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Executive Summary
The following report serves as the final deliverable of
a 4-year effort put forward by the Office of the
Special Prosecutor and a group of graduate students
at Columbia SIPA. What first started as a thorough
and targeted study on the alarming increase of
opioids usage amongst students (grades 9-12) in the
boroughs of Staten Island and in the Bronx, has
today been developed into a complete drug
awareness prevention campaign ready to be
implemented by the client.
This campaign aims to serve all high-school students
and their communities in the five boroughs of New
York City. Indeed, under the motto “Empower You
| NYC” the beta website and campaign developed
aims to motivate Generation Z youth to take care of
themselves not only because they are fully worthy of
it, but also for the sake of their loved ones. Contrary
to the context in which many past drug prevention
campaigns took place (a world in which reliable
information was difficult to obtain in the first place)
this campaign acknowledges the data overload that
young adults face and proposes a way to internalize
it well instead by (1) providing true, easy-to-digest
information on drugs, (2) abstaining from shaming
or stigmatizing drug use or its consequences, (3)
focusing its links to existing local and state-level
resources on mental health and wellness, (4) and
resorting to storytelling and using social media as
core connectors and diffusion channels.
It should also be noted that we place significant
emphasis on partnership building in this final report.
We believe that working closely alongside schools,
health providers, non-for-profits and influencers,
who already interact with our target audience, will
allow the Office of the Special Prosecutor to increase
the reach and impact of this campaign. But not only
that: if successful, this campaign has the potential to
influence policy on both a local and a state level, in a
push to incorporate drug education as part of the
mandate for a holistic high-school curriculum.
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Because of the global COVID-19 health epidemic in which this campaign
plan was conceived, the team recommends a professional public-relations
firm to review this work and make the appropriate changes in due time; for
this purpose, the team has curated a list of New York based firms that have
previously partnered with NYC agencies in the development of social
impact projects. On the other hand, because of the limitations faced in the
field-testing component, the team has spent some extra effort developing
an implementation plan that bears in mind potential risks and their impact
in different scenarios.

Bridget G. Brennan has been New York City’s Special Narcotics Prosecutor
since 1998. Appointed by New York City’s five elected District Attorneys,
Ms. Brennan is the first woman to hold that position. Ms. Brennan is in
charge of an agency solely dedicated to the investigation and prosecution of
narcotics offenses in New York City.
The Office of the Special Narcotics Prosecutor is widely recognized for its
legal and technological expertise. It processes an average of 3,000 arrests a
year, prosecutes national and international drug trafficking and money
laundering organizations, and oversees large-scale operations targeting
violent drug gangs in New York City neighborhoods.
Under Ms. Brennan’s direction, the office has developed innovative
strategies to stem the flow of drugs into the city and target emerging
problems. Ms. Brennan established the Heroin Interdiction Team (HIT), the
Digital Forensic Services Unit, the Prescription Drug Investigation Unit
(PDIU), the Narcotics Gang Unit, and the Money Laundering and Financial
Investigation Unit. In addition, Special Narcotics runs programs that offer
treatment instead of prison to hundreds of addicted defendants every year.
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Chapter 1 | Target Audience

B

uilding upon research compiled by Columbia University Capstone Reports
between 2017 – 2019, this section provides an overview of the target audience
of the final deliverable. Using demographic data from the New York City
Department of Health and Mental Hygiene, U.S. Census Bureau, New York City
Department of Education, and New York City Council on School Diversity and
Poverty, we are building a targeted drug prevention campaign to best reach this
audience based on attitudes, behaviors, and motivations of this group.
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Demographics (Primary)1
Past findings have shown the connection between mental health and drug use as a key component of
the opioid crisis.2 Given the preventive objective of the campaign plan, our primary audience will
include high school students aged 14-18. This will allow us to better target messaging towards
teenagers as they face increased independence and enter high school (grades 9-12). This is also the age
at which youth transitioning into adulthood also have some of the highest rates of alcohol and
substance abuse.3 Moreover, students above the age of 14 are particularly vulnerable to developing
mental health issues,4 which have often been tied to adverse coping mechanisms such as substance
use. The need to incorporate understanding of the co-morbidity of mental health and substance abuse
disorders has been made even more salient with the COVID-19 pandemic, particularly as ER doctors
report more severe cases of child abuse with children and youth stuck at home.5
Successful campaigns must work to address the link between mental health and drug use. Prescription
drugs like Adderall, which are more commonly used among middle and high school aged students,6
should also be included in this discussion.
P IL OT S T AG E
Our pilot stage will build on previous Capstones and target students in the Bronx and Staten Island.
These students are considered the most vulnerable because they reside in neighborhoods with the
highest rates of overdose death across the city.7 In our previous meetings with the client, we’ve
discussed the current lack of accurate data regarding vulnerability to substance abuse among high
school-aged youth. This underscores the need to triangulate in order to better understand the unique
characteristics and challenges our target audience.
One way to target at-risk youth in vulnerable communities is to focus on zip codes with the highest
rates of opioid overdoses. In the Bronx, six of seven total neighborhoods in the borough rank among
the top 15 highest rates of overdose deaths per neighborhood in NYC.8 The Crotona – Tremont area
(comprised of the 10453, 10457, and 10460 zip codes) is particularly vulnerable.9 In 2018, it saw the
1

City of New York, “2013 - 2018 Demographic Snapshot School | NYC Open Data”; New York State Department of
Education, “NYC PUBLIC SCHOOLS | NYSED Data Site”; NYC City Council, “School Diversity in NYC.”
2
Myrela Bauman et al., “Capstone: Staten Island Needs Assessment: Opioid Addiction Prevention and Treatment Systems of
Care” (Columbia University School of International and Public Affairs, 2017); Maria Gonzalez Millan, Rachel Lee, Jessica
Ohlrich, Chloe Sarnoff, “Capstone: Bronx Opioid Epidemic Needs Assessment,” Spring 2018 Capstone Research Report
(Columbia University School of International and Public Affairs, 2018); Preety Aujla, Milena d’Ornano, Minwen Feng,
Lawrence McDonald, Addie Thompson, Sloan Woods, “Capstone: Combating the Opioid Epidemic through Effective
Messaging and Prevention Education Strategies,” Spring 2018 Capstone Research Report (Columbia University School of
International and Public Affairs, 2019).
3
“Substance Abuse Addiction and Age Groups Guide.”
4
World Health Organization, Department of Food Safety, “Adolescent Mental Health.”
5“Child Abuse Calls Plunge during Coronavirus as Hospitals See More Severe Cases than Usual - The Washington Post.”
6
Preety Aujla, Milena d’Ornano, Minwen Feng, Lawrence McDonald, Addie Thompson, Sloan Woods, “Capstone: Combating
the Opioid Epidemic through Effective Messaging and Prevention Education Strategies.”.
7
Bauman et al., “Capstone: Staten Island Needs Assessment:Opioid Addiction Prevention and Treatment Systems of Care,”
20; Maria Gonzalez Millan, Rachel Lee, Jessica Ohlrich, Chloe Sarnoff, “Capstone: Bronx Opioid Epidemic Needs
Assessment.”
8
Conde, “Overdose Deaths Continue to Increase in The Bronx Despite Overall Drop in New York City.”
9
Conde.
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second highest rate of overdose deaths in New York City (at 49.5 per 100k) and the highest rate of
overdose deaths in the Bronx, which was more than twice the city average.10 (The highest in the city
is East Harlem at 56.1 per 100k).11
While city-wide data has been disaggregated by neighborhood, past capstones have lent us more
disaggregated zip-code data about Staten Island. There, Mid-Island zip codes 10314 and 10306 are
two of the most vulnerable areas with the highest overdose counts.12 Zip code 10306 had the single
highest overdose rate per 100,000 people, yet it was absent of any outpatient MAT or inpatient clinics
at the height of the pandemic in Staten Island.13
We anticipate that the most critical of access to New York high school students will be public and
private high schools. Feedback from these students will serve as a guide for revisions as the client
moves forward with scaling the campaign across NYC. As New York City high schools will be a
critical access point for campaign feedback, we can use additional metrics associated with poverty to
triangulate for specific schools after locating zip codes with the greatest vulnerability to overdose
fatalities. Given the linkages between poverty, psychosocial stress, and substance abuse, one such
metric would be the reduced lunch rate of schools, a metric that is changing quickly in the current
COVID19 context. In addition to capitalizing on existing contacts (such as New Dorp High School),
schools contacted for the pilot stage of the campaign, particularly in the Bronx, should exhibit rates
of free and reduced lunch approximately representative of the county average:
County

Total Students Receiving Free and
Reduced Lunch (2017-2018)14

Percentage of Students Receiving Free and
Reduced Lunch (2017-2018)15

Bronx County

187,293

87.0

Richmond County

34,905

59.0

C AMP AIG N S T AG E
After the pilot stage will come a broader campaign stage, through which the pilot is scaled up to
reach vulnerable youth (aged 14-18) across NYC. While the Special Prosecutor’s Office has noticed a
declining rate of opioid use across most NYC boroughs in past years, the Bronx, Staten Island and
Manhattan were the only exceptions, suggesting growing use vis-a-vis city-wide trends and the need
for a city-wide campaign.16 Given the nature of the project, the Special Prosecutor’s Office has decided
10

