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Today’s Agenda 

Introduction 

Defining Our Audiences 

Group Discussion and Brainstorm 

Activity 

 What is one new thing you can do or 

try after the meeting? 



What brings you here? 



Groups that are at higher risk OR more 

likely to engage in the behavior 

SAMHSA-identified populations 

(LGBTQ2S, AI/AN, Military/Veterans) 

Other reasons? 

 

Why do we target audiences? 



Targeting vs. Tailoring 

Targeting customizes messages to 

shared characteristics of population 

subgroups (i.e. LGBTQ college students 

attending a rural school) 

Tailoring fits messages to individual 

characteristics (i.e. coping style, beliefs about 

help-seeking) 

Schmid, Rivers, et. al, 2008 



IOM Prevention Framework 

Defining the Population 



Levels of Prevention 

 Health Promotion 

 Universal 

 Selective 

 Indicated 

 

IOM Prevention Framework 



Discussion 



Small group activity 

Community Toolbox, University of Kansas 



Case Study:  The University of Arizona 



Case Study:  The University of Arizona 

 Wrapping up final year of GLS grant 

 Targeting students at large, plus 

– Native American students 

– LGBTQ students 

– Student veterans 

 Groups considered at risk based on national and campus 

specific data 

 Campus Demographics 

 



https://www.dropbox.com/s/skkfz3kvn0i3v81/roughcut1 compressed.mov?n=62818775


What worked at UA 

 Student liaisons reaching each group 

 Working with students who have a personal experience with 

suicide and are passionate about prevention 

 Leveraging existing resources for student populations and 

institutional buy-in 

 Getting students involved in media development 

 Letting them take ownership in outreach 



Challenges to consider 

 Cultural centers and campus resources also struggle to 

reach their target populations 

 Identity is complex 

 Need to have effective (and a variety of) ways to bring 

messages to students….capitalize on campus identity  

 Continuity among student liaisons 

 Need holistic institutional support 

– e.g. VETS Center 

 

 



VETS Center at the UA 



VETS Center 



What works for helping Vets 

on campus?  What’s the best 

practice to support them? 

“This”  
- Michael Marks, PhD, on the VETS Center 

From Lumin Foundation’s Focus, Spring 2013 





Tucson Out of the Darkness Walk 



UA Hope Notes 



Wilbur Goes to CAPS 

https://www.youtube.com/watch?v=FeuKx6Hqep4

