
Amplify Your 

Message
Intro to Comm Strategies



Marketing What?

• Providing Information (informational)

• Promoting an Event (Promotional)

• Telling Your Story (Storytelling)

• Selling Something (Sales)



Storytelling Marketing

• Aligns stakeholders

• Builds stronger support 

• Celebrates success (bright spots)

• Supports Sustainability

• Contributes to Community Transformation



Storytelling
Entertainment

Cultural PreservationPersuades/Influences

Inspires

Markets/Promotes

Introduce

Give Perspective

Historical Perspective

Humanize

Casemaking



Casemaking

Casemaking builds: Political

Institutional

Public/Community
Sector

Demographic/Audience

Partner

awareness, motivation, alignment, support around a specific:

Issue/need

Solution/Plan

Challenge/Obstacle

Impact

Success



Creating a Narrative that Matters

❑ Introduce your initiative/announce partnership

❑ Share your plan (why, what, goals)

❑ Re-cap a strategy

❑ Highlight a bright spot

❑ Promote a strategy

What part do you want to tell?



Who Needs to Know Your Story

❑ Leadership

❑ Public/Community

❑ Sector

❑ Demographic/Audience

❑ Partner



Narrow Who

Wide Who
▪ Community Member

▪ School District

▪ Parent/Caregiver

▪ Parent of a teenager

▪ High School

▪ 15–16-year-olds

▪ New Driver



Build Your Story

❑ Foundation of Your Narrative

❑ Quotes

❑ Photos/Videos

❑ Bright Spots/Highlights

❑ Personal Stories

• Impact

• Reason for Participation

• Take-aways



Build Your Story

Personal Stories (testimonies)

• Get a photo/video

• Remember their name

• Ask for contact information

• Pre-planning – What are you going to ask?



Informational & Promotional Marketing

• Shares Facts/Clear Up Misinformation

• Trending/Important Messages/Campaigns

• Trainings/Events

• Contributes to Community Transformation



Marketing Strategies

1. Business to business (B2B) marketing

2. Business to consumer (B2C) marketing



Strategies

• External

• Media

• Internal



External Strategies
Target External

Originate 

Internal



Social Media



Your Social Media Plan
Realistic & Prioritized

• Target Audience

• Goal of Messaging/Content

• Existing Accounts

• Established Audience

• Available Content

• Experience/Understanding

• Time

Successful

#1 Facebook

2. Instagram (2022)

3. LinkedIn

4. Twitter 



Substance Use Trends

Effective Prevention Strategies

Trainings

Professional Development

Continuing Education



More Engagement!
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Get More Comments

✓ Ask questions

✓ Ask for advice or recommendations

✓ Ask for LIKES, SHARES, FOLLOWS, COMMENTS

✓ Help connect us/Call Out 

✓ Request they tag potential Fan/Follower

✓ Use polls & surveys

More Doing – Less Scrolling

✓ Create FB events

✓ Post videos

✓ Use Images & Infographics

✓ New (breaking, anticipated, good 

news, bad news)

✓ Include Links



More Engagement!
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Tell Us How You Feel

✓ Celebrate Your Successes

✓ Celebrate Others Successes

✓ Show Gratitude

✓ Express Concern

✓ Take followers “Behind the Scenes”

✓ Show your coalition/org/individual personality

** Post a photo in the comments



Social Media
What is curated content?

Curated content is content from other 

brands, people, organizations, campaigns 

that you share to your social media accounts.



#1 Reason for Prevention Professionals

• Vetted

• Accurate

• Researched – Evidence Based



Curated Content



Curated Content



Curated Content



Social Media



Website



www.prevention-first.org

• Find a coalition

• Trainings

• Prevention strategies

• Resources

• Partnerships

• Prevention focus

Website



Website



Website



Website



Events, Presentations

& Exhibits



Events, Presentations, Exhibits 

• Signage/Branding

• Branding

• General Business Card

• Dissemination of information

• QR codes/hyperlinks

• Sponsorships

• PowerPoint Template /Standardized 

Messaging



E-Newsletter



E-Newsletter

Your Mailing List

• Opting In

• Opting Out



E-Newsletter



Flyers & Posters



Flyers & Posters

• Look for curated options

• Think through 

sustainability/feasibility

• Where & Who

• Message Longevity

• QR codes

• Sponsorships



Swag



Distribution of Swag

• Think through 

sustainability/feasibility

• Where & Who

• Message Longevity

• Function

• Sponsorships





Paid Advertising



Paid Advertising

• Place based

• Print

• Digital

• Radio

• Sponsorships



Place based



Print



Print



Digital











Digital



Digital



Digital



Radio



Sponsorship



Media Strategies



Media Relations

Proactive

• Know what’s trending

• Following reports/stories

• Share your expertise

• Pitch Stories

• Anticipate Coverage

Reactive

• Responding to an Inquiry

• Following up on an 

event/crisis/coverage



Internal Strategies

• New Employee/Partner Onboarding

• Employee Handbooks/Newsletters

• Visitors/Waiting Area

• Meeting/Training Spaces

• Common spaces

• Reports

• Emails

• One-on-ones

Target Internal

Originate 

Internal



Creating Your Plan

❑Choose your narrative

❑ Who needs to hear this story

❑ How will you build your narrative

❑ How will you tell your story

❑ Who will be your storytellers

❑ Collaborations

❑ Challenges/Road Blocks



Creating Your Plan

❑Choose your narrative



Creating Your Plan

❑Who needs to hear this story



Creating Your Plan

❑ How will you build your narrative



Creating Your Plan

❑ How will you tell your story



Finding Your Storytellers

❑ Skills at the table

❑ Partner resources (engaged)

❑ Partner resources (support opportunities)

❑ Connections & Networks

❑Collaborations (shared impact or vested interest)

❑ Volunteers

❑ Paid Staff



Potential for Collaboration

Shared Resources & Goals = Greater Reach

▪ Joint media releases/pitches

▪ Co-branded

▪ Guest columns/articles/speakers

▪ Social media takeovers

▪ Partnerships to distribute information

▪ Unique partnerships



Creating Your Plan

❑Collaborations

❑ Challenges