Conde.
Conde.
12
Bauman et al., “Capstone: Staten Island Needs Assessment:Opioid Addiction Prevention and Treatment Systems of Care.”
13
Bauman et al.
14
“Indicator Report: Children Receiving Free or Reduced-Price School Lunch - Public Schools Number and Percent Children
in Grades K-12: NYS Kids’ Well-Being Indicators Clearinghouse (KWIC).”
15
“Indicator Report: Children Receiving Free or Reduced-Price School Lunch - Public Schools Number and Percent Children
in Grades K-12: NYS Kids’ Well-Being Indicators Clearinghouse (KWIC).”
16
“Overdose Deaths Decrease Citywide, but Rise in 3 Boroughs: DOH - AmNewYork.”
11
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on a targeted campaign conducted largely online via social media. After piloting is completed, a
broader, New York City-wide campaign will align vis-a-vis specific zip-codes. Due to the lack of
reliable data on high school students’ use of prescription and illicit drugs in New York, it will be
important to look at vulnerability to opioid overdose as a rough proxy in the targeting process:
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Another useful visualization includes the average median income per census tract: 17

Source: (Data USA, NYC Income by Location, 2017)

Core Values & Motivators of Generation Z
Our primary audience target age demographic of 14-18 belongs to Generation Z, often characterized
as the generation born between 1997 and 2012.18 Market research conducted on this age group
typically examines motivations and consumption behaviors. This report uses these findings to create
messages that will resonate with this target group.
Generation Z (Gen Z) members are known for being hardworking, financially responsible,
independent, and determined. They also hold more conservative views of success regarding money,
education, and career advancement than Millennial peers.19 The phrase ‘be yourself’ has never rung as
true as with Gen Z – their engagement with products or services is be not necessarily contingent on
fitting in with trends or ‘what’s cool.’ Rather, successful advertisements for those within this
generation focus on expressing individual identity in a complex world. Some of the formative events
for Gen Z include the Great Recession, ISIS, Sandy Hook, marriage equality, the first Black president,
and the rise of populism. They have never known a world without war and the threat of domestic
terrorism, and thus they crave safety and financial security.
Generation Z craves hyper-personal experiences on social media, but they’re also keen to protect their
privacy. They are, for example, more inclined to cover the webcam on their laptops. At the same
time, due to the increased level of mobilization made possible by technology, Gen Z doesn’t
“New York, NY | Data USA.”
Pew Research Center, “Defining Generations.”
19
“Understanding the Characteristics and Motivations of Generation Z.”
17

18
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distinguish between friends they have “in real life” and friends they have on the internet. On the other
hand, whether accessing social networks, chatting, watching videos, or looking at maps, Gen Z is most
likely doing it on their mobile devices.
To be successful issuing a message to this population, it is recommended to take a stand on an issue
that’s important to them, such as human equality: gender equality, racial equality, and sexual
orientation equality. But operate with integrity; before buying anything, Gen Z expects to access and
evaluate information, reviews, and their own research.

Drug Use and Recreational Choices of Generation Z
While Generation Z are less likely than Millennials to use alcohol and/or tobacco as social signaling
factors, experts suggest that social isolation and recurring mental health problems such as depression,
anxiety, and attention-deficit/hyperactivity disorder make them prone to opioid use. 20 In the past 15
years, adolescent and young adults’ (AYAs) use of prescription opioids, heroin, and fentanyl has
skyrocketed, paralleled by increasing rates of OUD diagnoses and opioid-related overdoses and deaths
in AYAs, the latter of which reached almost 5,000 in 2017. 21
Despite these staggering statistics, Generation Z is too rarely prioritized in policy discussions
surrounding the opioid epidemic. One in five AYAs report misusing opioids (using without a
prescription or not as prescribed) at some point. In most cases, they obtain prescription opioids from
family and friends.22 Paralleling other substance use in adolescence, risk factors for opioid
misuse include: (1) housing instability, (2) school absenteeism, (3) friends who misuse
opioids, (4) and living in a rural area.

Family Make-up and Insights (Secondary)23
Family members are influential figures for our target audience, thus this group represents the
secondary audience for this campaign. Though not the primary target we hope to reach for this
campaign, individuals within this also stand to be influenced by this campaign. Family dynamics and
norms are important for these formative years as our target audience continues to develop habits and
behaviors that will carry into their adult life. The following section examines the family makeup that
may influence exposure and knowledge of drug use.
While the opioid epidemic is sometimes described as primarily impacting youth, the median age of
overdose in both the Bronx and Staten Island were both over 35.24 While those addicted to opioids
residing in Staten Island come from all neighborhoods, races, ages, and socioeconomic backgrounds,
20

Daly, “This Is Why Gen Z Isn’t Into Drink or Drugs.”.
“The Opioid Epidemic.”
22
National Academies of Sciences et al., Trends in Opioid Use, Harms, and Treatment.
23
“U.S. Census Bureau QuickFacts”; “New York City, New York Population 2020 (Demographics, Maps, Graphs)”; “New
York, NY | Data USA.”
24
Bauman et al., “Capstone: Staten Island Needs Assessment:Opioid Addiction Prevention and Treatment Systems of Care”;
Maria Gonzalez Millan, Rachel Lee, Jessica Ohlrich, Chloe Sarnoff, “Capstone: Bronx Opioid Epidemic Needs Assessment.”8.
21
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opioid overdose fatalities in the Bronx are disproportionately concentrated among Hispanic and
Latinx individuals, with more than 80% of all overdose fatalities involving heroin and/ or fentanyl.25
Reported parental use of drugs can lead to less anti-drug attitudes and normalize drugs among youth.26
This data, while imperfect, suggests both an important opportunity to improve understanding of
opioid abuse for youth in at-risk families and also a crucial secondary audience: parents and other
older family members suffering from opioid abuse. The effects that recycling campaigns targeting
school-aged children and youth have had on broader attitudes towards recycling among parents and
families are a relevant reference model. Moreover, Hispanic and Latinx individuals comprise
approximately 29.1% of New York City’s population based on the 2018 census,27 underscoring the
need for a bilingual public information campaign.
As rates of domestic abuse spike worldwide amid the COVID-19 crisis,28 hits to New York City's
domestic violence resource website rose from about 45 visits per day to 115 visits per day between
March 18 and April 5, the initial weeks of self-isolation.29 Abusive environments can grow all the more
so due to stresses exacerbated by stay-at-home orders and uncertainties surrounding the pandemic.30
As more data becomes available on the effects engendered by the pandemic on vulnerable families, it
is important for any responsible public awareness campaign to be cognizant of the psychosocial
impacts of COVID-19 among both primary and secondary audiences. While youth experiencing this
turbulent period face increased vulnerability to psychological trauma and worsening mental health,
negative dynamics within family units on whole may be exacerbated by economic and health-related
stressors -- leading to increased need for sensitivity for such experiences.

Communication Platforms and Preferences
When discussing communication platforms and preferences, it is important to recognize the standard
role models and influencers within our target audience. Teenagers are exposed to messages daily which
shapes their attitudes, beliefs and actions. Common role models for this demographic are peers,
parents, role models, and figures of authority in their spheres of influence.31 Messages from these
parties are introduced and reinforced in daily interactions.32 While teens may be exposed to messages
from parents or teachers in a school setting, social media has been a growing channel through which
youth 10-18 are receiving messages and input from. Social media has added an additional medium for
youth to engage with when interacting with their community.
Studies by the Pew Research Center (2019) indicate growing trends, preferences, and media
consumption with strong implications on how to reach our target audience.33
25

Bauman et al., “Capstone: Staten Island Needs Assessment:Opioid Addiction Prevention and Treatment Systems of Care”;
Maria Gonzalez Millan, Rachel Lee, Jessica Ohlrich, Chloe Sarnoff, “Capstone: Bronx Opioid Epidemic Needs Assessment.”
26
Preety Aujla, Milena d’Ornano, Minwen Feng, Lawrence McDonald, Addie Thompson, Sloan Woods, “Capstone:
Combating the Opioid Epidemic through Effective Messaging and Prevention Education Strategies.”
27
“U.S. Census Bureau QuickFacts.”
28
“How Domestic Abuse Has Risen Worldwide Since Coronavirus - The New York Times.”
29
“Visits to New York City’s Domestic Violence Website Surged amid Coronavirus Pandemic - CNN.”
30
“Visits to New York City’s Domestic Violence Website Surged amid Coronavirus Pandemic - CNN.”
31
Kann, Brener, and Allensworth, “Health Education.”
32
US HHS Office of Population Affairs, “Healthy Relationships in Adolescence | HHS.Gov.”
33
Pew Research Center, “Teens, Social Media & Technology 2018.”
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At a glance, YouTube, Instagram, and Snapchat are the three most popular social media apps used by
teenagers 13-17. Facebook is used by roughly 51% of teenagers while youth report these other
platforms are used in significantly higher numbers: YouTube (89%), Snapchat (69%), and Instagram
(72%). The device on which the target demographic consumes social media is also significant. 95%
of teens engage with social media on a smartphone while 88% of teens engage with social media on a
desktop or a laptop. When broken down by education and income demographics, access to a desktop
or a laptop see varying levels of engagement. Teenagers from lower-income households were more
likely to have access to only a smartphone than to a desktop or a laptop.
Within each communication platform, there are trends and recommended practices to best reach the
target audience. The following are ordered by most used platform amongst are target audience:

YouTube
YouTube is a video-sharing platform that is the most used amongst teenage
youth. This is the platform of popular Vloggers and Influencers most sought after
by teens.34 Engaging with the target audience on this platform can come in the
form of videos put out by a campaign channel, or through advertisements
targeted towards the target demographic.

