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Trust Communications Goals

• Reduce stigma related to Trust beneficiaries

• Increase understanding and positively impact perceptions of 
the Trust, the Trust’s mission, and TLO activities

• Increase awareness of issues critical to beneficiaries 



Our Website 

In the last year:
• Increase in total traffic

• 1.9% increase in total users
• 123K visitors
• 172K visits

• Top pages: 
• Fall Land Sale
• Stigma page
• How does the TLO Support 

beneficiaries?
• Home page



Trust Social Media
Trust Facebook: 6,148 followers (-.8%)
Trust Instagram: 1,238 followers (+4.7%)

Reach (in last year)
Facebook 463K 
Instagram 226K

TLO Facebook 
TLO Official, 353 followers (+4.8%)
TLO Land Sales, 1,421 followers (+.5%)



Earned Media
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Earned Media: Partner Mentions



Lands Campaign – FY23
• 30-second “explainer” animation 

created last year

• April – June, 2023

• Digital ad buy
• Meta
• Programmatic
• YouTube

• Landing page for all digital
ads educates about the unique                             
role of Trust lands 



Lands Campaign FY23 – how’d we do?

April – June 2023

• Total digital impressions: 9.7M

• Total clicks to site: 27.9K

• .54% click-through rate (above avg.)

• 51.7% vide completion rate

• Pre-roll video performed best

• Meta: 2.6M impressions and 2.5K clicks



Lands Campaign – FY24

• Existing creative

• Digital video and YouTube

• Adding statewide public and
digital radio

• Script similar to existing voiceover

• December 2023 – February 2024



Stigma Campaign – upcoming

• Next iteration planned for spring 2024

• Asset collection currently underway

• Video and photo components

• Media plan TBD

• 2023 research considered



Fall Land Sale

September – November 2023

Paid Media 
• Print Ads
• Digital Ads
• Google Search Ads
• Meta

Also:
• Website
• Social media
• E-Newsletter
• Media release
• Postcards
• Email 



Highlight: ADN Sponsored Content
4-part series on efforts related to Crisis Now

• May – June 2023
• General audience
• Web and print
• Boost through ADN & Trust social

Results(total for 4 stories)
- ADN.com homepage reach: 438.4K
- Views: 2,955
- Facebook reach: 28.1K 
- Facebook reactions: 2,506
- Facebook clicks: 821
- Full-page print story for each

Average time on page (ADN): 2:10



Highlight: E-newsletter

• Quarterly

• Opportunity to highlight 
• Key efforts
• Awareness events
• Media releases
• Grantees
• Beneficiary stories
• And more

• Promote on social

• Grow audience on 
website



Coming Up: Improving Lives Conference 2024

• Fall 2024 – date TBD

• Build on inaugural event in 2022

• Anticipate a similar format
• Plenary sessions
• Breakout
• Keynotes
• Reception

• Work with partners to develop themes

• Funding in the FY23 and FY24 budget



Coming Up: FY23 Annual Report

• January 2024

• Meet reporting 
requirements

• Highlight work of Trust
and TLO

• Increase awareness of 
the impact of Trust 
resources



Coming Up: Carbon Marketing

• Working with TLO on materials 
to support marketing Trust 
carbon opportunities



2023 Research: Beneficiary Stigma

Survey basics:
• Summer 2023
• Statewide
• Via text (new this year)
• Sample: 1,314 Alaska Adults 18+

Purpose:
• Better understand stigma associated with our beneficiaries 

among Alaska’s population
• Inform Trust efforts to address stigma 



How did we measure stigma?

• Examined 6 beneficiary types
• Alcohol misuse
• Drug misuse (opioids)
• Traumatic brain injury
• Intellectual/Developmental Disability (Autism Spectrum Disorder)
• Mental Illness (Bipolar Disorder)
• Alzheimer’s disease

• A paragraph describing a person experiencing each beneficiary 
condition was developed

• After reading the description, surveyor used a series of 
agree/disagree statements to assess stigma 



Some Findings 

• Results indicate alcohol misuse is the most stigmatized

• Drug misuse is also stigmatized, but perceived as the likeliest 
to experience discrimination/be uncomfortable disclosing 
their condition

• Developmental disability is the least stigmatized of the 
conditions described in the survey 

• Alzheimer’s disease also scored “high” for some stigma 
statements 

• All statements above were also true in the 2021 survey



Results Summary

Alcohol Drugs
Brain 
Injury

Mental 
Illness

Develop-
mental 

Disability Alzheimer’s

Likely to worry about what people would think if he/she 
disclosed his/her condition 2.96 3.06 2.56 2.98 2.51 2.52
Likely to have trouble maintaining employment 2.87 2.51 2.46 2.46 2.04 2.94
I would feel uncomfortable if he/she sat next to me on an 

airplane 1.64 1.53 1.26 1.57 1.28 1.39
Would be likely to act in unpredictable ways 2.72 2.40 2.06 2.82 1.92 2.87

Would be likely to pose a danger to him(her)self or others 2.62 2.24 1.40 2.10 1.13 2.42
I could imagine myself being friends with him/her 2.49 2.49 3.26 2.85 3.14 3.02
Would be likely to experience discrimination in his/her 

community 2.65 2.88 2.49 2.68 2.71 2.44
I would feel comfortable renting an apartment to him/her 1.75 1.78 2.82 2.49 3.00 2.01
I would find it easy to have a conversation with him/her 2.51 2.76 2.74 2.77 2.66 2.37
I would be comfortable if myparent or child had a 

friendship with him/her 1.92 1.93 3.11 2.57 3.20 2.97
Iwould trust him/her to be responsible for something 

valuable of mine 1.07 1.18 2.10 2.01 2.65 1.07
Iwould be comfortableemploying someone like him/her 1.44 1.87 2.64 2.28 2.88 1.57



Condition Management Clause, Stigma Scores for 
Alcohol Misuse, Drug Misuse, and Mental Illness
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Perceptions: Subject Gender

Alcohol Misuse
• More likely to feel comfortable renting an apartment to a female

Brain Injury 
• More comfortable with a friendship with a female

Mental Illness
• More comfortable with a friendship with a female

Developmental Disability
• Males are perceived as more likely to have trouble maintaining employment, 

and more likely to act unpredictably

Alzheimer’s disease
• More comfortable employing a male



Is stigma getting “better?” 

• Results indicate an average negative shift for each group
• Mental illness saw biggest shift, developmental disability the smallest

• What does this mean?
• Text vs phone format

• How this impacts the Trust



Perception of the Trust
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Thank You

Questions?
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