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Executive Summary

In response to state legislation, the Washington State Department of Health (DOH) developed
and implemented statewide drug overdose prevention and awareness campaigns for adults and
youth. In 2026, DOH expanded three existing campaigns that were implemented in 2025.

The campaigns’ messaging and marketing strategies were informed by evidence-based behavior
change strategies, audience research, insights from subject matter experts, and a
comprehensive review of data and literature.

Adult Overdose Prevention Campaign: Build expansion of previous Teamwork campaign

e Audience: Blue-collar and veteran adults aged 25-64 who use opioids.

e Encouraged adults who use opioids alone to practice harm reduction behaviors.

e Featured new assets in English and Spanish, including digital and traditional broadcast
TV ads, digital and traditional broadcast radio ads, social media ads, and a campaign
landing page.

e Reached 1,152,100 individuals and led to 163,924 link clicks, successfully engaging the
audience despite a reduced budget.

Youth Overdose Prevention Campaign: Might Be Fentanyl expansion
Audience: Teens aged 14-18

e Educated about the dangers of fentanyl and its prevalence in fake prescription pills.

e Educated on the importance of recognizing the signs of overdose and carrying naloxone.

e Featured new assets in English, including one new static social media ad, a new digital
radio ad, and a refreshed billboard design (placed in priority counties near high schools).
Previously existing ads and the campaign landing page accompanied new assets.

e Reached 527,329 individuals and led to 7,980 link clicks, successfully engaging the
intended audience.

Spanish Language Substance Use Prevention Campaign: Consejos que Protegen
Audience: Hispanic and Latino parents and caregivers

e Empowered parents and caregivers to talk to their kids about substance use.

e Developed entirely in Spanish and with insights from Latino community voices for a
tailored and culturally grounded campaign.

e Offered practical, age-appropriate conversation guides for families that address
common questions on substance use and prevention and mental health with expert
advice from trusted Spanish-speaking professionals.

e Drove meaningful engagement, including 89 user sessions on the fentanyl webpage and
over 50 downloads of conversation guides and support materials.
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While DOH is still assessing the effectiveness of the 2026 campaigns, data show increases in
overdose prevention behaviors, like carrying naloxone, after the 2025 PreventOverdose WA
campaigns.

The department recommends continuing these campaign efforts to reach populations at the
highest risk of overdose. Social marketing campaigns address barriers to opioid overdose
prevention through education on substance use, naloxone, and recognizing and responding to
overdose.
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Drug Overdose Prevention Campaigns | 2



Background

Opioids—including prescription pain medication, heroin, and synthetic opioids such as
fentanyl—are causing a serious public health and community crisis across the nation. The
Washington State Department of Health (DOH) supports overdose prevention and response
efforts for all people across Washington, including those outlined in this report.

In accordance with RCWs 43.70.768, 43.70.769, and 43.70.775, DOH developed, implemented,
and maintains a statewide drug overdose prevention and awareness campaign. The campaign
was directed to educate the public about the dangers of methamphetamines and opioids,
including fentanyl, and the harm caused by substance use. This includes the risk of a
contaminated drug supply with synthetic opioids, and that even trace amounts of synthetic
opioids can be lethal. The campaign was also required to include outreach to both youth and
adults focused on preventing substance use and overdose deaths.

This report will include a summary of the messages distributed during the campaign, the
mediums through which the campaign was operated, and data on how many individuals
received information through the campaign. The department must identify measurable
benchmarks to determine the effectiveness of the campaign and recommend whether the
campaign should continue and if changes should be made to the campaign.

Audience and Messaging

In 2026, DOH expanded upon the two statewide overdose prevention campaigns implemented
in 2025. Following the social marketing best practice of specifying an audience for a campaign,
the two campaigns were divided by the required audiences. One campaign focused on adults
and the other on youth. In between the 2025 and 2026 campaigns, DOH also developed a
separate, culturally-appropriate Spanish language campaign that focused on helping parents
and caregivers discuss mental health and drug use with their children. Although these
campaigns were specific for each audience, they live under the PreventOverdoseWA umbrella
campaign, created in 2023. The original PreventOverdoseWA campaign was created with a
broad scope in mind to ensure DOH would be able to add in new messaging, anticipating the
drug landscape will change over time.

