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Health Promotion Advisor,

State of New Hampshire
P Bureau of Drug and Alcohol
Services




* How to create a message that lands for your target
audience

* The important considerations for creating a social
marketing campaign

* Howto get your message out there when you don't
know where to start
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Lessons Learned
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Engage with key influencers
before beginning the
campaign

» Sticker Shock campaign
vs. small town selectboard

* Key influencers being on
board first can help you get
the process rolling by
talking up the strengths of
your campaign

* Key influencers help foster
more buy-in
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Lived experiences not fear
tactics

Inviting in people who have
lived what your campaign
focuses on

Humans are storytellers by
nature, connecting via
storiesis goingto be a
bigger impactthan a fear

Especially good to
consider when creating
materials/testimony for
lawmakers

Also does well in social
media campaigns

9/29/2025
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Focus group your campaign
priorto rollout

* You think you know the

language and word
choices of your target
audience, but doyou?

Leave editing time in your
process for after the focus
groups

Underage Drinking Social
Marketing campaign
example



Some Lessons Learned

Combating misinformation and disinformation
Stick to the facts — the gut reaction is to do a myth vs. fact piece, this actually can reinforce the myth

Combat flash with flash — One of the things about the disinformation crowd is that they love a loud, probably scary
claim. When combating disinformation, create equally eye-catching statements (minus the scare tactics)

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

Using Artificial Intelligence: Itis a tool and when used well it can be really helpful, butitisn’t something that we
should blindly accept because it can spread misinformation without you realizing it. When using Al, review it for
misinformation before publishing. I’'ll talk about Al more in the tools section.

Misinformation: Disinformation:

The unintentional sharing of false The intentional sharing of false information.
information They want to push the false narrative
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Crafting Your Message

09/29/2025



Crafting Your Message

First things first

You need to determine your target audience; this will help you figure out what phrasing to use for your message.

This helps us make a message that lands for our audience.

What How
* Behaviorsdo they Who Where * Would they see this

« Age * Dothey live?

LENAK « Demographic e Typeofareaitis message?

* Arethey looking for .p P * Do theyreceive their
: Information : :
right now? information?
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Crafting Your Message

Step 2

You have your target audience, you know where they are, and you know what phrases are going

to resonate the best with them.

Now you get to create your message. Some key considerations are:

Keep itclear Does it reflect the values
* This means no of the target audience?
acronyms or jargon Go back to the “What”

e Straightforward — does section of your who,
it translate into other what, where, how matrix
languages well?

NH Department of Health & Human Services | Division for Behavioral Health 09/29/2025

Make it eye catching—
Bold colors, pops of
color, using phrases that
really hit home for the

target audience. In social
media terms, we want to
break the scroll of their
nightly doomscrolling
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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

* Qualitative and quantitative—Qualitative measures are narratives. This is the verbal feedback you get in your focus groups
and the fill-in sections of the survey. Quantitative measures are data informed and numbers based like the YRBS.

* Social Media Metrics—These are data metrics that measure the “reach” of your post. How many comments, likes, shares,
and views a post gets can inform the impact of the post.

* MailChimp/Constant Contact and other email blast services can tell you open rate, delete rate, spam, etc.

» Estimations—If you were to put a PSA in a movie theater, can the movie theater give you exact amount of people who saw
your message? Or is it estimated based on ticket sales?

* Survey Tools - SurveyMonkey, Qualtrics

And when you nail that campaign, you contact Service to Science foritto become an evidence-based practice.

‘@“mps,,%
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Creating Your Campaign

Step 3

You have your message and your target audience archetype, so let’s
get to creating!

* Choose your marketing methods based on your target audience
(social media only vs. print campaigns vs. PSASs).

* Data should be used to enhance the story. Using too many
numbers can make some immediately scroll away.

* Evidence-based strategies

* Empowerment statements (a message of hope or empowerment
that inspires the viewer to act) and the callto action:

* When we end the post, we want to include the “Well, what next?”
* |ttellsthe viewer what purpose this post has

* “Clickto learn about how prevention is happening in your
community” and “We can make a difference together”

NH Department of Health & Human Services | Division for Behavioral Health

North Country Regional Public Health Network
(RPHN) recently used YRBS data to educate
school administrators about the past-30-day
misuse of prescription medication among

high school students. Doing so helped

North Countiry RPHN get much needed harm
reduction supplies into the school.

Students who reported it was easier to get
prescription drugs had 6.8 times greater
odds of using prescription pain medicine
without a prescription.
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Creating Your Campaign - Best Practices

ADA/ 508 Acronyms
Compliance and Jargon

Regional

YES Public Health

Network

NH Department of Health & Human Services | Division for Behavioral Health
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Text
Positioning

Left-alighed
Is your friend

Center-
aligned is not

how your
brain reads



Creating Your Campaign - Best Practices, Reading Level

In an ideal world, we want to create our materials to reach a 6'" grade reading

level.
Why?

It’s easier to translate

and

It helps folks who speak English as a
Second Language

and

It helps those with learning differences

NH Department of Health & Human Services | Division for Behavioral Health 10/3/2025




Creating Your Campaign - Best Practices, Reading Level

Example:
I

“Our community has strengthened its approach to substance use
prevention by implementing evidence-based education, fostering
cross-sector partnerships, and promoting harm reduction
strategies to support long-term public health outcomes.”

