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But they’re not.  Oh brother, are they not! Th at’s 
one reason why we, as disseminators, need to 
consider closely who our users are, what they need 
in terms of products and services, and why they 
need it. Th is is typically a question of plural, because 
which of us has only one audience? 

NICHCY, for example, serves early intervention-
ists, educators, schools and school systems, families, 
and that amorphous group we call the General 
Public. And you? Who do you serve? Probably many 
of the same, and probably some who are quite 
diff erent. 

As fuel for discussion in the Dissemination CoP, 
this Disseminating for Impact issue will focus on the 
many considerations involved in “considering your 
audience.” Um...make that audiences.

Wouldn’t it be great if all users were 

alike in what they needed?
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Audience Redux

In the last issue of Disseminating for Impact (Volume 1, 
Issue 3), we discussed the importance of defi ning and 
communicating with our users as part of planning products, 
services, and dissemination eff orts. Th is included a list of 
questions useful in guiding your consideration of audience 
that began like this:

 What user group or groups are the intended 
benefi ciaries of your eff orts?

 Have you sampled these user groups regarding info 
they’ve gotten from you in the past to determine their 
satisfaction with its communication style, content of 
message, and accessibility?

•

•

Dissemination Planning:
Considering Your Audience 



2

Disseminating

For impact

V
o

lu
m

e
 1

Is
s

u
e

 4

With thanks and appreciation, adapted 
from Dissemination Self-Inventory

National Center for the Dissemination 
of Disability Research (NCDDR)   

continued from page 1

We won’t repeat ourselves here but, rather, will add a layer 
atop—other questions that can be very helpful when 
developing a dissemination plan. Th ese come directly from 
the Dissemination Self-Inventory developed by the 
National Center for the Dissemination of Disability 
Research (NCDDR). 

Does your dissemination plan identify intended users? 

Were intended users involved in identifying 
appropriate dissemination media or channels?

Were intended users involved in fi eld testing or 
reviewing products to be disseminated?

Will intended users be able to obtain information that 
is customized to their specifi c interests and needs?

Does your dissemination plan use intermediate sources 
that are well known and credible to each target 
audience?

Do you match each dissemination medium to the 
expressed needs and preferences of specifi c user groups?

Does your dissemination plan provide for person-to-
person contact with project staff  or knowledgeable 
intermediaries?

If you plan to use a website, will it include interactive 
functions?

If you plan to use a website, will you assess its 
accessibility and make changes as needed? 

•

•

•

•

•

•

•

•

•

Writing to the General Public is almost never 
a good idea. Diff erent users need diff erent 
things for diff erent reasons.

Ask representatives of your user groups how they 
typically get their info—the Internet, radio, TV, 
colleagues, a library, trusted intermediaries such 
as community organizations? What about social 
networking sites like Twitter or Facebook? 
Digital downloads to a cell phone?

Take your drafts to the street, to 
representative users. Th eir input can be 
invaluable about most everything: layout, 
reading level, clarity, usefulness, cultural 
appropriateness, relevance, you name it.

See the upcoming article on “Dimensions 
of Diff erence.”

Especially important for nontraditional 
audiences who know and trust the 
intermediary (and probably don’t know 
you from Adam)!

What did your users tell you they needed or preferred? 

Research amply shows that greater 
impact is achieved when dissemina-
tion includes exchange with, and 
support for, users.

Today’s social media more than 
demonstrates that interactivity is a 
great way to engage and motivate 
users.

A dated question, perhaps—who 
doesn’t plan a website these days? But 
the concern about accessibility is not 
the least bit dated. If folks can’t 
access the info on your website, they 
are excluded.
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Connecting with Users

Surely, the next question must be: How do we get to know 
our users well enough to know what info they need, how 
much info they need, and in what format? We hope this 
will be a topic the Dissemination CoP can pursue together, 
learning from each other, because involving users at key 
points in time (e.g., during planning and during develop-
ment) is no doubt a challenge for us all. 

