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Disclaimer

The views expressed in this presentation do not necessarily represent 

the official views of the Office of Planning, Research, and Evaluation; 

the Administration for Children and Families; or the U.S. Department 

of Health and Human Services.
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Welcome and introduction to the MAST Center

The MAST Center conducts research on marriage and 

romantic relationships in the U.S. and the healthy 

marriage and relationship education (HMRE) programs 

designed to strengthen these relationships. It is a 

partnership between Child Trends, Public Strategies, 

and the National Center for Family and Marriage 

Research at Bowling Green State University.

https://mastresearchcenter.org/
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Three-part webinar series on researcher-practitioner 

conversations during program evaluation 

• Webinar 1—Researcher-practitioner partnerships: What to 

consider in the early days of program evaluation

• Webinar 2—Communicating through implementation challenges: 

Conversations for researcher-practitioner partnerships

• Webinar 3—Continued conversations: Disseminating program 

implementation and outcome data from beginning to end
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Purpose of webinar

To identify conversations needed to ensure that dissemination informs 

program delivery as well as the larger research and practice field. The 

webinar will address critical components of dissemination planning:

o Communication goals and objectives 

o Stakeholder engagement

o Data types and timing 

o Targeted audiences and tailored messages 

o Communication formats and mediums  

o Tips from the field

6



Dissemination Defined



Program evaluation and dissemination planning  

• The goal of utilization-focused evaluation (UTE) is to 

maximize the degree to which program evaluation results are 

beneficial to the end users. Planning starts with two key 

questions: 

• With this evaluation we hope to…

• We will use these findings to…

• UTE Michael Quinn Patton

https://www.utilization-focusedevaluation.org/
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Components of  dissemination planning: 

Why, Who, When, What, and How? 

• Goals

• Partner engagement

• Timing

• Audience

• Products and materials

• Communication medium
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Researcher and practitioner dissemination perspectives
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WHY do you need a dissemination plan?

• Improve service delivery practices internally and with 

organizations with a shared mission

• Advance knowledge in the field

• Increase awareness and engagement of stakeholders 

• Share with past participants and attract future participants

• Ensure funders of the importance and credibility of your 

work 

• Persuade policy-makers to take action
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Connecting to your audience: 

The importance of storytelling 

• “The new medium is story…. Everyone has a story to tell…. Your brand is your story.”

• “Your marketing—to be effective—should always strive to tell a success story. We start with 
facts we want to share and our goals and motivations for telling the information. Then we 
construct a story around it.”

• “Stories must have significance. Your important stories ought to reveal a universal truth 
about the human condition—something that brings deeper meaning and triggers heartfelt 
emotions for members of your audience.”

From Dave Lieber, CSP, Columnist at The Dallas Morning News

and President of Yankee Cowboy Publishing, DaveLieber.org
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Conversations from the field 
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WHO to involve: Partner engagement 

in dissemination 

• Which trusted partners can provide feedback on 

communication messages and products? 

• What other organizations share your goals and could 

contribute to dissemination?

• Who are the champions and key knowledge brokers who 

can help you distribute your dissemination products to 

have impact?
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WHEN: Data purpose and dissemination timing 

• Continuous quality improvement (CQI)

• Process evaluation

• Short-term outcomes

• Long-term outcomes
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Conversations from the field 
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Audience: WHO is interested in your results? 

• Who will benefit from your evaluation results and why? 

• How can your audience use these findings? 

• Who has the influence and resources

to turn your results into action?

• What characteristics of your target dissemination 

audience influence how you might tailor and deliver your 

products?
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Dissemination for impact: Tailoring program 

evaluation results for your audience 

• What factors influence how you 

communicate with your audience? 

o Linguistic

o Cultural 

o Geographical 

What characteristics might influence 

tailoring? 

o Age 

o Profession 

o Educational level 

o Location

o Beliefs

o Values

o Interests
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WHAT do you want to get across to 

your audience?

• What problems are you trying to address?

• What potential impact could this knowledge have on the field?
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Consider the types of changes you would like to bring about in 

your programming:



Conversations from the field 
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HOW does your audience like to receive 

information? 

What are the best ways to reach your audience? 

• Where does your audience turn to find credible 
information?

• What types of products would they most likely engage 
with?

• What trusted organizations frequently interact with your 
audience?

• What media do your target audience tune into? 
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Products and materials 

• What formats would work best?

o Fact sheets

oBriefs

oWeb content

o Infographics

oSocial media

oPress releases

• What combination of products

is needed to reach your 

dissemination goals?
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Putting the pieces together: The dissemination 

plan
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SARHM
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Project 

Harmony
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Thank You!

Mindy Scott
Mscott@childtrends.org

Lauren Mattox
Lauren.Mattox@publicstrategies.com

mastresearchcenter.org/

@MASTResearchCtr
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