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Webinar Objectives

- Understand the importance of a strong brand

- Discuss basic principles of branding and tips for defining
your brand

- Share recommendations for how best to normalize use of
brand among health department staff

- QOutline the elements of a brand roll-out
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Agenda
- Branding 101

- Kara Basabe, Senior Art Director, Burness Communications

- Case Study: South Carolina Department of Health &
Environmental Control

« Brian Conner, MPH, Immunization Outreach Coordinator, Division of
Immunization

- Case Study: Snohomish Health District (WA)
- Heather Thomas, MA, MPA, Public & Government Affairs Manager
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Kara Basabe

e Senior Art Director at Burness

e Has advised nonprofits and private-sector
organizations on branding and identity for
10+ years
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Agenda

Goals

Branding Basics (10 minutes)

How to Define Your Brand (15 minutes)
Rolling Out a New Brand (10 minutes)
Case Studies (20 minutes)

Q&A (15 mins)
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Our goal for today’s session

e Understand what a brand is, why it matters, and how you can
define your own brand on a budget

NACCHO
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Branding Basics



Whatis a brand?



Definition of a brand

A brand is more than just a logo.

— © O
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Presenter Notes
Presentation Notes
A brand is more than a logo. Externally, a brand is how people understand who you are and what you do, and helps them determine whether or not to engage with you. According to an article published in the Stanford Social Innovation Review (SSIR), brand evokes an image in the minds of potential donors, supporters and partners, as well as others you seek to influence. Internally, common brand identity can make an organization and its employees more cohesive, foster focus and reinforce shared values.



A brand is the sum of all expressions by
which an entity (person, organization,
company, business unit, city, nation,
etc.) intends to be recognized.

Source:


Presenter Notes
Presentation Notes
A brand is more than a logo. Externally, a brand is how people understand who you are and what you do, and helps them determine whether or not to engage with you. According to an article published in the Stanford Social Innovation Review (SSIR), brand evokes an image in the minds of potential donors, supporters and partners, as well as others you seek to influence. Internally, common brand identity can make an organization and its employees more cohesive, foster focus and reinforce shared values.
A brand is the sum of all expressions by which an entity (person, organization, company, business unit, city, nation, etc.) intends to be recognized. (interbrand)

https://www.interbrand.com/views/branding-fundamentals-part-1-a-definition/

Why does branding matter?

e Establishes credibility and trust
e Critical to creating partnerships with your audiences
e Grounds an organization in a common set of values

and a way to express them

National Association of County & City Health Officials



Presenter Notes
Presentation Notes
Establishes credibility and trust: people know what to expect from you. Your brand becomes a symbol of how you serve your audiences. It’s shorthand for you.
Critical to creating partnerships: without this foundation, your audiences will be wary of trusting what you say and do. 
Common set of values and a way to express them: When you uncover the core of who you are as an organization, everyone who works for you has a common belief system and set of principles that can guide everything they do -- and they are all on the same page about what kind of organization they work for. This can truly galvanize people to become unofficial ambassadors for an organization.


Elements of a brand



Elements of a brand

e Mission statement

Our unwavering mission is to help extraordinary
people tell their stories for the good of the world.

e Values
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Presenter Notes
Presentation Notes
Your mission is a statement that states why you exist as an organization. It doesn’t have to be long - it can be a simple sentence that describes what problem you’re trying to solve. 

Your values are your core beliefs as an organization. What matters to you and why? What are you committed to upholding? What is your guiding light?  These are the kinds of questions you can ask yourself and your colleagues to help define a value system.


Elements of a brand

e Brand Persona and Promise

We are impatient for action—for impact sooner
than later—to confront poverty and improve

health.

We are seasoned communicators who help drive
change.
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Presenter Notes
Presentation Notes
Your brand persona is the personification of your organization. Imagine that your organization is a person -- what do they care about, how do they behave, who are they? 

Your brand promise is the commitment you make to the people you serve. What can they count on you to do?


