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for the Rest of Us



• expert

• have it figured out

• went to school for this

Benjamin Meier |(note: get some qualifications)

(insert picture)

What is this?

Cut

Maybe Regret Presenting?



7 Years in 

Prevention
Coalition Coordinator

Director of Prevention...

Grew a Passion

Pursuit of Excellence

Growing Need

Share History with Mirror and Marketing

Put over marketing





Objectives

1.Explore & understand branding for coalitions/prevention

2.Create processes for marketing & messaging

3.Leave with tools



|not everyone is creative

False >

Completely Untrue

Just not true

Everyone is creative 

whether writing, 

thinking, designing, 

vision-setting, 

engaging people, or 

anything else

Cut It Out

Don’t Believe Lies

Copy to the Trash

You Silly Goose

Address misconceptions...



Address misconceptions...

|it doesn’t have to look good
Half True >

Attention Span

It doesn’t

But, what you’re 

doing and 

messaging could be 

way more effective 

if it did look good

Widening Reach

Build Capacity

Adapting

Effective Message



|it doesn’t have to look good

Attention Span

Address misconceptions...

Half True > It doesn’t

But, what you’re 

doing and 

messaging could be 

way more effective 

if it did look good

Widening Reach

Build Capacity

Adapting

Effective Message

Have you see these?

x



branding matters
whether we like it or not



Address misconceptions...

I’ll never be able to learn|
Up to you >

You’d Be Surprised

Positivity, Bro

Like so many other 

things, you get what 

you put into it. It’s 

work and can be 

hard, but often hard 

work creates higher 

likelihood of 

success

Collaborate

Just Try It

Tools Today



|what is branding?
Open Link to Super Cool Brands



|what is branding?

Just Do It Think Different.

Nike Apple

Tattoos Inside! 

Collect all 10!

Zebra Stripes

Here are some brands you might know:



|

font

logo

color

feel/emotions

product

messaging

people’s reactions

what is branding?

all of this together



|branding through logos



you have a brand whether or not you created it.

if you don’t work on it, your brand 

may be created for you



|brands change!

Twitter X

Facebook Meta



|brands change sometimes

WARNING

Image Unavailable. 

Don’t Talk About It.

X



|how to create a brand

Name

Mission

Vision

What you stand for

What you want to communicate |

healthy communities 

growing healthy youth



Look at what works for others

Choose your name

Create a logo

Choose “core” branding “guidelines”

   - Create a mood board

Think about audience and what will work|

how to start



|how to start

Healthy Harvey Drug Free 

Communities Coalition

what was i thinking?

simple

upward trajectory

“Defy” the norm

Short

bold

emphasizes D,F,Y

refined

center-able

Harvey County D-FY



Refine what works

Keep it simple

Define non-negotiables

Everything after that goes through the “brand”|

how to start

did... did we just SPF marketing???



Other Thoughts...

Create a high standard - aim for excellence

Don’t settle for copies of copies

Put some effort and funding into it

We can be competitive like a brand |

Brand Colors

 - Cohesive - coolors

 - a statement color is good

 - colors and emotions

 - Logo - colored background

 - complement partners

Brand Fonts

 - Simpler the better

 - Able to be bolded/italicized

 - compliment the type in logo

Pictures/stock photos

 - Canva

 - unsplash

 - Google



Create a brand



Another misconception...

we aren’t selling anything |
False >

Value

Selling Mission

You are selling your 

mission, impacts, 

outcomes, health, 

services, the fact 

that you can help, 

connection and 

collaboration, 

vision for the 

future, etc.

Clear Vision

Communication

You Can Help



People don’t buy what you do

they buy why you do it

|

- simon sinek

so we have to figure out 

how to communicate and 

incorporate

MISSION and VISION

into everything we do. 



Find the root cause

• Is there data to back it up?

Message - what will address this cause?

Audience - Who are you targeting? |

how to create effective messaging

Get to the core purpose behind your work



how to create effective messaging

message

Not reaching 

who needs it

not addressing 

the issue

oops! forgot 

the outreach ding ding ding!

sweet spot



Find the Root Cause

how to create effective messaging

Kids are Vaping

Does it fall into the mission/scope (brand)?

Take a picture

What does it look like? (W Questions)

Asking “But Why?”

Parental Attitudes

Availability

price/promotion

Enforcement/laws

Youth Attitudes

Community norms

Youth are vaping in 

the back bathrooms 

of the school during 

passing periods

Look for data



Narrow down audience

how to create effective messaging

What does this audience look at/interested in?

Make sure that your targeting is prevention

Where are they going to see a message?

Why this audience?

How do you know? Data?

Can you involve the audience in creating?