PreventOverdoseWA campaigns aim to reduce death from overdose, so they address the needs
of people at the highest risk of overdose—those who use fentanyl and other substances. The
campaigns are informed by evidence-based behavior change strategies to reach people who
use drugs, drawing from the principles of harm reduction. Messaging addresses how people can
reduce the risks associated with substance use without requiring abstinence. This approach
acknowledges that substance use can begin from a multitude of systemic and social reasons,
and it is important to meet people where they are, in case they are not ready or do not have
the support to seek treatment. Because recovery often occurs in stages, preventing fatal
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overdoses is a critical first step—individuals must survive to access treatment and recovery
services.

Most of the fatal overdoses in Washington occur among those who are already using
substances. The adult campaign focuses on people who use non-prescribed opioids and their
care networks (friends, family, etc.) to provide education on the potential risks caused by
substance use, specifically overdose. For adults, many people use alone or do not have
naloxone with them due to many systemic and social factors. This leads to an increased risk of
fatal overdose.

The adult campaign works to communicate the ways one can be safer and reduce the number
of fatal overdoses. Examples of this include promoting the importance of carrying naloxone
with tips on where to get it, empowering people to learn the signs of an overdose, if people are
using, the importance of starting low and going slow, information on fentanyl test strips to
know what they are using, etc.

The youth campaign focuses on the risk of fentanyl itself and the unpredictability of the drug
supply. Even though fewer teens today are using substances, opioid-related deaths are still
occurring among Washington youth. This campaign brings awareness of the contaminated drug
supply while focusing on the dangers of buying through social media and highlights that even
trace amounts of fentanyl can be deadly since it is odorless and tasteless.

The Spanish language campaign has an adult audience but focuses its messaging on engaging
parents to talk to their youth around mental health and substance use. The goal for this
campaign was to create a culturally relevant resource to prevent youth substance use and
overdose.

Reporting for the 2026 campaigns is still underway; however, the preliminary data shows that
these campaigns were successful at engaging and reaching the priority audiences. Further
insight regarding the successful promotion of behavior change and perception will be available
in the next annual report.

Campaignh Development,
Implementation, and Metrics

Adult Campaign

In 2025, the department launched the Teamwork campaign for an adult audience. Teamwork
encouraged people who use drugs to use around others to stay safer. Since its initial launch,
Teamwork has delivered more than 114 million impressions, over 40 million completed video
views and drove over 150k unique visitors to the campaign website.
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Following the 2025 annual report, survey results from the general public and people who use
opioids showed self-reported increases in carrying naloxone (for family and friends of people
who use, this nearly doubled from 24% in 2023 to 42% in 2025) and if people were using, they
began more frequently using with others as a protective factor instead of using alone
(increased from 42% in 2023 to 53% in 2025).

In 2026, DOH launched a new opioid overdose campaign, Build, under the pre-existing
PreventOverdoseWA umbrella campaign. This campaign was geared towards blue-collar and
veteran adults aged 25-64 who use opioids. It encourages those who use alone to practice harm
reduction behaviors such as telling someone if they're going to use and to start with a small
dose. It motivates people who use drugs to think ahead and increase their confidence in how to
stay safe in case something, like an overdose, happens. The new campaign is an extension of
last year's Teamwork campaign. Both campaigns ran this spring to have complementary
messaging reach the primary audience.

To inform the strategy and direction of the new campaign, the department conducted both
primary and secondary research. Primary research included interviews with subject matter
experts and priority audiences, as well as concept or message testing, while secondary research
included a literature review and landscape analysis. This research, combined with Washington
state overdose death certificate data, helped identify those who are at disproportionate risk of
overdose. This allowed the department to prioritize the appropriate audience and determine
appropriate harm reduction practices and messages.

This research informed the messaging and strategy of the campaign framework, with four main
components:

e Problem: If something happens, they are not able to reverse an overdose.

¢ Insight: Preparation gives people the confidence to act when it matters most.

e Advantage: Being prepared to reverse an overdose means using with others when
possible, carrying naloxone, and recognizing signs of overdose.

e Strategy: Show them that planning ahead gives them the confidence to stay safe in case
something happens.
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If something happens, they are not able to reverse
an overdose

Being prepared to reverse an
overdose means using with
others when possible, carrying
naloxone & recognizing the
signs of an overdose.

Preparation gives people
the confidence to act when
it matters most.

The
Strategy

Show them that planning ahead gives them
the confidence to stay safe in case
something happens.

