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Campaign Timeline 

Clay County Public Health Center was notified of the opportunity for opioid funding from the CDC and 
MODHSS in February 2019. Internal planning began soon after with a team of approximately 10 staff 
members, primarily from the Health Planning & Policy section. This workgroup made the decision to allocate 
$38,000 of the $75,000 grant towards an educational and preventative marketing campaign. The campaign 
would be created as a team but led by the communications specialist. 

After the grant was confirmed on April 26, a press release was sent out on April 29 to notify the local media. 
On May 9, Community Development Specialist Danielle Roethler was interviewed at CCPHC by 41 Action 
News about the grant and the Prescription Drug Monitoring Program. It aired as the first story of the evening. 

The following months were spent determining the goals, design and messages of the campaign. Media 
broker Mike Parsons of Dash Media was brought on board to help book advertising and assist with strategy. 
However, before any other content was created or launched, the website that the public would be directed to 
in all the ads had to be created. This was done during the month of June and heavily utilized the community 
development team and their interns. 

On July 1, the It Happens Here Too campaign was officially launched with the publishing of the website. On 
July 2, CCPHC was notified that the grant funding deadline, which was originally scheduled for August 31, 
2019 was extended and funds were now available for use until November 30, 2019. 

Another press release was sent out on July 8, specifically to tell the media and the public about the intent of 
the opioid awareness campaign. By the end of July, all the traditional ad platforms chosen by the workgroup 
– billboards, movie theater, radio – had been launched in at least one location*.  

From the months of July to November, the communications specialist worked with the opioid workgroup, the 
media broker and CCPHC management to create all content used in the campaign, monitor activity and 
collect results. All content created was sent to and approved by MODHSS before launching. 

The end of August saw the launch of the video advertisement across Google, Facebook and Instagram. In 
September, the first round of targeted social media ads was launched, focusing on various age groups. By 
the end of September, the majority of the traditional ad placements had completed their runs*. 

All targeted Google ads, again focused on various age groups, were run during the first weeks of October. 
The second round of social media ads, targeted towards specific demographics, was launched in the second 
half of October. By October 28, the originally scheduled digital ads completed their runs*. 

In September, the opioid workgroup decided to use a portion of the grant funding to pay for a random 
sample survey that would provide an idea of the impact made by the campaign in Clay County. This survey, 
hosted through Qualtrics, was created by epidemiology and the communications specialist during the month 
of October and sent out mid-November, with results delivered a week later**. 

Finally, in November, three additional ads were launched in order to use the remaining funds before they 
became unavailable after November 30. These last-minute ads included a Spotify audio/visual ad, six 
additional weeks in the Liberty 12 theater and a Facebook video ad. The final campaign material is 
scheduled to come down January 11, officially ending the It Happens Here Too campaign. 

 

*More details regarding specific ad launch dates can be found in the Content & Results section. 

**Details regarding the results of the Qualtrics survey can be found in the Evaluation section. 

https://www.kshb.com/news/local-news/clay-county-receives-grant-for-prescription-drug-monitoring-program
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Campaign Goals 

The CCPHC opioid grant workgroup outlined one overall goal of the marketing campaign: to reduce stigma 
surrounding opioid addiction. Throughout the campaign, this goal was accomplished by spreading 
awareness that opioid addiction can happen quickly to anyone of any age and by sharing opioid misuse 
statistics from Clay County. The campaign also had a goal of educating the public on some of the basic 
elements of opioids and misuse, including the names of common opioid medications and the steps that lead 
to addiction. Finally, the campaign wanted to assist those seeking help for opioid misuse and provide 
resources for people who want to prevent misuse for themselves, their loved ones or in their community. 

 

Expenditures 

Traditional advertising: $25,741 

Digital advertising: $10,940 

Evaluation process: $7,499 

Total: $44,180 (59% of the grant funding, not including staff time) 

 

Content and Results  

The content used throughout the campaign consisted of a primarily teal and orange color scheme and 
utilized pill and pill bottle illustrations. The bold colors and simplistic graphics were chosen with the intent to 
catch attention and get messages across quickly and clearly. 

