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I’m a public health researcher with over 20 years 
of experience designing and evaluating health 
communication and digital interventions, with a 
focus on diabetes and large-scale evaluation 
efforts. I’ve led work for CDC and other federal 
partners, translating complex data into strategies 
that actually make a difference. I’m originally 
from Puerto Rico and now proudly call Maryland 
home. When I’m not digging through data, I’m 
usually busy chauffeuring my kids to their many 
activities.
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Let’s get to know each other!
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Powered by Bing

Write in the chat where are you calling from?
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• 77 grantees nationwide (since 2023) through CDC 
COAG 2320

Focus: 
• Populations at higher risk for type 2 diabetes

Approach: 
• Address social, economic, and environmental drivers

Strategies:
• Prevent type 2 diabetes
• Improve diabetes management
• Advance health equity

Programs scaled:
• National DPP Lifestyle Change Program (LCP)
• DSMES (Diabetes Self-Management Education & 

Support)
• Systems strengthened: referrals, community-clinical 

linkages, sustainable delivery

Project Overview
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Demonstration study 

Five grantees, diverse 
settings 

(CO, ID, IL, NY, WY) 

Goal

To increase enrollment 
and retention through 
culturally relevant 
outreach

Team CDC + ICF

Provided marketing & 
communications training + 
technical assistance

What they did
• Designed and launched 

local campaigns 
• Recruited participants 

into LCP & DSMES 
• Evaluated what worked 
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Why it matters

Produced practical 
lessons to improve 
recruitment in 
communities nationwide, 
including rural areas 



Partnerships 
can make a 
difference.



Four Rural 
Demonstration 
Sites



Idaho Spud Day Campaign
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Bingham 
County

60% 10.5%
Rural residents in 
Bingham County

Type 2 diabetes rate in 
Bingham County.

Challenge:
How can we connect rural and 
geographically dispersed population 
to healthcare providers and 
services?



Leverage one large annual community event to connect with at risk 
adults. 

▪ 1 day
▪ 1 table
▪ 24 diabetes risk assessments completed
▪ 9 health care connections

24 assessments 
and 9 HCPs 
connections

Exhibit at large 
community 

festival

Bilingual 
materials

Prediabetes risk 
assessment and  
HCP connection

ResultsDevelopment & Deployment

Idaho

Solution: 
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Promotion Strategy

In-Person Community Event

Flyers & Posters

Social Media Posts



Flyers helped drive the message!

▪ Designed by a local graphic designer
▪ Addressed the family impact of a death due to diabetes
▪ Reached different community groups
▪ Included QR code for quick scheduling

Idaho

Solution: 



Data Sources & Collection
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In-Person Survey
1. Risk Awareness: Are you currently diagnosed 

with prediabetes or diabetes OR do you think 
you are at risk of developing prediabetes or 
diabetes?

2. Concern about Diabetes: How concerned are 
you about your risk of developing type 2 
diabetes?

3. Interested in Info: In the next month (4 weeks), 
how likely are you to search for more 
information about a diabetes 
prevention program?

4. Interested in Program: How interested are you in 
joining a lifestyle change program meant to 
reduce your risk for type 2 diabetes?

5. Likelihood to Enroll: In the next month (4 weeks), 
how likely are you to enroll in a diabetes 
prevention program?

QR Codes on flyers & posters to 
track engagement

Webpage link clicks to track 
webpage use

In-Person Community Event 
flyer handouts & crowd counts

In-Person Community Event 
survey



Views the Facebook 
posts

Campaign Results
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14,112
Visits on the webpage 
from the flyers 

236
Visits to the booth at 
the community event

3000+

Clicks on Facebook 
link to bring them to 
the hospital website

821
QR code scans from 
flyers

11
People took printed 
survey at the 
community event 

25

Social Media Flyers & Posters In-Person Event



In-Person Survey Results
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31%
36%

32%

44%

24%

Diabetes Risk
Awareness

Concern about
Diabetes

Interested in
Information

Interest in
Enrollment

Likelihood to
Enroll

In-Person Survey Results

Contemplation Preparation Action

Stages of Change



Wyoming Frontier & Rural Communities Campaign

Source: Photographer: Andrew Harrer/Bloomberg New
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Johnson 
County~70% 9.4%

Frontier or Remote 
population

Type 2 diabetes rate in 
Wyoming

Challenge:
How can we promote DSMES and 
National DPP among older adults >65 
frontier communities?



Rely on traditional media to reach audiences. 

