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The Health 
Neighbourhoods 

Project 

50 Health Neighbourhoods 
in Durham Region with 62 
indicators in the January 
2015 Release. 

Total population of Durham 
Region about 650,000. 
Average population size of 
the Neighbourhoods is 
12,000 but varies from 
8,300 to 17,800.  

Presenter
Presentation Notes
We launched our Health Neighbourhoods project in Durham Region on January 22 with the release of our website durham.ca/neighbourhoods.This is a map of our Health Neighbourhoods. Durham Region is just east of Toronto and has a population of about 650,000. We have divided the Region up into 50 neighbourhoods with an average population of about 12,000 although they range from 8,300 to over 17,000. Our neighbourhoods are very diverse, covering both rural and urban areas. 



durham.ca/neighbourhoods 

Presenter
Presentation Notes
This is a screen shot of our Health Neighbourhoods webpage. The webpage features an interactive Map Viewer, 4 reports, Frequently Asked Questions (FAQs), 62 indicator summaries, and profiles for all 50 Neighbourhoods, 8 municipalities and Durham Region.



Overview Report focused more on a 
general audience: public, elected 

officials. A backgrounder for everyone. 

Feature Reports (Early Child 
Development, Smoking) focus on a 

more specific audience of 
community partners but are good 

backgrounders as well. 

Presenter
Presentation Notes
We developed a number of reports. The Overview Report is for a general audience but is also a backgrounder for everyone.Our Feature Reports focus on specific topics or indicators. These reports target a more specific audience of community partners but are good backgrounders as well.



Example of an Indicator 
Summary – 4 pages with 
map, tables and notes  

Indicator Summaries 

Presenter
Presentation Notes
The Indicator Summaries are a key product. They consist of a 4-page PDF with a map, followed by tables, and the last page of indicator notes.



Age-specific rates 
when possible 

Shows the range 
by Neighbourhood 
5.8 to 43.2 per 1,000 

Colours: Pale Yellow  
(better for health) 
to Dark Red (worse for 
Health). Some indicators 
are in a positive direction 
and others in a negative 
direction but colour 
pattern is the same. 

Shows whether the  
Neighbourhood 
Is significantly Higher or 
Lower than Durham Region 

When it makes sense,  
the indicator is quintiled  
by the number of events, 
so 20% of cases are in 
each quintile. 

Presenter
Presentation Notes
There was a tremendous amount of thought that went into each neighbourhood map. I’m going to spend a bit more time to talk about this in detail.We did not age-standardize our indicators. Instead, we chose in some cases to focus on a specific age group. In this example, chlamydia rates are specific to females aged 15-24. Rates are highest in this group so this is a good general marker for chlamydia incidence.The legend shows the range by neighbourhood, in this case from 5.8 to 43.2 per 1,000. This is a great tool because you can see the variation at a glance. The light yellow areas are generally the best in terms of health and the dark red areas where we need improvement. We kept this colour scheme consistent, even when the direction of the indicator changed. For example, chlamydia has higher rates in dark red because we want to decrease chlamydia rates. Other indicators, such as breastfeeding, well-baby visits, and physical activity have the colours reversed with low rates being in dark red. We tell people to focus on the colours. We also show with “Hs” and “Ls” whether the Neighbourhood is significantly Higher or Lower than Durham Region. Survey data in particular has such wide confidence intervals that you could end up with the dark red areas being no different statistically from Durham Region, even though they seem high.Finally, we put a lot of thought into how to categorize the neighbourhoods – they were divided into 5 groups or quintiles. Sometimes there are 10 neighbourhoods in each quintile, as with survey data. However, when it made sense, the neighbourhoods were grouped according to the number of cases or visits or people. In this example, there is an equal number of chlamydia cases in each quintile or colour. This means that 20% of chlamydia cases are in only 6 Neighbourhoods in dark red, and 40% of cases are in 13 neighbourhoods. This is a powerful concept for staff and community partners working in the field.



Tables provide the same 
information as the maps 
but provide the actual 
rates and counts. Plus 
they are in an accessible 
format. 

Presenter
Presentation Notes
The tables in the Indicator Summaries provide the same information as the maps but give the actual rates and counts. Plus they are in an accessible format.



The What You Need to 
Know section was initially 

intended to be a 
resource for the media, 

but has proven very 
useful to all of us. 

Presenter
Presentation Notes
The last page provides the indicator notes. We created a What You Need to Know section with three bullet points. They describe the direction that is better for health, the range by Neighbourhood, and lastly some observations about general patterns and background information from the literature. All of this had to fit on one page so we needed to be concise and clear, even for quite complex indicators such as this one on Large-for-Gestational Age rate. 



Example of an 
Neighbourhood 
Profile – 4 pages 
with tables on first 
3 pages and 
descriptive map on 
last page. 

Neighbourhood 
Profiles 

Presenter
Presentation Notes
Another key product is a Neighbourhood profile. A profile consists of a table with the rates for all 62 indicators for that neighbourhood, along with the Durham Region rate and a comparison to say whether it is higher, lower or similar to Durham Region. There is colour coding with blue being neutral, green better for health, and red worse for health. The last page is a descriptive map that shows the boundaries and main physical features of the neighbourhood. There are also profiles for the 8 municipalities and for Durham Region.



