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Agenda

• Welcome & Introductions

• Messaging to Prevent or Correct 
Misinformation

• Breakout Practice

• Identifying Stakeholders to Support Efforts in 
Addressing Misinformation

• Grantee Spotlight: Georgia SPREP

• Q&A



Objectives

 Describe the current misinformation landscape around adolescent pregnancy 

prevention (APP) efforts

 Describe the kinds of messages that can either prevent or address misinformation

 Identify key stakeholders whose support is essential for local APP programs

 Discuss strategies for developing and disseminating messaging about APP 

programs specific to their stakeholder groups



Knowledge Check

Answer the three polls that 
appear on your screen.



Misinformation vs. Disinformation

Inaccurate or 
misleading

High cognitive 
load

Unaware or 
unintentional 

Purposeful or 
strategic

Monetary, political, or 
other benefits

Misinformation Disinformation



Misinformation & APP



Experiences from the Field

Rate on Mentimeter:

How would you rate these groups’ knowledge 
and attitudes toward APP programs?



Identifying Stakeholders
Reach the right crowd



Stakeholders in APP – State Level

State Education 
Agency

State Health 
Department

State Board of 
Education

Children’s Bureau or 
Office of Youth 

Programs

Tribal Organization
Office of Family 

Services
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Governor
State

Superintendent
State

Health Commissioner

Public 
Universities & 

Colleges

Advocacy 
Groups

State Parent Teacher 
Association (PTA)

Tribal Organization 

State Health 
Department

Children’s Bureau or 
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Programs

Office of Family 
Services

State Education 
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State Board of 
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Stakeholders in APP – Local Level

Local Education 
Agencies

Local Health 
Departments

Local School Boards Local Health Providers

Local Superintendents
Community-based 

Organizations



Stakeholders in APP – Local Level

Local Education 
Agencies

Local School Boards

Local Superintendents

Local Health 
Departments

Local Health Providers

Community-based 
Organizations

Parents Youth

School Staff
Social 

Workers
Health 

Providers



Prioritizing Stakeholders

Who makes the decisions?

Who “has the ear” of decision-makers?



Experiences from the Field

Share in Mentimeter:

• Based on the stakeholder groups we have 
discussed, who is driving the 
conversation around APP programs in 
your communities?

• Who are the best messengers to reach 
APP decision-makers?



Crafting Messages
Say what needs to be said



Key Message Qualities for 
Addressing Misinformation

1

Balance being concise and 
providing detailed 
counterarguments



Tip 1 in Practice

Match the amount of 
information to the platform.

Be selective about what to 
address.



Key Message Qualities for 
Addressing Misinformation

2

Fill in the gaps about why 
or how something is 
occurring



Tip 2 in Practice

Provide direct rationales.

Use relatable examples.



Key Message Qualities for 
Addressing Misinformation

3

Provide proper context by 
highlighting why a claim is 
wrong



Tip 3 in Practice

Pause before repeating.

Lead with correct information.



Key Message Qualities for 
Addressing Misinformation

4

Leverage graphs and 
visualizations to share data



Tip 4 in Practice

Keep it simple to present data 
clearly.

Ensure data points work 
together.



Key Message Qualities for 
Addressing Misinformation

5

Affirm audience’s sense of self 
by connecting with values & 
concerns



Tip 5 in Practice

Think about audiences as 
partners, not adversaries.

Get input when possible.



Practice: Creating/Improving Messages

In your breakout group:

• How would you choose to 
respond to this 
misinformation?

• What messages would you 
create to address the 
misinformation?



Disseminating Effectively
Get the word out



Engagement Strategies to Address 
Misinformation

Leverage partners to 
choose the right 
messengers

1



Engagement Strategies to Address 
Misinformation

Share the correct 
information early and
often

2



Engagement Strategies to Address 
Misinformation

Prevent misinformation by proactively
sharing facts

3



Candice Broce
Director
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Georgia Division of Family and Children 
Services

How Georgia Engages 
Partners to Combat 

Misinformation 

Lashantynia Clayton, MPH, CP, CHES
PREP Program Specialist



PREP Partnership Development
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Georgia State University

External evaluators
Submitted an application 
during the 2010 Request for 
Proposal, and they were 
selected as the external 
evaluators of the Georgia 
PREP Program.

Georgia Campaign for 
Adolescent Power and Potential  

(GCAPP)

Training  & TA providers
Contracted with GCAPP to do 
trainings and technical 
assistance (TA) because they 
are leaders in the state during 
the establishment of the PREP 
grant (2010). 
GCAPP, founded by Jane 
Fonda, is a statewide initiative 
to promote teen pregnancy 
prevention prior to the 
launching of the PREP 
program.

Banyan Communications

Campaign developer
Contracted with Banyan to 
create our APP campaigns and 
to leverage the work already 
developed to support Child 
Abuse and Neglect Prevention 
(CANP).
Experts in community who 
have worked with national 
organizations including the 
DFCS-PCS Section to work on 
the CANP campaigns.  



Techniques Used
to Combat Misinformation
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• Create new tools to 
leverage accessible 
data and present 
data effectively.
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• Host trainings and 
webinars to 
prevent and correct 
information.
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• Expand our digital 
reach by way of 
branding, 
campaigns, and 
call to actions.
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Leveraging Data
Georgia State University serves as the 
external evaluator for the Georgia PREP 
Program. 