Elements of a brand

Visual expressions
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¥ one attendee callad the Summit the “best practice-based
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Presenter Notes
Presentation Notes
Visual expressions are what most people associate with a brand. It’s the form of a brand we most often encounter, through a logo or visual identity, a website design, a brochure or any other visual communication that comes from a brand. All of these materials add up to the sum of a brand.


How to Define a Brand



How to Define a Brand

1. Form a Brand Committee

2. Discovery and research phase
a. Collecting information from key partners
(internal and external) via online survey/questionnaire

or interviews
b. Meeting with Brand Committee to analyze/distill
answers and research
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Presenter Notes
Presentation Notes
A brand committee is a small group of staff that will make decisions about branding on behalf of an organization. It’s a good idea to include at least one or two communications-focused staff to lead this group, but also identify key people in other areas of the organization who can contribute to the branding process from different perspectives. We recommend no more than 5-6 people on a committee, ideally 3-5. 

This committee will undertake a discovery and research phase where the goal is to uncover the brand persona, the values, and the mission of the organization. A questionnaire or a series of interviews should ask questions of internal staff, and potential external stakeholders about these topics. Example questions can be “If our organization was a person, what would their personality be like? What kind of values would they have? How might they behave?”. The committee should analyze the information to inform the next step: A brand brief. 


How to Define a Brand

3. Draft a brand strategy document
a. Findings from discovery phase compiled into a brand strategy

4. Visual ldentity
a. Hiring a designer (firm, freelance, in-house)
b. Logo concepts, supportive assets, style guide
c. Brand Guidelines Document
i. Includes both brand messaging and visual identity components
i. A “How to use this guide” section
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Presenter Notes
Presentation Notes
The brand strategy document is all of the research you’ve collected translated into a brief document, key word being brief: it should not exceed more than a page (maybe two!). This document does not have to follow a rigid structure, but should touch on the key points defined in the Elements of brand section: Who are you? Your mission, values, brand persona, brand promise. Often a brand strategy includes a “big idea” or “why” kind of statement: Why should anyone care about what we’re doing and how we’re doing it? How are we different? This is also referred to as a Unique Selling Proposition in marketing and advertising. This document will serve as the backbone for developing materials -- both visual and written, moving forward. 

Once this is complete, you can move to creating the visual expression of the brand you have defined in your strategy. This can range from hiring an external designer - firm or freelancer, depending on your budget, or choosing to create this in-house. You may already have a designer on staff who can do this for you, or you can find out if anyone on staff has the design skills to take the project on. Sometimes organizations that don’t have a budget to hire a designer will run a “logo design contest” in their community. This approach can have mixed and unpredictable results, so we recommend proceeding with caution and having a back up plan in the event that you don’t get entries that work. As part of developing a logo design, you should also develop some supportive visual assets (for example, a color palette, icons, or any other visual assets you foresee needing as part of your library for communications). A style guide pulls everything we’ve created so far together into one handy document: your brand strategy, your visual identity, and any rules that govern the two. These are important because it gives anyone who has to create work on behalf of your organization the tools and roadmap they need to succeed.


How to Define a Brand

5. Getting buy-in from internal staff
a. Transparency: Include them in this process!
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Presenter Notes
Presentation Notes
The last step before you being thinking about a public roll out plan is to get buy in from the people within your organization first. Include them as part of this process, whether through the questionnaire, or by providing periodic updates about the process. They shouldn’t find out about a new brand by way of a “big reveal” -- they should be clued in to what’s going on and be expecting the official announcement and reveal when it comes. This is crucial for buy-in: the more ownership and inclusion that folks feel, the more likely they are to have pride in the final result.


Rolling Out a New Brand



Rolling Out a New Brand

1. Audit of existing products

2. Prepare external communications prior to rollout
a. Stationery (e.g., letterhead, business cards)
b. Publications (e.g., brochures, factsheets, etc)
c. Website (update with new identity, messaging,
or redesign)
d. Social mediaimages (e.g. profile photos and banners)
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Presenter Notes
Presentation Notes
Perform an audit of existing visual identity to create a list of all instances that will need to be updated prior to launch
Then, using this list, begin updating/redesigning any materials that need to be updated. This can be done in phases -- prioritize your most used/critical materials first and update others on a rolling basis. 



