
September 11, 2024

FRIENDS Peer Learning Call:
From Research to Practice:  Creating Effective 

Public Awareness Campaigns



How to Participate 
in Today’s 
Discussion Session

Participant audio will be muted.  Participants will be 
encouraged to unmute their lines to participate in 
discussion throughout the session.

We will also be monitoring questions through the Chat 
box and answering them at designated times during the 
discussion.

This session is being recorded and will be available for 
viewing once it has been archived. We will notify 
everyone by e-mail when it is available.



Overview of today’s PLC 

1. FRIENDS resource, Building Resources for 
Effective Public Awareness Campaigns: A 
Toolkit for Practice 

2. Contact TA coordinator for assistance

3. Two states, Missouri and Ohio

4. Children’s Bureau updates



FRIENDS new resource 

https://friendsnrc.org/friends-resources/building-resources-for-effective-
public-awareness-campaigns-a-toolkit-for-practice/ 

https://friendsnrc.org/friends-resources/building-resources-for-effective-public-awareness-campaigns-a-toolkit-for-practice/
https://friendsnrc.org/friends-resources/building-resources-for-effective-public-awareness-campaigns-a-toolkit-for-practice/




From Research to Practice

Throughout the toolkit, we highlight the following five key 
principles found to improve the effectiveness of a public 
awareness campaign: 

• Partnerships, 
• Target audience, 
• Tailor the message, 
• Multiple communication methods, and 
• Evaluate your efforts.



Primary audience for awareness campaign

There is no such thing as “the general public”, if you 
make one message to reach everyone, you probably 
won’t effectively reach anyone. 

So how do you narrow the audience?  

• Identification (Who is affected? Who can influence 
those affected?), 

• Prioritization (Who is most at risk? Can we reach 
them? Can we persuade them? What resources are 
required to reach them? Is it feasible?), 

• Actively involve parents in prioritizing the audience, 
and 

• Consider if you have only one audience or a primary 
and secondary audience.



Tailor the Message to the Audience
Remember prevention is hard to understand as the concept can be abstract and 
requires us to believe something did not happen because something else occurred. 

FrameWorks Recommendations:
1. Make the story or message one where we all have a stake and a 

role in outcomes that matter.
2. Locate the problem in social conditions or widely shared 

experiences, not within households or families. 
3. Point out that children and youth are developing rapidly and 

explain how the experiences at each stage have an effect on 
what happens next...



Evaluation can reveal the impacts of the public awareness 
campaign and improve future campaigns

Clearly defined outcomes such as behavioral 
goals or desired rates of the behavior in the 
population help to identify appropriate 
evaluation measures. 

How much exposure to the campaign is needed 
before effects can be expected? 

What strategies are we going to use to gather 
data?  

Logic models are one way to organize 
answers to these questions.

https://friendsnrc.org/evaluation/logic-models/


Let’s hear from CBCAP State Leads on their 
effective public awareness campaigns



Awareness Campaigns

OHIO CHILDREN’S TRUST FUND



WHO WE ARE
Our Mission: To prevent  child abuse and neglect  through invest ing in st rong communit ies, 
healthy families and safe children. 

• Serves as Ohio’s Prevent Child Abuse America (PCAA) state chapter. 

• Quasi-Governmental Agency housed within the Ohio Department of Children and Youth.
• OCTF also reports to a 15-member Board including 4 members of the state legislature, 3 

department directors and 8 public sector members appointed by the Governor.  

• Ohio’s Community Based Child Abuse Prevention (CBCAP) State Lead Agency.

• Administer grants and programs for primary and secondary child abuse and neglect 
prevention.

• In addition to statewide projects, supports eight Regional Child Abuse and Neglect Prevention 
Councils across the state that direct prevention services funding and programs at the local 
level. 



PAST AWARENESS CAMPAIGNS
The “Be A Hero” Campaign launched in April of 2018. The campaign messaging communicated 
that all adults can be a hero to a child and prevent child abuse and neglect. 

• Promoted resources, programs and supports funded by OCTF 
and April Child Abuse Prevention Month. Messaging used in 
March/April.   

• Engaged millions of Ohioans on social media, TV, email, 
billboards, and public relations. 

• Highlighted eight individuals, “Everyday Ohio Heroes,” each 
year for the work they did with children and families. 

• The campaign was sunset after April 2023

• Message confusion and fatigue

• Tied to COVID – not all heroes where cap

• Moving away from families needing a “hero” to save them. 



PAST AWARENESS CAMPAIGNS
The “What  You Do Next  Mat ters” statewide campaign was developed to speak to parents and 
caregivers directly on an emotional, “real” level. 

• Campaign was intended to deliver prevention 
messaging year-round, outside of March/April.   

• Developed  with the input of regional partners and 
stakeholders. 

• Yielded over 5 million impressions.  

OCTF also developed branded printed materials, prevention 
spotlight videos, and animated mission videos to help build 
awareness of our mission, vision and programming. 



STRATEGIC PLAN PRIORITY 2022-2027

The strategic plan serves as a roadmap to utilize to ensure that child abuse and child 
neglect prevention efforts follow a holistic, strength-based approach to ensure that 
Ohio’s children live in safe, stable, and nurturing families. 
St rategic Plan Goal: Increase OCTF Visibility and Impact . 

• OCTF is viewed by partners and stakeholders as a key source for upstream 
supports for families, and families know how to access effective and non-
stigmatizing services and supports funded by the Trust Fund.



