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Overview

• Trust Communication Goals
• Communications Tools
• Looking Ahead
• Trust Anti-Stigma Campaign



Communication Goals

Goal 1: Reduce stigma related to trust beneficiaries

Goal 2: Increase understanding and positively impact 
perceptions of the Trust, the Trust’s mission 
and TLO activities

Goal 3: The Trust as catalyst for change: Increase 
awareness of issues critical to beneficiaries



Communications Tools: Earned Media

• Press releases
- Grants/Funding directives
- TLO activities
- Staff/Trustee announcements

• Targeted media outreach

• Trust comment



Media Analytics 
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Communication Tool: Website
alaskamentalhealthtrust.org 

New site launched June 2018
• Single site for Trust
• Over 22,000 unique visitors
• Commonly visited pages 

Additions to the site
• Partner news
• “Of Interest” fields
• “About the Trust” video



“About the Trust”
video



Communication Tool: Social Media

Facebook
- 3,900 followers (Trust Authority)
- 961 Followers (TLO)



Informational Posts

Informational posts re: grants, job 
listings, press releases, workshops 
and other events have an average 
of:
• 313 people reached
• 6 post clicks
• 3 reactions, comments, shares



Articles/Video Posts 

Links and shared articles/videos 
have an average of:
• 774 people reached
• 18 post clicks
• 23 reactions, comments, shares



Community Outreach Posts
Community Outreach posts have 
an average:
• 337 people reached
• 8 post clicks
• 6 reactions, comments, shares



Trust Land Office on Facebook

Posts information regarding the 
annual land sale
- Weekly highlight of specific parcels
- Notifications re: process/deadlines

Posts also share information 
regarding OTC land sales, and TLO 
participation in Sports shows and 
other events. 



Facebook Recognitions



Instagram
Instagram – new in 2018
• 245 followers 
• Using Facebook to drive audience to the platform



Other Outreach
TLO activities in Southeast Alaska

• Paid advertising
• Icy Cape Community Meetings

Visibility at Sponsored Events



Looking Ahead

• Grow our Social Media presence
• Increase earned media opportunities
• 25th Anniversary
• Comp Plan 
• Communications efforts in Southeast Alaska

• Trust anti-stigma campaign

• FASD prevention campaign



Trust Media Campaign: Stigma
• Our most recent (2017) research indicates significant stigma 

remains attached to beneficiaries.

• Positively changing perceptions and attitudes toward mental 
illness, addiction, and other challenges faced by Trust
beneficiaries is key to breaking down stigma.

• Target Audience: Alaska’s general public, with a secondary focus 
on elected officials and key influencers.



Trust Media Campaign: Stigma
• Media: mid May - early September

• TV
• Radio
• Digital
• Social media & paid social

• Earned media 



Trust “Beneficiary” Spot  
30 seconds



FASD Prevention Campaign
• Since 2015, Trust has administered a statewide multimedia 

campaign to raise awareness of and educate women about 
Fetal Alcohol Spectrum Disorders (FASD) and the dangers of 
drinking alcohol while pregnant.

• The campaign has been funded by an annual $250,000 
appropriation from the State of Alaska. 

• In FY 19, the campaign has two primary goals:

1. To educate providers and equip them with the tools they need to 
incorporate alcohol screening and reproductive health into their 
general wellness discussion and raise awareness around FASDs.

2. To educate women and the general public about the risks of drinking 
during pregnancy. 



FASD Campaign: Provider Materials

• Provider outreach re: toolkit

• Educational videos

• Website library 

Note – these materials were 
developed in coordination with 
providers



FASD: Public Campaign

• Website: letstalkfasdak.org
• Social Media
• TV and Digital ad campaign



“She Is Alaska” 
60 second video



Thank you

QUESTIONS?
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