= 0" grade reading level

“Our community is working hard to stop drug and alcohol
problems by teaching people, helping each other, and making
safer choices together.”
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Creating Your Campaign - Best Practices, White Space

This is a slide overwhelmed with information: Sales

---‘

m1st Qtr = 2nd Qtr = 3rd Qtr 4th Qtr
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Creating Your Campaign — Best Practices, White Space

This is a slide with plenty of white space, and we can Sales

understand the data being presented.

mIst Qtr = 2nd Qtr = 3rd Qtr 4th Qtr
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Creating Your Campaign - 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.

* No lower than 12 point font

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

Aptos Arial

| will always love
Prevention!

| will always love
Prevention!

NH Department of Health & Human Services | Division for Behavioral Health 9/29/2025




Creating Your Campaign

Let’s talk about languages and translation

New Hampshire as a whole reaches the minimum required
(1%) to need translation in Spanish

Some regions will have other translation needs such as
Portuguese, Bahasa Indonesia, or French

One of the reasons why we shoot for a 6" grade reading level
in our campaigns is because it translates easier

g‘“mps%f
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Getting the Message Out
There
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Getting the Message Out There - One message, multiple avenues

Having more than one
message can get
confusing, it’s best to
keep it to one clear
message to be used
over multiple channels

NH Department of Health & Human Services | Division for Behavioral Health
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Which channels are you using?

Social media (Facebook, Instagram,
TikTok, Threads, Snapchat, LinkedIn,
YouTube)

Even this is demographic dependent—If
this is a safe storage campaign for elderly
people, you aren’t using TikTok

On theflip side: If this is anti-vaping for
teenagers, you wouldn’t use Facebook

Print flyer for community
outreach

Email lists
Localaccess TV
Spotify/Pandora Ads




Getting the Message Out There

Multiple messages, multiple avenues

Sometimes you will need to have messages to reach
multiple audiences.

Let’s say you are doing an underage drinking prevention

campaign for the whole community before prom season.

The goalis to raise awareness of social host liability laws
and to prevent adults buying alcohol for teens.

NH Department of Health & Human Services | Division for Behavioral Health

Hosting isn’t
helping — or
keeping them
safe

Help Teens
Stay Alcohol A drink for
Free them could

cost you 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:

* Nike “Just Do It”

* McDonalds “I’'m Loving It”

Micro messaging gets specific for a smaller audience. This is for our more tailored, targeted
message with a specific goal. Thisis our underage drinking prevention campaign for parents and
caregivers.

Macro: Micro:

Drive sober or get pulled over Dover Youth Don’t

NH Department of Health & Human Services | Division for Behavioral Health 09/29/2025




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

9/29/2025
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Getting the Message Out There

Keyinfluencers

Livingin the social media age we see and hear about influencers selling products for big
companies. How can we, as prevention professionals, use this same system?

Think to yourself: who are your local influencers? And how do those influencers work with your
target audience?

Some influencers:

School personnel (principals, teachers, superintendents, SAPs, etc.)

Police, Fire, EMS

Faith leaders

Local coalitions

Mayors and selectmen boards

NH Department of Health & Human Services | Division for Behavioral Health 09/29/2025




FREE Marketing Tools

Canva - Free and easy to use web-based material design site. It has pre-done templates and
stock images and elements. There is a paid option to do more with.

Publisher — Microsoft office suite design platform. | find it limited in what you can do but for a
simple flyer it would work fine.

PowerPoint

Artificial Intelligence - yes, | did mention Al in the misinformation section, butit can be a
useful tool for word-smithing your campaigns and creating outlines.

Stock Images - There are several online stock image sites for free images such as Pixabay and
Pexels. Adobe photosis great too but itisn’t free.

Accessibility Tools — Such as online font and contrast checkers. | will be including a reference
sheet with this presentation that has the checkers that | like to use.

NH Department of Health & Human Services | Division for Behavioral Health 9/29/2025




Q&A
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Breakout Rooms
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Resources:

“10 Strategies for Effective Health Communication.” Health Equity Resource Library, 2024,
healthequityresources.nnphi.org/resource/10-strategies-for-effective-health-communication/

CDC. “Health Communication.” Gateway to Health Communication, 7 Oct. 2024, www.cdc.gov/health-
communication/php/index.html.

“Communicating about Public Health.” De Beaumont Foundation, 30 Jan. 2025,
debeaumont.org/resources/communicating-about-public-health-toolkit/.

“Communicating Effectively with People with Disabilities.” ADA.gov, 13 Feb. 2023,
www. ada.gov/topics/effective-communication/.

Dauchess, Alexandra. “Designing Effective Health Campaigns: Strategies for Public Health Professionals.”
Marymount University, 23 May 2025, marymount.edu/blog/designing-effective-health-campaigns-strategies-
for-public-health-professionals/.

Press Room. “Combating Misinformation and Disinformation: A Resource Guide.” DISA, 17 Jan. 2025,
disa.org/combating-misinformation-and-disinformation-a-resource-guide/. Accessed 28 Aug. 2025.

WebAIM. “WebAIM: Contrast Checker.” Webaim, 2025, webaim.org/resources/contrastchecker/.
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Thank you.

Contact us:

Elizabeth Duffy M.P.H., CHES
Health Promotion Advisor
Elizabeth.B.Duffy@dhhs.nh.gov

09/29/2025
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Visit us at NHTAC.org

We are here to help you
iImprove outcomes.

NHTAC provides technical assistance to practitioners, communities, policymakers, and other

stakeholders that work across the alcohol and other drug continuum of care.




Your feedback is important.

Please help us continue to improve your CoP
experience by completing an evaluation at this link
or by scanning the QR code:

https://www.surveymonkey.com/r/PrevCoP92925

CoP Evaluation
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