,697
Engagements: 2,012 Engagements: 3,338
Engagement Rate: 27.62% Engagement Rate: 21.45%

Link to post Link to post



https://www.instagram.com/p/CbK21LeL8iS/
https://www.instagram.com/p/CbQ83Qnrwpl/
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Objective 3: Reactively intervene on misinformation

Influencer Post Comment Sentiment

97.5% Positive
We took a simple random sample of 10% of paid influencer

static Instagram, Facebook, and Twitter posts (n=50). These
posts had a total of 1,090 unique comments, not including
comments from the influencer or El Beacon social handles.

Of these, 97.52% of comments (1,063) were positive, with
3.58% of comments (n=39) sharing that the commenter
themself had been vaccinated for COVID-19. Less than 1% of
comments (n=9) expressed negative sentiment. The
remaining 1.7% of comments (n=18) were either neutral in
sentiment or spam.

1.7% Neutral

0.8% Negative



Objective 4: Proactively develop and execute effective, affirmative cultural

communication and outreach strategies

Message Distribution and Support to CBOs Summary

22

PGP fielded a cross-sectional needs assessment to 379 CBOs to evaluate their social media
COVID-19 communications needs. The assessment received 64 responses. Results, along with

DOWNLOAD THE TALKING POINTS AND FAQS IN ENGLISH
AND SPANISH

ongoing feedback, informed development of resources.

Resource # provided (ENG # downloads from

and ESP) the VRH**

Newsletters 70 NA*

Talking 206 127
Points/FAQs

Social Media 344 568
Assets

Toolkits 13 9

Partnering for

Vaccine Equnty

COMMUNICATION SUPPORT

Fears around the COVID-19 vaccine's impact on fertility and pregnancy remain a
major reason for low vaccination rates among certain populations. This week's
newsletter uses the latest data to offer guidance on how to talk to your

about their ~PGP Team

TRENDING MISINFORMATION

ummmmtyu-dymoauwmwmanlmq
Natural have been misi ing the results of a COC
study, claiming Ibe agency “admitted” tha !lmmmtylrom COVID-19 infection is
superior to vaccine-induced immunity. The study has been picked up by several
Spanish-language sites and has been widely shared on social media.

« Counter-messaging: The COC study found that natural immunity protected
against Delta infection better than vaccination, but the best immunity was
found in vaccinated people who had had a previous infection. While the Delta
variant is still present in the U.S,, the Omicron variant is now dominant and
more relevant. New studies comparing natural immunity with vaccination
against Omicron are underway, but these studies take time to conduct.
COVID-19 infection can convey protection, but vaccine immunity is more
reliable and a lot less risky. There is no safe way to acquire natural immunity.

*Newsletters were sent directly to CBOs. Subscription to the newsletter was promoted on the Learning Community.

**Downloads don’t include those directly from the newsletter.

P rtnering for
cccccc Equity

Puntos de conversacién: Cémo afrontar los temores sobre las vacunas y la

fertilidad

afecta la fertilidad de las mujeres, ni la

Las
de los hombeos.

Un nuevo ex2udia monitoreo los datos de mds de 2,100 mujeres y aigunas de sus
parejas en los EE. UU. y Canacs durante un aflo.

Las mujeres no vacunadas y vacunadas lenian ka misma probabilidad de quodar
embarazadas, con un 19 por Ciento y un 18 por Clento, respectivamente.

Los hombres v ¥ o ve

por COVID-19 puede fener efectos a corto plazo en fa capacidad de los hombres para
concebir: kos hombres que diercn pastivo dentro de los 60 dias del cick menstrusl de su
pareja tenian un 18 por Ciento menos de probabiidades de CONcebir durante ese cick

*  No hay evidencia quo sugiera que las vacunas contra ol COVID-19 puedan afectar ls
fertilidad a largo plazo,

Todss 188 feacciones akgicas ocurren dentro de los 30 minutos posteriores a ka
Vacunacion y los ingredientes de [as Vacunas no PErMAnecen en el GrRanismo mas que
unos dias.

