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Nebraska Cancer Coalition
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www.necancer.org
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Tamara Robinson

Program Director
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Vision 

Conquering Cancer Together

Mission
Connecting people and resources 
to strengthen cancer prevention, 
detection and quality of life in 
Nebraska.



Advocacy

Our Programs

Outreach

Survivorship

Education



Action Areas

Colorectal 

Cancer

HPV

Vaccination

Breast &

Cervical

Cancer

Lung 

Cancer

Screening 

Disparities



Nebraska Demographics

• 1.964 million (2021)
⚬ White = 87.7%
⚬ Hispanic/Latino = 12% 
⚬ Black/AA = 5.3%

Population

• Population per sq mile = 25.5 (2020)
• Land area in sq miles = 76,817 (2020)

Geography

• 34.9% live in non-metro areas
• 5.8% lack health insurance
• 13 of 93 counties do not have 

any active PCPs 

Rurality

Sources: US Census Bureau, Rural Health Information Hub



Nebraska CRC Data 

• 960 cases estimated (2022) 

• Fourth most frequently 
diagnosed cancer (2018)

Incidence

• 320 deaths estimated (2022)

• Second leading cause of cancer-
related deaths (2018)

Mortality

• 72.5% up-to-date on screening 
(2020)

• Lower screening in rural (63.4%) 
vs. urban (75.8%) (2020)

Screening

Sources: American Cancer Society, Nebraska Cancer Registry, Nebraska BRFSS 



www.fightbackne.org

• Utilized  NCCRT's "2019 Colorectal 

Cancer Screening Messaging 
Guidebook"

• Conducted rural focus groups to test 

messaging

• Launched website with assets (social 
media, flyers/posters, PR materials, 

campaign toolkit & more) 

• Co-brandable assets & Spanish 
translation

Nebraska Statewide CRC Awareness Campaign



• Rural Radio Network

⚬ Radio PSAs

⚬ Radio interviews (5)

⚬ Video interviews (4)

⚬ Digital ads

• Nebraska Farm Bureau

⚬ Digital ads

⚬ Print ad

• Omaha/Lincoln Radio Ads

• Governor's Proclamation

Nebraska Statewide CRC Awareness Campaign

https://vimeo.com/nebcancercoalition



Dress in Blue Day Buildings Lit Blue 

https://vimeo.com/nebcancercoalition



Campaign Results

59 partners downloaded 
materials in 2022

Rural Radio interviews shared via 
Facebook reached 2.1k 

Rural Radio video interviews shared 
via Facebook had 3.3k views 

Rural Radio digital ads had 181.1k 
impressions 

Social media posts reached over 9k

NE Farm Bureau print ad reached 
16k & digital ads reached 10k+

80% in Every Community 

National Achievement Award 



Utilize evidence-based resources to 
develop & implement 

Consistent Messaging

Need a neutral party to bring partners together & 
facilitate statewide  

Coordinated approach

Partners need to know & trust one another 

Relationships are key

Key Takeaways



Contact Us

Questions/Comments 

Laura Schabloske
Interim Executive Director
executivedirector@necancer.org

www.necancer.org

Tamara Robinson
Program Director
programadmin@necancer.org



Thank You!



HealthPartners

Thursday, November 18, 3:30 PM



12/14/2022 New Brand PPT Template 2020

Care System
1.3 million patients

Health Plan
1.8 million medical and dental 

members

Research & Education

HealthPartners at a glance
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FIT outreach in-house

Vended FIT outreach

FIT pilot
w/ vendor

Segmented communications
testing various messages/multiple channels

Reminder 
letters

2015 2016 2017 2018 2019 2020 2021 2022

Engagement Strategies

Social 
media

(FIT: Fecal immunochemical test )
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Campaigns Results - Diabetes

▪ Breast Cancer Screening
▪ Colorectal Cancer Screening
▪ Childhood Immunization 

Status
▪ Child and teen checkups
▪ Adolescent Immunizations
▪ Comprehensive Diabetes 
▪ Flu shot reminders

Direct mail
▪ 5,019 letters sent
▪ 835 conversions (16.6%)

Digital
▪ 60% open rate
▪ Previous open rate – 44%. 

