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Parenting Strategy
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• In 2017, Niagara Region Public Health launched the Resonance 

survey in the community 

• Over 2,300 responses

• Online is the way to go!

• 61.3% said that they use the internet for trusted health information

• 70.8% said that they prefer to receive health information via the internet

• 52.5% of parents said they go online when faced with a parenting 
challenge

Background – Parenting Strategy 



#EAUC2019

Background – Parenting Strategy 
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Background – Niagara Parents
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Background – Niagara Parents

H ow  d o  we  l a u n c h  N i a gara  Pa re nt s  e f fe c t i ve l y ?

W h a t  i s  t h e  b e s t  w a y  t o  s p e n d  a d v e r t i s i n g  c a m p a i g n  d o l l a r s ?
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Methods – Niagara Parents Campaign

A N A LY T I C S  T E A M P R O J E C T T E A M

• Epidemiologist
• Program Specialist – Parenting 

Strategy 
• Digital engagement advisor

• Health promoters
• Digital engagement advisor
• Graphic designer
• Communications specialist
• Managers
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Project team → Drafted initial budget and items for the campaign

Selected data to use → Healthy Babies Healthy Children Screen 
(with Risk)

Environics Analytics → Segments → Target Groups (primary and 
secondary)

Environics Analytics → Data used → Demographics, media 
consumption, social values, select psychographics

Map Target Groups

Methods – Niagara Parents Campaign 
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Results – Niagara Parents Campaign

• Main focus

• Not accessed

• Billboards

• Bus shelters

• Social media

• Swag (door hangers 
and magnets)

P R I M A R Y  TA R G E T  G R O U P S

• Secondary focus

• Social media

• Our services

S E C O N D A R Y  TA R G E T  G R O U P S
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Results – Niagara Parents Campaign
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Cannabis Edibles Campaign
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Background – Cannabis Edibles Campaign

OCTOBER 17, 2018 

|

Legalization of 
cannabis across 

Canada

OCTOBER 17, 2019 

|

Legalization of the 
production of 

cannabis edibles

DECEMBER 2019 

|

Legalization of 
retail purchase of 
cannabis edibles
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Background – Cannabis Edibles Campaign

H ow  d o  we  e f fe c t i ve l y  d e l i ve r  m a s s  e d u cat i o n  a n d  
a wa re n e s s  a b o u t  t h e  h a r mf u l  e f fe c t s  o f  c a n n a b i s  e d i b l e s  

t o  t h o s e  w h o  a re  m o st  a t  r i s k ?
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Methods – Cannabis Edibles Campaign

A N A LY T I C S  T E A M P R O J E C T T E A M

• Epidemiologist
• Digital engagement advisor
• Communications specialist
• Health promoters

• Health promoters
• Youth engagement specialist
• Public health inspector
• Dietitian
• Program manager
• Graphic designer
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Project team → Drafted initial key messages for the campaign

Selected data to use → Cannabis-related emergency department 
visits

Environics Analytics → Segments → Target groups (primary)

Environics Analytics → Data used → Demographics, media 
consumption, social values, select psychographics

Map Target Groups

Methods – Cannabis Edibles Campaign 
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Results – Cannabis Edibles Campaign
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Message #3: Can’t Tell the Difference

Can you tell the difference? Chances are 

your children can’t. Lock up your cannabis 

products.

Results – Cannabis Edibles Campaign
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• Senior Leadership Team buy-in was necessary

• BUT…no action until perceived need by front line staff 

• Facilitated by:

• Epidemiologist

• Digital Engagement Advisor

• Communication Specialist

• Results implemented by:

• Health Promoters

Organizational Culture @ NRPH
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• Environics Analytics data can be added to a project at any time

• Not a top-down approach 

• Need the right people at the table 

• Variation in results 

• BUT overlap in target groups identified

• Flexibility in data inputs

• Multiple data sources that are not linked

• Population level data vs. client data

• Small databases

Lessons Learned
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• A/B testing

• Measuring impact of campaigns (evaluations; social media metrics)

• Sharing with the organization → Let’s Talk session

People are PUMPED!!! 

Next Steps
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Questions?

Rachel Skellet

Epidemiologist

Niagara Region Public Health

Shailee Tanna

Epidemiologist

Niagara Region Public Health
905-688-8248 ext. 7276

shailee.tanna@niagararegion.ca
905-688-8248 ext. 7771

rachel.skellet@niagararegion.ca
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