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Objectives

AlLearn how to develop messaging using
social marketing, interviews, and
storytelling to bolster prevention
communication.

AlLearn about best practices for
structuring and filming video interviews
to communicate public health
messages.

AUnderstand strategies of and channels
for dissemination of prevention
messaging.
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Crafting Your Message
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Crafting Your Message

First things first

You need to determine your target audiencehis helps us make a message that lands
for our audience

AWho: Age, demographic
AWhat: Behaviors do they have, what are they looking for?

AWhere: Do they live? And the type of area
AHow: Would they see this message? Do they receive their information?
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Crafting Your Message
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Keep it clear

Remember the values of the target audience

Make it eyecatching
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Creating Your Campaign
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Creating Your Campaign

Evaluation Planning

Have a plan in place for how you are going to evaluate the effectiveness of the
program. This means clear objectives and measures.

Yes, even before you create the campaign
AQuialitative and quantitative:
ASocial Media Metrics
AMailChimp/Constant Contact
AEstimations
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Creating Your Campaign

You [‘la\,/e yQ,UI' message and your target North Country Regional Public Health Network
cel RIJUHIJE Wt Y WG 13 q] K1 LUD |J ¢ (RPHN) recently used YRBS data to educate

school administrators about the past-30-day

AChoose yourmarketing methods based on misuse of prescription medication among
your target audience (social media only vs. high school students. Doing so helped

. - North Country RPHN get much needed harm
pl’lﬂt campaigns vs. PSAS)' reduction supplies into the school.

AData and Storytelling Students who reported it was easier to get
. : prescription drugs had 6.8 times greater

AEVldence-based Strategles odds of using prescription pain medicine

AEmpowerment statements (a message of without a prescription.

hope or empowerment that inspires the
viewer to act) and the call to action:
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Creating Your Campaign T Best Practices

ADA/ 508 Acronyms
Compliance and Jargon

Substance
YES Use Disorder
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Text
Positioning

Left-Aligned
IS your friend

Center
aligned is not

how your
brain reads



Creating Your Campaign T Best Practices, Reading Level

In an ideal world, we want to create our materials to reach @&%6grade reading
level.

Af qkt WIJct Rilgllg VILG Ic B WelRPW MWK e G5 ¢!t We W
G6I1 ¢t 13t WecUl Ws Yl T+ W YURKqWacaq#HEGS LWs 6 ¢ qll

A It helps folks who English as a Second Language

A It helps those with learning differences
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Creating Your Campaign T Best Practices, Reading Level

Example:

I 2¢UHDII WADET RUDWx W2WdalWmwb8el WHYOGO2URq!
substance use prevention by implementing evidencébased education,
fostering cross-sector partnerships, and promoting harm reduction strategies
to supportlong-q 131 0 WGe HIGRHWGE JchdaqéWYeqrRYOIIt O

th/gth] | ¢ T WWAICET RUNDWx W2WWdalWmb8el WHRYOGG2 URGq! L
alcohol problems by teaching people, helping each other, and making safer
H6YRHBIIt WaqVYNWIqqb Il o
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Creating Your Campaign T Best Practices, White Space

This is a slide overwhelmed with information: Sales

---‘

m1stQtr = 2nd Qtr = 3rd Qtr = 4th Qtr
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Creating Your Campaign T Best Practices, White Space

Sales

This is a slide with plenty of white space, and we can
understand the date being presented.

m1st Qtr = 2nd Qtr = 3rd Qtr = 4th Qtr
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Creating Your Campaign T Best Practices, Font and Font Size

This is more on ADA/508 Compliance. We want our materials to be easily read
by people who are vision impaired.

ANo lower than 12 point font

AChoose a font that clearly shows a difference between an uppercase | and a
lowercase |

Aptos Arial

| will always love
Prevention!

| will always love
Prevention!
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Creating Your Campaign T Best Practices, Mobile View vs. Desktop View

There are many people that solely use their g
cell phones for looking at social media or X
looking at information. Will your font and
spacing still look correct?