Name/Tagline: It Happens Here Too. (The Opioid Epidemic in Clay County) 

Website: clayhealth.com/opioids 

Font: Franklin Gothic 

 

Logo:        Color Guide: 

 

 

 

 

 

 

 

Teal R=49, G=190, B=187  

Orange R=246, G=139, B=47  

Dark Teal R=10, G=145, B=144  

White R=255, G=255, B=255  
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Website 

The decision was made to create the web pages for the opioid awareness campaign within the Clay County 
Public Health Center website. This was done for two main reasons: association and ease. The association 
with the established CCPHC site would make it very clear that this was information customized for residents 
of Clay County, Missouri and that an official, reputable government entity was the source of the information. 
It was also much easier and more cost-effective to build these new web pages within a system already 
familiar to staff and that would not add any additional costs to build or maintain. 

The four web pages were created by keeping in mind the main questions or needs that most Clay County 
residents would have regarding opioids. The clayhealth.com/opioids address was used across most of the 
campaign materials and directed users to the homepage of the campaign. The homepage briefly introduced 
visitors to the site and to the campaign and allowed them to choose which part of the campaign they were 
most interested in.  

The What’s Going On? page answered basic opioid and addiction questions, in addition to providing 
statistics about the situation locally. The What’s Being Done? page outlined various efforts within the county 
to track, prevent and treat opioid misuse. Finally, the How Can I Find Out More? page provided links and 
resources for the different needs of different demographics. For example, links to prevention information 
could be found for pregnant women, parents, athletes and anyone who had recently been prescribed an 
opioid medication. There were also sections for those seeking help for misuse, for the family and friends of 
those who misuse, for prescribing doctors and for people looking get involved in prevention efforts. 

Website Visits 

July 1 – November 30, 2019 

 

 

 

 

 

Homepage: 

-Pageviews: 9,721 (accounted for 14% of CCPHC website visits during this period) 

-Where they came from: 52% from direct entries, 24% from websites like Youtube and Facebook 

-Where they went: 81% exited, 6% went to other CCPHC pages 

What’s Going On: 232 pageviews 

How Can I Find Out More: 606 pageviews 

What’s Being Done: 178 pageviews 

 

 

https://www.clayhealth.com/262/The-Opioid-Epidemic-in-Clay-County
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Billboard Campaign 

With the help of Dash Media, five billboards in various locations across Clay County were chosen. While 
attempts were made to secure boards in or near most major cities in the county, there were some limitations 
due to availability. Four of the five were physical boards, with the design being printed and hung. The It 
Happens Here Too ad on the digital board in Liberty was one of eight scrolling ads shown at a time. 

 

Billboard Location Design* Duration Price 
(total) 

Impressions 
(approx.) 

Liberty (Digital) Northbound I-35, 
between S Liberty 
Pkwy and the 
Flintlock Flyover 

Tolerance, 
Dependence, 
Addiction 

4 weeks  
(July 1 – 28) 

$2,710 538,648 

Kansas City 
North 

Southbound 435, 
approaching the I-35 
interchange 

Tolerance, 
Dependence, 
Addiction 

4.5 weeks 
(Aug. 12 – Sept. 7) 
Hung late, time added 
to end 

$2,225 673,032 

Kearney Southbound I-35, 
less than one mile 
south of Hwy 92 

Tolerance, 
Dependence, 
Addiction 

15+ weeks (paid 
for 4) 
(Launched July 22) 

$2,415 499,400 

Excelsior 
Springs 

Northbound on Hwy 
69 at the B Hwy 
intersection 

Opioid 
addiction: it 
starts here. 

4 weeks 
(Sept 9 – Oct. 6) 

$745 184,220 

North Kansas 
City 

Northbound North 
Oak Trafficway, near 
the intersection of 
42nd St. 

Dependence on 
opioids can 
happen after 
just 5 days. 

4 weeks 
(Aug. 12 – Sept. 8) 

$745 197,588 

 

*Designs 
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North Oak Trafficway 69 Hwy 

435 

Kearney Liberty (image not damaged in real life) 
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Movie Theater Campaign 

A 30-second video was developed in-house and then finalized by production company Okie Creative. The 
video then played approximately 10-15 minutes before every movie shown in the theaters for the weeks 
listed below. 

Because it would be seen by audiences of all ages and backgrounds, the video was made to be a broad 
overview of the main messages of the campaign. The first part addressed the opioid epidemic and who it 
affects (reducing stigma) and the second part listed opioid names (education and making it relatable) and 
stated the risks of opioid use. Finally, the video ended with the web address viewers could go to (call to 
action) for more information and stated the name/sponsors of the campaign. 

