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• The Bridging the Word Gap Research Network (BWGRN) conducted 
seven research syntheses to identify strengths and gaps in the
language intervention research addressing the word gap.

• These systematic reviews were published in a special issue of Early
Childhood Research Quarterly (Walker & Carta, 2020).

• Dissemination of scientific discovery by researchers is of paramount
importance if we are to make a difference for young children and
families.

• Limitations of traditional research formats for reaching those who 
could benefit most from our findings led us to find innovative ways to
disseminate our research.

• We created briefs in a form that facilitates understanding of research 
findings by practitioners and policymakers.

• Our purpose is to describe the innovative process used and
illustrate the research, practice, and policy briefs developed for
disseminating research findings broadly.
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• To move the needle on closing the word gap, what are 
additional ways to effectively communicate about, and 
disseminate, research findings?

• How can early childhood researchers disseminate research to 
targeted stakeholders to ensure that our innovations are 
adopted and scaled?

• What are the mechanisms available and needed to be 
developed to serve as repositories for innovative 
dissemination?  

• Increasing dissemination of scientific discovery by researchers is 
of paramount importance to make a difference for young children
and families.

• How researchers can effectively disseminate scientific findings to 
have an impact on the people who use the interventions is 
needed. 
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The methods described have implications for early 
childhood researchers for the dissemination of 
research findings using formats that can be
accessible to practitioners and policymakers,
community, and business leaders.

• To translate this research, we developed practitioner, policy and 
research briefs by distilling key messages and tailoring the
information about language interventions for early childhood 
educators and interventionists, pediatricians, nurses, and public
health care professionals, home visitors, policymakers, community
members and researchers.

• Briefs were developed through an iterative process with the design 
team, researchers, and feedback from the target audience of the 
brief. 

• Two-page briefs were created with the targeted messages.
• A strategic plan was used to disseminate the briefs.
• Social media (Facebook (Meta), Instagram, twitter), email, and 

posting to the BWG website. 
• Key influencers in each field were identified and partnered with the 

BWGRN to expand the reach of each brief.

• A weekly campaign for each brief included three postings of 
information which was released to over 1000 organizations 
and entities.

• The briefs have led to 4,000 unique visitors to our BWG 
website.

• The campaign brought in 91 new followers on Instagram and 
113 engagements (new account). On Facebook(Meta) the 
campaign reached 1,528 users with 129 user engagements 
(click, like, share). On Twitter the campaign reached 5,890 
users and produced 1,657 profile visits.
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