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Technical Information

This publication was prepared for the Northeast & Caribbean Prevention Technology Transfer Center under a
cooperative agreement from the Substance Abuse and Mental Health Services Administration (SAMHSA). All material
appearing in this publication, except that taken directly from copyrighted sources, is in the public domain and may be
reproduced or copied without permission from SAMHSA or the authors. Citation of the source is appreciated. Do not
reproduce or distribute this publication for a fee without specific, written authorization from Northeast & Caribbean
Prevention Technology Transfer Center. For more information on obtaining copies of this publication, call 848-932-
8665.

At the time of this publication, Miriam E. Delphin-Rittmon, Ph.D., served as Assistant Secretary for Mental Health and
Substance Use in the U.S. Department of Health and Human Services and the Administrator of the Substance Abuse
and Mental Health Services Administration. The opinions expressed herein are the view of the presenters from the
Northeast & Caribbean PTTC and do not reflect the official position of the Department of Health and Human Services
(DHHS), SAMHSA. No official support or endorsement of DHHS, SAMHSA, for the opinions described in this document
is intended or should be inferred.

This work is supported by grant 5SH79SP081033-05 from the Department of Health and Human Services, Substance
Abuse and Mental Health Services Administration.

Presented in 2023.

This webinar is being recorded. Following the event, we will share the recording with participants and post on our

website.



Evaluation

Please take the time to complete a brief evaluation:
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https://ttc-gpra.orqg/P?s=425385
Your feedback Is appreciated!
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The use of affirming language inspires hope.

LANGUAGE MATTERS.
Words have nower.

PEOPLE FIRST.

The PTTC Network uses affirming language to promote the application

of evidence-based and culturally informed practices.
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Learning Objectives

» Describe what are more and less effective
approaches to health communication and social

marketing

* |dentify the data needed to build a social norms
campaign

* List elements of a social norms marketing print
ad




How familiar are you with
the social norms approach?

* | have helped implement a
social norms approach

* | have been trained in the
social norms approach

e | know a little about the social
Poll norms approach

. * This will be my first exposure to
QUEStIOn the social norms approach———Z%s%
9 AR
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S0, where
were we?



https://www.freepik.com/free-photo/shot-thoughtful-puzzled-multiethnic-young-couple-hold-chins_10582943.htm#query=hmm&position=4&from_view=keyword&track=sph

Photographer: William Fortunato, Pexels.com

Core Concepts:

Social norms theory:

* Behavior iIs influenced by our perceptions of what Is
normal

« What is normal behavior is often misperceived

Social norms approach:

Correcting misperceptions of risky health behaviors
Increases healthy behaviors


Photo%20https:/www.pexels.com/photo/happy-black-woman-playing-with-baby-on-sofa-near-smiling-husband-using-laptop-6393326/

Image source: freepix.com

Social Norms Approach Frameworks:

e Science of the Positive
» Social Norms Approach

Image source: freepik


Image%20https:/www.freepik.com/free-photo/teenagers-spending-time-together-summer_16136711.htm#query=teenagers%20diverse&position=46&from_view=search&track=ais
https://www.montanainstitute.com/what-is-the-science-of-the-positive/
https://socialnorms.org/social-norms-approach/

©Copyright Disclosure
This work was developed and is owned by The Montana Institute, LLC.
We are honored to share it in the spirit of improving community health.

Please do not remove the copyright information or edit or reformat its contents
or PPT template.

Thank you so much for helping us ensure the consistency and accuracy of our
materials and for making sure we stay connected to our work.

©2022 Jeff Linkenbach & The Montana Institute, LLC

© 2022 Jeff Linkenbach & The Montana Institute WWW . MONTANAINSTITUTE.COM



Core Assumption

of The Science of the Positive:

The POSITIVE exists,
itis real, and is
worth growing

Linkenbach, J. (2007, 2018). The Science of the Positive: The Seven Core Principles Workbook: A Publication of The Montana Institute, LLC. mm

© 2022 Jeff Linkenbach & The Montana Institute WWW . MONTANAINSTITUTE.COM



What is the Science of the Positive?

