
                        
           

                                   
             

 

                        
                         
                           

                        
                          
                           

                                  
                             

                 

                      
                        

                         
           

                             
                             
                              
                            

                       
                           

   

Strategies for Optimizing National Children’s Study Community Retention: Examining the Impact of 
Study Branding on Community Engagement Efforts 

MP Manice, B McCrary, SB Allen, EC Barrow, P Sheffield, BL Brenner, H Shawkat, K Balakumar, C Simon, 
PJ Landrigan (Mount Sinai School of Medicine) 

Introduction: The National Children’s Study (NCS) Queens Vanguard Center (QVC) has implemented 

several activities to optimize community retention. Establishing a consistent local brand across print, 
social and electronic media has been critical in optimizing Study visibility in Queens. 

Methods: Incorporating community input, the QVC has created branded materials including a 90‐
second animated video, print and electronic newsletter, resource cards, bookmarks and postcards. In 

September 2010, we hosted NCS Queens Awareness Week, which corresponded with the premiere of 
our video, as well as the launch of our educational workshop series and our electronic newsletter. Prior 
to, and following this week, we tracked our engagement efforts by measuring the following process 
outcomes: network of contacts, community‐hosted workshops and materials disseminated. 

Results: The supporting figures demonstrate increased stakeholder reach since the targeted 

dissemination of NCS‐branded resources for the Queens community. Our consistent increase is 
exhibited across a variety of key community and electronic venues, incorporating presentation, video, 
newsletter and other print material formats. 

Conclusions: In our Queens outreach efforts, having a consistent identity helps to optimize visibility. 
The development of local resources and materials has been an iterative process, guided by community 

input, both in content and venues for dissemination. The creation of an NCS Awareness Week 

generated opportunities for increased visibility and solidified the local NCS brand. Finally, the creation 

of community‐relevant and graphically consistent outreach materials has expanded Study visibility in 

Queens, as measured by the increase in demand for branded materials over time. 



      
                 
 

 
 

                          
         

 

 
 
 

           
   

       
   

   

 
     
     
   

I. Tables and Figures 
A. Increased new requests for print and electronic newsletters 
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B. Increased web traffic to www.queenschildren.org as a result of video launch featuring Study 

information and Queens website address 
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II. Appendix: National Children’s Study Queens Vanguard Center branded graphic materials 

A. Postcard 

B. Bookmarks 
Eight versions available (letters A‐Z) in English and Spanish 

(English) (Spanish) 



    
                       

 
                      

 
 

    
                         

     

 
 

 
 
 
 
 
 
 
 
 
 
 

C. Resource Cards 
Three versions available in English and Spanish: Plastics, Pesticides and Pregnancy foods 

(English) (Spanish) 

D. Animated Video 

Still image samples from the 90‐second animated video, video text translated in Korean, 
Japanese and Spanish 



  
               

 
                                

 

           

E. Newsletter 
Print version disseminated quarterly, Electronic version disseminated monthly 

(Winter 2011 Print version) (Winter 2011 Kids Page) 