DEVELOPING MESSAGING
Recognizing that it was time to sunset the Be A Hero campaign, OCTF conducted research, through a 
media/marketing contractor, to help inform future messaging strategies. Eight separate surveys were released 
during the summer of 2023 to the following stakeholder groups:

• OCTF Board

• OCTF Staff

• Regional Prevention Coordinators/Chairs

• Regional Prevention Council Members

• Service Providers/Grantees

• Sister Stage Agency/Association Partners

• State Communications Office/Governor’s Communications 
Office

• Parents/Families

There were 195 responses received during the survey period. 

“If we are the resource for parents that 
we claim to be, we need to adjust the 

language about preventing child 
abuse and neglect. Many families are 

offended.”

Having prevent child 
abuse in the messaging, 
“Motiva tes the genera l 

audience but could deter 
families seeking services; 

‘a lmost accusa tory’.”



DEVELOPING MESSAGING



NEW STATEWIDE AWARENESS CAMPAIGN

In April 2024 the “Ensure They Shine” awareness 
campaign launched. 
This campaign messages how parents, caregivers, 
and community members can help create positive 
childhood experiences and engage with the 
children in healthy ways. 

• Removes the idea that families need “heroes”
• Strengths based messaging
• Less focus on OCTF branding
• Speaks directly to families and communities, 

including local service providers



STATEWIDE MESSAGING TACTICS

During April/May, OCTF runs statewide paid media. The 
diversity of Ohio (rural/metro) requires a variety of tactics. 
Images used also display diverse ethnicities and family 
structures.

• Paid social media 

• Digital display ads

• Native display ads

• Billboards



SOCIAL MEDIA INFLUENCERS

To promote family and community engagement, OCTF funded five family fun events across the state. These events 
were free to families and featured local resources, food trucks, and family friendly activities. Due to funding 
constraints attendance was limited so, pre-promotion was not conducted. During three of the events, a “mom-
fluencer” attended and made social posts/reels promoting the Ensure They Shine campaign and the resources 
available through OCTF. 

• Total of 20 posts

• 526 engagements

• Reach of over 19k

• 43% of those reached were 35-49 years of age

• 79% of those reached were women

• Over 23k in estimated marketing value



REGIONALLY FOCUSED CAMPAIGN
The Family Support Through Primary Prevention Grant (FSPP) is a 
voluntary program which focuses on cross-sector collaboration, 
community engagement and elevation of parent and family voice. 

Target Audience: 

• Parents/families in Guernsey and Washington counties. 
Goals:

• Normalize help-seeking behavior

• Increase utilization of local services 
Media Tactics: 

• Paid media (tv, radio, social) in target counties

• Earned media (PR) statewide

Parents on the Parent and Family Advisory Council were key decision 
makers on selecting this campaign for these communities.



STATEWIDE TRIPLE P
In 2022 Ohio launched the statewide Triple P website with free access to Level 4 
standard programming. An awareness campaign was created to drive Ohio parents 
and caregivers to the website. 
Parent focus groups were held to help inform the campaign messaging and 
imagery. The research resulted in several key values being identified. 
Key Values: 

• Confident parenting
• Help kids manage challenges
• Support your child’s learning  

Media Tact ics: 
• Meta Ads (Facebook, Instagram)
• Google Ads
• Public Service Announcement
• Email Marketing
• Earned Media (PR news stories)



LESSONS LEARNED

• Broad and tailored messaging
• Create a campaign that allows for versatility and range in messaging

• Know the goal of the campaign 
• Information, Action, Both

• Communicate with stakeholders before, during and after development
• Input from stakeholders can help identify issues or gaps prior to public release

• Different tactics can be used to reach various audiences or achieve different goals
• Paid social media ads, influencers, PR 

• Nothing lasts forever
• Don’t be afraid to end a campaign/messaging, even if it is successful



THANK YOU

14

Nicole.sillaman@childrenandyouth.ohio.gov

Renee.whitfield@childrenandyouth.ohio.gov

mailto:Nicole.sillaman@childrenandyouth.ohio.gov
mailto:Renee.whitfield@childrenandyouth.ohio.gov


Something
We Agree On

Corporal Punishment Prevention
with a focus on preventing the escalation to abuse



TABLE OF
CONTENTS

1. CAMPAIGN DEVELOPMENT & ONSET

2.

3. TRACKING & EVALUATION

SWAO MINI-GRANTS & PARTNERSHIPS



CAMPAIGN DEVELOPMENT

PARTNERSHIPS

POSITIVE COMMUNITY NORMS

MY ROLE

The Montana Institute
Bucket Media

Develop and survey the norm
Build and market a campaign 

Facilitation
Focus Groups
Continued Campaign & Website Development



MISSOURI LANDSCAPE



 

IMPRESSIONS 

CLICKS ENGAGEMENT

46,207 unique video
clicks

278,941 engagements
including reactions,
comments and shares

5,867,295
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WE SAW OUR BIGGEST
LITERATURE SPIKE IN +2 YEARS
when we launched our CPP campaign



SWAO Mini-Grants



P.E. Partnerships
YMCAs 
Missouri AAP 
Children’s Hospitals
Foster Care Resource Centers 



Thank you!
Bryanna (Bry) Barber

Bryanna.Barber@oa.mo.gov
Public Relations Specialist | Missouri Children’s Trust Fund

SomethingWeAgreeOn.org





Children’s Bureau Updates



Opportunity to 
Provide Feedback

Please take a moment to scan the QR code and fill 
out our short evaluation. 

Your participation in the evaluation will help us to 
improve our future Peer Learning Calls.
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