
What are you most 
looking forward to 

learning today?
Lobby Poll
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Small Pebbles, Big Waves:
Adding policy change to your substance 
misuse prevention work
SESSION 2
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Lauri Solomon, EdD, T/TA Associate, EDC

2



Technical Information

This webinar is being recorded.  Following the event, we will share the 

recording with participants.  

Please contact the facilitators if you have any concerns or questions.

This presentation is supported by SAMHSA of the U.S. Department of 

Health and Human Services (HHS) as part of a financial assistance 

award from SAMHSA/HHS. The contents are those of the author(s) and 

do not necessarily represent the official views of, nor an endorsement, 

by SAMHSA/HHS, or the U.S. Government.
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Evaluation

Please take the time to complete a brief evaluation:

https://ttc-gpra.org/P?s=295244

Your feedback is appreciated!

https://ttc-gpra.org/P?s=295244
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Presenters

Ivy Jones-Turner, MPA
T/TA Specialist, EDC

6

Lauri Solomon, EdD
T/TA Specialist, EDC





Learning Objectives

• Review strategies to prepare for policy implementation

• Describe components of a youth development program

• Describe strategies to involve youth and other key 
stakeholders in policy work
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Considerations for 
Policy Development



Policy Development 
Best Practices

• Identify Risk & Protective Factors

• Assess Readiness & Will

• Engage Broad Collaboration of Partners

• Monitor & Evaluate
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Policy Selection

✓ History 

✓ Community readiness 

✓ Political will

✓ Engaging the right partners at the right time

✓ Timing

11



Policy Strategies
• Retail and social (Access)

• Age for purchase (Access)

• Price or taxes on product

• Limits to advertising/promotion

• Media Literacy education

• Enforcement of laws for sales, 
where use, advertising
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Reducing

Supply

Reducing 
Demand

Reducing 
Harm



Preparing for Policy Work
Community Norms
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Environmental Strategies Effect:

Regulation
(Policy)

Norms



Chat
Question
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What social norms might 
hamper your policy and 

enforcement efforts? 
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Using marketing 
principles to 

shift community 
norms
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=
Competitor’s product

=
Something the focus 

audience doesn’t want

Product Marketing
Creates an association between

Product
=

Something the focus audience wants 
– fantasies or hopes

=

https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.ebay.com%2Fitm%2F193607063450&psig=AOvVaw2NZ81fB1t7IjAce0pt-BBB&ust=1664380361451000&source=images&cd=vfe&ved=0CAsQjRxqFwoTCJjBhIGqtfoCFQAAAAAdAAAAABAN
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What are the common 
fantasies or hopes 

associated with the 
product? 

Chat
Question
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=

Social Marketing
Creates an association between

Healthy
=

Something the focus audience 
wants – fantasies or hopes

==

Unhealthy
=

Something the focus audience 
doesn’t want

=



Poll
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In substance misuse social 
marketing, what kind of 
associations do you see 

most often? 
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Association: Enrolling in 
PeachCare and being able 

to care for one’s family

PeachCare for Kids
Social marketing campaign promoting subsidized health insurance to 

working-class families.

“Healthcare we can afford”

Calls to info. line before campaign: 50/day

Calls to info. line after campaign: 1,300/day
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Kansas “Take It Outside” Campaign

The campaign encouraged smokers to smoke outside and support initiatives 

that limited environmental tobacco smoke in public indoor facilities.

Association: Parents caring for 
their family without being the 

villain of the story
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Smokers who agree with the 
statement:

Smokers should be able to 
smoke in their own homes

Pre-campaign 99%

Post-campaign 42%

I’m in favor of banning 
smoking in all public places

Pre-campaign 20%

Post-campaign 40%

https://news.gallup.com/poll/353225/smoking-vaping-remain-steady-low.aspx
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=

Social Norms Marketing
Creates an association between

Healthy = Normal
(normative, fitting in)
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Normative behavior?

• People overestimate unhealthy behavior 
and underestimate healthy behavior

• Youth AND adults overestimate peer 
substance use

• Overestimation is associated with more use
• Reducing misperceptions of use reduces 

use
• Implications for policy change efforts

https://www.mayoclinichealthsystem.org/hometown-health/speaking-of-health/establishing-healthy-behaviors-that-stick
https://www.cbc.ca/radio/whitecoat/cannabis-use-rose-over-the-pandemic-so-what-do-you-need-to-know-about-the-risks-1.6005925
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Association: Carding customers and “being the good guy” in the community
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SE MA - Social norms marketing helped lead 
to smoke-free bars and restaurants statewide

• City-by-city approach 

• Survey of recent voters: Attitudes toward making 
bars and restaurants smoke-free

