talk early.

talk often.
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Meet the Team

PREVENTION COMMUNICATIONS EPIDEMIOLOGY

Mike Rugg Thalita Campelo Pooja Shelke

Subject Matter Expertise Strategy + Creative Data + Evaluation

e Youth substance e Audience-centered e Community data
use prevention messaging e Social media analytics
e Evidence-based e Visual identity & * Measuring reach &
messaging design engagement
e Parent/caregiver e Social media
engagement strategy




Q Describe the key components of a successful
public health social media campaign, including
audience identification, messaging development,

and branding.

Q Explain how community engagement strategies
(e.g., focus groups, surveys, and ambassador
programs) inform campaign development and
support implementation from concept through
launch.

Identify key strategies from the Talk Early. Talk
Often. campaign to design, adapt, and evaluate
social media initiatives within their own

LEARNING ..
OBJECTIVES




Public Health Gommunications

e Public health communications combines evidence-based information with marketing strategies to create
messages that are clear, relevant, and actionable.

e Effective campaigns require intentional planning: Who are we trying to reach? What do we want them to
know or do? How can we best connect with them?

_9
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Marketing 101 The right message + the right audience + the right platforms = greater community impact.



CMSAPG

Central MetroWest Substance Awareness &
Prevention Collaborative (CMSAPC)

e« CMSAPC is a regional, grant-funded coalition
compromising representatives from
o Schools
o Parents
o Youth-serving organizations
o Faith-based services
o Local governments
o Substance use prevention groups
e CMSAPC serves the Central MetroWest
communities of Ashland, Hudson, Marlborough,
Natick, Northborough, Southborough, and
Westborough.




IDENTIFY
IHE NEED




What the Existing Data Showed

e CMSAPC reviewed quantitative data from the MetroWest Adolescent Health Survey (2018 and 2021)
to understand youth substance use, mental health, risk and protective factors, and disparities
across the region.

e Also analyzed qualitative data which included 18 key informant interviews and 11 focus groups
across seven communities.

e The overall assessment identified parental attitudes, caregiver involvement, and youth emotional
regulation as key factors informing the prevention strategies.

Middle school students High school students reporting
reporting high stress were high stress were 1.7 times more

4.9 times more likely to have likely to report past 30-day
ever used marijuana. alcohol and marijuana use.




Action Planning Retreat TRENDLINE

e CMSAPC, Trendline and Bright Solutions
hosted an Action Planning Retreat for all

7 CMSAPC communities KEY TAKEAWAYS:
e Uncertainty: Parents were unsure how
e The retreat prioritized broad to discuss cannabis with youth.
representation including: e Low Confidence: Most parents felt
o Coalition and community members uncomfortable initiating conversations
representing key sectors with youth.
o Youth, parents/caregivers, schools, e Limited Resources: Parents lacked
law enforcement, public health, and guidance and tools to get started on
youth-serving organizations having conversations with youth.

e The goal of the retreat was not simply to
identify which substance had the highest

use rate, but to understand what was ThiS iS What our
driving youth substance use and what cam paig n had to tackle.

CMSAPC could realistically influence.



FROM DATA T0
SIRATEGY




Why Social Media?

Meet parents where they are through
multiple media channels without
requiring meetings or trainings.

Fit into busy lives by integrating
prevention messages into the spaces
parents already use.

Reinforce key messages across
social, print, audio, and community
resources.

Reach families across communities
with consistent messaging designed to
shift attitudes around youth cannabis
use.



LISTEN BEFORE
YOU CREATE




Community Engagement at Every Stage

Don't Assume You Know What Will Work!

« Hosted focus groups with « Tested campaign slogans e Continued gathering
parents, caregivers, and and messaging. community feedback.
community members.

o Gathered feedback on e Monitored responses and

e Used surveys to gather logos, visuals, and social social media engagement.

broader community input. media graphics.
e Used insights to improve
« Met people in their own  Refined messaging and future content and campaign

community spaces to design based on decisions.
understand their needs and community input.

concerns.




BUILD THE
CAMPRIGN




Logo & Branding

Building The
GCampaign

Website Toolkit

Pre-Launch Planning



1.Logo & Branding

e Partnered with 99designs to develop
the campaign's logo and visual identity.

e Explored 100+ logo concepts, narrowing

the options to seven finalists. T e a-
e Gathered feedback from key — I e Rl
stakeholders, including: —— —— —
O |nterna| Staff * %k K K T kkk kK T kkk kK T Ak kK v
o CMSAPC members rxAX T . S R B
, TR -
> Community members EIT weew QSRR JAKERD
e Refined the visual identity based on ahddh  r Akkkk T AkkkA T ek k Ak T
feedback to create branding that
resonated with our target audience. 100+ 7 Community Final

Logo concepts Finalists Feedback Logo!



