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Refugees, Immigrants, Migrants

● Important members of communities

● Diverse in culture, language, countries 
of origin, occupations, educations, 
motivations, etc.

● Strong, resilient, dedicated to family 
and community

● Some face health disparities
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RIM Communities and COVID-19

● Disproportionately affected by 
COVID-19

● No genetic, biological reason

● Systemic health, social inequities

○ Working conditions

○ Prevention/mitigation is difficult

○ Barriers to healthcare access
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About NRC-RIM

● Funded by the CDC, housed at University of Minnesota

● Goals:

○ Strengthen partnerships between health departments and 
RIM communities

○ Support health departments and CBOs that work directly 
with Refugees, Immigrants, Migrants
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What we do

● Best and promising practices 

● Health communications and health education 

● Training 

● Technical assistance

● Pilot Projects (NACCHO Partnership)
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Core Partners
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Community Leadership Board 
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● 13 members from RIM 
communities

● Governance body

● Inform decision-making + 
priorities

● Review materials

● Offer guidance
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Vaccine Central
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● Event plans

● Talking points

● FAQs

● Fact sheets with translations

● 20+ Promising practices from 
around the country
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Translated Materials Library
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● 7000+ Items

● 175+ languages

● Multiple formats

● Video

● Audio

● Printed

● Websites
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Health Education Videos
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● Interviews with faith leaders

● Testimonials from healthcare 
providers

● Vaccine explainers

● Translations

● Video Booth service
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Three Campaigns
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Scale

Culturally and Linguistically Relevant 
Communications Strategies
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DesignWriteListen Translate
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Partner with 
community 
representatives on 
the content, format, 
and dissemination 
of health 
communications 
materials.

1.
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Partner with Communities

Listening sessions and focus groups

● CBO + local government partnership

● Online or in-person

● Community leaders as facilitators

● Ask about knowledge, perceptions, 
beliefs

● Identify distribution and format options

17



www.nrcrim.org

Partner with Communities

Content Advisors

● Weekly meetings with IRC, MCN

● Monthly meetings with Community 
Leadership Board

● Incorporate RIM community 
perspectives

● Informs topics, framing, media
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How might 
partnering with 
communities help 
you stay on-budget 
in the long term?
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Incorporate diverse 
perspectives into 
the communication 
of guidelines 
released by the CDC 
and other public 
health authorities.

2.
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Writing

● Align with trusted sources

● Convert to simple language

● Frame with RIM Community 
Perspective

● Double check for medical 
accuracy
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Simple language: Example

Everyone who has presumed 
or confirmed COVID-19 should 
stay home and isolate from 
other people for at least 5 full 
days. They should wear a mask 
when around others at home 
and in public for an additional 
5 days. 

Staying home from work, school, 
or social events anytime you feel 
sick is one of the most important 
things you can do to protect your 
community.

When you test positive, you will 
need to stay home and away from 
others for 5 days and wear a mask 
for 5 more days.
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Simple language: Example

Post-COVID conditions are a 
wide range of new, returning, 
or ongoing health problems 
people can experience four or 
more weeks after first being 
infected with the virus that 
causes COVID-19. 

Many people get long-term 
side effects from a COVID-19 
infection. These long-term 
effects have negatively 
impacted hundreds of 
thousands of people’s quality 
of life.
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Activity: Simple Language

Before recommending 
COVID-19 vaccination for 
children, scientists conducted 
clinical trials with thousands of 
children and no serious safety 
concerns were identified. 

…Write your own.

24



www.nrcrim.org

Incorporating Community Perspectives
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● Example: Fertility Fact Sheet

● Key messages:
○ Provide for one’s family

○ Vaccinated parents protect children

○ Vaccines safe at all stages in a 
relationship
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Incorporating Community Perspectives
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BEFORE YOU 
HAVE CHILDREN

WHILE YOU’RE 
PREGNANT

AFTER YOU GIVE 
BIRTH

WHEN CHILDREN 
ARE OLDER

VACCINES ARE SAFE:
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Use photography 
and design elements 
that honor people 
from many different 
linguistic and 
cultural 
communities.

3.
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Step 2: Create
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Step 2: Create
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Pexels.com | Nappy.co | Pixabay.com
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Step 2: Create
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Step 2: Create
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Activity: Choosing a Stock Photo
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Ensure work is 
rigorously translated 
and validated by 
community members 
for both accuracy and 
cultural 
appropriateness. 

