
T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.
R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

Engaging Young Audiences in 

Public Health 2023

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L
GSA Mult iple Schedule Holder: Contract 47QRAA22D0063 



R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

Introductions Discussion (30 mins)

a. Defining Our Audience

b. Reaching Your Audience: 

Tools & Best Practices

c. What Does Good Look Like?

d. Case Study

e. Conclusion

Questions 
and Answers

01 02 03

Funding for this project was provided by the Centers for Disease Control and Prevention’s Office of the Associate Director for 

Communication and National Center for Immunization and Respiratory Diseases.
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• Public health is still a part of daily discourse, 

but other issues taking precedence:

— Mental health, fentanyl/opioids, Hep C/ STIs, 

reproductive rights, community safety and gun violence, 

racial and ethnic inequities

— CDC's 2021 Youth Risk Behavior Survey indicates nearly 3 
in 5 teen girls (57%) said they felt "persistently sad or 

hopeless." That's the highest rate in a decade

We need responsive communications and 
fresh talent to chart the future of public 

health and public trust

Youth mental 
health is a 

critical part of 

pandemic 

recovery

Source: CDC, "Youth Behavior Risk Survey: Data Summary & Trends Report 2011-2021." Accessed March 9, 2023.

https://www.cdc.gov/healthyyouth/data/yrbs/pdf/yrbs_data-summary-trends_report2023_508.pdf
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of US population Gen Z to Millennials

Source: "Now, more than half of Americans are Millennials or younger", 

Brookings Institution's The Avenue Blog, July 30, 2020.

https://www.brookings.edu/blog/the-avenue/2020/07/30/now-more-than-half-of-americans-are-millennials-or-younger/
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An individual creating positive behavior change for 
themselves, influencing their community and/or 

creating long-standing attitudinal/behavioral change 

through commitment to public health.
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Mental, physical health 

and well-being

Community

Learning from others – other people, other 

societies, other ways of being

Authenticity and self-

awareness from brands

Doing more to tackle big issues

• Climate change

• Racial inequity

• LGBT+ rights

• Gender inequity

• Economic inequity

• Economic advancement

Source: "On the Cusp of Adulthood and Facing an Uncertain Future: What We Know About Gen Z So Far", Pew Research Center Blog, May 14, 2020.

Source: "Gen Z and spirituality: Lessons for brands", Ad Age, July 29, 2021.

Source: "Deloitte Global 2022 Gen Z and Millennial Survey", Deloitte Global Press Release, May 18, 2022.

https://www.pewresearch.org/social-trends/2020/05/14/on-the-cusp-of-adulthood-and-facing-an-uncertain-future-what-we-know-about-gen-z-so-far-2/
https://adage.com/article/marketing-news-strategy/gen-z-and-spirituality-lessons-brands/2353481?adobe_mc=MCMID%3D42219238759657291334014954998924750766%7CMCORGID%3D138FFF2554E6E7220A4C98C6%2540AdobeOrg%7CTS%3D1658954418&CSAuthResp=1%3A%3A2106878%3A150997699%3A24%3Asuccess%3A59D20BA5F56434C2E4C84F4C1B3822FC%E2%80%8B
https://www2.deloitte.com/global/en/pages/about-deloitte/press-releases/deloittes-gen-z-and-millennial-survey-reveals-two-generations-striving-for-balance-and-advocating-for-change.html


R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

Community Social inequalities

Economic crisis/inflationRetirement

Climate crisis

"Selling out" and authenticity General turmoil in the world

Exclusivity of environments

Wellbeing

Source: "On the Cusp of Adulthood and Facing an Uncertain Future: What We Know About Gen Z So Far", Pew Research Center Blog, May 14, 2020.

Source: "Deloitte Global 2022 Gen Z and Millennial Survey", Deloitte Global Press Release, May 18, 2022.

Source: "Young Millennials and Gen Zers Face Employment Insecurity and Hardship during the Pandemic", Urban Institute's Urban Wire Blog, December 18, 2020.