2.Website ToolKit

| ess

’ We Went beyond Sharing information to talk early Home About Parent Resources v Youth Resources v News & Events Q
provide parents and caregivers with practical tallcoften.
tools and confidence to start conversations —

about cannabis. Talk Early- . ;r _
Talk Often. g e CETH

L D|St|nCt WebS|te featu res inCIUde: How to Start Meaningful
Conversations About
o Storybook Cannabis with Your Children
. . Help your child make informed choices.
O C O n Ve rS a t I O n T I p S .earp'nyhc-w to have open, e‘u‘i;ent:e-bas‘ed
. :altfsnafj?ut [fanna.h_i,&,it? uJL and its
O EV Id ence_ Ba Sed Respon Ses affects on youth development.

O Myths VS. FaCtS Explore Resources —
o Brain Function Tool
o Youth quotes

https://cmsapc.org/our-work/talk-early-talk-often/ \\ /



https://cmsapc.org/our-work/talk-early-talk-often/

3.Pre-Launch Planning

() Established a launch date for the social —
media campaign. | Aok your ke

o Talk_(So They'll Listen):

You don’t have “What would you do if
Start small someone offered you

Stay calm a substance you
weren't sure about?”
Be clear

Listen ® Keep it casual.
Repeat often Keep it honest.

to get it perfect.
Introduced teaser content on Instagram to

build awareness and anticipation. 8
e Sparked curiosity and interest ahead of the

official launch. e pT————
Talk early. | .. vroeommmay R

and stay informed

0 Began engaging parents and caregivers Talk often. & vecosneamnnse
early to build momentum before the full Lt
campaign rollout.




LAUNGH THE
CAMPRIGN




Official Gampaign Launch

e Virtual Launch Webinar

© mwm Hosted webinar to introduce the
o capaign, share key messages, and
Tcdayw_eIaum:hourIatesytrcampaign,‘TaIkEarly.TalkOftgen.“ ) highlight available resources.

“Talk Early. Talk Often.” is a regional prevention campaign
designed to support parents and caregivers in having open,
honest, and age-appropriate conversations with their children
about cannabis use and its impact on youth brain development,

mental et s s cppernes e Coordinated Social Media Rollout

The goal is simple: equip families with the tools they need to

ha i i h I b M
talk often T e Launched campaign content across
& child is in middle school or approaching graduation, it's never

too early or too late to start the conversation. Instagram’ FacebOOk’ and Other

=)

talk often.

YOUTH CANNABIS USE

@ G‘) Be sure to follow us on social media as we'll be sharing .
Z00M i resources, data, real stories, and guidance on how to discuss thse C O I I I I I I u n I ty C h a n n e I S o
Tueeday, i i 1:0iAMito topics with your families, students, and communities.
October 7, 2025 (link provided after 12:00 PM
registration)

CMSAPC is a regional, grant-funded coalition made up of
schools, parents, youth-serving organizations, faith-based
services, local governments, and substance use prevention

Start the Conversation, groups. We serve the Central MetroWest communites of e Reached Parents & Care g ivers

Ashland, Hudson, Marlborough, Natick, Nerthbarough,

g Southborough, and Westborough. . oy e . .
Shape ThEIr FUture. These towns work together under the shared belief that Began engagl ng fam II Ies Wlth pratlca I

prevention is a community effort, with every member playing an

important ol in moving s losr o our shared goas. Ou tools and evidence-based information.
OQe v W

26 likes
October B, 2025

e Built Momentum

The launch marked the start of a
broader community effort to encourage
early, ongoing conversations about
cannabis with youth.

REGISTER NOW AT :

www.tinyurl.com/CMSAPCWebinar @ Add a comment...