Jowrce: Mark Pollard

Figure 1: Strategic framework for the adult people who use opioids campaign, based on survey

research conducted by DOH.

The campaign featured assets in English and Spanish, including:

e Social media static graphics and accompanying copy running via Meta platforms
(Instagram and Facebook) and TikTok (see figure 2)

e 30-second video running on digital pre-roll* and traditional broadcast TV?

e 30-second audio spot running on traditional broadcast® and digital radio*
e Posters in rest areas around the state®

e Campaign webpage that features graphics and information written for the audience,

and drives traffic to the Safety Tips webpage

1 A "Digital Video Pre-Roll" is a short video ad that plays before the main video a user wants to watch on platforms

like YouTube, Facebook, or websites.
2 "Broadcast TV" means placing ads on traditional TV networks.
3 Ads played on regular radio stations.

4 Digital audio or radio advertising is when brands use ads in things like podcasts, music streaming, or online radio

to reach people.
5 Posters are a form of “static ads,” which are ads that don’t change or move.
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Figure 2: Examples of the adult people who use opioids campaign static ads, in English and Spanish. Top
and bottom left images are from the Build campaign, and bottom right is from Teamwork.

The advertisements were used to encourage people who use opioids alone to practice harm
reduction behaviors, such as telling someone if they’re going to use and to start with a low dose
if using. The goal of this campaign is to meet people where they are and help those who are
using to stay safe with the hope that one day they can access treatment and recovery services.
The advertisements promote these behaviors and encourage people to visit DOH’s website for
more in-depth information on how to recognize signs of an overdose, where to get naloxone,
how to use naloxone, and how to use more safely.

With this messaging, DOH aimed to decrease the number of people using alone because
naloxone cannot be self-administered. The department aimed to additionally increase the
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number of people who know the signs of an overdose and increase awareness of other harm
reduction strategies when using alone. DOH estimates that the campaign reached about 76% of
adults 25-64, who saw the advertisements an average of 29x during the campaign run.

Table 1: Build campaign metrics, March 2-31, 2026

Reachs Impressions? Link clicks®  Video plays

1,152,100 21,299,561 163,924 2,049,561

The campaign concluded on March 31, 2026, and a full analysis report will be prepared to
assess its overall success. Due to the state’s ongoing budget constraints, the campaign saw its
funding cut by 39% from 2025 to 2026. Despite this, the Build campaign demonstrated
successful audience reach and engagement, with only a 21% decrease in impressions compared
to the initial 2025 campaign.

An ad recall and awareness survey performed after the campaign will evaluate how well
audiences remember and resonate with the advertisement after being exposed to it. This
survey will give the department further insight into the success of promoting behavior change
and changes in perception. These details will be provided in DOH’s next annual report.

Youth Campaign

Youth populations are at a high risk of opioid overdose, as they are unaware of the widespread
fentanyl use in counterfeit pills and other drugs. They also have limited knowledge regarding
how and where to access naloxone, a life-saving overdose treatment medication. DOH
launched the Might Be Fentanyl campaign in 2025, with the goal of increasing awareness of
fentanyl exposure from counterfeit pills and other drug forms and increasing knowledge and
use of naloxone. The audience was youth ages 14-18 in Washington.

This campaign was informed by primary research, including interviews and message and
concept testing with subject matter experts and youth focus groups.

Among youth audiences, there was

e mixed awareness about contamination of drugs and counterfeit pills;
e anunderstanding of what naloxone is, but not how to use or acquire it;
e abelief that overdose happens to others, not themselves.

6 Reach: How many unique users saw the content.

7 Impressions: Total number of views (including multiple views from the same people)

8 Link clicks and video plays both constitute engagement. Engagement (reactions, shares, link clicks, video plays,
sessions) is made up of the total number of times users interacted with the content.
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A significant number of high school and college students purchase drugs and pills on social
media or the dark web, believing them to be authentic oxycodone, Adderall, Xanax, or other
medications.

This research informed the messaging and strategy of this campaign framework, with four main
components:

e Problem: Youth don’t realize the drugs or counterfeit pills they or their friends use may
be contaminated with a deadly dose of fentanyl.

e Insight: They see an overdose as something that happens to others, not them.

e Advantage: Keeping themselves and each other safe from fentanyl.

e Strategy: Show them that the risk associated with fentanyl is too high to take chances
and empower them to plan ahead and be informed.

They don’t realize the drugs or counterfeit pills they or their
friends use may be contaminated with a deadly dose of fentanyl.

