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City of St. Louis ProfileCity of St. Louis Profile


 

Per 2000 Census:


 

51.2% of the City population was African American


 

43.9% was White (including significant in-migration, 
particularly of Bosnian immigrants from Eastern 
Europe)



 

2% was Asian or Hawaiian/Pacific Islander


 

0.8% were other races


 

1.9% identified themselves as more than one race


 

Hispanic or Latino increased by 37%, from 5,124 
in 1990 to 7,022 in 2000



City of St. Louis ProfileCity of St. Louis Profile


 
3rd in the nation for degree of diversity of 
refugee



 
2nd in the nation for the density of new 
arrivals to native born



 
Experiences about 4,000 other new 
arrivals (secondary migrant refugees, 
immigrants, students, visitors, and non- 
documented transients and residents) 
each year



 

According to the Washington University Medical Center’s Human 
Studies Committee



International Institute of St. Louis



 

Lead Safe St. Louis provides testing of new 
arrivals weekly at the International Institute



 

IISL provides interpreting and translation 
services to LSSL



 

IISL is a contractor to recruit landlords into City 
Lead Hazard Control programs



LSSL participates in Refugee Study



 
LSSL is participating in the 
Massachusetts Lead Exposure in 
Refugee Children study underway



 
Besides interviews and study 
sampling, LSSL is completing lead 
inspections, risk assessments and 
hazard controls



International Institute’s 
Festival of Nations



 
HUD’s Healthy Home visits the Festival of 
Nations in St. Louis August 23-24, 2008



LSSL and partners were there 



St. Louis Lead Prevention Coalition



 
STLLPC and 
Mercy Care Plus 
sponsor house 
parties for New 
American groups 
to share 
information about 
lead safety



Lead Safe St. Louis Media Campaign



 
Focus groups 
employed during 
image 
development for 
LSSL Media 
Campaign included 
New American 
parents



City of St. Louis 
Communications Division



 
Website development



 
Bosnian and Spanish 
staff



 
TV, Radio and Print ads



 
Graphic design



LSSL Media Campaign


 

Available on the Public 
Relations page of 
www.leadsafestlouis.org :



 
Bosnian PSA



 
Spanish PSA

http://www.leadsafestlouis.org/


LSSL Media Campaign



 
Ads run in Spanish 
and Bosnian 
newspapers and 
telephone pages



Derek the 
Dinosaur



 
LSSL has 
translated the 
Coalition to End 
Childhood Lead 
Poisoning’s 
Coloring Book 
into 5 languages 
at www.leadsafestlouis.org



For more information



 
www.leadsafestlouis.org



 
Lead Safe St. Louis Hotline: 314-259-3455



 
arrighij@stlouiscity.com

http://www.leadsafestlouis.org/
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OverviewOverview


 

Diversity within the Target Audience


 

Reading Proficiency, Use of Pictures 


 

Cultural Influences


 

Research –
 

Resources -
 

Planning


 

Testing the Material, Incorporating Comments, 
Testing Revisions



 

Disseminating the Material


 

Team Effort


 

Resources



Diversity within the Target 
Audience



 

Mexican Spanish is not the same as Salvadorian 
Spanish or Cuban Spanish.



 

Between regions of the same country there can be 
variations. 



 

Create a document generic enough to be understood 
by all, make sure it conveys your message or develop 
material for each sub-group.  E.g. grass –

 
zacate, 

grama, pasto, césped; carpet –
 

carpeta, alfombra.



Reading Proficiency, Use of 
Pictures


 

A person might speak a language, but not read it well.


 

Native language preference.


 

Who reads the material for the target audience?  Side-by-side 
translation might work best. 



 

Children are often asked to read and translate the material for 
caregivers.



 

Third grade level reading and writing proficiency works best.  By 
knowing your target audience you  should be able to determine 
the level of proficiency. 



 

The right pictures convey more than a 1000 words.



Cultural Influences



 

The material must be culturally sensitive. e.g. cap


 

Tone and type of language to be used to convey your 
message.



 

Reaction of your audience to the information you are 
conveying. 



Research –
 

Resources –
 Planning



 

Develop a timeline 


 

Assign someone to be in charge


 

Make a list of organizations or partners who you already work 
with 



 

Engage partners early on 


 

Identify partners familiar with the cultural and language issues

 
of your target audience



 

Prepare a budget

Note:  Computerized translations are not reliable because they do 
not relay the meaning of the message. They are best used 
for  accents and spelling.  Eg. lead



Testing the Material, Incorporate 
Comments, Test Revisions



 

Testing the material.  Make sure it:


 

Conveys your message


 

Is understandable by your target audience


 

Is accessible and culturally sensitive for your target 
audience



 

Incorporate everyone’s comments 


 

Test, test and test the revisions.



Disseminating the Material


 

Make sure your material reaches your targeted 
audience.



 

Distribute it through:


 

Partners, Community Based Organizations


 

Businesses and organizations that cater to your targeted 
audience



 

Local Newspapers


 

TV/Radio –

 

through their “event calendar”



 

Be a guest on a radio or TV show



Team Effort


 

Translation is a team effort


 

Someone has to be in charge to make sure things get 
done accurately and on time



 

Coordinate and work with other organizations


 

Communicate the Timeline to Partners 


 

Acknowledge your team, rewarding 


 

Obtaining feedback…….

=+



Resources


 

A third grade class


 

Parent groups


 

Church groups


 

Client feedback


 

Clinics


 

http://babelfish.yahoo.com/


 

http://www.google.com/


 

http://www.dogpile.com/

http://babelfish.yahoo.com/
http://www.google.com/
http://www.dogpile.com/


Thank you…..

Liseth Romero-Martínez
Lead Hazard Remediation Program

1200 W. 7th

 

Street, 8th

 

Floor
Los Angeles, CA  90017

213-808-8828

lmartinez@lacity.org

 
leadsafehomes@lahd.lacity.org

mailto:lmartinez@lacity.org
mailto:leadsafehomes@lahd.lacity.org
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