EXPAND YOUR
REAGH




Beyond The Social Media Feed

Our campaign extended beyond online posts through community relationships, trusted messengers,

and local visibility.

o
DIGITAL

VIDEDS/

REELS T BILLBOARD M sponsoRSHIPS

AMBASSADORS & PRINT
SIGNAGE




VIDEOS/REELS

e Short-form video content was producing
the best numbers on social media.

e Reels/videos included:
o [Interviews with trusted, well-known
community members at local events
o Interviews with CMSAPC members
= 15-20min interviews about
prevention & campaign that we
shortened into one-minute
segments & posted with captions
as reels

e Video recorded interview with local news
channel.

o O

£ hitpsyfwwwyoutube com/watchfv=rilaRlQsdmid

B YouTube

'.-E..':‘FI-E

G

mike rugg marlborough

Mike Rugg
CMSAPC

Marlberough Minute - Recovery Roundtable

et W

WMCT-TV Marlborough, Massachusetis

Y

A Eharn

1 coun




e Sent customized PR boxes to

selected, trusted community
members.

e Encouraged ambassadors to
share the campaign on their

social media platforms.

e Provided campaign materials

and information to make sharing
easy and accurate.

e Leveraged trusted community

voices to expand reach '
. and
credibility. e

rative

@ October 6, 2025 5:49PM

', saddhudson

l.u.ﬁ. ~

@pawsitively.pablo

oI5

ition 2nd Centra

Central MetroWest Substance Awareness & er gt e

| | i s

LY, # Pul by M ] OB . ollaborative h U: yitsls o
Pravention I . s - it H dson praven i Cob -

Miest Substance pugarenass
T . resource: Centd MetroiWest ubstance
i ted 1o share @ great communiTy sopurce. &

1l | wiEn i 22 gre |
N . 15 and ome memiers o7 ihe

fren i out sUP oring parEnt )
O o o F-'d 1eens about cznnabis.
~ pyyersations W th kids @ E

& PreveE

start the
conugrsation

Shape
thetr

rasources oF
.

v 3 62025 341PM
- el

Start the
conversation

s Q O VY

&2 Liked by abrianna.huerta and others
saddhudson Wednesday was a big step for us!

SADD held our very first Arc Enrichment at HHS, where % fit:T:'L'EG'nard

e gat the (:hahte to lnll’Odle whno we are a Id L hE we Lent Ll We . 5 L] ene Preve n Lollaborative e ars nching 2
-10 {0 St”tler\ts a(jrgsq { i Iereﬂt age TOL “S W o |alEd L ia- - E oWest Substance Awareness & EW ] Il al g & I | ll : II]‘ H r..‘l.
. - “ I l T : l : f 2w nitiative and . L [ E i j oo -
o - | g ; r ) : ative and | am very excited to be a Fa't of it e Marlbo C._g' .‘:"“I:IIEE Iu F'-...e- ] > - 3 III

i X - is one of several coalitions i
campaign, encouraging real conversations that matter. .:"ilcre;. :;J;T; ons in Central MetroWest to be 3 part of helping

. e e nces. Let us know if you'd like to join parents talk to their
The feedback we received meant sO much. It was great ar school! See less ! ike 12 jo -
to see students engaged, open to our ideas, and willing
to be part of the conversation.

us or how we can help your family

lo insights to show @
Huge thank you to our officers: Gabriella, Maliyah,
Abrianna, and Sol, for all the effort and time you put into S .
making this happen. And thank you to Mr. Knoft for '
always supporting and guiding us. oo

This is just the beginning &

#studentvoices

Talk Early. Talk Often.
brand ambassador PR box < |



DIGITAL BILLBOARD
& PRINT SIGNAGE

e Digital billboards promoted the
campaign along the bike trail and at
the downtown Armory building,
reaching areas with high foot traffic. . ]

Hudson Youth Substance Awareness & Prevention Coalition

talk
o B SheX:

en.

e Community signage displayed
campaign posters at a local baseball
field to increase visibility.

Start The
 J) Conversation,
Euture.

A campaign about open communication
to prevent youth cannabis use.

Learn more at CMSAPC.org

e Reinforced campaign messaging in eq

everyday community spaces,
reaching audiences who may not
engage with us on social media.

®
-



SPONSORSHIPS

e School Event Sponsorship: Sponsored
a DJ and hosted an information booth
at a middle school dance.

e Community Event Sponsorship:
Sponsored a hole at the RF Wood
Foundation golf tournament.

e Strategic Outreach: Used local
sponsorships to increase campaign
visibility, strengthen community
relationships, and reach families in
familiar settings.

P83 TALK EARLY. TALK OFTEN.

A regional prevention campaign designed to empower parents
and caregivers to have open, honest, and age-appropriate
conversations with youth - starting early and continuing often.
A program of the Hudson Health Department.