COVIO-19y 10 50 han Kentficado impactos en la fertiidad.
Los rwevos datos del mundo edw'ﬂmw\tve\osmmosen«odomsuua
despods de la COVID-19 00 ¢

probabiemente sean el resuitaco de Ia re w\m-ww\ehemooa nmwwovm
vacunas.

* Las personas embarazadas corren un mayor riesgo de sufic

onfermedades gra:
con la i MMWCOVII} l

COVID-19 han sido en los

lu ﬂmmewosoqs mwmw«mm mmmmww
Clerta proteccitn debido @ Ios antCuerpos que s fransmite a través de [ loche my malema

@



Objective 4: Proactively develop and execute effective, affirmative cultural 23

communication and outreach strategies
ample of CBO Resources in Spanish and English
.

Enfocando empatia en las conversaciones

A meida que los mandatos sobre el uso de mascarilas se eliminan de nuestra red, las
dosis de refuerzo son més importantes que nunca. A pesar de las variantes y do los
camblos en las politicas, muchas o las formas en que podemos continuar protegiéndonos
contra el COVID-19 son las mismas: vacinate y recide la dosis de refuerzo, usa una

mascarilla, hazte la prueba y no viajes si tus vacunas no estdn al dia. Sigue hablando con
las personas a tu alrededor sobre la importancia de estas medidas. ;Cémo podemos
continuar manteniendo importantes conversaciones en nuestra comunidad a la vez que
Sdiamos con la frustrante informacidn emdnea? Sigue leyendo para encontrar consejos y
recursos que so centran en la conflanza y la conexién.

a8 new tool helps you Levels can be low,

If your COVID-19

)

decide what COVID-19 medium, or high. They Hay poder en la conexién - &
prevention stepa to take are determined by the communlty ’QVG' is Como persona de confianza en su comunidad, usted tiene el =
% de alineacion de las
Not sure / based on the latest data. number" of hospital ?BUS high, you should wmx:;wdm“:’m“:‘mmm” Sepgsaash
whether you SRR Jhospo el Sear s hask indoots de 06 priordad a las y | LASCONVERSACiONES
- admissions, end escuche primero. Haga preguntas abiertas para entender su INDIVIDUALES.
should wear case totals. in public. e e e
amaskin & How to protect yourself from Omicron
no coman

your city? Due tot > valores compartidos (por ejempio, ol
hospitalizat n oy Jomunidad), las identidades o las
sermiso antes de compartir informacion.
artir o que siente. Sepa que solo quiero
stilizo mascarilla a su alrededor. ¢Estaria

)e

visit the CDC's “COVID-19 by
county"™ web page.

Omicron may be milder than Delta, but its impact hasn't been

ing us against Omicron.

Ormicron is peaking in many cities, but we stil omain
our fight against COVID-18. /a. Construir & m
widad de ¥ PROPIA N
ogoenla PARA UACUNARSE.
Pve tested positive He dado positivo oA ie $2000 o Mk s ek D 8 e o e
y comemurity. Smply . rescurces : 3
for COVID-19. T POrCOVID-19.  commmumen NO PERMITAS _ LET’S AVOID A
g ndoperdiontemente dol
Now what? vaccination status: &Ahorﬂ QUé? e e s QUE ESTE OTONO “TWINDEMIC“
Isolste for § daye Alslate durante 5 dias TENGAMOS UNA THIS FALL What “mild"
- really means for eda a mds archivos de imdgenes agui.
/ DOBLE PANDEMIA. i la bibioteca de recursos competa
No symptoms, or getting better Sin sintomas 0 mejorando Empooramiento de los sintomas
v

I you have no fever Stay home until you Si no tienes flebre durante Quédate en casa hasta

for 24 hours without h and 2 Sy bz
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o f d Doctors say you can
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Objective 4: Proactively develop and execute effective, affirmative cultural 24
communication and outreach strategies