Instagram
While Facebook and Instagram are two separate communication platforms,
Instagram is owned by Facebook, streamlining features such as sharing contacts
and content between the two platforms. When reaching the target demographic
through paid media, advertising through Facebook can be achieved through
Instagram simultaneously. Advertisements that are generated through Facebook
are also posted on Instagram if the user fits the target audience description of the
Facebook ad audience.
Snapchat
Teenagers are using snapchat the most often when compared to the top 3
platforms used by our target audience. This has implications for increasing
exposure of a message for the most-used platform. Snapchat has advertisement
features that allow messages to be shown alongside user content as well as
channel specific-content.
.

34

Farokhmanesh, “YouTube Is the Preferred Platform of Today’s Teens.”
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TikTok
A growing app amongst teenage youth is the Chinese-owned video sharing app TikTok. While TikTok does not have the same historic data that platforms like
Youtube and Facebook have, it has had the most downloads for Apple and
Android users in Fall 2019 and the beginning of 2020 within our target
demographic indicating a strong communication platform to reach youth.
Facebook
While Facebook has decreased in general teenage usership, studies indicate that
teens from lower-income families are more likely to use Facebook than teens
from higher-income households. This is important when considering economic
data within the target audience of Staten Island and the Bronx.
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Chapter 2 | Partners (NYC focus)

I

n this chapter we identify some of the key local partners that will be most
advantageous with this campaign. Partnership marketing represents a
significant opportunity for our campaign diffusion. Utilizing strategic
partners is a cost-effective way to reach broad audiences. It also has the
potential to increase the impact of targeted advertisements and drive lasting
behavior change. Working alongside schools, health providers, non-forprofits and influencers who already interact with our target audience will
allow the Office of the Special Prosecutor to increase the reach and impact
of this campaign.
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Primary level: School
The New York State Education Department (NYSED) standardizes student learning objectives across
K-12.35 EngageNY and Next Generation Learning Standards are two programs through which
NYSED consolidates best practices for English and Math curricula and instruction. NYSED sets
instructional requirements while the New York City Department of Education (NYCDOE) sets
specific requirements and recommendations for health education instruction.36 WeTeachNYC is an
online space for educators developed by the NYCDOE, which provides guidelines on an array of
topics, including drug use in health classes, for grades 9-12 in New York City.37 While some standards
are outlined in their guidance, more elaboration may be necessary.
Key Insight:
➔ State-level coordination might be needed to implement this campaign.
The Office could discuss the creation of a specific program to
incorporate best practices for wellness curriculum and training.

While dropout rates have been declining in the state overall, the number has been stagnant among the
most vulnerable youth.38 Studies show that a wide array of push and pull factors lead students to drop
out, but improved student-teacher interactions and support have proven to lead to better outcomes.39
Key Insight:
➔ School engagement, particularly with teachers and students, will be a key
factor in the success of the campaign.

High schools in New York typically run 180 days a year for a minimum of 5.5 hours per day, with
districts setting school start and finish times.40 While students must complete 2 credits of Physical
Education and 0.5 credits of Health courses to graduate, there is a lack of comprehensive guidance.
The number of nurses, counsellors, and other staff is also variable.41
Longstanding efforts to improve educational standards and outcomes within the state juxtaposed
against public knowledge gaps on opioids and crises in student mental health demonstrate
opportunities to incorporate drug education and well-being within a broadly-based core curriculum.
35

New York State Education Department, “Curriculum and Instruction.”
New York City Department of Education, “Health Education Scope & Sequence (Grades 9 - 12).”
37
WeTeachNYC, “WeTeachNYC.”
38
City of New York, Department of Education, “Mayor de Blasio and Chancellor Carranza Announce Record High Graduation
Rate.”
39 Zimmerman, “This Harlem School Has One of the Highest Dropout Rates in New York City. Meet the Principal Working to
Turn It Around.”
40
US Department of Education, National Center for Education Statistics, “State Education Reforms (SER).”
41
New York State Education Department, “New York State Diploma Requirements Applicable to All Students Enrolled in
Grades 9-12.”
36
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In British Columbia, where the opioid crisis has hit Canada the hardest, concepts related to substance
use are found in every grade of the physical and health education curriculum, which is mandatory up
to Grade 10. In New York, only 0.5 credits of Health credits are mandatory and it remains the primary
area where students are taught about drug-use prevention, highlighting a greater opportunity for
engagement. Resources such as Too Good for Drugs,42 a drug-prevention curriculum for children and
youth in K-12, present an interesting model to incorporate within existing health curricula guides in
NYC, but are neither freely accessible nor standardized.
Key Insight:
➔ There is an opportunity for longer-term collaboration with the NYC
Department of Education and NYC Department of Health to implement
a comprehensive curriculum that includes a minimum number of hours
on a broader wellness education (e.g. Introduction to Mental Health,
Nutrition Basics, Drug Information and Prevention), modelling previous
efforts to integrate Sexual Education Programming at schools.43

Secondary level (Systemic): Organizations
First off, our team has consolidated a list of Opioid Treatment Centers within the Bronx and Staten
Island. The team contacted the following organizations but was not successful in setting up formal
interviews for reasons elaborated below and further discussed in Chapter 4.44

Key Insight:
➔ We found that the COVID-19 Pandemic has left many treatment clinics
under-resourced and under-staffed due to resultant stress on the health
system during our initial approach. As such, many nurses and experts have
been reassigned to the ICU. When the pandemic fades, it will be useful to
engage with these clinics to refine the campaign (See Appendix B-D)

Secondly, when exploring the non-profit space, NYC Service provides a database45 where users can
filter organization by category. The team proceeded to review options prioritizing: 1) active city
presence; 2) impact potential (in terms of followers and/or funding); 3) youth-targeted programs; and

Too Good for Drugs, “Too Good Programs.”
It must be noted that while any implementation process will have a NYC agency as protagonist, any structural change on
curriculum should be approached on a state-level and/or perspective. Two key agencies on a state-level are the New York State
Office of Addiction Services (NYS OASAS) and the New York State Education Department (NYSED), which already have put
together a list of useful resources for instructors per county and district.
44 A list Bronx and Staten Island Opioid Treatment Centers can be found in the appendix.
45
City of New York, “Find an Organization - NYC Service,” NYC Service, accessed April 28, 2020,
https://www.nycservice.org/organizations/.
42

43

16 | Effective Messaging & Prevention Education Strategies

4) relationship with drugs and/or wellness issues. We highlight the following partners for the Agency’s
consideration:

NEW YORK CITY BASED (ORGANIZED BY POTENTIAL AUDIENCE REACH)
#1) Urban Youth Collaborative (UYC)46
Led by students, this organization brings together New
York City students to fight for real education reform
that puts students first. Demanding a high-quality
education for all, UYCers struggle for social, economic,
and racial justice in New York schools and
communities.
#2) Bronx Connect47
Community-based program that offers alternatives to
detention, incarceration and violence prevention work.
They utilize asset-based mentoring to connect courtinvolved and high-risk youth and young adults with
positive local community resources: to prevent
recidivism and address youth-initiated goals in education
and employment.
#3) New York Sports Connection – 360 Skills
Academy48
360° Skills Academy is a not-for-profit organization
specializing in youth and community development
through basketball. 360° Skills Academy organizes
tournaments, clinics, camps and leagues for youth and
adults. 360° Skills Academy’s youth programs combine
sports participation and instruction with education, career
development and community service to promote the
physical, intellectual and emotional development of New
York City youth on and off the court.

46

“Urban Youth Collaborative,” Urban Youth Collaborative, accessed April 28, 2020, http://www.urbanyouthcollaborative.org.
“Urban Youth Collaborative.”
48
“360 Skills Academy.”
47

17 | Effective Messaging & Prevention Education Strategies

NATIONAL ORGANIZATIONS (LOCAL CHAPTERS)
#1) To Write Love on her arms49
This organization began as a nonprofit movement
dedicated to presenting hope and finding help for people
struggling with depression, addiction, self-injury, and
suicide. TWLOHA exists to encourage, inform, inspire,
and invest directly into treatment and recovery.
#2) Shatterproof50
Together with their community supporters (they have a
NYC chapter) this national organization is committed to
creating structural change that will turn the tide of the
addiction crisis, helping every American with a substance
use disorder find science-based treatment and lasting
recovery.
Key Insight:
➔ NYC Agencies are discouraged from partnering with private
businesses directly, but an indirect partnership through one of
these non-profits is still possible and should not represent
conflict of interest if the target school agrees to it.

.

Secondary level (Systemic): People
As previously noted on Chapter 1, Generation Z students have an active online presence and take
lifestyle choices following influencers’ guidance. We have selected here a list of top NYC-based
influencers of this generation with wide, engaged audiences that follow healthy lifestyles and
specialized in food, beauty, photography, and other key interests of high-school students:51

49

To Write Love on Her Heart, “Get Involved.”
Shatterproof, “Impact.”
51
IZEA, “The Best Influencers in New York City You Need to Follow.”
50
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A L E X A M A T T HE WS
@eatingnyc, 324K Instagram
followers: Alexa has taken it upon
herself to eat her way through New
York City and share her
experiences online.

D A N I E L L A B E RN S T E I N
@weworewhat, 2.1M Instagram
followers: This fashionista, based in
Manhattan, made Forbes 30 Under
30 list in 2017 for her online
fashion inspiration.

