DESIGN FOR DISSEMINATION & IMPLEMENTATION

How to maximize the impact of investigator’s research

Definitions
What is Design for Dissemination

Innovation (Intervention)

Design for dissemination means designing for spread. The generation and introduction of

o~ . . L . new ideas leading to the development
Designing for dissemination is an active process that helps to ensure of new processes, products, services

that ...health interventions, often evaluated by researchers, are or systems to create an advantage.

developed in ways that match well with adopters’ needs, assets, and Implementation

time frames.” (Brownson et al, 2012) The process of adopting, integrating,

and using evidence-based health
interventions effectively within
specific settings.

Adopter
An organization (community or health
system) that takes up an innovation
m and implements it to benefit its target
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During the design phase, adopters,

implementers, and end-users address tolorganization oreanization PU rveyor
their barriers, facilitators, and

incentives o adopting, implementing Feedback An organization that spreads an
innovation: markets it, and trains

others to adopt and implement it. It
provides technical assistance to
maximize high-fidelity
implementation and sustainability.

How to Design for Dissemination

o Apply a dissemination and implementation lens to all stages of

intervention testing, beginning with design. This includes: Dissemination

e Develop strategies to maximize reach to target groups An active approach of spreading
. . . .. evidence-based information to the
e Make the innovation easy to adopt, implement, and maintain target audience via determined chan-
¢ |[dentify why the innovation matters to patients, adopters, ?;'-E _Usizné;lzlfnned strategies.
anin,

and purveyors
e |dentify channels to market the innovation

. . . Value proposition
e |[dentify messages to “sell” the innovation prop

The value that the innovation has to

; . the stakeholder.
o Involve all stakeholders (potential purveyor, potential adopters,

target groups) by understanding their barriers, facilitators, and
value gained with implementing a finished innovation.

o ldentify a potential purveyor and understand their needs and
constraints.

0 Ask policy questions - Who incentives use of the innovation?
Why and how?
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