Trainings & Webinars for CBOs

Sample Topics
Trainings were developed based on results from e Spanish-language misinformation monitoring
the needs assessment. High-level metrics: COVID-19 White House mandates

Working with influencers to reach your

1 5 'I ’553 communities

Anti-vaccine attacks on social media
Science behind effective vaccine messaging
Talking about Omicron

Strategies and tools for creating digital ads

trainings individuals in
attendance

“Thanks again for the great presentation. | wanted

. . o 00000 =
to share that my team was really interested in Calud
. . . 000 Americal Issues Stories TakeAction News About Give
Project VCTR and wanted to raise awareness of it,
so we put together this article and shared it with Project VCTR Helps Latinos Fight COVID-19
our network!” Misinformation

"Todo muy bien hecho por parte de ustedes. Son
°o0 excelentes tanto en la educacion que brindan
como en |os recursos que comparten. Gracias."

ulll By The Numbers
PERCENT
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Objective 4: Proactively develop and execute effective, affirmative cultural
communication and outreach strategies

Virtual Events for CBOs

Events:
At each virtual event, participants received up-to-date vaccination . Building Digital Health Literacy
information, outreach strategies for promotores, strategies to Among Latinx CBOs During COVID-
leverage trusted messengers, and to combat misinformation and 19 S
. , , , , . Misinformation is Killing Our People
disinformation surrounding COVID-19 and vaccine confidence. All about the COVID-19 vaccine for

High-level metrics: children
. Let's Talk—Protect Your Kids: The
5 65 9 20 4 Virus, the Variant, and the Vaccine
. Community-based models for
combating misinformation

virtual events  individuals in CBOs consulates
attendance engaged engaged —————————————————

SAVE THE DATE

COMMUNITY-BASED
MODELS FOR COMBATING
COVID-19

“Muchas gracias, excelente seminario muy informativo,
que nos ayuda mucho a nosotras como promotoras a ooo — m— MW ..M MIs &DIS INFORMATION

estar mas actualizadas para ||evar a nhuestra Comunidad ] :A. ‘ REGISTER TO PARTICIPATE IN THIS EVENT!
: MARCH 10TH, 2022

esta informacion, saludos desde el érea de |la bahia. Y e

@ M,.u"ﬁ e /\@:' 8 IME feeitpm e N




Objective 4: Proactively develop and execute effective, affirmative cultural

communication and outreach strategies

Message distribution and support to media partners

Messages were tailored for distribution to Hispanic
media, a part of the La Red Hispana network. All
messaging and resources were shared in Spanish only.
5 Hispanic media personalities and physicians were

engaged to support these activities.

Channel Reach

Radio PSAs 26,874,100

Op-eds 2,911,315

Digital Displays & Website | 248,500

Radio/Satellite Media Tour | 222,428

Social Media 647,987

Juntos por los nifios.
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oDBR v .
\ N
o NN
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Share what you can
do now that you are
boosted!

>

&.v,m-..,
Being able to safely travel th
world again while bein
protected is so remarkable!

T &) Add yours 9

' I can enjoy and have the best
y ‘
moments with my son @

.

I ¢can enjoy my family &/
/ Add This to Your Story > ‘
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Key Takeaways

The following are key takeaways from the 10-month program:

Influencers It is possible to create and sustain unique influencer networks.

CBO Support CBO's wanted the. support, and when they received it they substantially increased the reach and
resonance of public health messaging.

Twitter was an engaged partner. Much of our work is unlikely to continue.
Policy Traditional media companies need a business case to be concerned, and have yet to fully engage
with misinfo.

Year Two is funded and underway, with the additional of PGN, PGP’s nonprofit news network that

Looking Forward publishes news through CBO accounts.




Thank you.

Please direct questions to:

Darshana Panchal
Senior Program Manager

darshana.panchal@publicgoodprojects.org
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