L UD A WE I G A N D
@luda_, 146K Instagram followers:
Luda moved from Philadelphia to
New York City in 2019, and
continues to model and post
images of his favorite menswear.
HUM Z A D E A S
@humzadeas, 324K Instagram
followers: a skateboarder that
photographs the most gritty,
beautiful and crowded vantage
points in the city, much of it
captured by his drone.
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Key Insight:
➔ A communications partner will be able to cater and curate influencers
for the purpose of the campaign. The relationship could be set up as a
‘collaboration’ where influencers improve their brand through social
service by visiting schools and becoming campaign ambassadors.

Finally, while influencers might be useful on a ground-field level, a champion voice might still be needed
to give a clear picture to the campaign. The team researched for a young voice with 1) a wide social
media presence, 2) national-level recognition, 2) close to the demographics exposed in chapter 1 and
4) for whom the topic, drug prevention is important. We believe that Quinta Brunson is a perfect
match: writer, producer, comedian, and actress, she is best known for producing and acting in
BuzzFeed Video content and would make an articulated champion for #empoweryounyc.
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Chapter 3 | Comparable Public Awareness Campaigns

T

his chapter examines comparable campaigns and provides critical insight on
contemporary approaches to increasing public awareness and influencing audience
behavior. These insights will serve as our underlying rationale for key messaging and
content development, which also build on research conducted on our target audience and
comorbidity of mental health and substance use issues (Chapter 1). Three key campaigns have
been selected in this process. They include the “On Meth” campaign in South Dakota, which
underscores necessary public resources and policies to coincide with a robust drug prevention
campaign. “Don’t Live in Denial,” on the other hand, ran in Ohio and provides an example of
simple and straightforward messaging that targeted both young, high school aged students and
their parents with a high level of effectiveness as measured by rates of recall. Key to this
campaign was a website providing community information and resources for the audience to
access. Finally, “Help Me Quit” is an anti-tobacco campaign in New York City, which
underscored the importance of empowerment and interactive components in public health
conversations.
On a broader level, the 2019 Capstone showed that successful public health campaigns should:52
• Provide true, unexaggerated knowledge of potential consequences from a trusted source;
• Empower the target population to draw their own conclusion using informed, independent
thought;
• Not shame or stigmatize drug use, addiction, or their consequences;
52

Preety Aujla, Milena d’Ornano, Minwen Feng, Lawrence McDonald, Addie Thompson, Sloan Woods.
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•
•

Include dramatic or evocative but not exaggerated imagery of consequences;
Be accompanied by regulation, and build community awareness and encourage
communication between families, communities and civil society.

In addition to containing impactful imagery and minimizing heavy text, the demographics of New
York City indicate that campaigns should be available in multiple languages, particularly Spanish, and
be easily understood at a variety of literacy levels.

Social Campaign I: On Meth, South Dakota

Source:
OnMeth.com
On
November
18, 2019 the South Dakota Department of Social Services (DSS) launched its “On
Meth,” campaign. The multi-platform campaign aimed to shift perception of meth use. This approach
included reducing stigma around meth addiction and behaviors to increase the number of seeking
treatment options in the state. It included TV commercials, radio ads, billboards, social media and a
website called “Onmeth.com,” which provided citizens with resources for seeking treatment.
The campaign came in response to the exponential rise in meth-related drug cases in South Dakota
courts. According to the state, nearly 83 percent of state court cases for controlled substances were
meth related in 2019.53 The campaign was championed by South Dakota’s Governor Kristi Noem on
launch day through an introduction video noting, “This is our problem, and together we need to get
on it.” The campaign incorporated South Dakota citizens with the message ‘Meth. We’re on it.’ The
campaign was launched through a procurement contract between South Dakota’s Department of
Social Services (DSS) and the Minneapolis based consulting firm, Broadhead LLC, for a total of
$1,375,000. Of this budget, creative service, which includes a television shoot, print, video, website

53

Stieb, “South Dakota Debuts New Anti-Drug Campaign.”
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design, social media, radio, and out-of-home services $440,000.54 The campaign was budgeted to run,
from initial design to post-campaign focus groups and analytics, for a total of (9) months between
September 01 and May 31, 2020.
While it is too soon to measure the impact of the campaign, initial reactions were varied. The campaign
brought nation-wide media attention for its sensational slogan. Despite its mixed review, the governor
maintained that the campaign served its purpose by getting a broader audience to discuss the issue.
Despite its controversy, the resources provided on the campaign’s website “On Meth,” is quite robust
as it includes partners and resources such as nearby treatment services, recovery groups, ways to get
involved, and a tip line for reporting illegal drug activity.
Key Insight:
➔ Private-sector procurement for campaign building and design;
➔ Controversial, eye-grabbing design and slogan that brought national
attention;
➔ Robust relationships with local non-profit organizations for
additional services and resources linked to website;
➔ Diverse target audience that reflected everyday citizens across age,
race, and socio-economic status;
➔ Intergovernmental cooperation and support from the highest levels
of state-government.

Social Campaign II: Don’t Live in Denial, Ohio

54

State of South Dakota, Department of Social Services Division of Behavioral Health, “Consultant Contract For Consultant
Servies Between Broadhead LCC and State of South Dakota; DSS Purchase Order #20SC08E062.”
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“Don’t Live in Denial, Ohio” is a two-year marketing campaign launched by the Ohio Opioid
Education Alliance. The multifaceted Denial, Ohio campaign held two goals: (1) to inform parents
and caregivers of the dangers of prescription opioids, (2) to provide proper instructions for proper
disposal. The primary target audience of this campaign was parents of teenagers. The secondary
targeted audience of the campaign are teenagers. The campaign included TV commercials, billboards,
and a website called, “Denial, OH.” The campaign launched in June of 2018 with the initial funding
of $2 million under the creative direction of award-winning ad agency, Oglivy, was met with widely
adopted success.
The formation of the campaign, alongside the Ohio Opioid Education Alliance, is the direct result of
the Franklin County Opiate Action Plan (2016-2018).55 The Action Plan was crafted by the Alcohol
Drug and Mental Health Board of Franklin County and adopted in response to a worsening opioid
epidemic. In 2017, Franklin County had 520 overdoses—a 47 percent increase from 2016.56
Key Insight:
Upon measuring the effectiveness of the campaign, the Ohio Opioid Education Alliance57 reports:
➔ 69% recalled seeing the ad did on TV, 34% recalled seeing the ad on social media
➔ 37% of those statewide and nearly 50% of those in central Columbus reported on
seeing the ad
➔ 57% have talked to their kids about opioids and the dangers of prescription drug
abuse
➔ 53% report being more conscious about disposing of old prescriptions
➔ 68% of respondents report on being more informed about opioid dangers
➔ Only 8.4% are concerned that their children would abuse opioids and prescription
drugs in the household

55

Franklin County Coroner’s Office, “Franklin County Opiate Crisis Community Action Plan.”.
Newswire, “Multimillion Dollar Ohio-Based Opioid Prevention Initiative Announced.”
57
Ohio Opioid Education Alliance, Denial, OHOhio Opioid Education Alliance, Denial, OH..
56
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Social Campaign III: NYC Health Anti-Tobacco Campaign

In 2018, NYC Health launched an $670,000 citywide anti-tobacco media campaign. Up to that day, in
New York City, 867,000 adults (13.1%) and 15,000 adolescents (5.8%) reported used tobacco
products. The Health Department encouraged people trying to quit smoking to consider the
following tips:
● Prepare yourself. Make a list of reasons for quitting and read it often.
● Pick a quit date. Throw out all of your cigarettes beforehand, and get rid of ashtrays and
lighters.
● Get support and encouragement. Tell your family, friends and coworkers that you are quitting
and ask for their support.
● Stay away from that first cigarette. Smoking even one cigarette can easily become a regular
habit again.
● Notice what triggers cravings. Notice what makes you feel like smoking so that you can avoid
those situations or change your routine.
Alongside this campaign, the city also launched an app to help New Yorkers quit smoking called NYC
HelpMeQuit.58 The app was developed with input from smokers trying to quit. It includes tips to stop
cravings; social support from other people using HelpMeQuit and Facebook friends; connection to
existing smoking cessation resources and in-app games to distract from smoking. The app can also

58

City of New York, “Health Department Launches ‘Help Me Quit’ App to Help New Yorkers Quit Smoking.”
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track progress through money saved through un-purchased cigarettes and keeps a count of time since
they quit smoking.
Key Insight:
➔ User Empowerment (“What you can do”) / Active Engagement
➔ Brief, self-explanatory steps
➔ Use of gaming features (e.g. App)
➔ Measuring impact - too early, as the smoking survey has not been completed

Conclusion
Empowering discourse, simple messaging, interactive components, and online resources are critical
for the efficacy of drug-prevention campaigns. Such campaigns should also coincide with public policy
initiatives. To complement these conclusions, the 2019 Capstone findings showed campaigns that
exaggerate claims and demonize drug use through fear-based reasoning often foster distrust in target
audiences. Frequent references to drugs in anti-drug campaigns or parental use of drugs may also
normalize and exacerbate their consumption, especially if not paired with skill-based training on how
to refuse drugs and/or cope with stress or mental health59. As an example, the DARE program in
place from 1983 to 2009 is largely accepted as a failed drug prevention campaign due to its
normalization of drug use, exaggeration of negative impacts, and lack of skill-based training.
In addition to teaching coping mechanisms that enable students to make more informed choices,
effective campaigns should appeal to adolescents’ desire for independence and self-control. Past
successes in anti-tobacco and HIV/AIDS awareness campaigns underscore these insights. For the
former, some effective campaigns educated youth on the consequences of tobacco use and the
industry’s manipulative marketing practices in a non-judgmental tone. Others depicted the honest and
emotional consequences of tobacco use by those who have suffered from them first-hand. For the
HIV/AIDS awareness, sex-positive campaigns, which supported the target population and empower
them to seek help, have been successful in increasing awareness about the risks of HIV, the
importance of safe sex and the reduction of stigma associated with the disease. These tactics are
important to employ when creating campaigns that aim to reduce risky behavior amongst youth.