Rolling Out a New Brand

3. Distribution of Brand Guidelines Document to all staff
4. Prepare a “Why” statement

a. Why we did this, why it’'s important
5. Announcement Event for Staff and Partners (optional)

a. Consider internal swag for staff: buttons, pins, branded
notepads

6. Email campaign, blog post
a. “Why” statement can form foundation
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Presenter Notes
Presentation Notes
Remember that guidelines document you created in the development phase? Now you can start distributing this to your organization’s staff and any partners that will need it. Ask them to read it thoroughly and submit any questions to a designated person on the brand committee.
A Why statement tells your audience why you did this -- created a new brand, redefined an existing one -- and helps them understand what to expect from you going forward. This can be a press release, a short statement on your blog, or an email you send out. 
If your budget allows, having an announcement / unveiling event for your staff and partners can really help sell buy-in and create pride in the new brand you’ve created. This can be of any scale you choose. Offering swag with your new branding is also a great way to create excitement and embed the new brand with your staff.
The last step is your public announcement -- you’ve prepared your “why” statement - now it’s time to send it out into the world. You can create a blog post and promote it via an email campaign, or just send out an email announcement and keep it simple. 


Case Studies



'dhec Case Study: School
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Presenter Notes
Presentation Notes
Thank you for the opportunity to share my some of my experiences. I am Brian Conner. I am the Immunization Outreach Coordinator for South Carolina’s Department of Health and Environmental Control. I have been working in this capacity for a little over a year so 

I work at the state level and South Carolina is a centralized health department system, so my situation might be somewhat unique to some of you, but definitely not in size for some of you. We have 4 health regions and 46 county health departments in South Carolina. 

My case study deals with us compiling a uniform brand and resources for schools regarding flu season. 



4
?’ South Carolina Department of Health and Environmental Control
dheC Healthy People. Healthy Communities.

The Background

2017 presented an opportunity to improve messaging.
- School flu vaccination clinics

Issues:

* [nconsistent Resources

« Qutdated Resources

« Requests for materials from the Regional Nursing Staff


Presenter Notes
Presentation Notes
The Background:
As everyone knows the 2017 was bad nationally so that we that it was a good opportunity to improve messaging.
 
One of the ways we serve the state is through partnerships with over 435 schools statewide to provide flu vaccine during the flu season. (dosage 8876 first dose vaccines) 

We interact with the schools to provide flu vaccine so we wanted something consistent to give them, but we also want to provide resources for schools that we do not work with to encourage flu vaccination. 

Issues: 
Inconsistent Resources. Outdated. Regional Nurses Staff identified resources needs. School nurses wanted better resources. And there is always the case of the occasionally rogue “graphic artist who makes branded resources very important.”
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The Approach

Important Considerations:
» Asset Mapping

* Relationship Building

* Collective Impact


Presenter Notes
Presentation Notes
I think one of the very important things to mention, since we are from a variety of different situations, is the importance of ASSET MAPPING. Of course, this term is commonly used in public health when determine the available resources in a community, but I think it is a vitally important step before we begin a branding effort. Like I mentioned before I am very new to my role, so I would say a spent a large portion of my first few months determining what resources we had within the agency to help with marketing, communication, and branding efforts. And not just resources but also what we have on hand currently. Taking an inventory of what we have. We categorized resources etc.

Not everyone has the same stuff. You might not have an internal department so then, what will you do for graphics work? Who are the available stakeholders to offer feedback? If you are using 3rd party resources, what is your department protocol for making sure all these things are approved? It’s good to know ALL that BEFORE you begin! 

