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Making Numbers Talk:
Using Data to Strengthen Your 

Social Marketing
Presented by:

Caring for Every Child’s Mental Health Campaign
Social Marketing TA Team
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Disclaimer: The views, opinions, and content expressed in this 
presentation do not necessarily reflect the views, opinions, or policies 
of the Center for Mental Health Services (CMHS), the Substance Abuse 
and Mental Health Services Administration (SAMHSA), or the U.S. 
Department of Health and Human Services (HHS).
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Presenters

• Carolyn Fearing, Vanguard Communications
• Leah Holmes-Bonilla, National Association of State 

Mental Health Program Directors
• Tim Tunner, National Association of State Mental 

Health Program Directors
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Learning Objectives

• Develop a more clear understanding of the 
social marketing planning process.

• Understand how to effectively use data in 
messaging and materials development to reach 
specific audiences.

• Learn more about how to develop messages 
that resonate with the audiences you are trying 
to reach.
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What brings you here?

Poll:
• What is your role in your system of care?
• What is the number one thing you want to get 

out of this training?
Write down:
• How do you define social marketing?

5

Presenter
Presentation Notes
Engagement Instructions: Pull up and open voting on two polls (results will be broadcasted)What is your role in your system of care?What is the number one thing you want to get out of this session?When done, end poll and hide. Ask them to write down privately, or in chat– what do YOU think social marketing is? 



What is social marketing?

Social marketing is the marketing of 
behavioral change that benefits 
society as well as the audience. 

(No, really. That’s it.)
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Presenter
Presentation Notes
Presenter Notes:Give the definition of social marketing:Comparison: Similar to the way Apple might market the iPhone, social marketing is your organization marketing a behavioral change—like convincing a family to use system of care services and supports, or convincing a colleague in the juvenile justice system that they play an important role in children’s mental healthAdditional analogy: parent trying to get a child to eat their vegetables



A Note on Social Media

(Two different things.)
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How do you do it?
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Presentation Notes
Presenter Notes:Explain that there is a process for social marketing that needs to be completed in full in order to be strategic about social marketing efforts. What is my social marketing goal?What is the purpose of sharing the dataWho is the primary audience?Who are you sharing this with.What are the messages to which your audience will respond?Messages are closely tied to your goals and deliver important information about the issue compelling the targeted audience to think, feel, or act.What do we share with our audienceWhat channels will reach your audiences?Communications channels carry the messages to the target audiences. How do we share it?What activities, events, and materials will get their attention and get them involved?Activities, events, and/or materials—to be used in your selected channels—that will most effectively carry your message to the intended audiences. When do we share it?Pretesting and ImplementationMessages should be pretested with the target audiences to assure understanding and other intended responses.Evaluation and Mid-course CorrectionsEvaluating your social marketing efforts allows you to correct your plans mid-course, or to inform the next iteration of the social marketing planning process (it is continuous!)



What’s the goal?
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Presenter
Presentation Notes
Presenter Notes:Explain the difference and relationship between program goals (mission and vision) and social marketing goals.Explain how you develop communications goals based on your program goals.Explain that goals should be realistic and reflect the most important issues.Goals should be specific, measurable, and attainable within a certain amount of time.MOST IMPORTANTLY, Social marketing goals should identify a desired change in the attitudes, beliefs and behavior of your audiences.You should ask yourself the following questions to determine social marketing goals:What is your program’s mission?What issue is most important?What realistic behavior change would you like to see in your audience?What can you accomplish through communications and outreach?



For example…

• Raise awareness among parents of young 
children about the availability and efficacy of 
system of care services.

• Change attitudes among Anyville’s school board 
members about the impact of mental health on 
academic outcomes.

• Increase the number of Anyville high school 
youth accessing system of care services.
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Presenter
Presentation Notes
Presenter Notes:Emphasize spectrum of behavior change.



A social marketing goal should 
identify a change in ______, 
______, or ______ in your 
audience.
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Presenter
Presentation Notes
Engagement Instructions: Pull up and open voting on poll (results will be broadcasted):A social marketing goal should identify a _______ ________ in your audience.Answer: a social marketing goal should identify a behavior change in your audience. When done, end poll and hide. 



Who do we need to reach…

…and what do we know
about them?

