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Prevention communication is most 
effective when used as part of a larger 

prevention strategy.

Communication alone isn’t the answer.

Part of a multifaceted approach.

Based on evidence and research.



Health 
Communication 
is the use of communication 
strategies to inform and influence 
individual and community decisions 
that enhance health.

Social Marketing
is the use of marketing theory, skills, 
and practice to achieve social change, 
promote the general health, raise 
awareness, and induce changes in 
behavior



Don’t lecture, guilt, 
or shame.

• Particularly in youth 
culture, using 
substances is often 
viewed as part of 
becoming an 
independent adult. 
Framing substance use 
avoidance simply as an 
unbreakable rule can 
cause individuals to 
seek it as a form of 
rebellion.

Don’t encourage 
sensation-seeking. 

• Recounting days of 
college experimentation 
without explaining the 
negative consequences 
can encourage youth to 
conclude that using 
drugs is survivable and a 
normal part of growing 
up.

Don’t use scare 
tactics. 

• Scare tactics challenge 
some to prove that their 
authority figures are 
wrong. Individuals who 
believe a presentation is 
exaggerated or untrue 
may ignore the meaning 
of the message.

Don’t illustrate or 
dramatize drug use. 

• Such depictions may 
encourage and/or 
inadvertently teach 
people ways to prepare, 
obtain, or ingest illegal 
substances.



Frame the conversation as a 
health issue. 

• Talking about substance use as a 
health issue puts it in a context 
that our society has learned to 
view positively and openly. Just 
like annual check-ups and cancer 
screenings, substance abuse 
prevention should become part of 
an individual’s list of overall health 
concerns and health-promoting 
activities.

Use person-first language. 

• Person first language (for 
example, reference to “a person 
with substance use disorder” or “a 
person with depression”) suggests 
that the person has a problem 
that can be addressed. By 
contrast, calling someone a “drug 
abuser” implies that the person is 
the problem.

If possible, messages should 
correct misperceptions of 
social norms surrounding 

substance use/abuse.

• Perceptions of our peers' 
attitudes and behaviors have a 
great influence on our own 
attitudes and behaviors. 
Correcting misperceptions of the 
prevalence of problem behavior 
among peers is likely to result in 
decreased problem behavior or 
increased prevalence of healthy 
behaviors.
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*Preliminary data for 2021, 2022, and 2023



1. All North Dakotans

2. North Dakotans with an opioid prescription

3. North Dakotans at high risk for overdoes

Target Audience



North Dakota’s opioid story can be broken down into five main pillars.

1. Understanding – Despite a national epidemic, many people 

don’t know what opioids are or how they work.

2. Localization – Opioid addiction can happen to anyone, at any 

age, race or in any area of the country. It is here in our North 

Dakota communities.

3. Togetherness – Every one of us has a role to play in protecting 

those around us. We can keep our homes safe by disposing of 

unused medication, talking openly to kids about addiction and 

staying informed.

4. Overdose Information – Recognizing the signs of overdose 

and knowing about Naloxone can help us save lives from 

overdose.

5. Hope for Recovery – Addiction is a chronic, but treatable 

disease. For North Dakotans who are suffering, there are many 

ways to seek help from qualified doctors, counselors and 

therapists.

Message Development Considerations

WE ARE WE ARE NOT

• Understanding • Judgmental

• Educational • Impersonal

• Sympathetic • Accusatory

• Research-Driven • Demeaning

• Accessible • Sterile



Key Messages
Understanding 
Opioids

Opioids are not good or bad in and of themselves. They’re an effective pain relief tool that comes with benefits, but also 
significant risks. 

Understanding 
misuse and 
addiction

Opioid misuse and addiction can impact anyone—from young injured athletes to older adults with chronic pain. 

Addiction is a treatable, chronic disease

There is hope for recovery. 

Protect yourself 
and your loved 
ones

Secure and keep track of the prescriptions that you’re taking.

Take only as directed and never share.

Properly dispose of prescriptions that you’re no longer using at a Take Back location.

Save a life Anyone taking prescription opioids or illegal opioids is at risk for overdose. 

If individuals observe these signs and symptoms in someone, they should call 911 immediately and administer naloxone if 
available. Naloxone, also known as Narcan, is effective in reversing opioid overdoses if administered in a timely manner. 