Source: "In Their 20s, Struggling to Save and Tired of Being Lectured About It, " New York Times, January 20, 2023

https://www.pewresearch.org/social-trends/2020/05/14/on-the-cusp-of-adulthood-and-facing-an-uncertain-future-what-we-know-about-gen-z-so-far-2/
https://www2.deloitte.com/global/en/pages/about-deloitte/press-releases/deloittes-gen-z-and-millennial-survey-reveals-two-generations-striving-for-balance-and-advocating-for-change.html
https://www.urban.org/urban-wire/young-millennials-and-gen-zers-face-employment-insecurity-and-hardship-during-pandemic
https://www.nytimes.com/2023/01/20/business/saving-money-inflation-economy.html?utm_source=substack&utm_medium=email
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Political and purchasing 
power

More Gen Z voters than Silent 
Generation voters

Equal numbers Millennial and 
Boomer voters

Early- to mid-career, strong 
earnings growth ahead

Online, content-hungry, 
easy to reach

Expect strong aesthetics and 
for-profit branding

Value authentic voices and 
diversity

Expectation of brand presence 
online but high levels of 

skepticism

Amid societal woes, they 
are driven by mission/social 

impact – a natural fit for 
public health

Source: "On the Cusp of Adulthood and Facing an Uncertain Future: What We Know About Gen Z So Far", Pew Research Center Blog, May 14, 2020.

Source: "Deloitte Global 2022 Gen Z and Millennial Survey", Deloitte Global Press Release, May 18, 2022.

https://www.pewresearch.org/social-trends/2020/05/14/on-the-cusp-of-adulthood-and-facing-an-uncertain-future-what-we-know-about-gen-z-so-far-2/
https://www2.deloitte.com/global/en/pages/about-deloitte/press-releases/deloittes-gen-z-and-millennial-survey-reveals-two-generations-striving-for-balance-and-advocating-for-change.html
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Source: "US Gen Z social media user stats (2020-2025)"", Insider Intelligence, April 4, 2022

44.5M
Snapchat

41.4M
TikTok

37.3M
Instagram

31.8M
Facebook

20.9M
Pinterest

16.7M
Twitter

11.9M
Reddit

https://www.insiderintelligence.com/charts/us-genz-social-media-users/
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Source: "US Boomer social media user stats (2020)"", Statista, April 4, 2022

56M
Facebook

1.4M
TikTok

28.7M
Pinterest

23M
Instagram

18.7M
Twitter

5.8M
Reddit

3.6M
Snapchat

https://www.statista.com/statistics/309166/boomer-senior-social-networks/
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1. Sharable/snackable content

2. Make content visual/aesthetic

3. Mobile first

4. Video 

5. Capitalize on relevant trends

6. Create authentic conversations 
driven by your mission

7. Outsource content creatively 
through partnerships and Calls to 
Action via User-Generated Content

01

02

03

04

05

06

07
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TikTok ban on public devices

Sharing content through trusted partners

High-quality video

Utilizing niche hashtags

Use trends wisely

Use Call To Actions that promote engagement

Cross promote across platforms

Duet/Stitch

Average monthly US users: 138M

Average monthly use in focus demographic: 73%

Source: "US Gen Z social media user stats (2020-2025)"", Insider Intelligence, April 4, 2022

https://www.tiktok.com/t/ZTRC9XGt5/
https://www.insiderintelligence.com/charts/us-genz-social-media-users/
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Post often

Use Instagram Reels

Interactive

Time sensitivity

Tagging

Respond to followers

Emphasis belief and values

Average monthly US users: 160M

Average monthly use in focus demographic: 68%

Source: "US Gen Z social media user stats (2020-2025)"", Insider Intelligence, April 4, 2022

https://www.insiderintelligence.com/charts/us-genz-social-media-users/
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Concerns about Twitter's future are real

Still an important platform for rapid communications

Move away from advertising on this platform

Write original content

Know how Twitter's audience is different
More online / More political

Don't be afraid to be bold

No edit button; Link out
Other tweets / Outside links / Other campaigns

Average monthly US users: 41.5M

Average monthly use in focus demographic: 33%

Source: "US Gen Z social media user stats (2020-2025)"", Insider Intelligence, April 4, 2022

https://www.insiderintelligence.com/charts/us-genz-social-media-users/
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High-Value
Content

• Authentic

• Community voices
• Culturally relevant

Organic 
Growth

• Engagement!