The
Problem

They see an overdose as
something that happens to
others, not them.

Keeping themselves and
each other safe from
fentanyl.

The
Strategy

Optimistic bias, alse known as unrealistic
optimism, is a cognitive phenomenon
prevalent among teenagers, characterized
by the belief that they are less likely to
experience negative events compared to
their peers.

Show them that the risk associated with fentanyl!
is too high to take chances and empower them to source: Mark Poliard
plan ahead and be informed.

Figure 3: Strategic framework for the youth campaign, based on survey research conducted by DOH.

For the 2026 campaign efforts, DOH confirmed with subject matter experts that the messaging
and strategy from 2025 continued to address the root of teen overdose in WA. So, the
department focused its efforts on expanding the 2025 Might Be Fentanyl campaign. Reviewing
last years survey results, nearly two-thirds (26 out of 42 youth surveyed) wanted to learn more
after seeing the ads. They wanted to learn practical safety guidance (e.g., indicators of fake or
laced substances, using test strips or Narcan) as well as information on things like how fentanyl
works, how much is dangerous, how it affects the body, and why it is so widespread.

Adjustments were made to this year’s campaign efforts after feedback was received from the
2025 ad recall and awareness survey. This included scaling back some of the visuals to be less
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chaotic and utilizing new channels for improved reach. A new 30-second audio jingle was
created. A mix of the 2025 and 2026 assets ran in the spring to have complementary messaging
in the field.

Campaign assets are featured in English and include:

e Social media static graphics and accompanying copy running via Meta platforms
(Instagram and Facebook)
e 15-second animated video running via Meta and TikTok

e Two 30-second audio (2026 and 2025) spots running on traditional broadcast and digital
radio

e Billboards up in priority counties near high schools across the state

e Campaign website that features graphics and information geared toward the youth
audience

Looks legit
might be

PreventOverdoseWA .org/FentanylRisk

Looks legit

%

Figure 4: Examples of the youth campaign static ads, the top image and bottom left image are from
2026, and the bottom right image from 2025.
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Drug Overdose Prevention Campaigns | 10


https://youtu.be/M2ANkPTehtU
https://preventoverdosewa.org/fentanylrisk/

The campaign messaging focused on the risk associated with taking pills not prescribed to you
because of the unpredictability of the drug market and the unknown presence of fentanyl in
drugs or counterfeit pills. In addition to highlighting the risks, the campaign educates on the
importance of learning the signs of an overdose and carrying naloxone to potentially help save
someone in need.

Table 2: Might Be Fentanyl campaign metrics, April 6-May 11, 2026

Reach? Impressions Link clicks Video plays

527,329 4,379,788 7,980 1,364,354

These metrics are likely lower than the adult campaign metrics due to a lower number of youth
and youth-specific channels in Washington.

The campaign concluded on May 24, 2026, and a full analysis report will be prepared to assess
its overall success. The data above demonstrate that the campaign was successful at engaging
and reaching the audience. An ad recall and awareness survey will be held post-campaign run
to help evaluate how well audiences remember and resonate with the advertisement after
being exposed to it. This survey will give further insight into the success of promoting behavior
change and changes in perception. These details will be provided in the next annual report.

Spanish Language Campaign: Consejos que Protegen

To further support opioid overdose prevention efforts, DOH led a Spanish language substance
use campaign called Consejos que Protegen. This campaign was created in 2025 by and for the
Latino community to empower parents and caregivers to talk confidently with their kids about
substance use, including opioids/fentanyl, and mental health. Created entirely in Spanish—not
adapted from another language—and based on audience research and insights from Latino
community voices, this culturally grounded website meets Latino families where they are,
recognizing that while parents are their children’s most trusted guides, even guides sometimes
need direction.

Funding was used to help expand the Consejos campaign and to develop practical, age-
appropriate conversation guides tailored to families with children in elementary, middle, and
high school. These guides address common questions on substance use and mental health and
opioid/fentanyl use and prevention—like when to start the conversation, how to keep it open
and judgment-free, how mental health can impact substance use and vice versa, and what to

% Washington’s population for ages 14-28 in 2025 was estimated to be around 500,000, however the department
anticipated some of the increase in the numbers above is due to advertisement spillover into adjacent age ranges.
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do if a child admits to trying a drug—through expert-led videos featuring trusted Spanish-
speaking professionals.