The Science of the Positive is the study of how positive
factors impact culture and experience.

The focus is on how to measure and grow the positive, and
IS based upon the core assumption that the positive is real
and is worth growing — in ourselves, our families, our

workplaces and our communities. E

Linkenbach, J. (2007, 2015). The Science of the Positive: The Seven Core Principles Workbook: A science: positive
Publication of The Montana Institute, LLC.

© 2022 Jeff Linkenbach & The Montana Institute WWW.MONTANAINSTITUTE.COM



SPIRIT

Science of the ...

Positive

Positive
Hopeful
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Linkenbach, J. (2007, 2015). The Science of the Positive: The Seven Core Principles Workbook:
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THE SCIENGE
OF THE
POSITIVE
FRAMEWORK

MONTANAINSTITUTE.COM
© 2022 Jeff Linkenbach & The Montana Institute, LLC




THE POSITIVE
COMMUNITY
NORMS
FRAMEWORK

MONTANAINSTITUTE.COM
© 2022 Jeff Linkenbach & The Montana Institute, LLC




Image source: freepik.com
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https://www.freepik.com/free-photo/runner-woman-starting-position_4508143.htm#query=starting%20line&position=47&from_view=search&track=country_rows_v1

Marketing - product, social, and norms

Photographer: Anastasia Shuraeva,
Pexels.com




Advertising (Marketing)

Creates an association between

7% open happiness:

Product Competitor’s product
Something the focus audience Something the focus
wants (positive feeling) audience doesn’t want

Left Image: Petes_old_food, Flickr.com

Image source: EyeOnDesign.aiga.org Right Image: PhoneArena.com


https://eyeondesign.aiga.org/the-worlds-most-expensive-looking-font-might-surprise-you/open-happiness-campaign-coke/
https://www.flickr.com/photos/28453850@N06/3489477791
https://www.phonearena.com/news/Typical-U.K.-Android-user-is-a-boring-non-gamer_id39898

Audience
segmentation

Photographer: Rick Han, pexels.



https://www.pexels.com/photo/woman-wearing-gray-and-black-pullover-2892872/

“The only way to win
at content marketing
is for the reader to

say, ‘This was
written specifically
for me.’”

@AskJamieTumer
60SecondMarketer.com



https://60secondmarketer.com/

Same Nike ad?

n Lach, pexels.com


https://www.aberdeennews.com/story/sports/2017/07/09/a-senior-games-for-the-ages-originally-posted-july-9-2017/44793469/%20Photographer
https://www.pexels.com/photo/african-american-young-girl-washing-face-with-facial-foam-9246304/

JEEP. LIFE

SHARE IN THE ADVENTURE

Stay up to date with everything that's happening in the Jeep, Brand community.

Image source: https://www.jeep.com/jeep-life.html

In the chat:

Negative or positive
association?

Who is the
audience?

What is the emotion
or fantasy being
associated with the
product?


https://www.jeep.com/jeep-life.html

In the chat:

Negative or
positive
association?

Who is the
audience?

What is the
emotion or fantasy
being associated
with the product?

marketlngdlve com - Campaign overview: https://www.burgerking.ca/You-Rule
T™M & © 2022 Burger King Company LLC



https://www.marketingdive.com/news/best-marketing-campaigns-2023/654426/
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THE PLEASURE OF PROTECTON

Image Source: Originally trojanbrands.com



Image Sourcea Originally nike.com
Appearsiniing ovationsintextiels.com
4



https://www.innovationintextiles.com/nike-introduces-performance-hijab-for-female-muslim-athletes/

Soclal Marketing

Creates an assoclation between

Healthy Unhealthy
Something the focus audience Something the focus
wants audience doesn’t want
Left Image: Photographer: Suzy Hazelwood, pexels.com Images: freepix.com