3 Key Facts Parents/Caregivers Should Know

A Growing Brain Needs Guidance - A child’s brain

@E} keeps developing well into their twenties. Early
exposure to any substance can be dangerous. This
can even mean substances that are legal for adults.
Substances can interfere with healthy brain growth,
learning, and emotional well-being.

Your Influence Matters Most - Kids look to their
parents and caregivers for guidance long before
they start hearing things from friends or social
media. Starting conversations early about making
safe, healthy choices helps build trust and keeps
them coming to you with questions later on.

You Are Not Alone - Talking with kids about
substances and other touchy topics can feel tricky,
but you don't have to do it alone. For easy
conversation starters, helpful tips, and tools to
guide you through these conversations, visit
WWW.CMSsapc.org.

StartithelConversationtshapejlheirFutures

Follow on social for campaign updates and
resources. Visit our website to access the
Talk Early. Talk Often. Toolkit. J

talk often.

*Campaign advertisement featured at the school event.



WHY DOES THIS MATTER?

v Expanding Your Reach: Connecting with audiences beyond
your existing social media followers.

v/ Building Trust & Credibility: Using familiar faces, community

partners, and trusted messengers to strengthen connections.

v Meeting People Where They Are: Sharing messages across
digital platforms and everyday community spaces.

+/ Increasing Engagement: Using different formats and
outreach strategies to encourage interaction and
participation.

v Creating Multiple Touchpoints: Reinforcing campaign
messages through repeated exposure across different
channels.

BILLBOARDS & SIGNAGE




MEASURE & ADAPT




WHY WE TRAGK THE DATA

TETO is not just about creating resources and putting them online. We want to understand how people find,
engage with, and respond to our content and use what we learn to improve the campaign.

What We Measure: What It Helps Us Understand:

. Where our content is reaching people and how far messages
Reach and views g peop g

Spread.
Engagement and shares Which topics and formats are worth building on.
Questions and feedback What concerns or misconceptions we should address.

Whether people explore additional resources and what may

Website and webinar activity :
inform future outreach.

Our goal: Use data to learn, adapt, and connect more parents and caregivers with useful resources.



Reach and Engagement Didn’t Always

Tell the Same 3Story.

Website Reach Engagement g reniozegre

Website Reach Engagement Rate

JAVASN
/

v

Higher website traffic didnt always mean stonger engagement!




=

44%

of total website
engagement time came
from the TETO page.




BEFORE THE CAMPAIGN:

Your profile

Post insights

Central MetroWest Substance A... |

Published by Leias V. Nimda @ -
October 26, 2024 - &
When creating a family agreement about
substance use, it's important to be clear,
consistent, and fair. Start by outlining the
specific rules regarding drug and alcohol...

Comment as Central Metrowest Su...

Views over time ©

® This post @ Your typical content

Followers vs. Non-followers @

86.7% 13.3%
13 2
Non-followers @ ® Followers

AFTER THE CAMPAIGN:

Your profile

Post insights

% Central MetroWest Substance A.. .

Published by Instagram @ - )
5]

The best conversat
a problem. They start long before one ever
happens.... S5ee more

How to Conne

Effectively wit
Young People

462 Facebook views 0

® This post @ Your typical content

400

300

200

Viewers

Instagram views

Followers vs. Non-followers @

64.9% 35.1%
300 162
Mon-followers @ ® Followers




What We've Learned S0 Far

0 Practical Content Resonated e Partnerships Expanded Reach

« Tuesday Tips averaged 132 people * Posts featuring community
reached per post. members and partners generated

e “Use open-ended questions” engagement.

reached 480 people on Facebook e Municipal website referrals
and 262 on Instagram. created additional opportunities to

connect families with resources.

e Timing & Distribution Matter Q Keep Evaluating

e More campaign posts didn't e Track which content formats and
automatically lead to more website partner channels perform best.
Visits. e Explore whether caregivers feel

e April's traffic peak coincided with in- more confident starting
person tabling events. conversations with their children.




\

17/
Start with a clearly Know your audience and Leverage the relationships
identified need. involve them early. you already have.

3
lll

/
-~

S

Measure, learn, and adapt. Make sharing part of your strategy.



QUESTIONS?
THANK YOU!

Mike Rugg
mrugg@townofhudson.org

Thalita Campelo
tcampelo@townofhudson.org

Pooja Shelke
pshelke@townofhudson.org

!' Follow us qn.social
media or visit our
webpage:

r.;.-%_|
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