Statewide Media Placement
OPIOIDS

Media Specs 26 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 2 9 16 23 30 7 14 21

Print

Magazines

   ND Living Magazine (Health + Wellness Edition) Full page, 4C (8.5" x 11.25" w/ bleed)

Broadcast

Television

    Fargo DMA (est. 75 GRPs/week)

    Bismarck DMA (est. 75 GRPs/week)

Radio

    Fargo MSA (est. 75 GRPs/week)

    Bismarck MSA (est. 75 GRPs/week)

    Grand Forks MSA (est. 75 GRPs/week)

OOH

   Gas Station Toppers

   Newman Billboards 1856x576, 440x220, 408x200, 1092x308 and 1152x384

Digital

Video

   Amazon OTT 1920x1080, :15 or :30, mp4

Display

   Amazon DSP

Paid Social

   Facebook Image: 1080x1080, Primary text: 125ch, Headline: 27ch, Description: 27ch

   Snapchat :03 - :30, 1080x1920, 1gb or less

Digital Radio

   Spotify :15 or :30 VO, Image: 640x640

   Pandora

:15 or :30 VO, Image: 500x500

May June July August September October

2024

March April



Community-level implementation

Find resources at 
behavioralhealth.x-shops.com/opioids 

www.hhs.nd.gov/opioids 

Community 
Implementation Toolkit 
coming soon!

https://behavioralhealth.x-shops.com/opioids/
http://www.hhs.nd.gov/opioids




Problem

National Survey on Drug Use and Health 2021
ND DOT 2020



Target 
Audience
North Dakota adults (age 21+)



Message Development 
Considerations

Not fear-based

No Judgement

Educational



Key Messages
Speak Volumes addresses adult binge 
drinking and related consequences 
through comprehensive messaging 
about binge drinking, standard drink 
sizes, and alcohol volume.

ND adults know/ understand 
standard drink sizes

ND adults know/understand 
binge drinking and moderate 

alcohol consumption guidelines

ND adults know/ understand 
health and safety risks of binge 

drinking

Reduced adult binge drinking

Reduced alcohol-related 
consequences



Examples



Community-level implementation
Find resources at 

behavioralhealth.x-shops.com/speak-volumes

www.hhs.nd.gov/speak-volumes

https://behavioralhealth.x-shops.com/speak-volumes/
http://www.hhs.nd.gov/speak-volumes




Problem



Target Audience

Youth Parents Community 
Members



Key Messages
• Help prevent underage drinking and related 

consequences.

• Help protect our community.

• Communicate with law enforcement anonymously.

• Community safety at our fingertips.

• Easy and anonymous way to report unsafe situations.

• Keep your friends safe.



Examples



Find resources at 

behavioralhealth.x-shops.com/nd-tip

Community-level implementation

www.hhs.nd.gov/nd-tip

https://behavioralhealth.x-shops.com/nd-tip/
https://www.hhs.nd.gov/nd-tip




Problem
Youth Behavioral Health Concerns

North Dakota YRBS 2021



Based in Research
Parents are the single 

greatest influence on children.

Key Parental Protective 
Factors

Role Modeling
Ongoing conversations
Monitoring
Support and engagement



Mission: Support behavioral 
health of children by providing 

parents and caregivers with tools, 
resources and tips based on 

research and best practice. This is 
done by focusing on risk and 

protective factors through 
prevention methods.



▪ North Dakota parents/caregivers of 
children birth to young adult

▪ Professionals who are in contact 
with high-risk parents

▪ Communities sharing our tools within 
their local areas through different 
messaging

Target Audience



We are:

▪ Helpful

▪ Open-Minded

▪ Encouraging

▪ Optimistic

▪ Driven by Research

We are NOT:

▪ Preachy

▪ Clinical

▪ Dire

▪ Verbose

Message Development 
Considerations

Rarely do you meet a parent who is not “busy.” Content shouldn’t add to the 
noise of daily life but rather provide a sense of calm and understanding.



Key Messages

Love.

Children need to know and 
feel that they are loved and 
valued.

Look.

It's as simple as just being 
present with them. By paying 
attention to their behaviors, 
understanding their needs 
and encouraging them during 
all times it will help build that 
trusting relationship.

Listen.

One of the most effective ways 
to promote positive behavioral 
health in your home is to make 
sure that you and your children 
talk.

Behavioral health begins at home.
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PARENTS LEAD 2024

Media 26 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 2 9 16 23 30 7 14 21

Print

Magazines

   Grand Forks Activity Guide

   Fargo Park District Seasonal Brochure

   Fargo Public Schools Ad-Ventures

   ND Living (Education + High School Sports Edition)

OOH

West Acres Mall Table Tents

   Production

Fargo Freeze Stairway Sign

    Production

Dakota Square Mall Sky Banner

    Production

Kirkwood Mall Sky Banner

    Production

Bismarck Larks Half Founding Sponsor

Bismarck Bobcats Seat Flyers

Choice Health & Fitness LED Board

Newman Billboards

Broadcast

Terrestrial Radio

   Fargo Market (est. 75 GRPs/week)

   Bismarck Market (est. 75 GRPs/week)

   Grand Forks Market (est. 75 GRPs/week)

Digital

Fargo Moms

   Fargo Mom Website Leaderboard Ad

   E-Newsletter Sponsorship

Video

   Amazon OTT

Display

   Amazon DSP

Paid Social

   Facebook

   Snapchat

Digital Radio

   Pandora

June July August September October

2024

March April May



Community-level implementation
Find resources at 

behavioralhealth.x-shops.com/parents-lead

Community 
Implementation Toolkit 

coming soon!

https://behavioralhealth.x-shops.com/parents-lead/


www.behavioralhealth.nd.gov
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