This might be a subjective point but it’s good to have a great working RELATIONSHIP with people who you will call on or will need the opinions of: 

Vicky, Communications and Outreach, Regional Staff, we even sent language from our resources for review to our 

I had a nurse consultant that when to two of their quarterly meetings and interacted with the school lead nurses throughout the state participated in their round table discussions, as well as received feedback from our state regional nurse managers of which we have 4 in our state as I mentioned before. 

If you do have internal staff it is important that you develop a synergistic and open relationship with them. Involve them and utilize them early in the process. Having good relationships with them helps everything including deadlines being met! 

Use COLLECTIVE IMPACT has been very useful in bringing ALL the key leaders together to focus on the problem and come with solutions. So very early in the process we try to get all of the main parties involved in the process. Who will the message impact? How does it sound? Reading level? Who are the key audience? For campaign we our resource would be seen by parents and so it was important for us to get parent’s opinions on how the language sounded. 
This influenced even how we designed the resource. Speaking with all involved parties gave us insights that we wouldn’t have had alone. We wanted a specific brand, so it wasn’t just a state health h department resource (which could often be confused with the GOVERNMENT is making us do this…) We carried our branding through to other flu-related materials we created for consistency. The overall goal being that when a parent or stakeholder sees the information they relate it to our brand and protecting schools from the flu. 

This even influences how we designed the resource. Speaking with all involved parties gives insights that I wouldn’t have had alone. We also are cognizant of the fact that want a specific brand, so it wasn’t just a state health department resource (which could often be confused with the GOVERNMENT is making us do this…). We carried our branding through to other flu-related materials we created for consistency. The overall goal being that when a parent or stakeholder sees the information they relate it to our brand and “protecting schools from the flu.” 
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The Process

Target

Resource Success

Demo/Are Timeline

NEES

Measures

d


Presenter Notes
Presentation Notes
So now I will talk a little bit about our process. Ty

The first thing I consider is the overall goal for the brand. 

We then consider not only the target demographic and also the areas of the state were the branded resources will be deciminated. 

We do the same internal process for both resources and branding, but our next step in the process is to consider all the resources that would be needed for the campaign efforts. 

We then discuss budget. Since this is a Branding ON a budget discussion, something that I prefer to do is create resources that are electronic where that is possible. We learned in our discussions with the Department of Education that pdf. Resources are the preferred method of delivering information for parents, the schools, and the PIOs. 

Once we have all the components, we then discuss timeline. 

We also outline what would be our, Success Measures for each project. 


Heakhy People, Heakhy Cammiinities.

\"dhec

CR-012264 1118



PDF Handouts and Resources

Use the following resources as handouts for your students or parents, in school clinics, or post them on your website or social media

to help promote flu vaccination this season.
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“Fight Flu" Poster

www.cdc.gov/flu/pdf/freeresources/
general/fight-flu-poster-green.pdf

“Fight Flu” Super Hero Poster

www.cdc.gov/flu/pdf/partners/cde-fight-
flu-poster-print.pdf

Flu Guide for Parents

www.cdc.gov/flu/pdf/freeresources/
family/flu-guide-for-parents-2018.pdf

“Why Get the Flu Vaccine?”
Flyer

www.cdc.gov/flu/pdf/freeresources/
general/why-get-a-flu-vaccine.pdf
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Materials for DHEC Flu Vaccine Clinics

The following materials are for if you are promoting your school located DHEC flu vaccine clinic. These resources will help you
promote your partnership. Post them around the school so that your parents know flu clinics are on the way!

e

L

Spread the Word, Not the Bug! " . iDifunda el mensaje, no el virus! ?.

. P iLas clinicas de DHEC
DHEC Flu Vaccine Clinics :::untra la influenza

= - i i ] - -
are coming to your school this fall! vendran a vacunar a su escuela este otofio!