▪ 16% increase in open rates.
▪ 28% click rate
▪ 9.4% conversion rate
▪ 2022 enhancement

▪ A/B tested new subject line 
against the old one

▪ New performed so well that the 
old subject line no longer being 
used.



1. Proven messages get members’ attention

2. Trusted resources

3. Adaptable and potentially transferrable to 
other topics

4. They work!

Value of NCCRT Research



Thank You!



CRC Screening Messaging at a 
Large Urban Federally Qualified 
Health Center
Thursday, November 18, 3:30 PM



CRC Screening Messaging at a Large Urban 
Federally Qualified Health Center

Anne Escaron, PhD & Esmeralda Ruiz, MPH  

AltaMed Health Services Corporation

2022 NCCRT Annual Meeting

NCCRT Market Research in Practice

11/17-18/2022
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Outline

• Federally Qualified Health Center 

• NCCRT’s Hispanics/Latinos and Colorectal 
Cancer Companion Guide

• Patients’ feedback 

• Redressing racial and ethnic screening 
disparities 
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ALTAMED HEALTH SERVICES CORPORATION

• Largest Independent Community Health Center 

• 238,409 patients UDS 2021

• 92% Racial and/or Ethnic Minority

• 84% Latino

• 71% Medicaid

• 44% Best served in language other than English

• 12% Uninsured

• >3,000 employees

• ≥ 400 physicians

• Mission: To eliminate disparities in health care access and 
outcomes
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AltaMed’s approach

• Participatory

• Evidence based

• NCCRT’s Companion Guide

• What Latinos think about

• Health 

• Health care and cancer screening

• Testing
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NCCRT’s Hispanics/Latinos and Colorectal Cancer Companion Guide

• Components of Effective Messaging

• Use statistics

• Explain need to screen

• Use strong images, clear message

Thompson J Am Board Fam Med 2019



31

July 2021, What Patients Thought

• FIT Kit Materials

• 9 of 16 interviewees cited the 
wordless instructions   

• 4 interviewees who had trouble 
with instructions preferred 
Spanish language

• 3 suggested more pictures and a 
video tutorial

https://www.youtube.com/watch?v=Mufdm0VvxI0

Levitz et al Under Review

https://www.youtube.com/watch?v=Mufdm0VvxI0
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Thompson et al Under Review
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Components of Effective Messaging

• Make message personal

• Use family or trusted 
spokesperson



34Flesch-Kincaid reading level 3.4 Flesch-Kincaid reading level 1.0 Flesch-Kincaid reading level 3.3
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July 2021, What Patients Thought

• Fotonovela

• Of the 59 people who rated it, 32 said 
they loved it (54%) 

• Of the 10 interviewees who were sent 
the fotonovela

• 6 recalled receiving it

• 4 indicated it was helpful

Levitz et al Under Review; Guo et al Under Review
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Funding

Factsheets

Supported by the National Institute on Minority Health and Health Disparities of the National Institutes of 
Health under Award U01MD010665. The content is solely the responsibility of the authors and does not 
necessarily represent the official views of the National Institutes of Health. 

Video

Developed and produced by the CCPN and adapted for Spanish-speaking audiences by the Kaiser 
Permanente Center for Health Research. This Spanish-language video was made possible by cooperative 
agreement 5 NU58DP006776-02-00 to AltaMed Health Services Inc. from Centers for Disease Control and 
Prevention. Its contents are solely the responsibility of the grantee and do not necessarily represent the 
official views of Centers for Disease Control and Prevention.

Fotonovela evaluation

Supported by the California Health Care Foundation (CHCF), which works to ensure that people have access 
to the care they need, when they need it, at a price they can afford. Visit www.chcf.org to learn more.



Thank You!



Q&A



Thank You!40

nccrt.org  #NCCRT2022  @NCCRTnews  #80inEveryCommunity