The Map Viewer 

Presenter
Presentation Notes
The final piece of the website is the Map Viewer. Opening the Map Viewer brings you to the Places of Interest tab which shows you the Neighbourhood boundaries. Here you can zoom in and out, and can click on and off different places of interest such as schools and parks.



Presenter
Presentation Notes
The indicators are also shown in the Map Viewer, organized by the tabs of Demographics, Early Child Development, and Health. When you select an indicator, it shows you the map of that indicator. And if you click on a neighbourhood, a pop-up window will open with the rate for that neighbourhood, the municipality, and Durham Region. You can access the profile and summary PDFs from this window as well.
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Knowledge Translation (KT) Plan 
ü Simply put, KT is about the work we do to move 

knowledge into action.  
ü A KT product or activity is created to actively and 

effectively share useful knowledge with your 
audience. 

ü We used Public Health Agency of Canada’s 
Knowledge Translation                              
Planning Primer. 
ü Identify audiences  
ü Develop KT Objectives  
ü Determine the messages  
ü Choose the format and delivery  
ü Plus more  

 
 

http://publications.gc.ca/site/eng/434858/publication.html 

Presenter
Presentation Notes
We used the Knowledge Translation Planning Primer developed by the Public Health Agency of Canada. It defines KT as the work we do to move knowledge into action. This is nice and simple. A KT product or activity is a way to actively and effectively share useful knowledge with your audience.The primer has worksheets which guide you in identifying your audiences and then for each audience, developing KT objectives, determining messages, format, delivery and more. I’ve included the link in this presentation for your reference.

http://publications.gc.ca/site/eng/434858/publication.html


Our Audiences 
1. Health Department staff 
2. Regional Departments e.g. Social Services, 

Planning and Economic Development 
3. Community partners & municipalities 
4. Elected Officials  
5. Media and the general public 
6. Public health professionals, other health units 

The format (reports, maps, products on website) 
common to everyone, but the delivery 

(presentations, media, newsletters, etc) were 
more targeted to specific audiences. 

Presenter
Presentation Notes
We identified 6 audiences: 1) Health Department staff (which we targeted with activities prior to the launch), 2) Regional Departments e.g. Social Services, Planning and Economic Development (this is important because the Depts often work in silos and we wanted to encourage more collaboration), 3) Community partners & municipalities (a key audience for us), 4) Elected Officials, 5) Media and the general public, 6) Public health professionals, other health units. This presentation is one way of reaching the general public health community.While some initiatives, products, details  were applied to everyone, others were more targeted to specific audiences. We developed different ways to look at the same data.
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The Delivery 

1. Oral Presentations  
2. Media – Media Release, Interviews for 

Radio & Print, Facebook, Twitter 
3. Electronic – Website, Email, E-newsletters 

There was a lot of anxiety early on about 
Neighbourhoods being stigmatized and the 
sensitivity of the information. We kept focusing on 
the positive use of the information. 

Presenter
Presentation Notes
All of this information was shared in a variety of different ways. The website link, reports, and specific information was dispersed through media, email, newsletters, twitter, etc. A key KT strategy was the use of oral presentations. There was a lot of anxiety early on about Neighbourhoods being stigmatized and the sensitivity of the information. We kept focusing on the positive use of the information.



Used the hashtag 
#DurhamHealth to 

easily group all 
Tweets 









Posting and discussion 
March 12. We posted our 
response on April 7 after 

it the discussion 
appeared in print in the 

newspaper, Easter 
weekend, etc. 

It is a long response on a 
complex issue but at 

least it’s there. 



Posting and discussion 
April 11. We posted a reply 
about where the smoking 

data came from on April 14. 



Presenter
Presentation Notes
This graph shows the number of unique users accessing the Health Neighbourhoods home page, broken down by external users in orange and internal users in blue. Remember that key audiences for us were Health Department and also Regional staff. This information covers the time period from January 22 to April 12. It is interesting to see some of the spikes. The launch consisted of a presentation to our Health and Social Services Committee. It was very well received – much better than expected. Noteworthy strategies – an internal e-newsletter, a presentation to a Best Practices forum, media interviews which resulted in a front-page article and editorial on all local Metroland newspapers, presentations to municipal councils which in turn resulted in more newspaper articles and a spontaneous smoking article on April 9.
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Lessons Learned 
ü PHAC’s KT Plan Primer is a useful tool. 
ü Presentations are powerful and personal. Municipal councils 

are a key way to connect to the community. 
ü Gear the format and product to the audience, digging deeper 

as appropriate.  
ü Taylor your products so that they can be used by many 

different audiences in different ways. 
ü Identify your champions.  
ü The Regional e-newsletter is effective internally. 
ü The Metroland newspapers effective in the broader 

community. 
ü Use Twitter and Facebook to supplement other initiatives. 

Check out Facebook yourself. We need to be more 
responsive.  

ü Snowball effect – initiatives build on each other. 
ü The Health Neighbourhoods message is getting out there – 

use it to your advantage. 
 



Questions? 
Contact: Mary-Anne Pietrusiak 
Epidemiologist, Durham Region Health Department 
Mary-anne.pietrusiak@durham.ca 
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