12

Presenter
Presentation Notes
Presenter Notes:Describe how appropriate audiences can be selected based upon your communications goal.Lead participants in a discussion to identify key audiences:Who is affected?Whose knowledge, attitudes, and behaviors must change?Who is most likely to change?Review the questions pertinent to conducting an audience segmentation exercise:Who is your audience?What do you know about this audience’s knowledge, attitudes, and behaviors as they relate to your goal?What are the characteristics of this audience?How will information about the characteristics of these audiences be collected? 



Know Your Audience
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• Who are you trying to reach?
• What motivates them to think, feel, or act?
• What barriers exist to changing attitudes, 

beliefs, and behaviors?
• Who is most likely to change?

Presenter
Presentation Notes
Presenter Notes:Each of your intended audiences has a reason for caring about children’s mental health. Some will care about saving money, others are concerned about improved educational outcomes.Understanding what motivates your audience is key to selecting data and creating messages to change their knowledge, attitudes, or behavior.



AUDIENCE 
SEGMENTATION 

EXERCISE

Education
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Presenter
Presentation Notes
Engagement Instructions: Allow about 10 minutes for exercise. Pull up and open voting on poll (results will be broadcasted):What segment of the education audience is most important for you to reach first?When done, end poll and hide. THEN Switch to the “Audience Segmentation” layout- Will conduct an audience segmentation of the audience they selected in the pollTake notes in the notes pod based on participant’s answers in the chat boxWhen done, switch back to the “Sharing” layout.



When analyzing your audience, 
you want to consider what 
motivates them to _____, 
_____, or _______.
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Presentation Notes
Engagement Instructions:Pull up and open voting on poll (results will be broadcasted):When analyzing your audience, you want to consider what motivates them to _____, _____, or _______.When done, end poll and hide. 



Develop messages…

…that will resonate 
with the audience.
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Presentation Notes
Presenter Notes:Based on what you know about what inspires and motivates your audience, what are the three most compelling sentences you could use to motivate the audience? These are your messages.When crating messages, you should consider:What’s important/relevant?What’s most compelling?What’s going to motivate your audience to think, feel, act?What’s culturally competent?What’s tied to the values, beliefs, interests, customs of your audience?What’s memorable?



Create Messages for 
Specific Audiences

Messages should:
• Show the importance, urgency, or magnitude of 

the issue
• Be tied to specific values, beliefs, or interests of 

the audience
• Be culturally competent
• Be pretested with your audience
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Presenter
Presentation Notes
Engagement Instructions:Ask people to write in the chat – what is a message (advertisement, PSA, speech, etc.) that particularly resonated or stuck with you? Why do you think it had such an impact?Presenter Notes:Messages should be tailored to the specific audience you are trying to reach. A message that is very compelling for one audience may not be compelling at all for another. Ask people to write in the chat – what is a message (advertisement, PSA, speech, etc.) that particularly resonated or stuck with you? Why do you think it had such an impact?



Six Elements of Using Data 
Effectively in Messages

1. Know Your Audience
2. Choose a Reliable Data Source
3. Make it Real
4. Put a Face on the Data
5. Be Symbolic
6. Know Your Limits
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Presenter
Presentation Notes
Presenter Notes:One way to back up your message is with data. The key is to know which data points will be most persuasive to each audience, which can be determined by research.However, data on its own is not usually very compelling. You need to make the numbers “talk.” When incorporating data into messages, you want to make sure you are translating that data into a format that is compelling and easy to understand for the specific audience you are trying to reach. Here are a few ways to do that, which we will cover in more detail as we go:Choose a Reliable Data Source:Annual Reports to Congress short reports released on National Children’s Mental Health Awareness DayReturn on Investment Your local evaluation dataMake it real:What do the numbers really mean to the community? Reframe the data by making the numbers “manageable” through terms such as “one in five” or “50 percent of participants,” and include information that reflects the real impacts of your system of care.Put a Face on the Datafind a real-life example that will help illustrate the impact. For instance, tell the story of a family that was helped by systems of careBe SymbolicEngaging infographicsPicturesGraphs, charts, visual representations that bring the data to life Use free online tools like Canva to create your own graphics. Know Your LimitsDon’t overwhelm your audience with dataChoose only data that relate to your overall message and audience



The Science: Outcomes Data

• Academics
– Only 6.3 percent of children in systems of care for 12 months had repeated a grade, 

compared with 9.6 percent of American students in the general public.
– On average, 20 percent of high school students with emotional challenges nationwide 

drop out per year before finishing high school. In contrast, only 8.6 percent of youth in 
systems of care had dropped out of school after 12 months of services.