Hospitalizaciones relacionadas con
la influenza en la Ultima Temporada
de Influenza en Carolina del Sur

FAu-Related Hospitalizations in
Souwth Carolina Last Flu Season

Muertes reladonadas con la
influenza en la Ultima Temporada de
Influenza en Carolina del Sur

Fu-Related Deaths in
South Carolina last Flu Season

Millones de dias de escuela se
pierden cada afio por causa de la
influenza en Estados Unidos

Millon Days of School Missed
Each Year Due to Flu in the US

D'o not miss this chance to protect your child from the flu! jNo pierda esta oportunidad de proteger a su
hije contra la influenza!
mmmim e e Wdhee e e Wohec
Flu Clinic “Spread the Word” Flu Clinic “Spread the Word"
Flyer Flyer (Spanish)
www.scdhec.gov/sites/default/files/ www.scdhec.gov/sites/default/files/

Library/CR-012219.pdf Library/CR-012223 . pdf



Materials for the Web
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Example Text for Facebook and Twitter
Post

Everyone

in your family
who is

6 months
and older

Families and General Audience
(Animated GIF)

S 2 Protect your family.
Get your child

vaccinated against flu.

Families with Young Children
(Animated GIF)

"Prevent Flu!" CDC Video
it L.k E_eXDJu

Young Adults
(Animated GIF)
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03 The Rollout

e Shared the Resource with Lead School Nurse Consultant

 Shared with our Regional Staff
 Shared with the Department of Education

« Engaged Other Stakeholders
« South Carolina Immunization Coalition
 South Carolina Adolescent Immunization Task Force
« SC Hospital Association
 Local Health Departments




Healthy People. Healthy Communities.

Contact Us

Brian Conner
Immunization Outreach Coordinator

Office: (803) 898-0821
Fax: (803) 898-0326
connermb@dhec.sc.gov

Stay Connected

5.C. Department of Health
and Environmental Control

@ blog.scdhec.gov
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Branding on a Budget:

How Public Health Can Work with Partners
on Shared Initiatives or Campaigns

June 2019

JMISHOVERDOSEPREVENTION COM

3NOHOML§HQVE%@@EPREVENT!ON

A COMMUNITY COMING TOGETHER TO STOP
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Where is Snohomish County?
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SNOHOMISHOVERDGSEPREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC




Opioid-Related Deaths by Type
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A COMMUNITY COMING TOGETHER TO 5STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC




lem
a Prob
Houston, We Have

ind:

Rewin

S probje,
State oy, ed in Snohamlsh
Popujay, shington In2p13 alo 8, herom
d two-th;, S of the 130 aCcidepty Overdpgy deathg ; the County,
" Re'.ognizing the ngoy to C00rdingge efforts, Mish Heajty Districy any Mish Cnunly Depanment
t y . f Humgn Senvicag Tecentyy Partngrey [/ What these Statistips Meap f, ur commu i
O un g pioid Use, ang herojn j 4 Iﬂcular, ha Come 5 pemistentproblemi i nom nly a/d Dr. Gary
. h e nd ‘voldbaum, health affig, 3 Snohamish Heaftp Distrigy “This rg monsirat Multipfe
1 S en Tr 1o ingg, argeta Points
m
0 O d Tfeat SCrpti Pioids fjrq Xcodone or hydracodone Yere morg tightyy "eQulatey beginning in 2008 drug
Sn s an foung p, 100D a5 4 Potent ang inexpensive replacemem_ Thig trend gf de a38d opigjeg Use gng
ta i! tY ed hergiy Use fs algo Seen iy loca deioxiiication admisgjp, and QUtpatigns treatment pr rams, and
M I Coun oth youth and agyy demographics
ish
2015 W Pefiing p tight here in oyp cammunity, and jrg
nuary Yl Solyig, 15, Saig Kgp Star, g;
d vce~based Practiceg
1
TRIC
N \—\ D‘b RG
- ‘; S \_T e,
i‘ W AN
! ;5 W

o ﬁv Y N

P
TO STO
ETHER >
uNTY: TOGIOID EPIDEMI
COMMUNITVCCOUNTV,S o
! H
OMIS
SNOH




Developing a Road Show




And Then...

