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Disclosure 

Government Affairs Manager - Belz & Case Government Affairs 

Shatterproof Shatterproof 

Nevada Public Health Association 
● Nevada Primary Care Nevada Primary Care Association Association 
● Nevada Psychiatric Nevada Psychiatric Association Association 
● 
● Full list of clients - https://www.belzcase.com/clients 

I’m here speaking on my own behalf. 

https://www.belzcase.com/clients


Presentation Objectives 

Goal: To provide information for the Cross Sector Task force can use 
when considering allocating funds to support an Influencer Social Media 
Campaign, as part of its messaging campaign. 

Presentation Objectives 

● 
●

Review key findings from Communications Assessment 
● 

●

Discuss methodology for developing influencer audience targets & Discuss methodology for developing influencer audience targets & 
scriptsscripts 

● Review successes and lessons learned (specifically my mistakes- so Review successes and lessons learned (specifically my mistakes- so 
the next time this is done it can be even better!) the next time this is done it can be even better!) 



Communications Assessment 

Key Findings - 
● 
●

●

Poor visibility 
● Less and ideal placements on Less and ideal placements on TVTV, and , and 

Radio. Radio. 
● Messages were steril, and clinical, not Messages were steril, and clinical, not 

relatablesrelatables 



SUDORS Data 

2021 Statewide Report 

Most at risk: 

● Men 
● 18-64 
● Clark County 



Plan and Process 

● Utilized a MSA Vendor 
● Developed a plan given our messaging goals and targets 
● Organic & Paid Reach 

○ Organic - The influencer creates content and posts it on their 
OWN social media account. 

○ Paid Reach - The content that is created and posted by the 
influencer is then reposted on another account and funded “ads” 
are placed and appear as ads. 

● Budget was $27,500 



The Message 

● Evidenced based Harm Reduction principles 
with KPs3 and the influencer for them to 
develop their script. 

● RE: 911uncious vs. overdosed 



The Influencers & The Reach 

Chantele Danielle 

Coco Montrese 



https://docs.google.com/file/d/1M_Jq1RU3YIf0MAK0BMJWzlEtEU7elye_/preview


https://docs.google.com/file/d/1Sej6yPX7FRyhxRNIKH2vnlmORG67J084/preview


Organic Placement Reach- Chantal and Coco 

140,567 Total post 
engagements 

124,127 total reach 

124,645 video plays 

438 post shares 

143 comments 

1,742 post saves 

Chantal Comment Analysis 

Comments were positive, commenters 
shared their recovery stories, and 
some users shared their harm 
reduction strategies in the comments 

Chantal Comment Analysis 

Overall comments were positive, however 
some people questioned the need for this 
kind of advice for drug users. Chantal 
responded to these comments noting it 
was a PSA for anyone that might be 
struggling with addiction. 



Coco 
Comment Example 



Chantal Comment Example 



Success & 
Best Practices 

● Using an MSA Vendor 
● Utilizing data to inform our target 

population was possible, and 
successful. 

● Using relatable messengers was 
successful 

● Using a Harm Reduction 
Message was received positively 

Challenges & 
Lessons Learned 

● Finding people to speak on this is 
hard. 

● You MUST have a non- government 
affiliated account to tie paid 
promotions 

● Planning for this type of messaging 
should include Department/ Agency 
Leadership 



My Wrap Up- 

Utilize and influencer messaging campaign to communicate harm 
reduction strategies as part of a strategic messaging campaign. 

This only needs to be one component of a larger campaign 

The campaign should be driven by data, target those most at risk of 
overdose. 

Utilize an MSA vendor in the state to expedite the process. 

Organic reach can be enough 




