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I.  Introduction
The Know the Signs suicide prevention social marketing campaign prepares Californians to prevent 
suicide by encouraging them to know the signs, find the words to offer support to someone they are 
concerned about and reach out to local resources. Campaign materials range from print ads, TV and 
radio spots, to outreach materials available in several languages. All campaign materials refer individuals 
to the campaign websites:

• www.suicideispreventable.org
• www.elsuicidioesprevenible.org

All campaign materials can be viewed, customized and downloaded from the Resource Center on Your 
Voice Counts (www.yourvoicecounts.org).  This is an online suicide prevention forum designed to 
facilitate a dialog about suicide prevention in California and to engage stakeholders in the development 
and distribution of the Know the Signs campaign materials. The Know the Signs campaign is part of 
statewide efforts funded by counties through the Mental Health Services Act, formerly known as Prop 
63.  

II.  Background
Workgroup members were asked to contribute an estimated time commitment of 10-15 hours between 
July 1, 2013 and September 30,2013, however, the workgroup process took longer than anticipated, until 
January 2014. Participation included one-on-one phone calls with campaign team members, conference 
calls, webinars and participation in periodic discussions on the Your Voice Counts website to provide 
input and review creative materials (see Appendix C Recruitment Flyer).  All participants received a $300 
stipend for their time.
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The main goal of the LGBTQ youth workgroup was to create an online digital ad specifically reaching the 
helpers of LGBTQ youth to augment the statewide Know the Signs advertising campaign.  Workgroup 
members offered input on identifying the helpers of LGBTQ youth and also reviewed and provided 
feedback on various digital ads including a discussion on the addition of a particular section regarding 
warning signs for LGBTQ youth.  Members also expressed their thoughts about the resource link to the 
Trevor Project website.

“LGB youth are 4 times more likely, and questioning youth are 3 times more likely, to attempt suicide as 
their straight peers.” 

Source: CDC. (2011). Sexual Identity, Sex of Sexual Contacts, and Health-Risk Behaviors Among Students in Grades 9-12: Youth Risk Behavior 
Surveillance. Atlanta, GA: U.S. Department of Health and Human Services. Retrieved from: : http://www.thetrevorproject.org/pages/facts-about-
suicide

“Each episode of LGBT victimization, such as physical or verbal harassment or abuse, increases the 
likelihood of self-harming behavior by 2.5 times on average.”

Source: IMPACT. (2010). Mental health disorders, psychological distress, and suicidality in a diverse sample of lesbian, gay, bisexual, and transgender 
youths. American Journal of Public Health. 100(12), 2426-32. Retrieved from: http://www.thetrevorproject.org/pages/facts-about-suicide

III.  Members
Members for the LGBTQ youth workgroup guided the development of an online digital ad through their 
collaboration and participation in three webinars (July 25th, September 3rd and December 5th), as well as 
periodic discussion posts on the Your Voice Counts website. Workgroup members contributed their 
knowledge of this group’s cultural characteristics based on their personal and professional expertise 
from their
involvement in community and/or government agencies. 

A total of 13 members participated in the LGBTQ youth workgroup representing the following counties: 
San Francisco, Los Angeles, Yolo, Calaveras, Sacramento, Orange, and San Diego.  Members working in 
both public and private sectors have had an opportunity to offer services either directly or indirectly to 
members of their community receiving resources for various needs related to mental health. 3
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Organizations and program partners included the Trevor Project , the  Los Angeles County Department of 
Public Health Injury & Violence Prevention Program, San Francisco Suicide Prevention, Victor Community 
Support Services, the California Network of Mental Health Clients, Calaveras County Behavioral Health, 
Mental Health America of Northern California, Orange County Behavioral Health Agency and Citizen 
Paine. The following three members provided their insight through the collaboration and partnership 
with The Trevor Project: Brock Dumville, Arquimides Pacheco, and Jenessa Connor (marketing director).  
Since the goal of this project was to find culturally sensitive ways in which to reach the LGBTQ youth 
community with relevant messaging it was key to collaborate with an established LGBTQ-focused 
organization such as the Trevor Project which already has the expertise and a customized website for this 
audience.  Members highlighted the importance of addressing the particular stressors LGBTQ youth face, 
such as adversity at home and school, in addition to the challenges this age group already experiences.

“LGBTQ youth appear to be at a higher risk than heterosexual youth for suicidal ideation, suicide 
attempts, and possibly suicide completion…The risk factors associated with suicidal behavior in LGBTQ 
youth include experience of past victimizations, coming out stressors, history of rejection and abuse 
related to gender nonconforming behavior, exposure to anti-gay religious teachings, internalized 
homophobia, and previous suicide attempts.”  

Source: First, Do no Harm: Reducing Disparities for Lesbian, Gay, Bisexual, Transgender, Queer and Questioning Populations in California. The 
California LGBTQ Reducing Mental Health Disparities Population Report, December 2012

“LGBTQ youth do not contemplate, attempt or complete suicide because they are LGBTQ .  They do so 
because their family, peers, teachers, counselors, and/or religious leaders have exposed them to 
rejection, hostility, harassment and abuse—all  environmental factors which could be ameliorated or 
prevented.”  “…LGBTQ young adults with low levels of family acceptance were over 3 times more likely to 
report suicidal thoughts and suicide attempts compared to peers with high levels of family acceptance.”

