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Disclaimer

The National Action Alliance for Suicide Prevention (Action
Alliance) at Education Development Center is supported by a
grant from the U.S. Department of Health and Human Services,
Substance Abuse and Mental Health Services Administration
(SAMHSA), Center for Mental Health Services, under Grant No.
5U79SM062297.

The views, opinions, and content expressed are the views of
the authors and do not necessarily reflect the official position
of SAMHSA or HHS.
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Presentation Goals:

> Understand the Action Alliance’s Changing the
Conversation efforts

> Learn best practices about how to successfully message
to the public about suicide

> ldentify collective messaging resources
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Presentation Overview:

> About the Action Alliance

> Changing the Conversation About Suicide
> Public Messaging Tools and Resources

> VA and DoD Messaging Efforts

> Key Takeaways and Next Steps
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WHO WE ARE
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The Nation’s Public-Private Partnership

Bringing together influential public and private
sector leaders (representing automobile,
construction, defense, education, entertainment,
faith, forestry, health, insurance, justice, law
enforcement, mental health, military, news media,
sports, railroad, technology, and veteran services)
to advance the National Strategy for Suicide
Prevention.
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Our Road Map

2012 National Strategy for Suicide Prevention:
GOALS AND OBJECTIVES FOR ACTION
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Action Alliance’s Priorities

A (V) 4

Transforming

Changing the

Health Systems Conversation
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CHANGING THE
CONVERSATION
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Changing the Conversation

National Strategy Goal 4: Promote responsible media reporting of
suicide, accurate portrayals of suicide and mental ilinesses in the
entertainment industry, and the safety of online content related to
suicide.

We leverage news reporters, entertainment industry representatives,
and suicide prevention messengers to change the national narratives
around suicide and suicide prevention to ones that promote:

> Hope

> Connectedness
> Social support
> Resilience

> Treatment

> Recovery
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Why Is Messaging Important?

OR

It Can: . It Can:
- Promote positive behaviors : - Increase risk
* Support prevention goals ©+ Undermine prevention
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& Messaging Influencers
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pirector: V\en\ey Chearopine
camera: Eeily

DATE: Qg - 15-201!' Ny

News Entertainment Public

Media Industry Messengers

» Responsible reporting « Accurate and responsible * Research-informed campaigns
« Safety of online content portrayals « Organizational messaging

 Prevention- and action-focused
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News Media

RECOMMENDATIONS FOR
REPORTING ON SUICIDE®

IMPORTANT POINTS FOR COVERING SUICIDE

+ Mo than 50 reseanch studies worldwide have found that certain types of news coverage can increase
i Bl of suicide in vulnombhe individuats, Thi magaituda of thi mcrmaso is rolatod te th amount.

duration and prominoncs of coveragn,

* Rk off Achd itkamal Sulcbes NCroases wihin thi mrywrcmy chiseribs thie siscid o idthod, weaes diamatic

oraphic headines of images, and

sensationali alamorizos & doeath,

*  Cowaring suicido carmiully, aven briofly, can changs public misperceptions and comact myths, which can

these whe ane

Sulcide Is & public health issue. Media and online coverage

of suicide should be informed by wsing best practices. Some
sulcide deaths may be newsworthy. However, the way media
cower sulcide can influsnce behavior negativaly by comtribarting

‘to contagion or positively by encouraging help-secking.
Referances and additional information can be found at: www Reparting OnSuicide. org.
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“skyrOCAIing,” o otfor Sbroeg R

* Describing 2 suscico s inegicable o
Sarfthout wea—ring

* “dohn Doe left o sulcide note saving.".

+ Investigating and reporting om suicide similar
bt moperhing eoenmes

- Gt wingy e e firsl
about the causes of suicide

e b ks aa fd = * ™

oF 3 "Tadled attompt ™

or ot risk o sook help.

Suicide Contagion or “Copycat Suicide™
occurs when ane of mare suicides

are reported in & way that contributes
to another suicide.

= oo the sudience without sorestionallzing

e 5ok i RIS AEOMnEReD (80,
"Wt Cobain Dead at 277)

Ui shaned fwcark or Karsily v, ineluddis herlling
bogn or local crisis phore numbers.

Carchlly srreisliguls B el ridinl COC data ared
use RO sensational words Bk “rise” of Thigher

M, bt et all, poaple wha din by uscide nxhite
T S Wi Bhi “WieTeeg SIons" amd “What
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Seck advice trom suicide prevention exports.

Diescribe as “dhed by suldie™ or “completod™
ar “killnd himhormnlf*
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News Media

INSTEAD OF THIS: Q DO THIS:

Big or sensationalistic headlines, or prominent @ Inform the audience without sensationalizing
placement (e.g., “Kurt Cobain Used Shotgun to the suicide and minimize prominence (e.g.,
Commit Suicide”). “Kurt Cobain Dead at 27”).