WELL WHAT.DO

SNOHOMISHOVERDOSEPREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC




Voila! A One-Stop Resource Portal

SNOHOMISHOVERDOSEPREVENTION

ACOMMUNITY COMING TOGETHER TO STOP
SNOHOMISH COUNTY'S OPIOID EPIDEMIC

ABOUT OPIDIDS FREVEMNTION FIND TREATMENT OR SUFFDRT RESOURCES ACTION PLAN DATA f v § o

There’s no easy answer when it comes to
stopping the opioid epidemic. This website
was created to be a one-stop shop for

resources. Whether you’re trying to
understand the problem, prevent addiction, or
save a life, this is a place to find information
for that first next step.

SNOHOMISH PREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC




Lots of Cooks in the Kitchen...LOTS!

* The Snohomish County Opioid O“{M'{igfﬂdgﬂﬂ_ﬂaﬂt““_
Response MAC Group began meeting plﬂ's,,mmiﬂmﬁ mic
in late-summer 2017

It costs lives daidy :1_‘__':' _ :
 Pushed HARD for Snohomish olieimp e g’ tmm"_‘
Overdose Prevention to be the et Sk
common website/platform mosesen oty {5208 07

li Jra mslweel v sl %
o idnty n e ssrekaice /’
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e Officially launched on November 20,

2 0 17 THE OPIOID RESPOMEE MULTI-AGENCY COORDINATION {MAC) GROUP

Ir =ndor m b Eer ad=esa it B oop dor s,
ST S T S s e Dies Sarvors,
iy
i,

 Agency representatives meet
bi-weekly (Mondays)

* Activation extended by County Syt s

Executive for 2019
SNOHOMISHOVERDOSEPREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC




A Need for Collaboration

* Break down silos

* Increase efficiencies
 Maximize limited resources
* ldentify common message and education opportunities

 Create awareness of the scope of the problem

SNOHOMISH PREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
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A Shared Social Media Platform

“The Snohomish County jail is

the largest de facto detax facility Tune In &
1 i i the rounty, even though it was
O H never desioned to Be one,

- Nurse |ulie Fasres

A Day in the Life:

Opioid Response Efforts Across Snohamish County

SNOHOMISHO VERDOSEPREVENTION

A COMBMUNITY COMING TOGETHER TO 5TOP B S
SNOHOMIEH COUNTY' 'S OPIOID EPIDEMIC S ammuanity Caming

41200 syrinaes collected Are these in your medicine cahinet?

: Codei
40500 exchanged Bl

4 people tested for Hepatitis C Fentanyl
£ wwith positive rapid tests. Hydrocodene (Vicodin)
Hydromerphone
Methadone
Meperidine
A Dayinthe Life: :::E:E::
Opinid Respon MS Contin
3 ﬂxrmnrp]’luna :'ﬂi’.ﬂlﬂﬂ]

- Snohamish County Oxycodene (OxyContin)

= Percocet
SNOHOMISHOVERDOSEPREVENTION They're all opioids. #KnowYourMeds
A COMMUNITY COMING TOGETHER TO 5TOP

SNOHOMISH COUNTYS OPI0ID ERIDEMIC 3"“ HGMISH‘{:& VERODOSE PHE“EHTH}“

A COMMUNITY COMING TOGETHER TD 5TOP
EHNOHOMISH COUNTY'S OPIOID EPIDEMIC




Cohesive Branding

W el PRI
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SHUHBMISHQUEFJMEPHEVEHTIQH

A COMMUNITY COMING TOGETHER TO STOP s—
SHOHOMISH COUNTY'S OPIOID EFIDEMIC
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NEEDLE
CLEAN-UP KiY

Oneefilled, these comtalners can b dropped
alff for fraw ak:

Snohomigh Cennty Recycling dreas

10700 Minubeman Drive, Everelt, 194 38204
196040 §3rA Aveswe HE, Arfingten, WA 98233
21311 &1st Place West. Mapntake Terrace,
WhaDR3

MF:10am o5 pm.