The video can be viewed here or by searching “It Happens Here Too: The Opioid Epidemic in Clay County” on 
YouTube. 

 

Movie Theater # of Ads Duration Price (total) Impressions 
(approx.) 

B&B Theatres Liberty 
Cinema 12 

3,498 10 weeks 
(Aug. 12 – Sept. 8) 
(Nov. 18 – Dec. 29) 

$4,407 92,000 

B&B KC Northland 14  1,960 5 weeks 
(July 15 – Aug. 25) 

$847 172,232 

Kansas City 18 (Regal 
Kansas City in Ameristar 
Casino) 

2,016 4 weeks 
(Sept. 2 – 29) 

$1,647 54,948 

 

 

 

 

 

 

 

 

 

 

 

https://www.youtube.com/watch?v=jdIgXshe4Uo
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Radio Campaign 

The 30-second radio ad used the same script and audio from the video. Originally, it was recorded by a voice 
actor hired through Speedy Spots and the voice and music were put together by Mix 93.3. However, the 
decision was made that the voice and music from the video fit the mood of the campaign better. Three of the 
four radio ads eventually ran with the video’s audio track. 

For each station, CCPHC purchased a number of spots where the ads would run each week. These spots 
varied in placement from peak times to middle of the night. These were the only form of ads ran throughout 
the campaign that reached people living inside AND outside of Clay County. 

 

Station Genre Number of Spots/Duration Price Impressions 
(approx.) 

Mix 93.3 Top 40 68 spots, 2 weeks 
(July 8 - 21) 

$2,460 110,000 

106.5 The Wolf Country 84 spots, 2 weeks 
(July 22 – Aug. 4) 

$2,540 128,200 

94.1 KFKF Country 96 spots, 2 weeks 
(Aug. 5 – 18) 

$2,450 298,600 

94.9 KCMO Greatest Hits  
(60’s-80s) 

48 spots, 2 weeks 
(Aug 19 – Sept. 1) 

$2,460 245,400 
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Digital Campaign 

This portion of the campaign was delivered entirely through online channels and only shown to people who 
live (or possibly work) in Clay County. The messages and graphics were customized for each platform. 

 

 
*Impressions are the number of times an ad appeared on a screen; could be shown multiple times to the same person. Reach is 
number of unique people that saw the ad in total (making this number more valuable/telling). Some platforms report both these 
numbers, others only report one. 

 

The majority of the social media ads were distributed in three rounds. Round One was simply the 30-second 
video and targeted to anyone in Clay County. Round Two consisted of 10 different ads, targeted at four 
different age groups. A larger portion of the money for this round was budgeted for the ads targeted at adults 
aged 45-60 – the age group with the highest rate of overdose deaths in the county. The wording and 
graphics of each ad were customized to the age groups so they could be as relevant and engaging as 
possible. For example, the ads targeted at young people 15-30 years old referenced memes, life plans and 
wisdom tooth removal. 

Round Three of the social media ads consisted of nine ads targeted at specific demographics like people 
seeking help for misuse, their friends and family, pregnant women, athletes, parents, etc. The tools within 
some of the advertising platforms allowed the ads to reach these people specifically.  

 

 

 

 

 

Platform # of Ads Amount Spent Impressions or Reach* Link Clicks Cost Per Click 

Facebook 20 $5,134 116,436 reached 1,578 $1.85 

Instagram 10 $907 56,247 reached 83 $4.98 

Twitter 4 $477 34,402 impressions 325 $3.97 

Google 3 $2,422 1,574,230 impressions 9,759 $0.25 

YouTube 1 $1,000 161,967 impressions 254 $3.94 

Spotify 1 $1,000 65,000 impressions TBD TBD 
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Round Two Graphics and Messages 

Youth 15-30 - $400 

  

Adults 30-45 - $300 

 
By fighting the stereotype that only certain groups of people in certain places 
are addicted to opioids, we can encourage anyone who is struggling to seek 

help without embarrassment or shame. Learn more at clayhealth.com/opioids. 