• Emergency Room (ER) visits for Behavioral/Emotional Problems
– Before involvement with systems of care, children visited the ER an average of .33 times 

in the 6 months prior to intake. Frequency of visits declined to an average of .14 times in 
the 6 months prior, after one year of involvement in systems of care. This is a 58 percent 
reduction in ER visits. 

• Juvenile Arrests
– The average number of arrests for children involved in systems of care declined by 38 

percent from 0.32 at intake to 0.20 at 12 months.
Source: Stroul, B. A., Pires, S. A., Boyce, S., Krivelyova, A., & Walrath, C. (2014). Return on investment in systems of care for children with behavioral health challenges. 
Washington, DC: Georgetown University Center for Child and Human Development, National Technical Assistance Center for Children’s Mental Health. Retrieved from 
http://gucchdtacenter.georgetown.edu/publications/Return_onInvestment_inSOCsReport6-15-14.pdf
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Presenter
Presentation Notes
Presenter Notes:Examples of national SOC efficacy data in its raw form – “the science”Data needed to back up story, but it shouldn’t be shared in a dry format like this. Always provide a source. Provide information on this source.



The Art: Make it Real

Translate the data into terms that will 
resonate with your audience.

Before involvement with systems of care, children visited the ER an average of .33 times in the 6 
months prior to intake. Frequency of visits declined to an average of .14 times in the 6 months 
prior, after one year of involvement in systems of care. This is a 58 percent reduction in ER visits. 

After children become involved with a system of care, they visit 
the ER half as often for behavioral and emotional problems.

Source: Stroul, B. A., Pires, S. A., Boyce, S., Krivelyova, A., & Walrath, C. (2014). Return on investment in systems of 
care for children with behavioral health challenges. Washington, DC: Georgetown University Center for Child and 
Human Development, National Technical Assistance Center for Children’s Mental Health. Retrieved from 
http://gucchdtacenter.georgetown.edu/publications/Return_onInvestment_inSOCsReport6-15-14.pdf
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Presenter
Presentation Notes
Presenter Notes:Make it Real—It’s not enough to spout off statistics about referrals or respite care. Your audience wants to know what the numbers really mean to the community. Reframe the data by making the numbers“manageable” through terms such as “one in five” or “50 percent of participants,” and include information that reflects the real impact of your system of care.



The Art: Put a Face on the Data
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Presenter
Presentation Notes
Presenter Notes:This video was created by the Tennessee Statewide SOC, and is a good illustration of tying real people and personal stories to their data. Put a Face on the Data—Once you’ve identified the trends you want to highlight, find a real-life example that will help illustrate the impact. For instance, tell the story of a family that was helped by systems of care that will lead your audience to understand and relate to those represented in the data.



The Art: Be Symbolic
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Presenter
Presentation Notes
Presenter Notes:On the left: from New Mexico’s “I Am Me” Video – illustrates that LGBT youth are represented in the juvenile justice system at a rate three times higher than the general population. - Will the “public” understand this visual?On the left: from Texas’ Data Dashboard – illustrates various statistics about youth mental health by depicting percentages and portions of stick figures. Be Symbolic—Data charts and graphs don’t have to be boring. Search for “system of care infographics”or “children’s mental health infographics” on Pinterest or Google Images for inspiration. Use free online tools like Canva to create your own graphics. Consider using figures of children, dollar signs, or othersymbols to make your data more interesting. You should make these decisions based on the audience and the form of communication you’re using; for example, a group of business people may requiredifferent displays of information than a group of family members in order to make the data relatable.Know Your Limits—Don’t overwhelm your audience with data. Too much statistical information canbe confusing. Choose only data that relate to your overall message and audience, and reinforce the concepts with stories, photos, and illustrations that play to the varied learning styles within this group.



Let’s practice!

How do we translate your data into messages that will 
resonate with our audience?
• 52 percent of youth improved their school 

performance.
• 40 percent of youth improved their school attendance.
• 33 percent decrease in youth being suspended or 

expelled from school.
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Presenter
Presentation Notes
Engagement Instructions: Allow 15 minutes for exercise.Switch to “Messaging Activity” Layout- Ask participants to type in chat – what is the most compelling thing you could say to this audience using these data?- Katy will take notes in the Notes pod to capture good messages developedPresenter Notes:Scenario:You are going to a meeting with ___________ to talk about systems of care. Ask in chat – what is the most compelling thing you could say to this audience using these data?