• Impt Tools: Sprout 
Social, Hootsuite, 

etc.

Partnerships

• Community and 

commercial 
partnerships

• Tagging

• SM Toolkits

• Tweetstorms

Platform Grants and 
Donated Space

• Google Grants 

for Non-profits
• Twitch Charity

• Facebook Social 

Impact Partnerships
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Automate: Set Google alerts, subscribe to 

Substack newsletters, and use social listening 

tools to get updates on the issues you care 

about

Know Your Meme: Pay attention to graphic 

design trends and meme culture

Be an Omnivore: Get outside of your filter 

bubble – try new platforms, be ideologically 
agnostic, especially to monitor posts and trends 

in your area

Go Private: Gen Z are digitally savvy (to say the 

least) – they may be in closed communities, like 
Facebook groups – great source for more open 

conversations
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• De-influencing

• AI/ChatGPT

• Mash-ups

• Gaming

• Race & Brands

• Positive: Maseca

• Negative: Mielle Hair Oil

https://www.businessinsider.com/maseca-flour-hit-with-gen-z-consumers-2023-2?utm_source=substack&utm_medium=email
https://www.thecut.com/2023/01/what-we-know-about-the-mielle-hair-oil-tiktok-drama.html
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Source: truth initiative, "This is Quitting." Accessed Dec. 1, 2022.

Source: Buzzfeed News, "Gen Z is Choose a Vape-Free New Year Over Dry January," Fjolla Arifi, Jan. 20, 2023

Impact:

• 500k+ young people started the free, 

anonymous text program This is Quitting

• Tailored for young people ages 13 to 24

• Increased quit rates by 40%+ compared with 

control group

• 13.3B Tik Tok views of This is Quitting content 

and challenges

The Trend Continues on TikTok:

• No-nic January: experience videos, hashtags, 

creating community

• Organic trend responsive to Gen Z needs

https://www.youtube.com/watch?v=4nKfunltLxs&t=2s
https://www.buzzfeednews.com/article/fjollaarifi/no-vape-january?utm_source=substack&utm_medium=email
https://www.buzzfeednews.com/article/fjollaarifi/no-vape-january?utm_source=substack&utm_medium=email


R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L



R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L



R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3



R E A C H I N G  G E N  Z :  E N G A G I N G  Y O U N G  A U D I E N C E S  I N  P U B L I C  H E A L T H / / M A R C H  1 3 ,  2 0 2 3

T
h
e
re

’s
 
s
o
m

e
th

in
g
 

d
iffe

re
n
t 

h
e
re

.

P R O P R I E T A R Y  A N D  C O N F I D E N T I A L

• Get young people involved!

• Share decision-making, responsibil ity: We know our 

priorities, you can help us format, order them

• Seeing young people– and their strengths and 
weaknesses– hones your messages to them

Don't be afraid to make a bet!

Nick and a friend with Virginia 
Sen. Tim Kaine
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Objectives

Gen Z audiences are engaging with public 

health all the time – v ia mental health, climate 

effects, gun safety – make the implicit explicit 

by communicating the importance of public 

health in their daily lives

Engage Gen Z in co-creation and bi-directional 

conversations; greater chance of reaching young 

audiences authentically

Utilize data to inform strategies on 

legacy social media and emerging 

platforms

Be creative in cultivating non-traditional 

partners in education, business and 

tech to get the most out of your 

messaging – poising you to reach the 

next generation of public health 

champions
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Conclusion
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Thank You
Nick O’Toole, Kl ick Health

notoole@klick.com
Emi ly Bonaparte, Kl ick Health

edore@klick.com

Brandi  Hight Bank, Klick Health

bbank@klick.com

GSA Multiple Award Schedule Holder: Contract 47QRAA22D0063 
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