59

Preety Aujla, Milena d’Ornano, Minwen Feng, Lawrence McDonald, Addie Thompson, Sloan Woods, “Capstone:
Combating the Opioid Epidemic through Effective Messaging and Prevention Education Strategies.”
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Chapter 4 | Field Testing

D

ue to the ongoing COVID-19 pandemic, our team has decided to cancel anticipated field
testing at schools—for the interim—out of respect for students and their families. As this is
an unprecedented time for us all, we do not wish to disrupt students’ lives more than already
have been. Given socio-economic ramifications and mental tolls, questions of equity also remain top
of mind—particularly as the poorest and most vulnerable students and families are the most affected.
Many are also under enormous family stress amid mass lay-offs and disproportionate levels of death
in Black and Latinx communities, particularly across the Bronx. This will not only contribute to a
skewed response rate if focus groups are replaced with surveys, but also presents an ethical dilemma.
For similar reasons, contacting medical experts in opioid treatment centers became challenging and
raised concerns about a potentially tone-deaf approach to fieldwork if we proceeded further. In our
initial outreach efforts through phone, we spoke to administrative staff and nurses who informed us
that many staff and resources had been redirected to the ICU. Given medical staffing shortages across
the city and the fact that many treatment clinics are linked to larger hospitals, we decided to suspend
this portion of the fieldwork to ease stress.
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In lieu of rushing these components of our methodology, we are including comprehensive field-testing
instruments via Appendices B, C, and D, in addition to plans for their implementation in Chapter 6
for future execution. This way, fieldwork can be staged at a better time to retain greater efficacy, access
a more pertinent and representative sample, and use better information to inform an effective
campaign. To do so, we are proposing semi-structured interviews with experts (Appendix B) and
campaign participants (Appendix C), alongside focus groups in high schools (Appendix D).
Semi-structured interviews are useful to establish qualitative insight to garner a deeper understanding
of a topic and exist as a compromise between flexibility and order vis-a-vis wholly unstructured and
structured interviews. While expert interviews will focus on best practices, participant interviews will
be recorded and transcribed--to be integrated with content development. Participant interviews will
focus on bringing voice to the stories from those who have experienced opioid use disorder via a
“Humans of New York”-style60 narrative in the campaign.
After both interview stages are complete and campaign materials refined accordingly, this content will
be tested in focus groups with high school students. Focus groups are useful to measure consumer
reactions to media products and messaging strategies. They are less resource-intensive than interviews,
allow for greater depth and flexibility than survey tools, and provide immediate insight and ideas for
the improvement of particular products or concepts.

60

“Humans of New York.”
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Chapter 5 | Content Development

B

uilding a messaging upon a non-partisan, soothing blue & red color
combination, paired with a yellow tone (which represents youth) the slogan
“Empower You | NYC” aims to provide the best information available for
the student to make the best decision for herself, her loved ones, and her future.
Catering this message to each persona: 1) the one that uses drugs, 2) the one that
witnesses the usage, 3) the adult (secondary audience) who wants to give her support,
the following chapter serves as a preview of what a beta campaign could look like in
terms of format, imaginary and storytelling.
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CREATIVE BRIEF

Background
In New York City, the Bronx and Staten Island have the highest rates of overdose death across the
city. In 2017, there were 298 overdose fatalities involving heroin and/or fentanyl in the Bronx, the
highest across all five boroughs. Opioid use occurs with both prescriptive and nonprescriptive
forms. Opioids are especially dangerous given the undetected presence of fentanyl in many
substances. Fentanyl is a type of opioid that is much more addictive, potent, and deadly than
heroin. While the main demographic of opioid abuse occurs in older users (35+), these overdoses
and opioid abuses are enabled by behaviors and drug use developed at the impressionable 10-18
age.

STYLE GUIDE
Typography Hierarchy
Digital - Font: Reader
Reader is the font used in digital formats
including web and digital presentations

Color Pallette
Brand colors will be adhered to
in digital, print, and web
formats.

Titles - Reader Bold
Headings and Subtitles - Reader Medium
Text - Reader

Digital - Font: Reader
Georgia is the font used in print formats
including final reports and memos
presented to clients and for internal SIPA
submissions.

Titles - Georgia Bold
Headings and Subtitles
Text - Georgia Regular

RED
BLUE

Paragraphs
Subtitle
Textbody should be writtten in regular font.
Onsenim quatus porro volori temporro il
moluptibus as con etur sed earci blacimi, quia
aut dolorum volut pe ex essi simusandit et
odipiene quidit aut faceaquo blaturibus rem
eos eruntis nieniam fuga. Am fugit aut
facestion nonsequi ut et omnis- simin rem as
erit veratur eicipitae con ra quiatempore in rae
soluptia debis et, temporrorem.

YELLOW

CREATIVE BRIEF

High school is a time in life that’s full of new friends, growth, as well as changes in social
circles, family or community environments. For many students in middle school and high
school, they are struggling to figure out who they are and how they fit in with others. It can
be a time of experimentation, from first relationships to drugs, alcohol, and partying.
They’re trying on different identities to see what fits. High school and middle-school age
youth find their support system in their families and friends. This turbulent time when youth
go through physical and emotional changes may cause them to be defiant or skeptical of
authority figures such as parents or teachers.
Many high school kids have little to no exposure on mental health issues within schools. It
may be hard for them to recognize mental health problems in themselves or in others. Thus,
they cannot make the link between mental health and unhealthy behaviors.
High school students define value and belonging from acceptance by their peers. Fitting in is
very important. Without full information, youth may engage in risky behaviors because their
peers are doing so. This may lead them to adopting destructive behaviors without full
information about the consequences of those decisions.
High school students are turned off by simplistic messages on drugs (i.e. “just don’t do drugs”)
This creates a curiosity of drugs and a simplistic understanding of what is considered drug
abuse (what about subscriptions?) and could lead to future abuse. This may increase
experimentation of drugs since teens may doubt authority figures telling them to stop doing
drugs.
High school students tend to be worried about more immediate events and activities in their
life rather than life in 20+ years. They may look forward towards the next test, school
dance, party, prom, graduation etc. and are not worried about current decisions affecting
their futures.

CREATIVE BRIEF

Our Goals
Draw links between mental health,

Educate youth on the effect of substance

physical health, and community with

abuse and future health and quality of

current and future drug use;

life;

Encourage high school students to be

Increase help-seeking behaviors

aware of their emotional and physical

regarding mental health and get high

well-being and seek out alternative,

school students to take action before it’s

constructive coping mechanisms instead

too late.

of turning to addictive substances;

Key Messages
Personas StorytellingIn a “Humans of
New York” style storytelling approach,

#EmpowerYou will be the hashtag

these stories will be presented in

accompanied with these stories and used

different forms across various channels to

across various social media channels to

show how relatable individuals found

unify the campaign.

their purpose in life. This can show what
life looks drugs free without taking an
authoritarian stance on drugs.

CREATIVE BRIEF

Storytelling Approach
Personas Storytelling
In a “Humans of New York” style storytelling approach, these stories will be
presented in different forms across various channels to show how relatable
individuals found their purpose in life. This can show what life looks drugs free
without taking an authoritarian stance on drugs.
·#EmpowerYou will be the hashtag accompanied with these stories and used across
various social media channels to unify the campaign.

Channels

Chapter 6 | Implementation

T

he following chapter is designed to be a guide laying out the steps to
implementing a campaign. Although developments in Covid-19 may
delay openings of schools, this will outline incremental implementation
steps for when the campaign is ready to be launched. Below is an action plan,
suggested timeline, list of potential partners, metrics of success, and potential
risks.
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I.

Overview

Launch Date: FALL 2020 (Proposed)
The Campaign Action Plan is designed to be a guide for launching a social media campaign targeting
youth in the Bronx and Staten Island. Utilizing the work of past capstones, this campaign will reach
the target audience through various media channels with the aim of reducing future drug abuse and
overdose in New York City.

Goals
•

•

•

•

Key Messages
Draw links between mental
health, physical health, and
community with current and
future drug use;
Encourage high school students
to be aware of their emotional
and physical well-being and seek
out
alternative
coping
mechanisms instead of turning
to addictive substances;
Educate youth on the effect of
substance abuse and future
health and quality of life;
Increase help-seeking behaviors
regarding mental health and
encourage high school students
to act before it’s too late;

Topline Messaging
• Main Messages
• Drugs are not a solution to your

current problems
• Make life choices that empower
you

•

•

•

•

•

Drugs make you feel good, but it is
only an illusion- it won’t make your
problems go away.
Drugs are dangerous when used
incorrectly. Abuse and overdose will
prevent you from living your best
life.
Mental pain is common. Like
physical pain, mental pain is
healable, but, it must be treated with
an effective treatment.
If experiencing mental distress, seek
treatment – it will start you on the
road to feeling better. A healthy
lifestyle is what you need to stay on
this path.
A healthy life is not lived alone.
Your community, your family, your
friends, need you – they need you to
be your best self.

