KEY LEARNINGS: TAP INTO THE EXPERTS DRIVING
THE NEXT WAVE OF EVIDENCE-BASED CORRECTING TEEN
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is about reducing the gap between science to inspire healthy choices
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celebrate the healthy choices most young
- Recruit trusted adults to champion the people already make.
campaign and reinforce positive norms

+ Keep campaigns simple—creative
doesn’t need to be fancy to be effective. -
Simpler designs often feel more organic :
and authentic.
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The Montana Institute is dedicated
to fostering healthier, safer, and
more supportive communities
through innovative applications of
the Science of the Positive and
Positive Community Norms
frameworks.
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TEN COMMUNITIES STRONG:

A NATIONAL MODEL FOR
CHANGING YOUTH NARRATIVES

The Challenge: Youth overestimate how many of their
peers engage in risky behaviors like vaping or substance
use, leading to pressure to conform to false norms.
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INTRODUCTION: A PROVEN
APPROACH TO PREVENTION

APPLY IT:

DATA + COMMUNITY + MESSAGING = IMPACT

Youth prevention campaigns often focus on
what not to do: “Don’t smoke” or “Just say no.”
These messages can unintentionally reinforce
the perception that risky behaviors are the norm.

Start With Data

Survey local youth anonymously. Include
questions about their own attitudes and
behaviors, and their perception of what their
peers do and think.

Eairview Middle
School students
choose not toluise!

CAMPAIGN STRATEGY:

« Focus the campaign on
10 middle schools across
four states.

« Survey students on their
attitudes and behaviors

Research supports a better way: a
strengths-based approach that establishes
healthy choices as the norm can prevent the

onset and escalation of substance use in youth. Surveys don't have to use sophisticated or

» Youth tend to
overestimate how
many of their peers
engage in risky
behaviors like
smoking and vaping.

Youth often misjudge
caregivers as being
more permissive and

THE SCIENCE: WHY
MISPERCEPTIONS MATTER

« Social norms
campaigns correct

these misperceptions.

« Most youth don’t use
nicotine. Sharing this
truth builds
confidence, supports
healthy decisions,
and fosters a culture
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expensive methodology. The more local the
more relatable it will be (school data is better
than school district data and county data is
better than state data).

Identify misperception gaps (e.g., local teens
think 60% vape, but only 15% actually do).

Craft Effective Messaging

Use simple, affirmative language highlighting
positive social norms and specific local data
points (e.g., 87.5% of students at our school
choose to be tobacco-free).

Keep visuals youth-friendly and authentic,
ideally with images that reflect the local
community and environment.

Focus on the actual norm of non-use, taking
care to use language that does not stigmatize

around substance use
and what they believe
to be the attitudes and
behaviors of their peers.
« Deploy campaign
materials for each
school, rotating social

keep content fresh and e

cafeteria table tents.

morning announcements

norm messages every other week to

« Reflect each school’s unique student
data points on healthy behaviors.

- Develop and deploy materials including
posters, floor decals, stickers, buttons, and

« Use trusted messengers to share info through

discussions to amplify the campaign.
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