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Episode Overview

In this episode, I talk about how public and 
governmental campaigns shape how we 
understand overdose, influence stigma and 
behavior, and reveal broader beliefs about 
addiction, responsibility, and recovery.

• Public campaigns do more than educate; they construct narratives about who 
uses drugs, why overdose happens, and what responses are appropriate.

• Campaign strategies vary widely, from empathy-based storytelling and harm 
reduction messaging to fear-based or shock tactics.

• These campaigns are shaped by political priorities and can unintentionally 
reinforce inequality by highlighting some groups while excluding others.

 Public campaigns can increase awareness and shift attitudes, but their effects are 
uneven and often uneven and often limited, as they are rarely accompanied by 
structural change.

 Messaging that humanizes drug use and emphasizes harm reduction is generally 
more effective than fear-based approaches, which can enforce stigma.

 How overdose is portrayed in campaigns influences not only public perception, but 
also policy decisions, resource allocation, and willingness to help.



References & Future Reading

Farrugia, A., Treloar, C., & Fraser, S. (2022). Overdoselifesavers.org: A mixed-
method evaluation of a public information website on experiences of overdose and 
using take-home naloxone to save lives. Drugs: Education, Prevention and Policy, 
29(1), 43-53.

Greto, T. (2023). Ignored Inequities: The Case of British Columbia’s “Stop 
Overdose” Anti-Stigma Campaign.

Lefebvre, R. C., Chandler, R. K., Helme, D. W., Kerner, R., Mann, S., Stein, M. D., 
... & Rodgers, E. (2020). Health communication campaigns to drive demand for 
evidence-based practices and reduce stigma in the HEALing communities study. 
Drug and Alcohol Dependence, 217, 108338.

Neufeld, S. D. (2023). Ending stigma for whom? A critical community-based 
participatory research project to examine Canadian substance use-focused anti-stigma 
campaigns.

Parent, A. C., Carrigan, M., & Pazda, A. D. (2023). The impact of viewing opioid 
overdose photos on stigma, desire for social distance, and willingness to help. Stigma 
and Health, 8(4), 462.

Sumnall, H. R., Atkinson, A. M., Anderson, M., McAuley, A., & Trayner, K. M. A. 
(2024). How to save a life: Public awareness of a national mass media take home 
naloxone campaign, and effects of exposure to campaign components on overdose 
knowledge and responses. International Journal of Drug Policy, 131, 104111.

Welch, C., Maiolo, J., Paulus, A. B., O’Connell, L., Petrany, S. M., & Wright, S. 
(2025). Addiction is treatable: Effectiveness of media toolkits in a public health 
campaign to reduce stigma toward substance use disorder. Journal of Substance Use, 
30(1), 1-9.

Whipple, C. R., Kaynak, Ö., Kruis, N. E., D. Silesky, M., Bonnevie, E., Smyser, J., ... 
& Kensinger, W. S. (2024). Challenging public stigma: the impact of a statewide 
social media campaign to reduce opioid use disorder stigma. Drugs: Education, 
Prevention and Policy, 1-10.


	Slide Number 1
	Slide Number 2