Source: First, Do no Harm: Reducing Disparities for Lesbian, Gay, Bisexual, Transgender, Queer and Questioning Populations in California. The 
California LGBTQ Reducing Mental Health Disparities Population Report, December 2012 4



IV.  Workgroup Discussions
Workgroup members actively  discussed ways to focus the language on the existing campaign to 
particularly address stressors directly affecting LGBTQ youth and made suggestions on the text for the 
digital ad message and the animation. The workgroup first launched with an introductory webinar on July 
25, 2013. This webinar provided background information about the Know the Signs campaign, the 
workgroup purpose and process. Members were engaged through a series of discussions on Your Voice 
Counts including: (see Appendix A Discussion Posts on Your Voice Counts):

• One of the first discussions was focused around whether a section with warning signs specific to 
LGBTQ youth should be added to the Know the Signs website www.suicideispreventable.org.  The 
discussion resulted in the recommendation that it was not necessary to add a separate section, but 
that the online ad developed by this workgroup should refer individuals to the Trevor Project website, 
where all content is already customized for this target group.

• Identifying who the helpers are of LGBTQ youth where the workgroup determined that the helpers of 
LGBTQ youth are adults, not necessarily always other youth.

• Reviewing and providing input on digital ads to be included in a statewide digital (online) advertising 
campaign: during a webinar workgroup members had an opportunity to review and provide feedback 
on static and animated digital ads including two interactive examples, the “Nemo” and “shopping” that 
incorporated a short animated video with more opportunities to promote the campaign website as 
well as the Trevor Project or other resources.  Workgroup members preferred the “shopping” ad style 
because it wasn’t as flashy or busy as the other options and it mirrored a traditional website with 
navigation options at the bottom.  Workgroup members Brock and Arquimides from the Trevor Project 
suggested linking the Know the Signs website to the “Get Help” page on the Trevor Project.  
Workgroup members also suggested images that could show diverse cultures and ages and stay away 
from stereotypical portrayals. 
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Overall, the recommendation was to use illustrations or animated text instead of images.  Also, a few 
suggestions included integration of the rainbow colors and/or rainbow flag into text or illustrations. Group 
discussion indicated that the flag might be more appropriate for adults than for youth. Providing feedback 
on the initial ‘look and feel’ of the online ad. Providing input on the storyboard for the introduction video 
in which the following edits were addressed: 1) removing "the need for help" statement from the 
storyboard, 2) adding a sentence that acknowledged the violence and discrimination LGBTQ youth 
experience and 3) reincorporating the focus on LGBTQ youth in the storyboard and on the static ad. 
Establishing an implementation plan to identify partners  who might benefit from collaborating in the 
dissemination of the digital ad.

V.  Implementation Plan
Media objectives and strategies to promote the digital ad included utilizing Rising Star/Sidekick inventory 
online to increase impact during flight in addition to ad units that could provide a micro-site experience for 
the intended target audience. The purpose was to determine the best partner(s) for the implementation 
plan based on the targeting ability within the state of California, RFP logistics, and the ability to run the 
Rising Star/Sidekick units.  Various media partners included:

 Gay Ad Network which represents some of the largest and most respected gay and lesbian brands in 
the world.

 GayCities.com is a guide to gay bars, restaurants, hotels and events with reviews, maps and photos in 
cities wherever you travel.

 HereMedia.com is a public media and entertainment company exclusively targeting the lesbian, gay, 
bisexual and transgender (LGBT) demographic. Properties include: Out, TheAdvocate, HereTV, Gay.net, 
Plus, OutTraveler, SheWired.com, Gay.com

 TowleRoad is an online blogging news source offering a broad range of information on politics, pop 
culture, gay culture, media, entertainment, photography, fashion, technology, men, music, and travel. 
This blog offers a new (and more fun) way to reach the high-end demographic, the influencers leading 
the gay market and the media world. 6



APPENDIX A: Discussion Posts on Your Voice Counts
WORKGROUP DISCUSSION: Welcome! Please respond to this post.
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WORKGROUP DISCUSSION: Preparation for Webinar Thursday-
July 25 at noon 
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WORKGROUP DISCUSSION: Workgroup Goals and Next Steps
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WORKGROUP DISCUSSION: Should we add a section with warning signs
specific for LGBTQ youth to the campaign website?
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WORKGROUP DISCUSSION: Preparation for September 3 Webinar-
Please review these Digital Ads
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WORKGROUP DISCUSSION: Recommendations from September 3
Webinar and Next Steps
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WORKGROUP DISCUSSION: Please provide input on these videos
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WORKGROUP DISCUSSION: Please provide input on content
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WORKGROUP DISCUSSION: Please provide input on online ad “look
and feel” by November 14th
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WORKGROUP DISCUSSION: Please register for final workgroup 
webinar on Dec 5th, 2013 

WORKGROUP DISCUSSION: Please provide input by 5pm Monday
Dec 2nd
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WORKGROUP DISCUSSION: Materials for webinar tomorrow
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WORKGROUP DISCUSSION: Preparation for Webinar tomorrow-
July 23 at noon
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WORKGROUP DISCUSSION: Final storyboard and online ad- and
Happy Holidays
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WORKGROUP DISCUSSION: Final Online Advertisement

26



APPENDIX B: Workgroup Member Roster
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APPENDIX C: Recruitment Flyer
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