~

A

»”
Be sure to test your campaign materials on

both the desktop and cell phones before
finalizing.
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Creating Your Campaign

X IJagKkt Wacecdt WEcHYeaqWicUNec¢cNIJt We Ul Wal
New Hampshire as a whole reaches the minimum required (1%) to
need translation in Spanish

One of the reasons why we shoot for al'bgrade reading level in our
campaigns Is because it translates easier
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Creating Your Campaign

Pictures matter
i 6c¢caqllf W YUK qlls ¢ Uaq Wayy
pictures that could be seen as triggering.

Instead, we want to fill our campaigns
with messages of hope and belonging
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Typical and nontypical
message sharing

DHHS
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Getting the Message Out There

Typical Channels
Facebook is 21 years old
Instagram is 15 years old
Snapchat is 14

Spotify is 19

TikTok started 9 years ago as a Chinese
app but has been TikTok as we know it
for 5 years

UT Wf k20W6c¢T We WAc UT Y
since 2008
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Getting the Message Out There

Demographics of the channels

Facebook: Millennials and Baby
Boomers use most frequently

Instagram: Largest age group is 2534

Snapchat: mostly under 35 with 1824
being the largest group

TikTok: Largest group is 124
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Getting the Message Out There- One message, multiple avenues

CCcZRUDWAGY!I WWag6cUWYULWaWY+ ¢NUIWHECUWNIa WH
message to be used over multiple channels

ASocial media (Facebook, Instagram, TikTok, Threads, Snapchat, Linkedin,
YouTube)

APrint flyer for community outreach
AEmail lists

Al ocal access TV
ASpotify/Pandora Ads
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Getting the Message Out There

Hosting
Multiple messages, multiple Rt UK
helping T or

avenues keeping

them safe
—l

X IJakt W ¢! W Yewel ywl (RUON
drinking prevention campaign for the

. Help Teens
whole community before prom season. Stay
The g_oal_ IS 10 raise awareness of social Allgohol them could
host liability laws and to prevent adults €€ cost you

buying alcohol for teens. your future
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Getting the Message Out There

Macro Messaging vs. Micro Messaging

Macro messaging is a large audience. Think of some big brands,
they use one familiar message designed to resonate with a large
audience

Micro messaging gets specific for a smaller audience. This is for
our more tailored, targeted message with a specific goal.

NH Department of Health & Human Services | Division for Behavioral Health 12/8/2025




Getting the
Message
Out There!
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Macro
Whole community
"Drive Sober, or Get Pulled Over”

Macro

Whole Sub-community
“Parent’'s Who Host, Lose the Most”

Middle

Specific Sub-Community
“One Voice Youth®

. Micro
~ Targeted Group
“Dover High
Doesn't

12/8/2025
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Getting the Message Out There

Key influencers
Some influencers:

- School personnel (principals, teachers, superintendents,
SAPSetc)

- Police, Fire, EMS

- Faith leaders

- Local coalitions

- Mayors and selectmen boards
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Getting the Message Out There

Non-Traditional Channels

Enter in nontraditional formats that play off of the storyteller
format:

- Video voice projects
- Podcasting
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Getting the Message Out There

AOther Long Form Content
ASocial media lives to give the opportunity for Q&A
ABlog articles
AHow-to guides/eBooks

NH Department of Health & Human Services | Division for Behavioral Health 12/8/2025




Some Lessons Learned

Combating misinformation and disinformation
Misinformation: The unintentional sharing of false information

Disinformation: The intentional sharing of false information. They want to
push the false narrative

Combat it with:
AStick to the facts
ACombat flash with flash

Alnclude sources to back up the correction and promote critical thinking
where possible and appropriate

Artificial Intelligence

NH Department of Health & Human Services | Division for Behavioral Health 12/8/2025




