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The Program

Page 2

Deploying trusted social messengers in California, who have been directly or indirectly impacted by the current fentanyl crisis to 

share their stories and encourage a shift in the behavior and social narrative that surrounds substance misuse, while also sharing 

resources for those impacted. 

The program is divided into 3 phases; each focuses on reaching a vulnerable community:

Phase 2
Parents of Teens & Pre-teens

Phase 3
Youth & Young Adults

(still in progress)

Phase 1
Black Community
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Year to Date Results

64.3% of 

commenters 

expressed positive 

sentiment towards  

to the campaign.

The campaign 

reached 1.2M+ 
Black and 2M+ of 

CA parent 

residents (est.) via 

program content.

40 trusted 

messengers 

created and posted 

79 pieces of 

content on social 

media, generating 

1,374 shares.

The content 

received 21.9K+ 
engagements 

across social media 

with 5,453 
known clicks to 

the website or 

handle.

The contents 

received 5.5M+ 
views across social 

media platforms.
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(Phase 3 is in progress.)



#KnowMore #ConnectToProtect Metrics
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Posts with Shares

1,453
Social Media Messengers

40

Social Engagements  

21.9K+
Views Across Instagram, 

TikTok & Facebook

5.5M+
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Campaign’s Average Engagement Above Industry Averages!
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Source: HypeAuditor

1.7%

0.7%
0.5%

3.3%

1.7%

0.9%

1K - 10K 10K - 50K 50K - 500K

Standard Sponsored Post #KnowMore #ConnectToProtect

Campaign’s Overall Instagram Engagement Rate 

vs.

 Average Sponsored Content Rate
Follower Average of 29.1K

#KnowMore 
#ConnectToProtect 
Instagram Average 

2.3%

Industry standards of 
average engagement rate 

for sponsored content

0.7%

3.3x

Campaign Engagements Rates 

vs. 

Average Sponsored Content Rates by Follower Range on Instagram
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https://a.storyblok.com/f/103674/x/9633d723fa/hypeauditor-state-of-im-2024.pdf


Audience Reach | CA Counties Ranked by Saturation of Reach

Page 6

1 San Francisco 

2 San Diego 

3 Los Angeles 

4 Santa Cruz 

5 Stanislaus 

6 Fresno 

7 Merced 

8 Kings 

9 Plumas 

10 Imperial 

11 Santa Clara 

12 Tulare 

13 Madera 

14 Monterey 

15 Alameda 

16 Sacramento 

17 San Joaquin 

18 Mono 

19 San Benito 

20 Calaveras 

21 Shasta 

22 Santa Barbara 

23 Nevada 

24 Tuolumne 

25 San Luis Obispo 

26 Sierra 

27 Orange 

28 Inyo 

29 Contra Costa 

30 San Bernardino 

31 Napa 

32 Sutter 

33 Tehama 

34 Ventura 

35 Placer 

36 Amador 

37 Yolo 

38 Marin 

39 Yuba 

40 Glenn 

*Saturation of reach is the percentage of the population reached in the state calculated by taking the known state 
reach of the program divided by the state population reported on the US Census data.

41 San Mateo 

42 Modoc 

43 Trinity 

44 Sonoma 

45 Butte 

46 Lake 

47 Humboldt 

48 Mendocino 

49 Siskiyou 

50 El Dorado 

51 Del Norte 

52 Alpine 

53 Lassen 

54 Mariposa 

55 Solano 

56 Kern 

57 Riverside 

58 Colusa 
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Popular words in Audiences’ 
Comments

Instagram, TikTok & Facebook Comment Analysis

64.3% of comments are 

positive remarks on the campaign.

45.6% of comments 

advocating the campaign

2.9% of comments advocating 

general about Fentanyl awareness 
and showing intent to check SFC 
resources

9.2% of comments are general positive 

remarks about the creators/activities

26.1% of comments are 

creators and/or Song for 
Charlie responding to 

audiences, creating 
open dialogue

Positive Dialogues Between Creators and Audiences

15.8% of comments were expressed 

through positive emojis and GIFs
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Combatting rising overdoses via 

authentic storytelling and cultural 

connection #KnowMore
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Black Community
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The Results

99.1% of 

commenters 

expressed positive 

sentiment, 

including 86.5% 

specifically positive 

to the campaign.

The campaign 

reached 1.2M 
Black CA residents 

(est.) via campaign 

content, or 57% of 

the Black CA 

population.

21 trusted 

messengers 

created and posted 

53 pieces of 

content on social 

media, generating 

1,084 shares.

The content 

received 9.8K+ 
engagements 

across social media 

with 3,088 
known clicks to 

the website or 

handle.

The contents 

received 3.4M+ 
views across social 

media platforms.
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74% of the reached audience saw multiple pieces 

of content posted from participating creators.

On average, a member of the campaign audience 
potentially saw the #Knowmore messaging              

2 times during the campaign.

1.6M+ California audiences (est.) saw campaign 

content at least once.

View Frequency
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Popular words in Audiences’ 
Comments

Instagram, TikTok & Facebook Comment Analysis

61.9% of comments are 

positive remarks on the campaign.

43.5% of comments 

advocating the campaign

2.6% of comments 

advocating general about 
Fentanyl awareness

9.0% of comments are general positive 

remarks about the creators/activities

28.4% of comments 

are creators and/or 
Song for Charlie 

responding to 
audiences, creating 

open dialogue

Positive Dialogues Between Creators and Audiences

15.5% of comments were expressed 

through positive emojis and GIFs

0.6% of comments 

reflected negative sentiment, 
referencing the creator using 
age-related slang
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Open dialogs to protect our teens from 

prescription pill misuse #ConnectToProtect

Page 13Copyright © 2026 XOMAD LLC. All Rights Reserved. 

Parents of Teens 
& Pre-Teens
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The Results
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65.5% of 

commenters 

expressed positive 

sentiment toward 

the campaign.

The campaign 

reached over 2M 
of CA parents via 

campaign content.

19 trusted 

messengers 

created and posted 

26 pieces of 

content on 

Instagram, 

generating 290 

shares.

The content 

received 8.1K+ 
engagements on 

social media with 

2,356 known 

clicks to the 

website or handle.

The contents 

received 2M+ 
views across social 

media platforms.
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45% of the reached California audience saw 

multiple pieces of content posted from 
participating creators.

On average, a member of the campaign 
audience potentially saw the #ConnectToProtect 

messaging 1-2 times during the campaign.

2M+ California audiences (est.) saw campaign 

content at least once.

View Frequency
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Popular words in Audiences’ 
Comments

Instagram Comment Analysis

65.5% of comments are 

positive remarks on the campaign.

46.8% of comments 

advocating the campaign

2.9% of comments advocating 

general about Fentanyl awareness 
and showing intent to check SFC 
resources

7.0% of comments are general positive 

remarks about the creators/activities

27.5% of comments are 

creators responding to 
audiences, creating 

open dialogue

Positive Dialogues Between Creators and Audiences
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15.8% of comments 

were positive responses 
with emoji/GIFs
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