Right Image: Photographer: Monstera, pexels.com 29


https://www.pexels.com/photo/blueberries-and-strawberries-in-white-ceramic-bowl-1120575/
https://www.pexels.com/photo/multiracial-friends-gathering-in-summer-park-5384522/
https://www.freepik.com/free-photo/portrait-young-afro-american-man-with-scared-anxious-expression-bites-finger-nails-wears-green-sweater_9879975.htm#query=fear&position=0&from_view=search&track=sph
https://www.freepik.com/free-photo/side-view-friends-eating-outdoors_29302145.htm#query=party%20drink%20multiracial&position=36&from_view=search&track=ais

In your experience, how often
do prevention marketing
campaigns focus on the
positive?

» Usually
Most of the time

P "  About 50/50
O  Not too often
QUEStion « Almost never

y e 1


https://www.pexels.com/photo/man-putting-paper-on-ballot-box-8846313/

In the chat:

Negative or positive
association?

What is the emotion

Pie’:rdil((i:g;s oo PN, or fantasy being

associated with the
campaign?

Image Source: Originally from https://dch.georgia.gov/peachcare-kids
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PeachCare for Kids

Social marketing campaign promoting subsidized health
Insurance to working-class families.

Calls to info. line before campaign: 50/day
“Healthcare we can afford”

Calls to info. line after campaign: 1,300/day

32
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Let’s take it outside.

: 1 -
KANSAS HEALTH FOUNDATIO‘HI R ".' ‘,. \ 1-888_STEP_OUT

Kansas “Take It Outside” Campaign

The campaign encouraged smokers to smoke outside
and support initiatives that limited environmental

tobacco smoke in public indoor facilities.

’ > Northeast & Caribbean (HHS Region 2)
‘ j’ PT TC Prevention Technology Transfer Cemer Network Image source: SOIOmon d rChiveS
ratior

Funded by Substal and Mental Health Services Adm

In the chat:
Who is the audience?

Negative or positive
association?

What is the emotion
or fantasy being
associated with the
campaign?

33




Smokers who agree with the

statement:

Smokers should be able to I’m in favor of banning
smoke in their own homes smoking in all public places
Pre-campaign 33% Pre-campaign 20%
Post-campaign 42% Post-campaign 40%

34



NOT-GOING:
TO-TONE-[T=
DOWN SYNDROME

Vrmiby o wnery
PP

In the chat box:

Negative or
positive
association?

Who is the
audience?

What is the
emotion or
fantasy being
associated with
the campaign?

Image source: https://www.performancemarketingworld.com/article/1807738/powerful-social-media-campaign-

rewrote-narrative-down-syndrome



https://www.performancemarketingworld.com/article/1807738/powerful-social-media-campaign-rewrote-narrative-down-syndrome
https://www.performancemarketingworld.com/article/1807738/powerful-social-media-campaign-rewrote-narrative-down-syndrome
https://www.performancemarketingworld.com/article/1807738/powerful-social-media-campaign-rewrote-narrative-down-syndrome

Campaign Goal: Increase support of UK MPs and
parliamentarians for the pledge: “l support the demand to end the
current practice that medical practitioners offer an expectant
parent their options including terminating, based purely on a
diagnosis of Down syndrome.”

Campaign Outcome: Over 60 parliamentarians signed the pledge
with support from Prime Minister Rishi Sunak.

https://positiveaboutdownsyndrome.co.uk/wp-content/uploads/2022/10/12119-YCPMD-Booklet_ WEB.pdf



organization:%20https://positiveaboutdownsyndrome.co.uk/wp-content/uploads/2022/10/12119-YCPMD-Booklet_WEB.pdf

Image source: Solomon archives

In the chat box:

Negative or positive
association?

Who is the audience?

What is the emotion or
fantasy being associated
with the campaign?

37



Be the best

MOM

Close your eyes and
pretend this says

“Be the best PARENT you
can be.”

That language is so 2002.