▪ 2 newspaper ads
▪ 1 news paper
▪ 4 weeks

[Data under 
analysis] 

Ads in local 
newspaper

Call or email 
for program 
information

ResultsDevelopment & Deployment

Wyoming

Solution: 

CTA



Wyoming

Solution: 
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Campaign Placement



Colorado Health Care Provider Campaign
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8.0% 8.7%
Type 2 diabetes rate 

in Colorado
Type 2 diabetes rate in 

Weld County

Challenge:
How can we promote services among 
providers who lack awareness?

Weld 
County



Increase providers’ awareness of National DPP and 
DSMES services. 

▪ Use local partners to create newsletter subscriber list
▪ Deploy add via newsletters
▪ Track newsletter referral to Heart of Weld website

[Data under 
analysis]

Newsletters to 
Providers

Heart of Weld 
website

ResultsDevelopment & Deployment

Colorado

Solution:
Solution: 

Mobilize partners

CTA



Use professional newsletters to reach the audience.

▪ Highlighted how providers can enhance value to patient care
▪ Addressed health outcomes expected
▪ Included QR code for  to redirect to the website

Colorado

Solution: 



Colorado

Solution: 



New York Pharmacist Campaign
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~20% 10.2%
Poverty rate for >65 

adults Niagara
Type 2 diabetes rate in 

Niagara

Challenge:  Despite the availability 
of DSMES courses, enrollment 
remains due to lack of awareness 
about the program. 

How can we engage older adults >65 
in risk assessment and diabetes 
management in upstate New York?

Niagara 
County 



Use pharmacists to engage > 65 yrs old in diabetes 
care.
▪ Niagara Apothecary
▪ Multiple pharmacist-led in-person presentations
▪ 2 community venues [community centers & senior living facilities]
▪ Increased intentions to sign up for DSMES class next month.

New York

Solution: 

Co-designed
 with pharmacists 

& partners

Pharmacists 
presented on  
local diabetes 
management 

courses

ResultsDevelopment & Deployment

48 pre/post test 
completed;  
Increased 
intentions

Materials at 10 
community 

sites



Targeted distribution of materials to raise awareness.

▪ Leveraged CDC’s resource library for customizable templates
▪ Used community venues frequented by the audience for familiarity
▪ Positioned pharmacists as trusted and accessible health care providers
▪ Depicted adults representing local demographics to enhance appeal

New York

Solution: 
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Evaluation

Study Design

Case: Pharmacy led 
presentation and DSMES 
promotional information

Control: Flyers with general 
diabetes information

Metrics

1. Pre/Post surveys - control

2. QR codes all materials

Sample 
[data combined across sites Niagara & New York City]

1. Size: n=48 Female 56%
2. Mean age= 67.5 years old
3. Racial composition White 60%, 

Black/African American 18%, 
Hispanic 10.4%

Significant Outcomes 
Survey Item Pre-Mean Post-Mean t-Stat p-value

Likely to sign up for DSMES in 

next month

2.64 3.43 -4.22 <.001

Plan to ask doctor for DSMES 

referral

2.77 3.50 -3.52 <.001

Pharmacists can deliver diabetes 

education

2.73 3.31 -3.47 <.001
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Conclusion
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Cross Study 
Comparison

Idaho Wyoming Colorado New York

State Health Department
Local Marketing Agency

Adults 65+

Newspaper Ads

Patient Self-Referrals

State Health Department
Local Non-profit Hospital

Adults 18+
Spanish-Speaking Adults

Flyers & Social Media Posts
Booth at Community Event

QR Code Scans
In-Person Surveys
Social Media Analytics

State Health Department
Pharmacy Network
Community Pharmacies

Adults 65+

Flyers
Community Educational Event

Pre-Post Survey
QR Code Scans

State Health Department
County Health Department
County Hospital System

Health Care Providers

Social Media Posts
Email Distribution

Newsletter Distribution Reach
Post-Campaign Interviews
Social Media Views and Comments

Partners

Audience

Channel

Evaluation



Key Takeaways 
for Tailored 
Campaigns

Freebies!
• Use existing free or low-cost graphics and tools 

to reduce cost (e.g. CDC graphics library, Canva, 
Google Analytics, and Looker Studio.)

Data rules!
• Use audience data, tagged QR codes, census 

data, and local expertise to guide message, 
channel, placement and success benchmarks. 

Audience intercept
• Deliver relatable, easy-to-consume ads across 

channels, meeting audiences where they are 
with culturally tailored messages.

Lean in on trust
• Engage healthcare providers and pharmacists as 

trusted messengers to strengthen community 
connections and message credibility.



linkedin.com/company/icf-next

twitter.com/ICFNext

facebook.com/icfnext/
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Genevieve Martínez-García, PhD
Senior Director, ICF, Inc.

Genevieve.MartinezGarcia@icfnext.com
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