Some Lessons Learned

Lessons Learned:

AEngage with key influencers before beginning the campaign
AlLived experiences not fear tactics

AFocus group your campaign prior to rolbut
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Scenario Groups

A Dkl JWNYRUNDWaVYWHI Jet W Ye We GWRUqYWN! Ye C
AThere are 3 scenarios that we will pass out to you
AFollow the prompts on the scenarios
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Scenario 1 T Report out

AThe Schootboard presentation
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Scenario 2 T Report out

AThe Social Norming Campaign
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Scenario 3 T Report out

AThe Legislation Presentation
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Bonus Activity:

We are creating a campaign highlighting youth voices for Cannabis
prevention.

Key objectives:
- Increase perception of harm among youth
- Decrease rate of past 3@day use
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Q&A
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Resources:

ANMWE ql ¢ qUNRIY Wn Y1 WE N n IHatREy it Resbarded,ibra@o24, 6 e URHC qR Y U O LU
healthequityresources.nnphi.org/resource/10-strategies-for-effective-health-communication/

97?9 0WmBbe J¢E U qd W Galeway thRIEREhoCRNYNUIKBAatiHn 7 Oct. 2024, www.cdc.gov/health
communication/php/index.html.

mIYOUde URHCE qRUDNLWE HBeeBadliRantHrduRddtlbin 30 dafi. 0230w LU
debeaumont.org/resources/communicating-about-public-health-toolkit/.

mIYOGGaURHEC qRUNDWEN N UHEqR2 1J0 ADAsgRdARA 2DY3G T JWs Ra 6 W? Rt ¢ ARG RqRIJt O LW
www.ada.gov/topics/effective-communication/.

DauchessAdll G W+¢ UT | ¢ OWm?2 13t RDURUNWENNWHAqR2JWc DeciqéLl9¢aGeRNUY alEq! ¢ qNRI
Marymount University 23 May 2025, marymount.edu/blog/designingeffective-health-campaigns-strategies-
for-public-health-professionals/.

AYYOGAWAI 3t OWBIYGHECqRUNW~RYt RUnYIl G¢cqRYUOWe UT W?2 Rt ROUNYIlI G¢ecqRYUalWl WAL Y
disa.org/combating-misinformation -and-disinformation-a-resource-guide/. Accessed 28 Aug. 2025.

WebAIMOWebAIVa W9 Y U q | ¢t \ydh&ng DB, Wibaiodid/resourcestontrastchecker/.
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Thank you.

Contact us:

Elizabeth Duffy MPH, CHES
Health Promotion Advisor
Elizabeth.B.Duffy@dhhs.nh.gov

09/29/2025
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New Hampshire
Technical Assistance Center

The Power of Stories:
The Youth Risk Behavior Survey in Action

December 8, 2025
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Why the YRBS Videos & Toolkit Are Needed

The YRBS is like a mirrord it reflects what is happening in young
peopleds |1 ves within thelir communi:t

A Underscores that youth risk behaviors are community issues.

Demonstrates that the YRBS can be a powerful tool in improving
academic achievement and life outcomes.

A

A Showecases both youth and adult voices sharing how they have used the
YRBS and why it is important.

A

Is designed to increase support at all levels.

3
o]
@ ) growth
partners

NHT Q New Hampshire
Technical Assistance Center



YRBS Video Project Process

o >

o To I

Developed questions for youth and adults.

Designed protocols for interviews (including parental consent
for youth participation).

ldentified sites to assist with youth and adult recruitment:

v Dover

v Littleton

v Manchester

Recruited a wide range of interviewees.

Conducted onsite interviews and videography Jan.i Feb. 2024.

Developed youth and adult reels Aug. 2024. Q)o?
P

growth
artners

NHTAC i

stance Center
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Louisa
Student
Dover High School










Orenth ParmBrs Cormec!