Sats 3w § a.m. ted .

snohomish Health Diskrict
3020 Aneker Ave, Ste 104, Everekt, WA 58201
B 8 am. b 5 pn.

Manroe Pollee Department
18 West Main 56, Man ree, Wh 98272
M B o 5 pan.

SAFETY WARNING

Counterfeit Pills Laced with Fentanyl

For mans safety infnmation, war
hitpaisnahomishaverdaseprmention. comtor-curmontusems
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SNOHOMISH VERDOSE PREVENTION

A COMMUNRITY COMING TOGETHER TD STOP
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ol THaw live A pacs fo g far
Eresslrment aplices, resounces and
information about Smchomish

.;I:_!uurwy’: oplold epldemio.

PREVENTION

SNOHOMISH
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Coordinated Press Releases/Media

SNOHOMISHTOVERDOSEPREVENTION

A COMMUNITY COMING TOGETHER TO STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC

FOR IMMEDIATE RELEASE CONTACT: Heather Themas, 425.339.8688
July 25, 2018 hthomas{@snohd.org

Kent Patton, 425.330.1858
kent.patton@snoco.or

Shari Ireton, 425.249.6263
shari.ireton@snoco.org

Seashomish County Sl Waste Cosration Marsgar Dave Schenhand shows ta i dapeal site for
seabed sharps conealners. which ane inchaded in free neadie claan-up khs at e recydieg and Traesfer
FIRTon o Adrpo Soac (Tar ray [ The Heepld)

More needle cleanup and
disposal kits available to
residents

The free kits, which include gloves, are designed to help people safely
oet rid of discarded syringes.

By Kari Bray
Tueseay, Apcil 24, 2005 614am | RN [*VEFETT]

0000006

EVERETT — A program that provides free kits to help people safely clean up
and dispose of needles is set to expand around Snohonmish County.

Starting Wednesday, needle clean - up kits are to be available at five
locations. New safe disposal sites are being added, as well.

SNOHOMISHOVERDGSEPREVENTION
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Inside the 7-day “Point in Time” Count

2nd Annual

Point-in-Time Opiuids in Snohomish Cuunty-
juhr 9.15 A PolntinTime Survey of Overdoases
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Inside the 7-day “Point in Time” Count

FIND TREATMENT OR 00600

SHARE YOUR STORY REPORT AN OVERDOSE
SUPPORT

NEWS & ALERTS

SNOHOMISHTVERDOSEPREVENTION

A COMMUNITY COMING TOGETHER TO STOP
SNOHOMISH COUNTY’S OPIOID EPIDEMIC

ABOUT OPIOIDS ‘ PREVENTION | FIND TREATMENT OR SUPPORT ‘ RESOURCES ‘ ACTION PLAN ‘ DATA ‘

Seven Days of the Opioid Epidemic

A New Kind of Survey. The Snohomish Health District conducted its second point-in-time survey in July 2018, tracking
overdoses and other impacts of the opioid epidemic in Snohomish County communities. This journal provides a

behind-the-scenes look at each day during that week in July, and how opioid addiction affected families and
neighborhoods.

SNOHOMISH PREVENTION

A COMMUNITY COMING TOGETHER TO 5STOP
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Resource Guide:
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The “10 Things to Know” Campaign

10 THINGS 78 KNOW ABGUT GPIGIDS

U0 THE BEST ¥OU CAN UNTIL YO0 NG RETTER
THEWN WHEN YOU KNOW BETTER, D0 BETTER.™
-~ MAYE ANGELOL

This pusids wis developed ta halp you ke better and do better when it comeas to
pRigids. Fguip yourse|f with the information and reseurces 1o help you, To help yaur
friends and family. To help your cormmunity.
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Community Outreach Events

Upcoming Event

DVERDOSE
PREVENTION NIGHT

Everett AquaSox
Everett Memorial Stadium

Saturday, September 1
Gates open at 5:00 p.m.
First pitch of doubleheader at &:05 p.m.