Assets
•
•

NYC -based Partners
Social Assets
o Relationship with identified
schools in Staten Island and
the Bronx
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II.

Action Plan

Content Creation:
D E V EL O PING C O NTE NT FO R M UL TIPL E C HA NNE L S

In a “Humans of New York” style storytelling approach, these stories will be presented in different
forms across various channels to show how relatable individuals found their purpose in life. This can
show what life looks drug free without taking an authoritarian stance on drugs.
•
•
•

Creating One-minute videos on story profiles
Developing graphics to adapt for use on various social media channels
Utilize graphics for physical campaign materials

V IDE O C O NTE NT :
•
•
•

Create storyboards for one-minute videos based on details from Creative Brief
Capture story in video and photo format to be used on different platforms
Organize, edit, and store video to be repurposed into different formats

G R A PH IC S :
•
•

Some graphics will be provided for initial campaign visualization
Graphics can be transferred to all campaign items including website, print materials, or
campaign gear

Testing
Once content is developed, video content and graphics can be tested by surveying student responses.
Given constraints on in-person testing, surveys can be adapted to online formats to measure student
responses if desired. Testing should look at what was learned after viewing content, what emotions
are evoked after viewing content, and any behavior or attitude change from interacting with developed
content. Testing content should ask the following questions:
•
•
•
•

How much did students know about opioids before exposure to messages?
What did students learn after listening to messages?
How did students feel after watching or listening to these messages?
Did the messages inspire behavior change?

III. Rollout: See Timeline for further details
Rollout of the campaign can take place once testing has been conducted. Due to changing
developments in school closures due to Covid-19, exact timeline dates may need to be modified.
However, the action items within each category can be executed as the situation allows for it.
Once content is finalized, campaign content and launch date should be finalized across all partners
including other NYC agencies, schools, and partners.
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C A M PA IGN R O L LO U T T O O L S

HootSuite is an online social media management tool that allows users to plan out media according
to a calendar. Users can use this tool to post content simultaneously on all desired platforms. Any
content released by the Office of the Special Prosecutor can be coordinated easily through this online
tool.
WEB

Currently on Squarespace, this site will give detailed information educating
visitors on drug use, health consequences, as well as treatments, partners and
resources they can access.

YOUTUBE

Short video forms of the personas stories can be developed into visual
mediums to tell this story and then shared across a platform widely viewed by
teens. This platform has been used by other public health awareness
campaigns targeting our primary audience.

INSTAGRAM

Photos illustrating these stories will be posted on this platform. This
campaign can be promoted through partner Instagram accounts. They will
use “#EmpowerYou” to show a unified message across partners to give them
resources youth can reach out to. Photos can be easily shared on Facebook
and Instagram.

TIKTOK

“TikTok for Good” is a feature that allows 1-minute videos to be featured
on the discover page allowing viewers to easily see content from this
campaign. List #EmpowerYou to create a unique hashtag. Professional
editing, shooting, and software are not needed to create a viral video - many
videos can simply be shot and edited all within the app. While professional
PSAs may require much more time and resources, this platform allows for
low-budget content to be spread quickly within our target audience.

IV. Campaign Timeline (aligned with school year)
Stage 1: Finalizing
Campaign Materials

a. Expert Interviews (Appendix A)
b. Recruitment of Participants and Participant Interviews (Appendix B)
Stage 1 must be completed before Stage 2 to refine and improve campaign
content

Stage 2: Piloting in

the Bronx and Staten
Island High Schools

a. Student Focus Groups (Appendix C)
b. Includes schools in vulnerable zip codes across the Bronx and Staten
Island (Demographics, “Pilot Stage”; Chapter 1)
Both Stages 1 and 2 must be completed and finalized before proceeding to
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Stage 3

Stage 3: New York
City-wide Scaling of
the Campaign

a. Targeted social media campaign focusing on the most high-risk areas
b. Includes zip codes with high incidence of opioid overdose across New
York City (Demographics, “Campaign Stage”, Chapter 1)
After Stages 1 and 2, Stage 3 will be launched in the Spring or Fall of the
relevant school year

School Year
The following subsection summarizes the structure of a typical school year in New York City and
articulates best potential start dates for NYC-wide scaling of the campaign based on this insight. Given
the COVID-19 pandemic, the upcoming school year may remain online or be otherwise adjusted.
Thus, this section provides broad recommendations that are not tied to any particular calendar year,
ideally carried out after the crisis ends.

Major Events in School Year (NYC)
Fall Term

Spring Term

JULY

Summer Break

JANUARY

Winter Recess (cont’d to New
Years Day)
Regents Examinations
Start of Spring Term (semester
schools)

AUGUST

Summer Break (cont’d)
Regents Examinations

FEBRUARY

Valentine’s Day Festivities
Midwinter Recess

SEPTEMBER

Start of School Year
Parent-Teacher Conferences
Labor Day

MARCH

Parent-Teacher Conferences

OCTOBER

Homecoming Festivities
Halloween Festivities

APRIL

Spring Recess

NOVEMBER

Parent-Teacher Conferences
Thanksgiving Recess

MAY

DECEMBER

Winter Holidays Festivities
JUNE
Winter
Recess
(from
Christmas Eve to New Years
Eve)
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Parent-Teacher Conferences
Graduation Festivities
Regents Examinations
Finals
Last Day of School

and

FALL TERM

As Regents Examinations (necessary for high school graduation) are usually scheduled for August,
January, and June, these are not ideal months to begin any campaign. After the August Regents
Examination period, the first day of the school year typically begins in early September, after Labor
Day based on calendars for past school years provided by the United Federation of Teachers. Parentteacher conferences for High Schools, K–12, and 6–12 Schools proceed in late September. Compared
to other months, October has fewer mandated events and vacation days, but typically hosts events
such as Homecoming and Halloween Dances. This is followed by parents-teacher conferences,
Thanksgiving, and other special days in November. In late December, schools are closed for a week
of Winter Recess.
For a city-wide campaign in the Fall, piloting and field-testing with teachers and students (Stage 2)
should be completed during the Spring and Summer of the previous school year. The campaign itself
(Stage 3) should ideally start in early September, as students enter into a new grade and many complete
the August round of Regents Examinations. This timing is useful because the transition to a new
school year and higher grade represents a new start for students, associated with greater maturity and
independence. It may prove particularly impactful for students starting their first year of high school.
SPRING TERM

Schools start dates, following the January Regents Examinations period, depending on the system of
academic term used. A Midwinter Recess occurs in February, followed by parent-teacher conferences
in March, a Spring Recess in April, parent-teacher conferences in May, and another Regents
Examination period alongside the end of the school year in June.
For a city-wide campaign in the Spring, piloting and field-testing with teachers and students (Stage
2) should be completed during the Summer and Fall of the previous year. Whereas starting in the Fall
takes advantage of the new school year, starting in the Spring may be more salient amid New Years
leading onto Graduation Festivities. There are two options for this route:
1. The campaign itself (Stage 3) could ideally start after Christmas, in late December, as students
begin the New Year and many subsequently complete the January round of Regents
Examinations. This timing allows us to capitalize on the transition to a new year. It may prove
more impactful for our secondary audiences, as the New Year is more salient for older family
members than the start of a new school year in September.
2. If secondary audiences are less emphasized, the campaign could ideally start in early February,
after the January round of Regents Examinations. Although it does not immediately follow
New Years, it would not be too far off and coincides better with the school year.

V.

Metrics for Success

Metrics for Testing
In order to look at individual aspects of the campaign, focus groups and student surveys should look
at the effectiveness of messages and supporting materials developed for a campaign. To see what
resonates well with students, surveys should answer:
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•
•

•

•

How much did students know about opioids before exposure to messages?
What did students learn after listening to messages?
o Students should be able to draw connections to drug use and mental/physical health
o Students should be able to list viable alternatives to drugs to combat mental/physical
health needs
o Students should know tactics to report and address drug use in their communities
How did students feel after watching or listening to these messages?
o Students should not be ashamed to ask questions on this topic
o Students should feel informed and empowered to make good choices
Did the messages inspire behavior change?

Metrics for Campaigns
While the ultimate goal is to decrease drug abuse in older adults, we can use the following metrics to
measure the effect of the campaign within our target audience. Within various social media platforms,
built-in analytics can give insights into each of these three metrics. These metrics measure volume
(how many), reach (how many new people), exposure (how long) and amplification (how far is
message spreading).
E N G AG EMEN T Measured by comments, likes, views, replies and number of
participants active on the platform.
C ON VER SION

Measured by track URL shares, click-through rates, conversions (i.e.
subscribes to a channel)

I N F L UEN CE

Measured by your advocates and fans. Who is contributing to the
conversation on your message? Which influential people
(influencers/celebrities) are talking about your message?