4.
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Translation

● Language as a barrier to 
vaccine access

● Language as a barrier to 
vaccine confidence

● Linguistically and culturally 
appropriate
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Automatic Translators

● Acronyms

● Homonyms

● Idioms

● Metaphors

● Register / Tone

● Cultural appropriateness
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Translation Process
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Initial 
translation
• Professional 

Translator

Proofread
• Professional 

Translator

Review
• Linguist

Confirmation
• Linguist
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Translation Process
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High-quality contractors

● Translators from community

● Work as a team

● Translate message, not words

● Collaborate to address tone, 
idioms, etc.
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Translation Process
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Initial 
translation
• Professional 

Translator

Proofread
• Professional 

Translator

Review
• Linguist

Competency 
check
• Community 

member
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About Content Validation
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Valuing expertise of community

● Paid opportunity

● Check for:

● Accuracy

● Comprehension and tone

● Culturally competent 
language and photos
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Importance of Content Validation
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Swahiligate

● One of our first translations

● Not content validated

● Violent imagery, not healthcare

● Extremely culturally insensitive
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Step 3: Translate
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Initial 
translation
• Professional 

Translator

Proofread
• Professional 

Translator

Review
• Linguist

Competency 
check
• Community 

member

Confirmation
• Linguist



42

How might you 
recruit community 
reviewers for your 
products?
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Scale your work so 
that partner 
organizations and 
health departments 
can have a consistent 
message and 
far-reaching impact.

5.
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Customizable Templates
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Conversation Guides
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● Answer vaccine questions

● Build trust

● Reinforce dignity and agency

● Address misinformation

● Scripts, tips, reminders
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Conversation Guides
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Topics include:
● Boosters + third doses
● Breakthrough infections
● Children + youth
● Employer requirements
● Fertility + parenthood
● Testing
● Variants of concern
● Wearing a mask
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Scale

•Confirm with linguist
•Update designs
•Make customizable

Culturally and Linguistically Relevant 
Communications Strategies
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Design

•Rigorous translation
•Community review
•Accurate + culturally 
appropriate

Write

•CDC guidance
•Simple language
•Diverse perspectives

Listen

•Topics
•Medium
•Distribution

Translate

•Stock photos
•Design elements
•Free tools



Vaccine 
Campaigns
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Get Vaccinated Campaign

● Goal: create awareness

● Based on community feedback

● Available in 40+ languages

● Includes posters, social media assets

● Customizable (logo, photo, URL, etc.)
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Vaccine Decisions Are Private
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Get the Facts Campaign

● Goal: create understanding

● Based on CDC guidance

● Available in 40+ languages

● Customizable (logo, photo, URL, etc.)
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Get the Facts Campaign
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Get the Facts Campaign
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Topics:

● Variants

● Children + Youth

● Breakthrough Infections

● Masks

● Fertility + Parenthood

● Boosters + Third Doses

● Employer Requirements
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Languages
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• Amharic

• Arabic

• Burmese

• Cantonese

• Dari

• English

• Farsi

• French

• Haitian Creole

• Hakha Chin

• Hmong

• Karen

• Karenni

• Korean

• Kinyarwanda

• Lao

• Lingala

• Mam

• Mandarin

• Marshallese

• Mixteco 

• Nepali

• Oromo

• Pashto

• Popti'

• Portuguese

• Q'anjob'al

• Rohingya

• Russian

• Sango

• Somali

• Spanish

• Swahili

• Tagalog

• Tamil

• Tigrinya

• Ukrainian

• Urdu

• Vietnamese
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“Vaccination Is” Campaign

● Goal: co-create campaigns in 

partnership with target communities

● Ready-to use materials in support of 

Iraqi, Latino, Haitian, Congolese, Afghan, 

Somali, Bhutanese, Ukrainian 

communities
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Makespace

● Make customized vaccine 

messaging that meets the 

needs of local communities

● Drag-and-drop templates 

and easy-to-use guide
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Makespace
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Lessons Learned re: 
Human-Centered Design 
in Emergency Public 
Health Response

NRC-RIM + IDEO.org

April 5 at 8:30 a.m. 
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Three Campaigns
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Fast-Changing 
Guidelines
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Writing tips
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Design tips
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NOW AVAILABLE 
FOR AGES12+
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Conversation Guides
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● Answer vaccine questions

● Build trust

● Reinforce dignity and 
agency

● Address misinformation

● Scripts, tips, reminders
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Emerging issues
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Fact sheets, social media, PSAs Conversation guide

Audience: Communities Audience: Staff

Translated English only

Evergreen Updated regularly

General statements Specific guidance
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How to Reach Us
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@nrc_rim

@nrcrim

www.nrcrim.org

nrcrim@umn.edu



www.nrcrim.org/prepsummit