Created the Georgia Performance 
Measures Management System 
Recordkeeping (GaPR).

Expand research that deepens the 
understanding of the Georgia PREP 
Program.



Effectively Presenting Data
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Use Statewide Georgia PREP data to showcase 
the successes, challenges, and overall outcomes 
of PREP programming.



Prevent and Correct 
Misinformation

GCAPP serves as the expert in APP and youth 
development in Georgia. 

This partnership provides:

39

Connected 
Caregiver 
Trainings

Parent 
Toolkits

Getting to 
Outcomes 

Model



Disseminating Information 
and Resources 

GCAPP’s Parent Toolkit provides 
practical strategies and 

information to help parents, 
guardians, and caregivers 

navigate topics and situations 
that all families face.

40



Digital Reach 
Partnership with Banyan 
Communications has produced: 

• APP logos
• APP webpage (in development)
• Campaigns led by youth voices 

(PREP participants)
• Discussion guides

41



My Goals, My Life Campaign

The Why
⮚A real, relatable, genuine, and inclusive look 

into teenage minds regarding healthy dating, 
relationships, and pregnancy prevention. 

⮚To bring to life a student-made production 
with peers discussing the above topics.

⮚ Look and feel like a student-created and –led 
production with added post-production 
effects inspired by social media.

The How
⮚Conducted four focus groups with 

Meadowcreek High School’s Adolescent 
Health and Youth Development Center.

⮚Focus groups took place during student lunch 
breaks, lasting approximately 25 minutes, 
ranging from 3 to 9 participants in each 
group.

⮚Participants represented a cross-section of 
students of color from African American and 
Latino origin, across gender and grade.
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https://www.youtube.com/watch?v=NSRbjrc3EaE

https://www.youtube.com/watch?v=NSRbjrc3EaE
https://www.youtube.com/watch?v=NSRbjrc3EaE
https://www.youtube.com/watch?v=NSRbjrc3EaE


Discussion Guide

⮚Purpose
• Screen My Goals, My Life
• Facilitate talk-back sessions around healthy relationships
• Motivate and help students to create their own videos 

⮚Use activity to
• Start and deepen the conversation about healthy dating skills that are safe and 

respectful of all teens
• Strengthen PREP and SRAE curricula + learning objectives 

⮚Includes
• Setting the stage, questions, facilitations tips, selfie, video recording steps



Release Phases
⮚Phase 1: Released in May 2020—National Teen Pregnancy Prevention Month

⮚Targeted promotions by platform to reach audiences in Georgia, May–June 2020
• Instagram and YouTube: Teens 
• Facebook: Educators, school professionals, and youth- and family-serving 

organizations
 Phase 2: Relaunch PSA promotions, started August 1, 2021 (Back to school)

• Instagram and YouTube targeted paid promotions for teens 
• Facebook promotions for youth and family-serving organizations + 

adolescent health professionals 
• Release of Discussion Guide



Campaign Results
Instagram Campaign Results: 
• The campaign reached more female teens on Instagram than male teens (around 18% higher 

volume in female teens)
• Although the campaign reached more female teens, male teens visited the website from 

Instagram at a higher rate (around 3% more than female teens)
• The longer, 30-second PSA cutdown and copy had higher performance (more reach and 

click volume)

YouTube Campaign Results: 
• Ads reached 8% more female teens.
• Although the campaign reached more female teens, male teens visited the website from 

YouTube at a higher rate (12% more clicks)
• The click-through rate for male teens (0.71%) was higher than the industry standard (0.65% 

for Government and Advocacy*at time of evaluation)
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QUESTIONS?

DFCS-PCS APP Manager Contact:
Erika Dennis

PCS APP Unit Manager
Erika.Dennis2@dhs.ga.gov

DFCS-PCS Program Contact:
Lashantynia Clayton

PREP Program Specialist
Lashantynia.Clayton@dhs.ga.gov

mailto:Erika.Dennis2@dhs.ga.gov
mailto:Lashantynia.Clayton@dhs.ga.gov


Question & Answer



Resources

 Communication Research Resources

 Centers for Disease Control and Prevention Gateway to Health 

Communication: https://www.cdc.gov/healthcommunication/index.html

 Institute for Public Relations Misinformation/Disinformation Research Library: 

https://instituteforpr.org/category/disinformation/

 Communication Tools

 Canva (graphics creator): https://www.canva.com/

 Tableau (data visualization creator): https://public.tableau.com/app/discover

https://www.cdc.gov/healthcommunication/index.html
https://instituteforpr.org/category/disinformation/
https://www.canva.com/
https://public.tableau.com/app/discover


THANK YOU
Let’s Hear From You!
• Please complete a short survey about your experience 

with today’s webinar. 

https://survey.alchemer.com/s3/7130233/Webinar-
Feedback-Survey-Community-Engagement-to-Tackle-

Misinformation-about-Adolescent-Pregnancy-
Prevention-Programs

• If you attended the webinar with other team 
members, please share the link and complete the 
evaluation separately.
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https://survey.alchemer.com/s3/7130233/Webinar-Feedback-Survey-Community-Engagement-to-Tackle-Misinformation-about-Adolescent-Pregnancy-Prevention-Programs
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