VI. Campaign PR partners
Because of the context in which this campaign plan was conceived, the team recommends a
professional public relations / communications firm to review this work and make the appropriate
changes in due time. The team has curated a list of New York based firms that have previously
partnered with NYC agencies for social impact work:
Edelman is the largest public relations firm in the world by revenue. The firms’ Business + Social
Purpose team partners with the world’s leading companies, governments and nonprofit organizations
to define, develop and deploy their purpose. With expertise spanning issues like human rights,
sustainability, education and more, the team’s social impact experts work with companies, nonprofit
organizations, and foundations to evolve business practices and design insights-driven programs and
campaigns that deliver substantive change and long-lasting shared value to brands, communities, and
society. Mr. Alex Heath is the current head of this firm’s division in New York City.
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In 2019, Ruder.Finn announced the appointment of Monica Marshall to the senior role of Global
Lead for RF Relate - a social impact, sustainability, advocacy and public affairs offering focused on
connecting People, Purpose and Policy. Marshall brings extensive experience helping clients across a
range of industries develop and manage their corporate purpose, social responsibility, sustainability
and social impact programs. Marshall is an established subject matter expert on many issues, including
food and nutrition security, water, education, health and wellness, conservation and financial inclusion.
From corporations, foundations and philanthropies to United Nations agencies and nonprofits, Finn
Partners help clients create breakthrough campaigns around complex social issues. Finn teams, led
by Jane Madden, leverage research, identify trends, solidify partnerships and harness traditional and
social media to drive impact, strengthen brand reputation, support marketing goals, elevate initiatives
and shift public thinking.
Awareness is important, but Weber Shandwick believes this is not enough to make real, lasting
change. The firm’s award-winning Social Impact team delivers innovative strategies and creative
campaigns for purpose-driven brands and organizations around the world, prioritizing engagement
above all other metrics. Lee Ann Townes, its leader, brings deep subject matter expertise in purpose
leadership, plus issues spanning global health and development, sustainability, education and social
justice.
Moreover, as a media platform we recommend WNET Public Media/Channel 13, a channel with
which our Capstone advisor, Carole Wacey has a direct contact. This strategic public-media partner
has conducted similar public outreach campaigns with NJTV on opioids. 61

VII. Potential Risks and Mitigation Plan
We shall define risk in this context as the possibility that something harmful or undesirable may
happen as the result of the campaign. This could include harm, injury, or abuse to the Office of the
Prosecutor’s clients, volunteers, board members, employees, property, or reputation.
While it is not possible to eliminate all risk, we consider that our responsibility is to demonstrate that
we have recognized the risks the Office of the Special Prosecutor could face. This guideline has been
developed to help your team design and implement an effective and proactive risk management plan;
this ongoing process will help management recognize the risks it is facing, perform risk assessments,
and develop strategies to mitigate risks using management resources available to them.

61

See the following link for information on what WNET conducted in the past: https://www.njtvonline.org/addiction/event/fighting-opioid-addition-newjersey-newark-winning/.
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Key Insight:
➔ While it is not possible to eliminate all risk, we have designed a risk matrix
to aid the Office of the Special Prosecutor in creating a proactive risk
management. (See Appendix E)
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Appendices
APPENDIX A
Bronx Treatment Centers

Phone

Website

Acacia Behavioral Health
BronxCare Health System
Concourse Medical Center
Counseling Services of New York, LLC
Montefiore Medical Center Substance Abuse
Treatment Program
Odyssey House
PAC Program of the Bronx
Promesa Inc.
Samaritan Village, MMTP
START Treatment & Recovery Centers

(646) 224-9300
(718) 518-3700
(718) 665-9340
(718) 590-1790
(917) 564-8700

acacianetwork.org
bronxcare.org

(718) 328-2605
(718) 299-1100
(718) 206-2000
(718) 260 2900

odysseyhousenyc.org
thepacprogram.com
promesa.org
samaritanvillage.org
https://www.startny.org/

VIP Community Services

(718) 583-5150

vipservices.org

Staten Island Treatment Centers

Phone

Website

Addiction Angel
Bridge Back To Life
Camelot of Staten Island Inc.

(646) 404-0637
(718) 447-5700
(718) 356-5100

addictionangel.com

Community Health Action of Staten Island

(718) 808-1300

chasiny.org

Project Hospitality
Staten Island Partnership for Community
Wellness
Staten Island University Hospital: Methadone
Clinic
TASC

(718) 448-1544
(718) 226-0258

projecthospitality.org
sipcw.org

(718) 226-2440

siuh.edu

(718) 727-9722

eacinc.org
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csofny.com
montefiore.org

camelotcounseling.org

APPENDIX B
Purpose: To engage potential community partners (NGOs, treatment clinics, educators, etc.), highlight
best practices, and identify potential participants to share their stories in the campaign.
Methodology: Semi-Structured Interview
• Semi-structured interviews are useful to establish qualitative insight to garner a deeper
understanding of a topic, whereas quantitative methods focus on breadth.
• Whereas structured interviews do not allow for flexibility in asking follow-up questions,
unstructured interviews have no specific set of predetermined questions or agenda. Semistructured interviews are a good compromise between flexibility and order.
Guidelines:
• Focus on video and telephone interviews. Although the quality of conversation will be lower
than face-to-face, such interviews achieve strategic trade-offs. They allow the targeted
constituency to speak at their convenience, protect their health and safety, and save on
administrative costs for travel.
• Prepare a broad and flexible discussion guide in advance, but do not treat it as an agenda or
survey form. Semi-structured interviews involve some structured questions but also provide
room for two-way communication by allowing for feedback and follow-up questions, unlike
structured interviews. Each interview will consist of follow-up questions to probe initial
responses more deeply. However, make sure to ask for referrals to potential participants
in the campaign.
• Digressions should be welcome, and every interview may be unique. If the interviewer can
demonstrate objectivity and candor, he/she/they can quickly establish a trusting relationship
in the interview, which improves the process. The end product of aggregating all the interviews
will be far more robust as a result.
• Guarantee confidentiality. Ensure participants that no individual information or attribution
will be released to others in transcripts or written reports.
• Allow interviews to run long. Expert interviews typically run 30 minutes or more.
• Don't do too many interviews. This is both for the sake of resource/time constraints and due
to the purpose of qualitative research. For any specific topic, most issues converge within 10
to 15 interviews, as repeated comments result and less new information becomes derived from
each new conversation.
Potential Questions:
1. What has been the most challenging aspect for you in engaging drug-use prevention in the
community?
2. What have been the most challenging aspects for you in recruiting and treating individuals
who have developed a dependence on opioids?
3. What advice would you give to us, for conducting a public health campaign like the one we’re
envisioning?
4. Are you familiar / have you participated in other campaigns before?
5. What challenges should we be aware of? (Follow-up: Would you be open to reviewing our
existing resources and website?)
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6. Does your organization know of any individuals who may be interested in participating in our
campaign?
Steps for Data Analysis:
1. Transcribe the interview data.
2. Assign preliminary codes to the data in order to describe the content.
3. Search for patterns or themes in your codes across the different interviews.
4. Review themes.
5. Define and name themes.
6. Derive insights and adjust campaign materials.
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APPENDIX C
Purpose: To record the stories of participants in the campaign, better understand their journeys with
opioid abuse, and integrate the stories in a “Humans of New York” fashion into the campaign.
Methodology: Semi-Structured Interview
• Semi-structured interviews are useful to establish qualitative insight to garner a deeper
understanding of a topic, whereas quantitative methods focus on breadth.
• Whereas structured interviews do not allow for flexibility in asking follow-up questions,
unstructured interviews have no specific set of predetermined questions or agenda. Semistructured interviews are a good compromise between flexibility and order.
Guidelines:
• While recorded, in-person interviews would be ideal, recorded video interviews are a potential
substitute amid health and safety concerns during COVID-19. The relevant data from expert
interviews is general information, but the stories themselves are most important in this section.
Communication where faces and body language are visible allows for the development of
better rapport, which is necessary to incite vulnerability and honesty. Interviews should be
recorded to ensure the most accurate representation of individual stories and voices when
integrated into the campaign.
• Build rapport. Start off with some warm-up questions like “How was your day?” and steadily
ramp up the flow of the conversation to include increasingly personal topics, saving the most
personally challenging questions closer to the end.
• The interviewer should also dress in similar ways as the interviewee to improve rapport and
alleviate perceived power imbalances. Casual wear is best. The interviewer should not dress in
an overly formal fashion or demand the same from the interviewee.
• Prepare a broad and flexible discussion guide in advance, but do not treat it as an agenda or
survey form. Semi-structured interviews involve some structured questions but also provide
room for two-way communication. Each interview will consist of follow-up questions to
probe initial responses more deeply.
• Given the narrative needs of the campaign, our team anticipates that 5 stories will be necessary
for the finalized campaign content. In order to ensure high levels of quality for each of these
stories, we should conduct and record ideally 20 interviews (10 from the Bronx, 10 from
Staten Island) to select from during focus group testing and the finalized product. This number
is a compromise between resource/time constraints and the need for high-quality, impactful
narratives.
• As each individual’s story is different, we have not set plot objectives to reduce the potential
of leading questions and interviewer bias. In selecting participants for both the initial and final
stages of content development, however, it is important to be inclusive of race, gender,
socioeconomic status, and experiences. While younger participants may resonate more with
our primary audience, this is a secondary consideration that will be best resolved with focus
group testing. In the finalized product, it is important to select 5 interviews that are not only
high quality, but as inclusive as possible of gender, race, and background -- given the nature
of the opioid crisis around NYC.
• Provide coffee, a snack, or other small compensations, such as an Amazon gift card,to the
participant for their time.
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Interview Structure:
1. Introductions
2. Warm-up questions/small talk to build rapport: e.g. How are you, what was the trip over like,
this coffee is good, etc.
3. Simple questions about the interviewee and his/her background to gather general information
and build rapport: e.g. How old are you, what do you do, etc.
4. Questions about the interviewee’s experience with drugs that become increasingly personal:
e.g. When did you start using drugs? => How did it develop into a dependence? => How has
it affected your life? => What was the saddest experience? => When did you realize that you
needed a change? => What helped with recovery? => How have these experiences changed
your life? => What would you want to say to your younger self? => etc.
5. More personal follow-up questions integrated with the question guide.
Campaign Refinement:
1. Transcribe the interviews
2. Identify poignant paragraphs for each interview, to be integrated with campaign materials
3. Test different language for each subsequent focus group
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APPENDIX D
Purpose: To engage students with campaign content, hashtags, and other designs and language.
Methodology: Focus Group
• A focus group is useful to measure the reaction of consumers to your media product or
messaging strategies. While focus groups are not as efficient in covering maximum depth on
a particular issue as individual interviews, they are less resource-intensive and provide
immediate insight and ideas for the improvement of particular products or concepts.
• Given the larger group setting, risks exist and members may not express their honest and
personal opinions about the topic at hand. It is important for the moderator thus to be
cognizant of potential barriers and be as unbiased as possible.
Guidelines:
• Each focus group should include approximately 8-10 students, or about a third of a typical
high school class. It may be useful to divide the class into thirds and take them to different
rooms, with one Moderator (Focus Group Leader) and one Assistant Moderator (Note
Taker) in charge of each group. Doing this during a health class may prove the most
appropriate, but any regular class is appropriate given practical constraints.
• The assignment of students into each group should be random. It may be useful to give each
student a number and group them according to that assignment.
• Ideally, focus groups should be conducted across each grade in relevant schools in the Bronx
and Staten Island.
• All student and teacher participants will receive appropriate compensation for their time,
such as snacks, SWAG, or other available ideas.
• Guarantee confidentiality. Ensure participants that no individual information or attribution
will be released to others in transcripts or written reports.
Focus Group Structure:
1. All participants complete a consent form:
EXAMPLE62
Consent to Participate in Focus Group
You have been asked to participate in a focus group sponsored by the Special Prosecutor’s Office
in partnership with [list of agencies]. The purpose of the group is to better understand youth
attitudes towards substance use and test campaign messaging for prevention. The information we
learn will be used to refine public health messages intended to promote youth well-being and
reduce negative coping mechanisms leading to substance abuse.
You can choose whether or not to participate in the focus group and stop at any time. Although
the focus group will be tape recorded, your responses will remain anonymous and no names will
be mentioned in the report.