Washington State Department

[ ]
Tal of Health & eee X
Ad

No necesitas ser un experto para hablar con tus
hijos sobre el uso de sustancias.

¢Como hablar con tus hijos
sobre el fentanilo?

Guia para tener conversaciones exitosas.

i ¢Cudles son las sefiales
de que podrian

consejosqueprotege...

n Necesitas Learn more
“&==J informarte.
OO% 1k 15 comments

Like Comment Share
OV >

Figure 5: Example of the fentanyl resources tab from the Consejos Que Protegen campaign on the left,
and expert video advertisement on the right.

Table 3: Consejos que Protegen campaign metrics, December 5, 2025-
February 15, 2026

Fentanyl Website
Sessions

89 6,153,656 35,075 846,887

Impressions Link clicks Video plays

Visitors who moved beyond the homepage spent meaningful time with the content, with 89
sessions on the fentanyl resource tab. The campaign also drove action, generating 50+
downloads of the conversation guides and support materials.
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Recommendations

Substance use disorders and overdose are longstanding public health concerns that have
continued to grow in recent years. Data is still being collected to assess the effectiveness of the
2026 campaigns in producing behavior change among people who use drugs, however 2025
data show increases in desired behavioral changes, like carrying naloxone, due to the
PreventOverdoseWA campaigns. Preliminary 2026 data indicate successful campaign launches
with strong reach, and follow-up data will speak to the effectiveness of these campaigns in
terms of impacting behavior among people who use drugs.

The department recommends continuing these campaign efforts to maintain or increase the
progress already made. While DOH has been successful in effectively and efficiently reaching
the populations at the highest disproportionate risk, continuing to help address the opioid crisis
requires continued evaluation of who might be at risk within the changing landscape and
adaptation to their specific needs.

DOH'’s current research shows that while there are many barriers to preventing opioid
overdose, social marketing campaigns can help to address some facets of the problem.

This includes:

e Enhancing education on naloxone access, including how to use the medication

¢ Increasing education and awareness on substance use to reduce common
misconceptions

e Helping to empower and educate on how to recognize signs and respond to an
overdose, so they are ready to help if needed

e Providing compassionate and non-judgmental communications to help decrease stigma
surrounding the topic of substance use, as this prevents many people from actively
seeking help

Specific populations that are at a disproportionate risk of opioid overdose could additionally
benefit from a tailored campaign, such as the Consejos que Protegen campaign, that resonates
specifically with their community. Many minority populations who are at a disproportionate
risk of overdose have more overlapping stigma barriers to seeking care and treatment. Tailored
campaigns to address stigma within these communities (as well as the general public) could be
immensely beneficial.
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Conclusion

Addressing both the public and self-stigma of substance use requires a long-term, multifaceted
approach, and these campaigns have established a foundation for impact as part of
Washington’s overall efforts to combat the overdose crisis. These campaigns bring forth
compassionate and non-judgmental messaging and tonality that resonate with the audiences to
help promote behavior change while also aiming to decrease stigma surrounding substance
use. 2025 survey data and preliminary 2026 impression data suggest that these campaigns
were successful in reaching and engaging with the audience through tailored messaging and
channels. With this success, DOH is already seeing self-reported increases in the number of
people carrying naloxone, recognizing the signs of an overdose, and awareness of the risks
associated with taking drugs that are not prescribed to oneself.

The department’s approach recognizes the reality that many individuals with substance use
disorder are not yet ready or able to enter treatment. Because recovery often occurs in stages,
preventing fatal overdoses is a critical first step—individuals must survive to access treatment
and recovery services. DOH’s overdose prevention efforts integrate both immediate harm
reduction strategies and longer-term treatment and recovery support. Overdose prevention
and pathways to treatment go hand in hand. Providing practical, evidence-based information to
reduce overdose risk is a public health strategy designed to preserve life and create
opportunities for recovery. At the same time, DOH continues to invest in treatment services,
recovery support, and outreach to connect people with help when they are ready.

While social marketing behavior change campaigns cannot overcome every obstacle in this
landscape, they are incredible tools to raise awareness, increase education, and empower
people to keep themselves or someone they love safe. Opioid overdose continues to contribute
to a significant portion of deaths within Washington, and the work is far from over. Bringing
long-term, clear, compassionate communication and promoting harm reduction behaviors
statewide can continue to save lives in the face of the overdose crisis.
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Appendix A: Glossary of Terms

Banner Ads: A banner ad is a rectangular ad that shows up on a website, usually at the top of
the page. Its goal is to grab attention and encourage people to click on it, taking them to a
webpage where they can learn more about a product or brand.