Stop Smoking
During Pregnancy

Most (57%) of teen moms in Berkshire County
choose not to smoke while they're pr@gnar l!lom

Wassachusetts Department of Public Healtl; 2000 Birth Monlton m

»°

nnnnnnnnnnnnnnn

Image source: Solomon archives
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.,@ 4 9" Is The Magic NumberI
, ; Until Then, |

@ >Kids Need A

~ ,‘ Booster Seat
B , :

Image Source: https://www.lamar.com/NorthAlabama/GetInspired/Creative/Ad-Council3

In the chat box:

Negative or
positive
association?

Who is the
audience?

What is the
emotion or fantasy
being associated
with the
campaign?


https://www.lamar.com/NorthAlabama/GetInspired/Creative/Ad-Council3

Thank you
Franklin County bars,
restaurants and package stores:

CARDING shows
you care about our kids!

Brought to you by the Community Coalition for Teens
In collaboration with the Communities That Care Coalition

Image source: Communities That Care Coalition coordinators:
https://communitiesthatcarecoalition.com/

40



Image source: https://www.adsoftheworld.com/campaigns/hallucinations

In the chat:
Who is the audience?

Negative or positive
association?

What is the emotion
or fantasy being
associated with the
campaign?


https://www.adsoftheworld.com/campaigns/hallucinations

TO HELP PREVENT MARIJUANA USE BY YOUR KIDS,
HELP THEM ROLL THIS.

Original image source: Office of

Parents who get involved in their childron's activities raise kids who are less likely to smoke pol. the National Drug Control Policy
Got the book on raising a drug-free kid. Call 1 800 788-2800,

LTTIIEH The Anti-Drug.

42



Socilal Norms Marketing

Promotes one kind of association




The Science
of the
Positive

eweps  Linkenbach JW. (2016). Applying the Science of the Positive to Health and Safety.

@ 2022 Jeff Linkenbach & The Montana Institute WWW MONTANAINSTITUTE.COM



A social norms approach may be
used to increase a variety of
positive social norms:

 Substance misuse Seat-belt use

 Condom use * Littering

* Academic  Bullying
performance * Truancy

« Tax compliance prevention

 \WWater conservation  Sexual assault
prevention

Image: freepik.com 45


https://www.freepik.com/free-photo/side-view-women-working-together_34240782.htm#page=2&query=community%20garden%20multi%20racial&position=7&from_view=search&track=ais

Gut c_rtlo don t Amake!

Health tools to share:
1. Leave places where people are smoking

2. Say “No thanks” if someone offers you tobacco
3. Avoid places where people are smoking I

. \.u’l.—.——., »
DeKalb & Sycamore Study, D CP/SAFE, (N=654, 2000)
o e

Funded in whole or in part by IDHS and the Center for Substance Abuse Prevermon

An example from the DCP/SAFE project of a poster promoting the norm of nonuse of tobacco.
(Reprinted by permission of the DCP/SAFE.)

Elements of social
norms marketing
campaign materials:

* Normative message

* Positive emotion promoting
image

* Credible data source

* Recognizable logo

Image source: http://www.socialnormsresources.org/pdf/Guidebook.pdf p. 14


http://www.socialnormsresources.org/pdf/Guidebook.pdf

% 8 &

ONE TWO THREE
or
NONE

is what MOST HWS students drink at parties.
{Scurce: Campus Factoids)

Thini ") vr Tewer!

Image Source: Solomon archives
H. Wesley Perkins, Hobart and William Smith Colleges

() Northeast & Caribbean (HHS Region 2)
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strefiQMh 1,
"owiber*

72%
of ETHS
students

choose

healthy options
other than

; drinking
SUPPORT YOUR FRIENDS’ HEALTHY CHOICES! when they're
DN with their
Make a pact ahead of time not to drink. friends.
Leave parties together if there’s drinking.
Stand your ground— together.

