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HCS Communications Campaign Timeline
Wave One
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April 2020

Campaign #1
Naloxone

July 2020

Campaign #2
Stigma

October 2020 

Campaign #3
MOUD: Seek 
Treatment

June 2021

Campaign #4
MOUD: Stay in 
Treatment

January 2022

Campaign #5
Community 
Choice 

Stigma Targets
• OUD is a chronic disease.
• People with OUD deserve the best medical care possible. 
• Anyone can develop an OUD.
• MOUD is “real” recovery.
• MOUD is not “substituting one drug for another”.
• POUD on MOUD should have access to the resources that 

will help their recovery.
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HCS Communications Campaign Cycle

Prepare

Develop 
Campaign

Plan

Develop Core 
Campaign 
Materials

Develop 
Community-Based 
Distribution Plans

Develop Tailored 
Campaign 
Materials

Evaluation

Technical Assistance

Implement

Qualitative 
Assessment



Distribution Planning 
Small budgets – lots of partners and 
creativity!
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• Informed by data & 
community knowledge

• Define priority groups, tactics, 
and materials needed to 
reach groups with HCS 
messages

• Strive for multi-media 
distribution & frequent 
message exposures
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Campaign Distribution Plan

[Name of Campaign] 

Community Name: [add here]
Date Completed: [add here]
By Whom: [add here]

Priority Group #1: [add here] Calls to Action: 

• [add here]
• [add here] 

Tactic 

(Potential channels, 
touchpoints, openings, and 
messengers that can help 
you make your message 
compelling and get it in 
front of the people you 
care about.) 

Description 

(Briefly describe the selected 
tactic—this could include 
naming a collaborating 
organization or contact 
and/or the opportunity or 
opening you hope to leverage 
for distribution.)

Campaign 
Material 

(The type of 
marketing 
communication 
material used to 
distribute your 
message.)

Champion

(The person 
who will be 
responsible 
for making 
this 
distribution 
happen.)

Proposed 
Metrics

(How you 
measure the 
effectiveness of 
activities and 
improve future 
efforts.)

Distribution Timing

(Estimated/planned date 
for distribution compared 
with the actual date of 
distribution.)

Projected Actual

[add here]  [add here]  [add here]  [add here]  [add here]  [add here]  [add here]  
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