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Approach to Today’s Training

▪ There will be a lot of questions for you to think about today

– To flesh out concepts

– To point out what you need to be able to answer

▪ Activities

▪ A reminder
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Overview

▪ Having a voice

▪ Understanding your organization

– Process versus content

– Challenges and opportunities

▪ Understanding your partners

▪ Building trust

▪ Social mobilization

▪ Navigating organizational change

▪ Q&A



Having a Voice
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Having a Voice: What to Say

▪ To advocate effectively, need to understand your role

– This can be challenging when in a new role and/or when in a newly 
created position

▪ What are you advocating for?

– Are you looking for approval? 

– Are you trying to get information?

– Are you seeking advice?

▪ Who are you speaking to?
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Having a Voice: ACTIVITY

1. How would you describe your current role? 

2. Does your description change if you are speaking to someone from the 
office or from the community?

3. If yes, how so?

Take 2 minutes to write down/type up the answers
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Having a Voice: How to Engage

▪ Authenticity

– Be authentically engaged 

– Be informed

– You may be seen as the expert

▪ Added Value

– Preempt questions about ‘why is this a good idea’

– Have a plan: Be clear what your ‘ask’ is

– Present a solution along with the problem

• What if I don’t have a potential solution?
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Having a Voice: ACTIVITY 2

Think of a real problem or challenge that you have related to the work you 
are doing.

First, describe the problem (think about how you would say it out loud)

Take 90 seconds to do that

Now describe the same problem along with a potential solution. 

Take 2 minutes to do that



Understanding Your Organization
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Understanding Your Organization: Process vs. Content

▪ It can help to categorize things as process versus content

– How (How things operate) versus What (What the issue is)

▪ It is important to know how an organization works before you can 
function well within it
– What are the processes you need to know about?
– Who are the key staff that control each process?
– What are some other questions to consider?
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Understanding Your Organization: Process vs. Content

▪ Some factors to consider

– Organizational priorities

– How decisions are made

– Sensitive topics

– Institutional history

– Other programs
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Understanding Your Organization: Process vs. Content 

ACTIVITY

▪ What are some examples from 
your organization?

▪ What are good sources to learn 
about these factors?

▪ How would you go about trying 
gather this info? 

Take 2 minutes to write down/type 
up the answers

▪ Some factors to consider

– Organizational priorities

– How decisions are made

– Sensitive topics

– Institutional history

– Other programs
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Understanding Your Organization: Identifying 

Challenges and Opportunities

▪ Knowing the strengths (and limits) of your organization is key to 
functioning efficiently as a part of it

– Be aware of what works well

▪ Of the things that do not work well, identify what can be fixed

▪ May be useful to use process versus content distinction

▪ Being versed on these aspects of your organization demonstrates that you 
are invested

– Can also be an opportunity to talk about how addressing some issues 
may increase the impact of your work



Understanding Your Partners



15

Understanding Your Partners: Who Are You Serving?

▪ Acknowledge the diversity among 
communities and within each 
community

▪ It takes time

– To get to know communities

– To build trust

▪ Using different data sources

– Triangulate across sources
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Understanding Your Partners: ACTIVITY

What other data sources can be used to gain an understanding of a 
community?

No wrong answers

Unmute and let’s discuss
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Understanding Your Partners: What Matters to the 

Community?

▪ How can we develop our understanding of what is important to a 
community?

– What are ways that to learn about the communities you work with?

▪ Why is this important?

– Is it really necessary to learn so much about a community? 

– How will it be useful? 

– These are important questions to think about and to answer. They can 
guide you as to knowing when to engage further
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Understanding Your Partners: ACTIVITY 2

What is going on right now in the conversation about vaccines?

And what about in a particular community? How would you find out?

Unmute and let’s discuss
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Understanding Your Partners: Listening

Link to Video

Let’s watch and then discuss

https://youtu.be/-4EDhdAHrOg
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Understanding Your Partners: ACTIVITY 3

▪ List 2 or 3 communities you are working with now (or plan to work with)

▪ For each one, jot down some priorities for that community, other than 
COVID vaccines, noting which ones may be more unique for that 
community

▪ Note how you got this information

Take 2 minutes to write down/type up the answers
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Understanding Your Partners: ACTIVITY 3.1

▪ Given what we have been discussing, what thoughts do you have about 
what you know or about how well you understand the priorities of those 
communities?

▪ How do these priorities affect your plan to engage these communities?

▪ Other thoughts?

Unmute and let’s discuss



Building Trust
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Defining Vaccine Confidence

Vaccine confidence is the belief that vaccines work, are safe, and 
are part of a trustworthy medical system.

Source: https://www.cdc.gov/vaccines/covid-19/vaccinate-with-confidence/building-trust.html

https://www.cdc.gov/vaccines/covid-19/vaccinate-with-confidence/building-trust.html
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Strategies for Increasing Vaccine Access and Demand

▪ Partner with your local health department, health system, 
or pharmacy to host vaccination clinics.  

▪ Provide safe spaces for parents to ask questions about 
COVID-19 vaccines (e.g., town halls, parent meetings, one-
on-one conversations).

▪ Recruit vaccine champions from your school community to 
share testimonials with parents (e.g., administrators, 
providers, other staff)

▪ Offer frequent and culturally appropriate communication 
about COVID-19 vaccines.
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Tailor Vaccine Education to Community Needs

▪ Tailor the content to respond to questions and concerns 
prevalent in your school community.