Image source: http://www.socialnormsresources.org/pdf/Guidebook.pdf p. 17


http://www.socialnormsresources.org/pdf/Guidebook.pdf

() Northeast & Caribbeap (HHS Region 2) . .
® j WWWW e source: http://www.socialnormsresources.org/pdf/Guidebook.pdf p. 13
o

Ne_s PTT

Dear Mom and Dad,

We believe the information that you share with us S8
about alcohol and tobacco.

Research shows that you are a believable and
a valuable source of truthful information.

Parterstup for a Drug Free Amenica, 1999 amd
DeRalb & Sveamore Stuch. DCPSAFE (N~ 1172, 2001)

“*Most of us don't use alcohol”

DeRalb & Sveamore Sty IXCPSAFE, (N 1172 200])

* 7 out of 10 students don't drink alcohol at parties
* 4 out of 6 students haven’t had any alcohol during the past 30 days

“Please Continue to share the FACTS with us!™

~—r

Fumbed 10 wiode or 8 part by JI VIS and the Center for Sahstance Abnw Preventiom \

SabLL s
b:-':‘)‘)"{{'*"/

F 2 L | =1

Funded by Substance Abuse and Mental Health Services Administratior



REALITY CHECK.

24% of American homes have lawn ornaments.

AMMS 8th graders

DON’T
DRINK.

" & cconding o e ST Skt Fleadth Survecy of B prockrs s Aocbars Maeorisl Midde Schonl, B9 don™ deicke This messsps s spors orad by the M s odeeais Deporirsnt of Pubiic Feal, Monlem
Berkods re Cormreand y Cosd {8 on, Porthem Beriodd re Ul ned Wy, & Morth Sobres Bepd ored. Flos piiad, sred 8 Sasded by thee Paatiorsd T8 co of Tnsg Control. Polcy

Designed by Erica Schmitz, Northern Berkshire Community Coalition
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7 out of 10*
HVHS students
have at least

one close
friend who I,
doesn’ t
drink.

Froen A0S Seadere Healhh Survey of 10eh md 126 gad o = Hoome Valley HighSchool
m x meamge » apamored by e Manxcha sets Depaermmnt of Mabixc Shealth, Northemn
Berloh re Comeren ty Conliaon, Norhom Berkabere Uneoed Way & Norh Adxra Xegoml
Soapad, and 13 Sexdad by the Namnmd Ofice of Drag Coneral Polxy.

Designed by Erica Schmitz, Northern Berkshire Community Coalition

’. §~ Northeast & Caribbean (HHS Region 2) -

PT TC Prevention Technology Transfer Center Network
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Congratulations
Franklin County parents!

Most of you (80%)
talk to your teens
about not drinking |

P 0t O Cairn

Rachel Stoler and Kat Allen, Community That Care Coalition
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Spirit | Science | Action Retu rn

Linkenbach, J (2007, 2015). The Science of the Positive: The Seven Core Principles Workbook



https://www.elledecor.com/home-remodeling-renovating/a8176/before-and-after-sophisticated-family-room/

Questions?

.w Northeast & Caribbean (HHS Region 2)

PTT Prevention Technology Transfer Center Network
\ . Funded by Substance Abuse and Mental Health Services Administratior




Positive Community Norms:
PPT Slides Provided for Limited Use

Dr. Jeff Linkenbach,
Founding Director & Research Scientist
The Montana Institute

August 28, 2023

the
MONTANA INSTITUTE



Resources

e The Montana Institute

e National Social Norms Center

e A Guide to Marketing Social Norms for Health Promotion in Schools
and Communities

e A Grassroots’ Guide to Fostering Health Norms to Reduce Violence in
our Communities: Social Norms Toolkit

e \Whatis the Science of the Positive

* Applying the Science of the Positive to Health and Safety

.w Northeast & Caribbean (HHS Region 2)