Billboards: Billboard ads are big ads that promote a brand or product. They're a popular type of
outdoor advertising, also called out-of-home (OOH) advertising.

Broadcast TV: "Broadcast TV" means placing ads on traditional TV networks like ABC, CBS, or
NBC. These ads run during commercial breaks in regular TV shows, reaching a big, general
audience who are watching those channels.

Broadcast Radio: "Broadcast Radio" is when brands pay for ads to be played on regular radio
stations. These ads air during the station's regular programming and reach a large number of
listeners within a certain area.

Digital Audio: Digital audio advertising is when brands use ads in things like podcasts, music
streaming, or online radio to reach people.

Digital TV/OTT: "Digital TV" or "OTT" (Over-the-Top) refers to ads shown on streaming services
like Netflix, Hulu, or Amazon Prime Video. Instead of traditional cable or broadcast TV, these
ads are delivered through internet-based video, allowing advertisers to target and personalize
campaigns across devices like smart TVs, phones, and tablets.

Digital Video Pre-Roll: A "Digital Video Pre-Roll" is a short video ad that plays before the main
video a user wants to watch on platforms like YouTube, Facebook, or websites. It's a way to
show viewers a quick ad before they get to the content they’re interested in, helping to grab
attention and raise awareness.

Engagement: Can include reactions, shares, link clicks, video plays, etc. It is the total number of
times users interacted with the content.

High Potency Synthetic Opioids (HPSOs): Synthetic opioids can have stronger effects than non-
synthetic opioids. They are typically used to treat severe pain when used in a medical setting.
Because they are more potent, they come with a higher risk of overdose and addiction. HPSOs
can also be produced and sold illegally. Currently, most HPSOs are fentanyl or fentanyl analogs
(“Fentanyl Analogs”). The primary HPSO on the illegal drug market currently is fentanyl. lllicit
fentanyl can be pressed into pill form or distributed as a powder.

Impressions: An ad impression, or view-through, happens when a user sees an ad. This occurs
every time someone opens an app or website and the ad appears on their screen. Each time an
ad is shown and seen, it counts as an impression. Keep in mind, impressions are different from
engagements, which involve interacting with the ad.

WASHINGTON STATE DEPARTMENT OF HEALTH
Drug Overdose Prevention Campaigns | 16



Naloxone: Also called Narcan, naloxone is a safe and effective medication that reverses opioid
overdose. It does not work on overdoses caused by other substances. This medication is safe to
give to people of all ages, including infants and toddlers, and can be easily administered by
anyone.

Opioid: A substance that, when consumed, binds to a receptor in a person’s brain and produces
an effect. Effects can include inhibited respiratory drive, reduction of pain, feelings of euphoria,
and constipation. Longer-term outcomes can include tolerance, possible dependency (and
withdrawal when abstaining from use), and addiction.

Overdose: An opioid overdose occurs when a person has more opioids in their body than the
body can handle. An overdose can cause breathing to slow or stop completely, which can lead
to death.

Potency: A term used to describe how powerful a substance is. lllicit fentanyl has an unknown
potency because it is unregulated, which increases the overdose and addiction risk to the user.

Print Ads: Print advertising uses things like newspapers, magazines, direct mail, and billboards
to promote services and bring in more customers. The goal is to grab people's attention when
they read certain publications or get something in the mail.

Reach: How many unique users saw the advertising content.

Social Marketing: Social Marketing seeks to develop and integrate marketing concepts with
other approaches to influence behavior change that benefit individuals and communities for
the greater social good — leading to sustainable, healthy, and equitable communities. Social
marketing campaigns are broad initiatives designed to reach large populations and create
widespread awareness or behavior change through marketing concepts. These typically use
mass media, social media, print ads/posters or events to disseminate key messaging.

Static Ads: Static ads are ads that don’t change or move. They look the same for everyone and
can appear in things like magazines, websites, or social media.

Synthetic Opioids: Opioids that are manufactured from chemicals and artificial substances. This
is different from other opioids, such as heroin, where some of the components were grown and
harvested from the poppy plant. By comparison, synthetic opioids are relatively cheap to
produce and can cause a large effect from a small dose.
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