▪ Emphasize benefits of vaccination that resonate with parents in 
your school community.

– e.g. Different quarantine requirements for vaccinated 
children vs. unvaccinated children

▪ Provide vaccine information to parents in preferred languages
and use plain language.

– View resources at www.plainlanguage.gov

▪ Make information available in preferred formats (e.g., print, 
video, infographics, web content, text messages).

http://www.plainlanguage.gov/
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Trusted Messenger Engagement

Building trust requires engaging trusted messengers. These people can:
▪ Effectively deliver messages and strategies

▪ Validate the credibility of information

▪ Address mis- and disinformation

▪ Help create a feedback loop for addressing questions and concerns

Who are trusted messengers in your communities?
▪ Administrators?

▪ Individual providers?

▪ Someone else?
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Address Misinformation Circulating on Social Media

▪ Work with the communication staff in your school or school 
system to take questions on social media, share factual 
information, and debunk false claims or myths being spread 
online.

▪ Post shareable graphics and content, leveraging CDC and HHS
social media toolkits, CDC COVID-19 Vaccine Myths and Facts, 
and CDC’s Guide to Finding Credible Vaccine Information.

▪ Link to credible fact checking resources such as FactCheck.org.

▪ Refer to CDC’s Tips for Addressing Misinformation and State of 
Vaccine Confidence Reports.

https://www.cdc.gov/coronavirus/2019-ncov/communication/social-media-toolkit.html
https://wecandothis.hhs.gov/sites/default/files/2021-06/Social%20Media%20General%20Audience%203%20CTA.pdf
https://www.cdc.gov/coronavirus/2019-ncov/vaccines/facts.html
https://www.cdc.gov/vaccines/vac-gen/evalwebs.htm
https://www.factcheck.org/
https://www.cdc.gov/vaccines/covid-19/health-departments/addressing-vaccine-misinformation.html
https://www.cdc.gov/vaccines/covid-19/vaccinate-with-confidence.html
https://www.cdc.gov/vaccines/covid-19/vaccinate-with-confidence.html#reports
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Reflections on Building Trust

Unmute and let’s discuss



Social Mobilization
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Social Mobilization

▪ Many definitions. Here is one:

– The process of bringing together all possible intersectoral partners and 
allies to participate in a program. It builds on the contribution of 
technical experts and emphasizes the capabilities and roles of social 
allies and partners including community members

– From WHO work on TB control

▪ Bringing a community together with a purpose 

– Usually aiming to participate in a program

https://www.ncbi.nlm.nih.gov/books/NBK310747/

https://www.ncbi.nlm.nih.gov/books/NBK310747/
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Social Mobilization: What Does It Achieve?

▪ Some benefits

– Raise awareness of and demand for a particular program

– Assist in the delivery of resources and services 

– Strengthen community participation in a program

– Support sustainability 

– Can be more formal/structured or less so based on community

▪ Why is it important?

– Can contribute to the empowerment of communities
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Social Mobilization: What Does it Look Like? 

Some factors to consider

▪ Define success

– What is the goal? What is the added value?

▪ Identify the community need to address

– What data are you using? 

– What assumptions may you be making?

– Who else do you need to speak with from the community?
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Social Mobilization: What Does it Look Like? – cont’d

Some factors to consider

▪ Know your community

– Communities may be more diverse than you initially perceive

– Requires time investment and showing up

– The community you are going to work with also needs to know you

– Prepare to discuss what you can bring of value to the community

– Be curious as to what you can learn about the community 
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Community Engagement vs. Social Mobilization

▪ Community engagement 
may be part of your 
approach for social 
mobilization

▪ See National Academy of 
Sciences for more info on a 
model for of community 
engagement

▪ Lots of additional info 
online too

https://nam.edu/assessing-meaningful-community-engagement-a-conceptual-model-to-advance-
health-equity-through-transformed-systems-for-health/

https://www.tamarackcommunity.ca/latest/to-engage-or-mobilize

https://nam.edu/assessing-meaningful-community-engagement-a-conceptual-model-to-advance-health-equity-through-transformed-systems-for-health/
https://www.tamarackcommunity.ca/latest/to-engage-or-mobilize
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Deciding on a Social Mobilization Approach

▪ Is a more or less structured approach appropriate for the community?

– Is success getting vaccinated? Is it broader than that?

▪ Set a time frame

– For building trust, might be more long term

– More structured may include training people from the communities you 
are working in

▪ Will you evaluate your efforts? If so, all or just part(s)?

▪ Before you plan, listen

– Involve community members in your planning



Navigating Organizational Change
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Navigating Organization Change: Drivers of Change

ACTIVITY

What are some reasons for organizations or institutions to change?

PUT IN CHAT
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Navigating Organization Change: Tools for Change

Advocacy

▪ You will be a stronger advocate for meaningful change in your organization 
by:

– Building relationships within your organization 

– Building relationships with the communities you serve

– Growing your reputation as an expert on impactful issues

– Bringing solutions into discussions
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Navigating Organization Change: Tools for Change, cont’d

Managing up

▪ Managing up is about you using the traits of a good manager

▪ In business, a focus is on making your manager’s/supervisor’s job easier, as 
well as your day-to-day job
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Managing up

▪ Organized

▪ Prepared

▪ Clear

▪ Using your voice in a way that it will be heard

▪ Demonstrating organizational and situational awareness

Navigating Organization Change: Tools for Change, cont’d



Summary
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Key Concepts



Q&A