Including photos/videos of the location or method of Use school/work or family photo; include hotline
death, grieving family, friends, memorials or funerals. logo or local crisis phone numbers.

Describing recent suicides as an “epidemic, ” Carefully investigate the most recent CDC data and
“skyrocketing,” or other strong terms. use non-sensational words like “rise” or “higher.”

Describing a suicide as inexplicable or Most, but not all, people who die by suicide exhibit
“without warning.” warning signs. Include the “Warning Signs” and “What
to Do” sidebar (from p. 2) in your article if possible.

“John Doe left a suicide note saying...”. “A note from the deceased was found and is being
reviewed by the medical examiner.”

Investigating and reporting on suicide similar Report on suicide as a public health issue.
to reporting on crimes.

Quoting/interviewing police or first responders Seek advice from suicide prevention experts.
about the causes of suicide.

Referring to suicide as “successful,” “unsuccessful” Describe as “died by suicide” or “completed”
or a “failed attempt.” or “killed him/herself.”
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Entertainment Industry

Real (5 S8 An dndtiative of the Mational Action Allfance for Suicide Prevention

o
r -
IRecommendations

eting Suicide

Guidance to help content creators craft stories about survival,
hope, and healing—aimed at saving lives and restoring hope

Convey that suicide
is complex and often with suicidal thoughts
caused by a range of : who do not go on to

factors, rather than Dep tion die by suicide.
by a single event. Recommendations W

Portray characters

Show that help
is available.

y\g 3 character

Connect viewers
to resources.
Highlightt belp-sewking resources avallable to
wiewers Lthrough Your prametional actvites
(e g oubhe service snvouncements, social medie
ARSI e (eLOTEes |

Suicide pi experts and enter )
content creators jointly contributed to > Nationai Suicide Prevertion Lifline

BOO-273-TALK (5253)
these recommendations.
> Midtary/Veterans Crink Une:

BOO-275-TALY, (£255] - Prss 1

e www.suicideinscripts.org
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Entertainment Industry

Avoid showing or

Convey that suicide Portray characters describing the Consult with suicide

. y with suicidal thoughts details about prevention messaging

is complex and often . s

caused by a range of who do not go on to suicide methods. experts and people

factors, rather than die by suicide. with Personal
experience.

by a single event.

Depict the grieving

and healing process

of people who lose

someone to suicide. Use nonjudgmental
Language.

Portray everyday
Show that help characters who can
is available. be a lifeline.

Connect viewers
to resources.
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What Is Public Messaging?

Public Messaging IS:

> Campaigns

> Social media

> Newsletters

> Event publicity

> Websites

> Public talks/speeches

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION

Public Messaging IS NOT:

> Private conversations
> Sharing in support groups
> Clinical interactions
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Common Messaging Problems

top Veteran Suicide Now | o st
iftel: war, our heroes face a lifetime of strugale. Like and share this
’

raise awareness about the epidemic of Veteran suicide.

Like * Comment = January 1! \

SUICIDE IS
PREVENTABLE

| Emphasis is on

~in the U.S. the problem—

4 people die by suicide not on how to
every hour. solve It.

Violates safety
guidelines or

undermines
prevention.

Yet ... majority already agree suicide is a problem.

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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Collective message:

“It's hopeless and there’s
nothing anyone can do.”

FOR IMMEDIATE RELEASE
ATING

LANDMARK MENTAL HEALTH REPORT DOCUMENTS DEVAST
EFFECTS, SIGNIFICANT STIGMA AGAINST SUFFERERS

Public messages can
add to the negative
narrative.

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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Unlikely To Be Effective

| - Not thoughtfully planned
« Undefined goals & audiences

“Calls to action” are vague or absent.

Messaging is not tied to
other programs or services.

“It’s time to shift from messaging for
awareness to messaging for action.”

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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Research and Best Practices

> “Don’ts” for media also apply to public
messaging

> Principles of effective health
communications

> Various guidelines exist (channels,
populations, goals, etc.) B9)  socal Media foolki
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National Action Alliance for Suicide Prevention:
Framework for Successful Messaging

Four considerations when developing
messages:

1. Strategy

2. Safety

3. Positive narrative
4

. Guidelines

Positive Guidelines
Narrative

www.SuicidePreventionMessaqing.org
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http://www.suicidepreventionmessaging.org/

Framework for Successful Messaging
aQn

O Q@ A

Positive Safet Guidelines
Strategy Narrative Y

Plan and Help the Avoid unsafe Use

focus audience to and unhelpful message-

messages envision messaging specific best
prevention practices

and action

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION 24



Start with Strategy $J )

(Strategy shapes all other decisions)

Strategy

Should we use communications?

£\ Strategy A We rEe‘d\/Qosters!