 

Adults 45-60 - $1,000 

 

Opioid misuse is not just a youth problem. In fact, more people age 45-54 years 
old in Clay County have died from an opioid overdose than in any other age 

group. Learn more about what you can do to prevent misuse and addiction at 
clayhealth.com/opioids. ($12.41 spent before pausing) 

 

Did you know that sharing medications is not just dangerous but also illegal? 
Never take opioid pain medicine that wasn’t prescribed to you. Learn more 

about the risks of taking opioids at clayhealth.com/opioids. 

 
Have leftover pain medication from when you got your wisdom teeth out? 
DON’T share pills with anyone else and dispose of them safely by at a local 

drop-off bin. Find your nearest drop-off location at 
clayhealth.com/opioidefforts.  

 

Getting addicted to opioids can seriously throw your life plans off track. 
Whether you access them through “safe” ways like a pain prescription from a 
doctor or through illegal means like heroin, tolerance and addiction can start 

after just a few uses. Learn more at clayhealth.com/opioids.  

 

You’ve heard about the “opioid epidemic” but what are opioids? Their names 
might sound familiar. Learn more about opioids and how to avoid misusing 

them at clayhealth.com/opioids. (18-30 b/c of marketing pills to minors) 
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More people age 45-54 years old in Clay County have died from an opioid 
overdose in recent years than in any other age group. Learn more about what 

you can do to prevent misuse and addiction at clayhealth.com/opioids.  

 

Everyone, no matter their age, race, gender or income level is vulnerable to 
becoming dependent on opioids. Learn what you can do to prevent misuse and 

addiction at clayhealth.com/opioids.  

 

Facebook – Adults 60+ - $300 

 

Have you recently been prescribed an opioid pain medication? Learn what 
questions to ask your doctor before you start taking them and what precautions 

you can take to avoid misuse at clayhealth.com/opioidresources. 

 
You’ve heard about the “opioid epidemic” but what are opioids? Their names 

might sound familiar. Learn more about opioids and how to avoid misusing them at 
clayhealth.com/opioids.  

 

Round Three Graphics and Messages 

The link to the website was be included on every ad as a button and not necessarily within the text. Also, for this 
round of ads, all the links sent users to the How Do I Find Out More? page instead of the opioids homepage. 

Pregnant Women 
$100 

 

Taking opioid pain medication before, during or after 
pregnancy comes with risks. Learn more so you can 

avoid causing lasting health problems for you or your 
baby. 
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Dealing w/ addiction 

$200 
 

Never be afraid to seek help if you are struggling with 
opioid dependence or addiction. Find treatment, 

support and other resources at 
clayhealth.com/opioids. 

 
Parents 

$200 
 

 

Protect your family from misuse and addiction. Find 
tips for how to talk to your kids about opioids, both 

illegal and prescription. 

 
Parents of athletes 

$100 
 

Sports injuries are one way young people are often 
introduced to prescription opioids. Make sure your 
student athlete knows the risks to avoid misuse and 

addiction.   

 
Alternative treatment 

$100 

 

Looking for safer options to help manage chronic 
pain? Find more info about alternative ways to treat 
pain and how to avoid misuse if you choose to use 

opioids. 

How to get involved 
$138 

 

Looking for ways you can help prevent opioid 
addiction and overdoses in your community? Visit our 

website for ways to get involved. 

Providers 
$100 

 

What’s going on with opioids in Clay County? Learn 
more about the current situation and find additional 

resources for how to keep patients safe when 
prescribing.  

 
Family and friends 

$300 
 

It can be hard to know how to help when one of your 
friends or a family member is struggling with opioid 

dependence or addiction. Find resources at 
clayhealth.com/opioids. 
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Recently prescribed 

$200 
 

 

It’s important to educate yourself before starting to 
take an opioid pain medication. Learn what questions 

to ask your doctor and the precautions you can take to 
avoid misuse. 

 

Other Graphics Used – Instagram, Google, Spotify 
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     Facebook Results 

*A note about the ads w
ith higher Cost Per Click Rates: three of these four ads w

ere created differently (w
ith the 

goal of engagem
ent, not clicks), resulting in very different results from

 the others. 