Actually create the message

how to create effective messaging

What do they need to know? (Education)

Emotion, data, information, action, 

What do they need to do? (Action)

Why should they care? (Connection)

Avoid scare tactics, oversimplification, 

talking down, preaching

Emotion doesn’t have 

to be in words. Could 

be pictures, colors, 

general vibes

Find the balance



don’t do drugs

here are alternatives to use

you don’t need to use to have fun

say no to peer pressure

only a few are actually using

majority of kids are not using

substances are bad for you

your brain is developing

sports performance is affected

what would your parents say

you can be a leader

pills are dangerous

don’t drink and drive

illegal

you could get in trouble

permanent lung damage

possibility of overdose

manipulation

media messaging

misinformation about substances

why do you choose not to use?

how addiction happens

who are your safe people?

sooooo many more....

types of drug-free messages

just some examples...



TRANG 
THINGS E

Vaping is a 

BE BETTER 
THAN 

VAPING

Need help quitting?
Text "DITCHJUUL" to 88709

You Vape?

You're better than that

Need help quitting? 
Text "DITCHJUUL"  to 88709

Don't

Play
Around with vapes.

FRIENDS

HAVE A
THAT NEEDS 
HELP QUITTING?

HAVE THEM TEXT 
"DITCHJUUL" TO 8 8 7 0 9

FRIEND

examples of messages

Don't end up 
in the 

upside down

DON'T LET OTHER 
FRIENDS VAPE

WE'RE BETTER THAN THAT

This is your 
sign to talk to 

your kids 
about drugs 
and alcohol.

Our Community.
Our Kids.

Our Responsibility.



examples of messages

LIK
EJUST DO...

TOP BRO
you're my

Albus 

Dumbledore

It is our choices that 

show what we truly 

are, far more than 

our abilities.



coalition campaign

Parents aren’t 
having 
conversations or 
connecting with 
their kids

Parental Attitudes

Community norms

Parents are not 

talking to their own 

kids about substances 

in their homes.
Low amount of 
students reporting 
having talked to 
an adult in their 
home about 
substance use in 
the last year.

Parents are not 
attending parent 
teacher 
conferences, not 
involved in 
student activities.

Teen Intervene 
Parent 
participation is at 
around 30%

Goal of the Campaign is to reach parents with resources, education, 

and tips to help them facilitate conversations with kids



coalition campaign

Our Community . 
Our Kids .
Our Responsibility .

*Cue the Mood Board*

https://www.canva.com/design/DAFsfVy_-4c/zmnAT7vGrSww8m2cLAqHtA/edit


Coalition
Booklet

Our Community . Our Kids . Our Responsibility .

Made Possible through 

Partnership with

• What have you heard about vaping  from other kids?  What about 
vaping marijuana ?

• Why  do you think kids use drugs or alcohol?
• What would help you make good choices  when you are out with 

friends?

• What do you think is in vapes ?
• How do you think substances affect your school and sports ?
• What will you say if someone offers you drugs or alcohol?

• Have you ever been offered a vape, an alcoholic drink, or something 
else?

• Would you feel safe telling me if you tried something ?

• Do you know what our expectations  are around drugs and 
alcohol?

• What ways can we come up with to help you get out of 

uncomfortable situations  like being offered something?

Keep
Conversation 
Going

the

Our Community . Our Kids . Our Responsibility .

(You can look it up together!)

In the car? Making dinner? Waiting for the game to start?

Here are some ideas for conversations with your kids...

Our Community . Our Kids . Our Responsibility .

Cheer Loudly.

Talk Openly.

What are your 
plans tonight?

Our Community.  Our Kids. Our Responsibility.

Be the reason 
our kids stay  

safe.

O
U

R COMMUNITY .
KIDS .
RESPONSIBILITY .

we talk 
about 

the 
hard 
stuff

#wetalkabout it#wetalkabout it
KANSAS SKYLINES

I secretly 
don’t know 
what a wall
       cloud is

hometown
pride

Let’s go K       as hiking

Land of
&opes

dreams

coalition campaign

Our Community . 
Our Kids .
Our Responsibility .

block party box

family game night



Chat GPT

using ai for marketing

The more you input, the better the output

A help/tool, NOT the endgame

Don’t use it to write for you

It can find sources

Used it for outlines for presentations And it was a little scary...

make sure you verify them!



pictures & stock photos

unsplash



application/activity

do we have time???



final tips/tricks/thoughts/messy ramblings

Google - it’s not stealing...

if you are targeting kids, kids MUST be 

involved in the creation

if you are targeting kids, don’t print 

more thinking that they will stay 

relevant

Aim for excellence, but accomplish your best

It all boils down to relationship



whewph. the end

Benjamin Meier

bmeier@mirrorinc.org

Thanks for listening!

Questions?
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