62

Template from: “Guidelines for Conducting a Focus Group.”
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There are no right or wrong answers to the focus group questions. We want to hear many
different viewpoints and would like to hear from everyone. We hope you can be honest even
when your responses may not be in agreement with the rest of the group. In respect for each
other, we ask that only one individual speak at a time in the group and that responses made by all
participants be kept confidential.
I understand this information and agree to participate fully under the conditions stated above:
Signed:____________________________________________ Date:___________________
2.
3.

Collect demographic information: Age, Grade, Gender, Ethnic Background, etc.
Introduce the study and set ground rules and purpose
FOCUS GROUP INTRODUCTION63

WELCOME
Thanks for agreeing to be part of the focus group. We appreciate your willingness to participate.
INTRODUCTIONS
Moderator; Assistant Moderator
PURPOSE OF FOCUS GROUPS
We have been asked by [the Special Prosecutor’s Office and partners] to conduct the focus
groups. We are having these focus groups to get your insight on messaging intended to promote
youth well-being and reduce substance abuse and negative coping mechanisms. We need your
input and want you to share your honest and open thoughts with us.
GROUND RULES
1. WE WANT YOU TO DO THE TALKING.
We would like everyone to participate. I may call on you if I haven't heard from you in a while.
2. THERE ARE NO RIGHT OR WRONG ANSWERS
Every person's experiences and opinions are important. Speak up whether you agree or disagree.
We want to hear a wide range of opinions.
3. WHAT IS SAID IN THIS ROOM STAYS HERE
We want folks to feel comfortable sharing when sensitive issues come up.
4. WE WILL BE TAPE RECORDING THE GROUP
We want to capture everything you have to say. We don't identify anyone by name in our report.
You will remain anonymous.
4. Before asking the first focus group question, icebreakers should be used to build rapport:
E.g. Asking questions about interesting facts about the drug industry, substance abuse, or
well-being, and rewarding correct guesses with a snack.
5. Introduce and review sample campaign materials: The Moderator may begin the session with
an initial polling on preferences across sample options, with the Assistant Moderator
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Template from: “Guidelines for Conducting a Focus Group.”
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recording results. Alternatively, the Moderator may ask students to come up to the front to
vote on their preferences, by putting up tallies or ballots.
6. Discussion: The Moderator puts the initial results away and mediates discussion surrounding
each option to get the students’ feedback on each sample, paying attention to how attitudes
shift and change. The Moderator has a responsibility to adequately coverall prepared
questions within the time allotted. S/he also has a responsibility to get all participants to talk
and fully explain their answers. Assistant may record thoughts and ideas. During this stage,
the Moderator may begin with a more structured approach, but should gradually foster more
dialogue between students.
7. Conclusion on sample campaign materials: End the session by teasing out broad
recommendations for the campaign and student preferences across samples.
8. Immediately after all participants leave, the Moderator and Assistant Moderator debrief
while the recorder is still running and label all tapes and notes with the date, time (if more
than one group per day), and name of the group.
Steps for Data Analysis:*
1. Transcribe the focus group data.
2. Assign preliminary codes to the data in order to describe the content.
3. Search for patterns or themes in your codes across the different focus groups.
4. Review themes.
5. Define and name themes.
6. Derive insights and adjust campaign materials.
*For more detailed information on analyzing data on focus groups, please refer to pp. 11-13 of
Guidelines for Conducting a Focus Group (https://datainnovationproject.org/wpcontent/uploads/2017/04/4_How_to_Conduct_a_Focus_Group-2-1.pdf)
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Legal action delays or pauses project.

Acts of God (e.g. new COVID wave,
extreme weather, leads to loss of
resources, materials, premises etc.)

All phases

All phases

Lack of communication, causing lack
of clarity and confusion.

Pressure to arbitrarily reduce task
durations and or run tasks in parallel
which would increase risk of errors.

Focus Group and interview schedule is Low
not clearly defined or understood.

Estimating and/or scheduling errors

Rollout

Rollout
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Testing

Testing

Medium

Low

Medium

Project schedule is not clearly defined Low
or understood

Low

Medium

Low

Low
Medium
Low
Low

Rollout

Content Creation Project design and deliverable
definition is incomplete by the time
the plan is revisited.

Project purpose and need is not wellConsultant or contractor delays
Unplanned work that must be
Unresolved project conflicts not
escalated in a timely manner

Risk description

phases
phases
phases
phases

All
All
All
All

Phase Raised

Likelihood of the risk
occurring

High

Medium

High

Medium

Medium

High

High

High

High
High
High
Medium

High

Medium

Medium

Medium

Medium

High

High

Medium

High
High
Medium
Medium

Severity
Rating based on
Impact if the risk occurs
impact &
likelihood
Create a committee to overview the
Escalate to Recommendation
Escalate to the Project Manager
When aware immediately escalate
to Committee and gain assistance
from Project Manager to resolve
the conflict.

Contingent action
Action to be taken if the risk happens

Notify appropriate authorities.
Follow health and safety
procedures. Notify Committee and
revisit Campaign Plan.

Break this risk into two: 'cost estimating'
and 'scheduling errors'.
Use two methods of cost estimation, and
carefully track costs and forecast cost at
completion making adjustments as
necessary.

Define the scope in detail via design
workshops at Columbia Design studio
with input from subject matter experts.

to reduce the risk of this happening.
Patiently explain that schedule was built
using the expertise of subject matter
experts. Explain the risks of the changes.

Write a communication plan which
includes frequency, goal, and audience
of each communication.
Identify stakeholders early and make
sure they are considered I the
communication plan. Use most
appropriate channel of communication
for audience e.g. don't launch another
story through Youtube, have a call with a
member
a focus group
instead.
Share theofschedule
with key
stakeholders

Escalate to project manager and
committee.
Raise change request for change to
budget or schedule.
Pull down contingency.

Escalate to Committee with
assessment of risk and impact of
the change.
Hold emergency risk management
call with decision makers & source
of pressure and lay out risk and
Document assumptions made and
associated risks. Request high risk
items that are ill-defined are
removed from scope.

Correct misunderstandings
immediately. Clarify areas that are
not clear swiftly using assistance
from Committee if needed.

Hold scheduling workshops with the
Share the plan and go through
project team so they understand the plan upcoming tasks at each weekly
and likelihood of missed tasks is
project progress meeting.
reduced.

Prepare an executive presentation
Name a Project Manager to channel
alongside Columbia partners showing
all inquiries
insights from the 4 previous reports and
communication/campaign plan

Ensure insurance in place. Familiarise
project team with emergency
procedures. Where cost effective put
back up systems in place e.g. generators.

Escalate to Committee who will
starting the project. Follow all regulatory notify legal department. Follow
requirements and complete stakeholder instructions from legal.
management plan.

Prepare an executive presentation
Include late penalties in contracts.
Attend project scheduling workshops.
Hold regular project team meetings and
look out for conflicts. Review the
project plan and stakeholder
engagement plan for potential areas of
conflict.
Ensure all contracts signed before

Mitigating action
Actions to mitigate the risk e.g. reduce the
likelihood

3

2

1

Low
Medium
High

Low
Medium

Likelihood
2
Low

1

APPENDIX E
Impact

3

High

High

Medium
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