Pos.. alines

Narrative

Decide “why” before “how.”

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION o5



Principles of Effective q "y
Communications

Strategy
> Focus messages: Who are you messaging to and why?
« Think “GAB” = Goals, Audience, Behavior
- “Call to action”
> Tie messaging to other programs or services btl“dtt A
. : 1o Al
> Audience research & message testing planning Syito
. .. f acti \
> Appropriate channels & sufficient exposure a plan © of decisio

Cluster ©

what actions to tak
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Systematic Planning Is Key \ \

Planning Steps Strategy

Set the CONTEXT
WHY Message?
WHO to influence?

To DO what?
WHAT to say?

“HOW”
n HOW to reach them? decision

SO WHAT? s

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION 27



Convey a Positive Narrative ﬂ
Positive

Narrative

> Balance the negative narrative.

> In every message: Help your audience to
envision prevention, action, hope, or healing.

Guidelines

Positive
Narrative

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION o8



Many Ways to Promote the Positive!

Ask: What fits with my strategy?

> Concrete actions your audience can take

> Stories of coping, resilience, & recovery

> Program successes

> Available resources

> What we know about successful prevention

> How people are making a difference

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION

Positive
Narrative
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Positive Guidelines
Narrative

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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Safety

DON’T:
X Show or describe methods or locations

X Normalize by portraying suicide as
common or acceptable

X Use data or language implying suicide is
Inevitable or unsolvable

X Oversimplify causes

30



Tips on Messaging Safely

> Use data thoughtfully:
* Ask: What does it add? Does it fit with my strategy (GAB)?
« Check: is the overall emphasis on prevention?
* |If appropriate, use positive statistics:

* The VA saves about 70 lives each day via its crisis hotline.

> Convey the complex causality of suicide.

> Avoid problematic language and images
> “Die by suicide” rather than “Commit”
> No “headclutcher” photos

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION

Safety
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]

v =
v =

Use Applicable Guidelines

Guidelines
Messengers Goals
Best Practices for Stigma Reduction

Survivor/Attempt Stories

v =

Populations

Positive _ .
Narrative Guidelines

AAS Video Working with Talking about Suicide
Guidelines the Media & LGBT Populations

Social Media Guidelines
for MH & Suicide Prevention And morel!
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Learn More about Messaging

> Example: Review the Framework website
SuicidePreventionMessaging.com

Positive
Narrative

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION 33
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Learn More about Messaging

Introduction to Strategic Communication Planning

Introduction to SPRC Director of Grantee and State Initiatives Kerri Nickerson discusses the > EX al I l p I e -

Strategic : : P :
Comonitation importance of strategic communication planning and walks through the key

i - \ f ful icati ials. U i 11 1
e : R o 11 A Suicide Prevention
Resource Center Strategic
Understanding and Reaching Your Audience: We R Native . .
Understanding Stephanie Craig Rushing, project director at the Northwest Portland Area Indian C O m m u n I Catl O n S

and Reaching ’ Health Board, discusses how We R Native engages its target audience to develop

V&Z :lﬂme: ' A messaging that resonates with tribal youth. Use the accompanying worksheet to Trai n i n g S e ri eS

identify the best messaging and channels to reach your audience

st | Understanding and Reaching Your Audience: South Carolina h ttp / / WWW.SPIC.0 rq/ resources-
and Reaching | - , Suicide Prevention Trainer/Coordinator Robert Cottingham describes how the p ro q ram S/Strate q | cC-commun | Ca‘“ on-

Your Audience; 7 . 3 S ; - 2
South Carolina South Carolina Youth Suicide Prevention Initiative (SCYSPI) is working with youth

Youth Suicide S B to plan and implement their social media efforts. Use the accompanying p I ann | N q

Prevention I : z 2 s
Initiative worksheet to identify the best messaging and channels to reach your audience.

Evaluating Your Communication Efforts

Evaluating Your ! Rajeev Ramchand, senior behavioral scientist at RAND Corporation, presents key
Communication ; evaluation concepts and questions to consider when creating an evaluation plan

Efforts A for communication efforts. Use the accompanying worksheet to help evaluate
your communication efforts.

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION 34



http://www.sprc.org/resources-programs/strategic-communication-planning

VA AND DOD
MESSAGING EFFORTS
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Promoting Responsible Coverage of Veteran Suicide

SAFE MESSAGING BEST PRACTICES

A quide for anyone communicating and writing about Veteran suicide

om repartingonsuicide.org

Suicide is a serious national public health problem that affects communities everywhere. At
the U.S. Department of Veterans Affairs (VA), preventing suicide among all Veterans is a top
priority — incuding among those who do not, and may never, seek care within our system.
We are working to reach Veterans where they live, work, and thrive.