• Gap between actual and perceived attitudes 
(norm vs. perceived norm)

• Data persuaded lawmakers that most voters 
supported smoke-free bars and restaurants

• Contributed to statewide domino effect

https://www.google.com/search?q=smoke+bar+restaurants&rlz=1C1GCEA_enUS992US992&sxsrf=ALiCzsbLoMyBbpk-uUUPSuEVt4NDtubn8g:1664312580694&source=lnms&tbm=isch&sa=X&ved=2ahUKEwi7lqvB77X6AhXKjIkEHSVAADMQ_AUoAnoECAEQBA&biw=1350&bih=706&dpr=1.25#imgrc=aCD3wGWX_3AEBM
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Sample social norms marketing 
message

Possible policy applications

• Most Holyokers support limiting cannabis advertising

• Most parents in the Holyoke School District support drug 
and alcohol prevention education

• Most Dean Tech parents think alcohol has no place at 
school events

• Most New Yorkers support enforcement of drinking and 
driving laws 

• Most residents of the Commonwealth think there’s too 
much cannabis advertising (aimed at lawmakers)

We support 
drinking and 
driving law 

enforcement



Policy Work as a Youth Development 
Strategy



Protective Factors

• Social Development Strategy (SDS)

• SDS without healthy beliefs

• Young Entrepreneurial Society

https://www.communitiesthatcare.net/prevention-science/
https://www.communitiesthatcare.net/prevention-science/
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thetruth.com Truth Campaign:
Policy work as a youth development 

strategy

• Communicates clear standards and healthy 
beliefs about nicotine use

• Provides opportunities, skills, and recognition

• Appeals to teens’ developmentally appropriate 
desire for independence i.e., the way nicotine 
addiction and the nicotine industry try to control 
them - Identity and autonomy

• Overall campaign is saved from being a fear-
based campaign because of its focus on resisting 
coercion by big business

“This is us together. Working to get the facts out 
about smoking, vaping, and opioids. And to keep 
the industries that make them in check.”

https://www.thetruth.com/
https://solutions.edc.org/sites/default/files/Not-Your-Mothers-Scare-Tactics-Brief-The-Changing-Landscape-of-Fear-based-Messaging_0.pdf


Strategies for Policy 
Advocacy and Enforcement:

Youth, Coalition, and 
Stakeholder Involvement
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Sample Strategies
• Alcohol purchase surveys
• Rewards and reminders
• Shoulder tap operations
• Sticker shock operations
• Advertising scans
• Vectors for social norms messaging

If you didn’t win media coverage, 
it didn’t happen

https://www2.cambridgema.gov/CityOfCambridge_Content/documents/CpcESGuide.pdf
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6820854/
https://www.prevention.org/alcohol-policy-resource-center/law-enforcement-strategies/shoulder-tap-operations/
https://www.abc.virginia.gov/education/programs/project-sticker-shock#:~:text=During%20an%20event%2C%20participants%20place,of%20alcohol%20at%20local%20retailers.


Chat
Poll
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Who are key partners to 
engage in your policy 

efforts?
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Key Partnerships

• Find people who are passionate about 
substance misuse prevention to join you in 
policy work

• Thinking together about the policy or 
enforcement practice, identify who could be 
your champion(s) 

• Consider who will derail your policy or 
enforcement efforts and design a preemptive 
approach



Questions
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Resources
1. Not Your Mother’s Scare Tactics: The Changing Landscape of Fear-

based Messaging Research

2. Truth Campaign

3. Alcohol purchase surveys

4. Rewards and reminders

5. Shoulder tap operations

6. Sticker shock operations

https://solutions.edc.org/sites/default/files/Not-Your-Mothers-Scare-Tactics-Brief-The-Changing-Landscape-of-Fear-based-Messaging_0.pdf
https://www.thetruth.com/
https://www2.cambridgema.gov/CityOfCambridge_Content/documents/CpcESGuide.pdf
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6820854/
https://www.prevention.org/alcohol-policy-resource-center/law-enforcement-strategies/shoulder-tap-operations/
https://www.abc.virginia.gov/education/programs/project-sticker-shock#:~:text=During%20an%20event%2C%20participants%20place,of%20alcohol%20at%20local%20retailers.


Evaluation

Please take the time to complete a brief evaluation:

https://ttc-gpra.org/P?s=295244

Your feedback is appreciated!

https://ttc-gpra.org/P?s=295244


Thank You! 

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

Jessica Goldberg 

MSW, MPH, CPS
T/TA Specialist

Region 2 PTTC, EDC

jgoldberg@edc.org

Ivy Jones-Turner

MPA, CPS
T/TA Specialist

Region 2 PTTC, EDC

ijonesturner@edc.org
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