PT TC Prevention Technology Transfer Center Network
\.'. Funded by Substance Abuse and Mental Health Services Administratior



https://www.montanainstitute.com/
https://socialnorms.org/
http://www.socialnormsresources.org/pdf/Guidebook.pdf
http://www.socialnormsresources.org/pdf/Guidebook.pdf
https://socialnorms.org/wp-content/uploads/2017/03/Social_Norms_Violence_Prevention_Toolkit.pdf
https://socialnorms.org/wp-content/uploads/2017/03/Social_Norms_Violence_Prevention_Toolkit.pdf
https://www.montanainstitute.com/what-is-the-science-of-the-positive
https://static1.squarespace.com/static/51c386a4e4b0c275d0a5bbf2/t/5ce418b9669c09000163578b/1558452414314/Applying+SOTP+to+Health+%26+Safety.pdf

Resources

e An introduction to Positive Community Norms

* Positive Community Norms - CDC

e Region 7 PTTC - Growing Health with Positive Community Norms and
HOPE

e Region 8 PTTC — Using the Science of the Positive to Increase Your
Community Impact

 Review of social norms approach effectiveness literature review

() Northeast & Caribbean (HHS Region 2)
] ’
@

PT TC Prevention Technology Transfer Center Network
\ . Funded by Substance Abuse and Mental Health Services Administratior



https://static1.squarespace.com/static/51c386a4e4b0c275d0a5bbf2/t/58e7b96dff7c5020c21121b5/1491581302087/INTRO+TO+POSITIVE+COMMUNITY+NORMS.pdf
https://www.cdc.gov/violenceprevention/pdf/efc-promoting-positive-community-norms.pdf
https://www.youtube.com/watch?v=rwRorOtbEg8
https://www.youtube.com/watch?v=rwRorOtbEg8
https://pttcnetwork.org/centers/mountain-plains-pttc/news/social-norms-webinar-series-using-science-positive-increase-your
https://pttcnetwork.org/centers/mountain-plains-pttc/news/social-norms-webinar-series-using-science-positive-increase-your
https://socialnorms.org/literature-compiled-by-year/

www.Montanalnstitute.com .. rosmive

COMMUNITY

NOR
FRAMEWOA;Q;?

PiL
OT TesT anD Rering MAnmALs

SR
SE fDS OF F/}’f
ROOTS OF FHope

vevor anncizhes of raprohios
e o covragecas lsade

Balancing Adverse
Childhood Experiences (ACEs)

With HOPE*

NEW INSIGHTS INTO THE ROLE OF POSITIVE EXPEREENCE
ON CHILD AND FAMILY DEVELOPMENT

Health Outcomes of Positive Experience

© 2022 Jeff Linkenbach & The Montana Institute WWW . MONTANAINSTITUTE.COM
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Evaluation

Please take the time to complete a brief evaluation:

[=];

https://ttc-gpra.orqg/P?s=425385
Your feedback Is appreciated!
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https://urldefense.com/v3/__https:/ttc-gpra.org/P?s=425385__;!!Azzr!dCa50ZhHrqHsDw_MWOAYkRZJOLoBNfKFrRyhTA6XbkkprtXMYVVbQi51C6HO8RVU1daF1n5jkG2JlWk00w$

Thank You!

If you have questions or comments, don't hesitate to contact:

Lauri Solomon, EdD Jessica Goldberg
T/TA Specialist MSW, MPH, CPS
Region 2 PTTC, EDC T/TA Specialist
LSolmon@EDC.org Region 2 PTTC, EDC

JGoldberg@EDC.orqg

Check Out the Northeast and Caribbean PTTC Website:
https://pttchetwork.org/centers/northeast-caribbean

And, Join our Mailing List!
https://pttchetwork.org/centers/northeast-caribbean-pttc/nec-subscription-page

’ w‘ Northeast & Caribbean (HHS Region 2) -

PT TC Prevention Technology Transfer Center Network
\ , Funded by Substa and Mental Health Services Administratior AR



https://pttcnetwork.org/centers/northeast-caribbean
https://pttcnetwork.org/centers/northeast-caribbean-pttc/nec-subscription-page
mailto:JGoldberg@EDC.org
mailto:LSolmon@EDC.org
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