SHOHOMISHOVERDOSEPREVENTION
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Pocket Resource Guides

For Current Drug Users Prevent Oplold Mlsuse & Abuse
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Shared (and Informed) Messaging

—)
A moral failing ‘
—)

—

Addiction

Solution:
incarceration

Addicts

Substance Use Disorder

A disease

Solutions: treatment,
prevention

Julia, Chandell, Hallie,
Monte

SNOHOMISH PREVENTION
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BONUS!

Sneak peeks at a couple of other examples




National Prevention Week

Snohomish County Council ses
.'EE;* May 13- &

It's Mational Prevention Week and today our topic is Prescription and Opioid
F.-'IEEUSE

Talk to the youth in your life about the dangers of addiction. Make it clear
that prescription pills are only to be used as prescribed. Even occasional
recreational use can easily get out of hand, prescription pain pills are highly
addictive.

Find tips and toollits for talking to youth at www drugfree.org

#MationalPreventionWeek . See More

In a classroom of 26 sophomores, the odds
are at least 1 uses painkillers to get high.

Don't assume it's someone else's kid
Talk to the youth in your life about drug use and addiction

Inspiring Action. Changing Lives.

m | = SNOHOMISH b ﬁ
Seatornush Loty Coureid -‘,:;- L‘#—'

of sophomaores in Snohomish
County say they don't have a

29 . 6% trusted adult to turn to when

they feel sad or hopeless.

Warried or struggling? Go to imhurting.org or call 800-584-3578

Inspiring Action. Changing Lives,

m | = SHOHOMISH
Srboman Courty Councd '-_4:1" ¢ = : 3 L@"

L5385 3355533833533331

329299°729°9%0%09%90°°8%%%
2729979999 °9979°9°9°°9°%%

2209900920900 008°89
29°29°72292°2°29999079%%

of high school sophomores in
Snohomish County say they recently
rode in a vehicle driven by someone
wha had been drinking alcohol,

Inspiring Action.

Sitnmnms Uieundy Couro m:’? A,




Public Health is Essential

:PUBLIC

W H EALTH Home  What's A1 Stake  Supporters Get Involved  Media  Conacn Us
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Final Video Killer Infographics

DINER

[ & o L
LA f If -
/ ———
| | Pe————a
| Y a 67 =
' ( ' ol e
1|  —_ | | ="
| L | =N
| B L T —— —UL i
bt M | e |

publichealthisessential.org

TITITE  STATE FUNDING
=) FOR CORE PUBLIC
: ' HEALTH SERVICES

’fracirmg FESNM.Iﬂ‘g to, and DI'E'PE\FI!H?Q CGSU.:" tood and water
contamanation and disease outbreaks is gssential to pmh-chng the
puldic's health. Yet new, complex threats and recession budget cuts
hawve made it harder for the public bealth system to protect and serve
Washington's famities and communities.

Public: Health is o shared vespongibiliby.

Proredieg pubiic health iersces and eiporos o 8 shared state and local espomebd ity Some public ealth
T AT B (P U Ly i B petretiind 50 vty setadenl of YWaskinghan ilits Dnfen public hialth
rerech may be urigue Soooertain regeorn of cur date, sooeach community determine s and implement eeally-
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PUBLIC HEALTH ™
WASHIRGTON STATE

What's ab stake

Was hingioes population has grovwen by mone than one silion residems snce 2000, In that tame e, whin
achpuied for inflation and populstaon growth, preblc hq.ﬂﬂ Funding hun decirned by 4% Dnsans spidamecs
i Ebszla and Dibha are mose cormphi, e i k i gL e i ey
arcther 2 million resideni by 3065, Our fl-:lﬂ el rmmurihn deserse relabie srnd PScient public health
e, mbormatmn and wporan.




thank you

contact information
For more info, please contact:

Heather Thomas
HThomas@snohd.org
425.339.8688
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Q&A



Thank You
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