Channels…

…are the means through 
which you will reach your 

audiences.
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Presentation Notes
Presenter Notes:What Are the Best Ways to Reach This Audience (Channels) and Its Influential Members?Since you are not likely to be in an elevator with all of these people, you need to find outwhere they are and how to reach them. What are the best ways to reach your audience—particularly, the individuals whom you have identified as being the most influential members of that audience? These are your channels. Channels may include other partners, important community members, and media—including traditional and digital.How Will You Use These Channels to Reach Your Audience and Its Influential Members?Now that you have identified which channels are best for reaching your audience, how will you use those channels to do it? Will you coordinate a community event, conduct media outreach, host a press conference, or assemble thought leaders at a roundtable?



Let the data work for you!

Promote 
data using…
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Presenter
Presentation Notes
Presenter Notes:Data can be used in many channels. 



Activities, Events, and Materials…

…are what you will HOST, 
PRODUCE, or CREATE to carry 

your messages to your 
intended audience.
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Presentation Notes
Presenter Notes:What Are the Activities, Events, and Materials That Will Support Your Outreach?What are the activities, events, and/or materials—to be used by your selected channels—that will mosteffectively carry your message to the intended audiences? The activity might be a community event to raise awareness, or it might be a one-on-one meeting with the head of an agency, depending on your social marketing goal. The event might be raising awareness in celebration of National Children’s Mental Health Awareness Day. The material could be a fact sheet or infographic on cost savings that engages and conveys your messages to this audience and addresses benefits and barriers of what you are asking them to do.Consider:• Appropriateness to audience, goal, and message.• Relevance to desired outcomes.• Climate of community toward the issue/activity.• Cultural competence (including language).Before you commit to activities, events, or materials, plan to pretest them with the intended audiencesand, in some cases, with people who manage message channels—elders, community leaders, andcommunications professionals in key stakeholder organizations. This will ensure the message is botheffective and conveyed in a culturally competent way.



Example: BECOMING Durham 
Evaluation Report
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Example: Texas Paving the Way Flier
28



Example: DC Website Content
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Pretesting…

…with your intended 
audience, and 

implementation of 
your plan!
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Evaluation and Mid-Course 
Corrections…

…ensure that your 
efforts are effective 

and allow you to 
adjust accordingly.
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Questions?
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Social Marketing TA Resources

• 4–THE–CHILD Campaign Listserv
– Subscribe today by emailing 4-THE-CHILD-subscribe@yahoogroups.com

• SOCial Marketing Matters
– Subscribe by sending a blank email to SOCmarketingTA@vancomm.com with 

“SUBSCRIBE” in the subject line

• Excellence in Community Communications and Outreach (ECCO) 
Program 
– http://www.samhsa.gov/children/ecco-recognition-program

• Knowledge Network for Systems of Care TV (KSOC-TV)
– http://www.samhsa.gov/children/multimedia

• Awareness Day Planning Materials
• Tip Sheets and Resources
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Presenter
Presentation Notes
Presenter Notes:Here are just a few of the other social marketing TA resources that are at your fingertips. We have a wonderful social marketing planning template to get started in your planning efforts. We have information on our listserv that we hope you will subscribe to so that you can be updated on the activities of the Caring for Every Child’s Mental Health Campaign. The SOCial Marketing Matters email bulletin can provide you with timely updates, advice, and examples of successful social marketing. We encourage you to take a look at the Excellence in Community Communications and Outreach, or ECCO program, for ideas of what other communities have done and been recognized for. We hope that you will participate in the future. We also hope that you will take advantage of the Knowledge Network for System of Care Television, or KSOC-TV, by viewing past episodes and joining us for future episodes that cover topics relevant to your social marketing efforts. Awareness Day planning materials, tip sheets, and other resources are also available through your social marketing TA Provider. We hope you will avail yourself of all of these, and we look forward to your success in the work that you’re doing and understanding how social marketing is going to support that work. 

mailto:4-THE-CHILD-subscribe@yahoogroups.com
mailto:SOCmarketingTA@vancomm.com
http://www.samhsa.gov/children/ecco-recognition-program
http://www.samhsa.gov/children/multimedia


Thank you for participating!

• Tim Tunner: timothy.tunner@nasmhpd.org

• Carolyn Fearing: cfearing@vancomm.com

• Leah Holmes-Bonilla: leah.holmes-bonilla@nasmhpd.org
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Engagement Instructions:End RecordingEnd MeetingSelect for google form evaluation to open after ending meeting
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