Suicide is preventable, and we all have a role to play.

Just as suicide has no single cause, no one strategy can end Veteran suicide. VA is using a bundled public health approach
that involves multiples sectors, including media and entertainment industries. Research has shown that the way media

covers suicide can influence behavior — either positively, by encouraging help-seeking, or negatively, by increasing
contagion or “topycat” suicide, which occurs when exposure to suicide or suicidal behaviors contributes to another suicide.

The Recommendations for Reporting on Suicide (reportingonsulc de.org) offers guidance to members of the media on
covering suicide in a safe and ethical manner.

The foll

are recomir icns for ing massages about Veteran suicide. When best practices are applied,

messages can comect misconceptions, convey hope, and encourage help-seeking among those at risk for suicide.

Start Here:

Find the most recent VA National Suicide Data Report at
www.mentalhealth.va Isuicid. +onidata.aso.

P

Find the most recent CDC national suicide statistics at

https://www.mentalhealth.va.gov/suicide prevention

Safe messaging best practices: the role we all play in
preventing Veteran suicide

SAFE MESSAGING

BEST PRACTICES

A guide for anyone communicating and
writing about Veteran suicide

.:?_,,;

© Friday, February 15, 2019 12:27 pm 88 Health & VAntage Point Contributor @ 674 views

Suicide is preventable, and we all have a role to play.

More than 50 research studies worldwide have shown the way we talk about suicide can influence behavior - either positively or
negatively. Suicide is a national public health issue that affects people from all walks of life and how we communicate about it
can either encourage help-seeking or increase “copycat” suicide, which occurs when exposure to suicide or suicidal behaviors
contributes to another suicide.

Download at

36
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https://www.mentalhealth.va.gov/suicide_prevention/docs/OMH-074-Suicide-Prevention-Social-Media-Toolkit-1-8_508.pdf

Case Study — Media Roundtable

VA and the Action Alliance recently hosted a “Safe Messaging to Prevent Veteran Suicide Media
Roundtable” for reporters, VSOs, and other community partners to discuss the important role the
media plays in influencing suicidal behavior.

The roundtable featured speakers from VA, Education Development Center, Inc, Suicide
Awareness Voices of Education, the Tragedy Assistance Program for Survivors, the Military Times,
and the Action Alliance for Suicide Prevention.

Attendees were invited to ask questions about why safe reporting matters and were offered
interviews with experts following the event.

You can watch the roundtable on the Action Alliance YouTube page or at:
www.youtube.com/watch?v=0KhIR-kAhLE&

§ v » U.S. Department
Q) of Veterans Affairs
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https://www.youtube.com/watch?v=oKhlR-kAhLE&

Social Media Safety Toolkit

SOCIAL MEDIA SAFETY TOOLKIT

For Veterans, Their Families, and Friends

VA = BT

0,0,

Introduction

and that he’s having trouble paying the bills. He says he feels like it’s all just too much
to bear and he doesn't see a way out. The content of his post concerns you — but you're
unsure of how to help or what you should do.

* As discussed in the National Strategy for Preventing Veteran Suicide, social media is an important
intervention channel and a key piece of VA's comprehensive, community-based suicide
prevention strategy.

* The Social Media Safety Toolkit for Veterans, Their Families, and Friends equips everyone with the
knowledge needed to respond to social media posts that indicate a Veteran may be having
thoughts of suicide.

* The toolkit includes best practices, resources, and sample responses.

#Be There

Download at https://www.mentalhealth.va.gov/suicide prevention/docs/OMH-
074-Suicide-Prevention-Social-Media-Toolkit-1-8 508.pdf

ol UsS. Department
%8 of Veterans Affairs
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How the DoD uses messaging to promote
suicide prevention

> Focus on:
« Improving safe communication and reporting practices about suicide
* Increasing help-seeking behaviors
« Reducing perceived barriers to care.

> Incorporate “Recommendations for Reporting on Suicide” into policy
and training for Public Affairs Officers

> Develop new communication materials:
« Coping
« Self Care
- Safe Homes

> Design annual campaign theme in support of Suicide Prevention Month
- Materials and resources
« QOutreach Channels
» Qutreach Reco%nition

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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How the DoD uses messaging to promote
suicide prevention

ﬁ SAFE HOMES SAVE LIVES
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KEY TAKEAWAYS
AND NEXT STEPS

NNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNN



Key Takeaways

> Think about all public-facing messaging.

> Align talking points and messaging with suicide prevention goals.
> Be strategic and focused (goal, audience).

> Help balance the negative narratives.

> Promote positive actions and share resources.

> Be proactive.

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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Alone we can do so little.

TOGETHER we can do so much.

-"T"t & e

A e

NATIONAL ACTION ALLIANCE FOR SUICIDE PREVENTION
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www.theactionalliance.orqg
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