It’s interesting, what turns up when you go looking for 
guidance about how to connect with users and learn more 
about their info needs and preferences. Here’s a sampling of 
the advice to be found:

Involve users in reviewing  your product or service 
when it’s under development. “Usability studies have 
proven to be our absolute BEST indicator of what 
people like and don’t like...”1

Put feedback tools on your website, and listen to com-
plaints and critiques received via the website (or phone 
and email). “We treasure every criticism...and we act 
on them. Get enough and you get a good idea of what’s 
working and what isn’t...” 2

Use surveys sparingly. “Gimmicks like polls or 
something which requires the user to go through an 
eff ort—no matter how small—rarely does anything but 
take up space.” 3

Conduct focus groups with users. “Don’t be shy about 
asking. It’s a sign that you care about your listeners and 
about addressing their interests and concerns.” 4

Read what your users read; go where they go. “As a 
professional works in the fi eld, they grow an intuitive 
sense about their target audiences...It’s life experience 
with particular people that will give them that.” 5 

Take advantage of the chatter going on in social 
media. “It’s an incredibly easy way to start listening for 
chatter about your association. Just plug in your name, 
keywords, etc. into the search box, and then click on 
any one of 18 social site search engine icons, including 
Twitter, Bloglines, Google, YouTube, Technorati, 
Delicious, Digg, Reddit, Newsvine...” 6

Listen, listen, listen. “While it’s relatively easy to 
dabble in social media, listening is the critical 
component in developing a social media strategy that is 
right for both your audience and your objectives.” 7

•

•

•

•

•

•

•

References appear on page 4.

Dimensions of Diff erence 

When developing a dissemination plan, a product, 
or a service, it’s helpful to consider the ways in 
which users can be alike and diff erent. “Sameness” 
makes it easier to reach a wider group of people 
with an on-target response to their needs. 
“Diff erence” divides, can create an artifi cial barrier 
for many users, blocking access to information or 
the ability to fully understand and use it. 

What factors need we consider, then, when we’re 
considering user reality and responding to it? Here 
are 5 of the most prominent and infl uential for us-
ers, according to the dissemination literature, listed 
in no particular order:

Education level and literacy

Racial, ethnic, or cultural diversity

Language of communication (and/or limited 
English profi ciency) 

Access to the Internet

Technological savvy

Consider how any one of these can aff ect whether 
a user can access or understand the info you off er. 
As we’ve said in past issues of Disseminating for 
Impact: 

millions of people in the U.S. don’t read

millions need their info in a language other 
than English

millions don’t go online, most of them simply 
because they don’t have access to the Web

others avoid anything that smacks of 
technology, making our Webinars, podcasts, 
forums, online surveys, CDs, and DVDs 
virtually useless to them (pun intended but 
nonetheless true) 

Th at doesn’t mean that we can abandon them—
either the technology or the users. It just means 
that it makes sense to off er info in a diversity of 
ways, at diff erent reading levels and in diff erent 
languages, and via diff erent access points. Th is will 
help us reach as many users as we can, in ways and 
words that have meaning to them.

•

•

•

•

•

•

•

•

•
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Questions? Concerns?

Contact: 

Stephen Luke, Ed.D.

NDC Project Director

1.800.695.0585

sluke@aed.org

National Dissemination Center 
for Children with Disabilities

We’d like to thank our Project Offi  cer, Judy L. Shanley, 
Ph.D., at the Offi  ce of Special Education Programs (OSEP) 
of the U.S. Department of Education, for her support of this 
initiative and the National Dissemination Center itself. 

NICHCY is made possible through Cooperative Agreement 
Number H326N080003 between OSEP and the Academy 
for Educational Development. Th e contents of this docu-
ment do not necessarily refl ect the  views or policies of the 
Department of Education, nor does mention of trade names, 
commercial products, or organizations imply endorsement by 
the U.S. Government. 

Need info on disabilities, 

early intervention, special 

education, IDEA, or contacts 

in your state?

Visit NICHCY! 

1.800.695.0585

nichcy@aed.org

www.nichcy.org