The $1.97 Cost Per Click average is the average w
hen excluding the four anom

alies. 
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Instagram Results 

 

 

 

 

 

 

 

Twitter Results 

 

 

 

 

 

Video Results (All Platforms) 

 

 

 

 
 

Impressions = # of times seen on screen, Interaction = watched full video or clicked, Reach = unique # of people who saw the ad 

 

Google Display (Web Ads) 
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Evaluation 

The workgroup wanted to explore options for gathering data that might indicate the impact the campaign 
had on the people of Clay County. To do this, the epidemiology team and communications specialist created 
a survey through Qualtrics, a site that allowed CCPHC to send out and pay for survey responses from Clay 
County residents. 

While some value can be found in the data collected, the number of responses was far below 
epidemiological standards for reliable results. This was due to limitations on the number of people Qualtrics 
could get to complete the survey within a relatively small geographic area (Clay County). However, the main 
goal of the evaluation survey was to gauge how many people in the county saw and were impacted by the 
campaign so expanding the geographic boundaries of the survey distribution was not an option. 

Format 

The survey began with one qualifying question – if they lived or worked in Clay County – followed by two 
identifying questions where participants were asked their age and gender. Next, two recall questions (one 
text, one visual) determined whether they had seen any of the campaign messages before.  

From here, survey takers who had seen the messages before were asked seven questions about where they 
had seen the ads, what their reactions were to seeing the ads and the impact the ads made on their 
knowledge and opinions on opioid addiction.  

Survey takers who had NOT seen any of the campaign materials before were directed to a separate survey. 
This survey allowed us to still gain valuable feedback from people who had not seen the messages before by 
using them to conduct message testing. They were introduced to more of the campaign’s messages and 
then asked a series of 12 questions regarding how clear, effective and memorable they believed the 
messages to be. These responses will be very helpful to CCPHC staff for marketing efforts of any kind in the 
future and will help inform decisions about effective design and wording. 
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Results 

In total, 105 responses were collected from the survey. All the respondents lived or worked in Clay County, 
with 80% identifying as female and 20% as male. The age of survey takers can be seen below. 

 

 

 

 

 

 

Amongst all survey takers, 42 (40%) reported they had seen or heard of the campaign before. The places 
where they recalled seeing the campaign’s ads are shown below. 

 

 

 

 

 

 

 

When it comes to impact, 50% reported that seeing the ads impacted their view of people struggling with 
opioid addiction. When asked for further explanation, some said “it could happen to anyone” and it made 
them feel “sympathetic” to those struggling. Others said “it didn’t” impact their views and a few said it did 
not impact them because they have already had personal experience with addiction and they “understand 
that not all people CHOOSE that route.” 

- The most common overall reactions to the messages were “happy to see it brought up” (33%) and reflective 
(31%). 19% had no overall reaction, 14% liked the messages overall and one respondent (2%) reported 
hating the messages. 

- 76% agreed that they better understood opioid addiction after viewing the messages, with none 
disagreeing. 

- 83% said the messages added to their knowledge of the risks of opioids, to some degree. 
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Campaign Summary 

The hope remains that the awareness campaign had an impact on Clay County residents in ways not 
necessarily revealed by the evaluation data and will have a positive impact on future opioid misuse rates in 
Clay County. However, the process of making the campaign itself certainly made an impact on the CCPHC 
staff members involved.  

The evaluation process was the area in which staff learned the most lessons that can be applied in the 
future. As an organization that strives to make evidence-based decisions, it was valuable to experiment with 
a service like Qualtrics that allows CCPHC to gather data and input from the public. Throughout the process, 
it became very clear the ways in which the service would be worth the money to programs like epidemiology 
and communication in the future and the ways in which it would not. 

For example, Qualtrics is a great way to conduct message testing (gathering qualitative and quantitative 
feedback on campaign materials in order to identify strengths and weaknesses) but those tests are vastly 
more beneficial if conducted before the campaign is launched. Staff was not familiar with message testing 
and/or did not think it was within the budget and so it became an afterthought for this campaign. However, it 
is a process that CCPHC needs to correctly go through the next time a campaign of this size is created. 

Overall, having the time and money to conduct a public health education campaign of this size allowed staff 
to discover the various ways the health center can use paid media to reach the people in our community. 
Some staff members became aware of advertising mediums they didn’t realize were within reach while other 
staff members like the communications specialist gained experience in creating content for those mediums. 
It will be exciting to see how the lessons learned through this awareness campaign influence the ways 
CCPHC educates and informs residents in the future. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