Beautiful Template
nspired Stories!
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To access online YRBS Toolkit: e
https://nhtac.orqg/vrbs-in-action ﬁ%

Or contact: Laurie Barger Sutter,
laurie@growthpartners.lic

\°;
o
&3 ) growth
partners

NHT Q C New Hampshire
Technical Assistance Center



https://nhtac.org/yrbs-in-action

Effective
Prevention
Communication

In Advocacy




Solving problems
through policy change.

New Futures works to improve the
health and well-being of all Granite
Staters through public policy
change and civic empowerment.
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how we do It

\G%I/

Promoting
Civic d
Engagement Building
to empower Granite PartnerShlpS Advancing
S(;[ﬁt%rssutgst?rlfeeyacc;lr%n EdUCatlng to Wolrk togethﬁr IEIO“ I E)lﬁlbllc POIle
about. Communities > 2 roblems. 2 ' o build a brighter

L healthier NH.
about the legislative

process in NH.



what we support

Our policy priority areas span all stages of life.

Early Childhood

Improving access to quality child care,
strengthening families, and reducing adverse
childhood experiences.

Health Care Access

Ensuring access to quality, affordable health
care.

Healthy Aging
Supporting choices and access to care for
older adults.

Childrends Behavio
Health

Supporting a comprehensive system of care

for childrends ment al healt

Eo

Substance Use Disorder

Addressing stigma and discrimination in care for
those struggling with substance misuse.

Public Health

Protecting New Hampshireos

Regulation of Addictive

Products

Preventing substance use through community
education and regulatory strategies.



our impact

2023-24 legislative sessions

[ JIOc C AUVOCalc O U
ackec nolicies signec Jined ke
D Ic
More than $1 Billion $324.68 Million  $675.78 Million
secured for programs support i [gafungeddalass ¢ ?ﬁilgoilsrsasq?cured

children, families, and individuals
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New Futures makes it easy to Advocate |

eam about the hills
Take action links + forms

Share your stones
ACCESS resources



http://www.new-futures.org/current-legislation

newiutures» ...

CivicEmpowerment v Issues v NHKidsCount v Take Action v
SOLVING PROBLEMS THROUGH POLICY CHANGE

i | 2
Protect Teeq{iléjiees and the Youth Ris

(i
il
il
il

Every day, Granite State schools, parents, and communities work together to maximize student
academic achievement and enhance life outcomes to keep our state prosperous, safe, and thriving.

But how do local communities know where to focus prevention resources? One way has been through the
confidential Youth Risk Behavior Survey, also called the YRBS.

This completely anonymous and voluntary survey allows young people to share their real-life experiences
while maintaining their privacy. The YRBS is tailored to meet the specific needs of Granite State students
and families and requires only about 40 minutes every two years.




n e u ures )) About Us v

CivicEmpowerment v Issues v NHKidsCount v  TakeAction v Q
SOLVING PROBLEMS THROUGH POLICY CHANGE

Abo ut The original language of would have merely added a requirement that schools share a
copy of the Youth Risk Behavior Survey questions with families via email at least ten days before

the Bi" students take the survey.

However, a committee amendment to the bill altered the language and now the bill would change the
survey from an opt-out to an opt-in, which could significantly reduce participation and no longer show
a clear picture of the behaviors of Granite State youth. This could hamper the efforts of parents, schools,
and communities to keep young people healthy.

Take
Action




examples of advocacy

Calling

Elected
Officials

Emailing

Elected
Officials

Participating
In a Public
Hearing

Coffee with

an Elected
Official

Writing a

Letter to
the Editor

Legislative
Events or
Breakfasts

Social
Media

Participatin

g in a Rally

and more!



Stories are
proven to be

stories_
humanize

policy
@ effective at
changing minds

| . | than data alone
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what 0s
effective
advocacy
message?




advocacy

message
template

Introduction

Include any relevant information about
yourself and your connection to the issue.
(lived experience, work experience,
educational background, etc).



