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Campaign 
background

The Live Beyond healing-centered campaign is a key component of Children 
and Youth Behavioral Health Initiative (CYBHI), California’s groundbreaking, 
multibillion-dollar effort to transform how the state supports children, youth, 
and families. 

The Live Beyond campaign was created to increase public understanding of 
Adverse Childhood Experiences (ACEs) and toxic stress to give youth and 
young adults across California the resources and strategies they need to manage 
toxic stress, heal from adversity, and end cycles of trauma.
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Campaign goals

Through our campaign, we will:

5

Drive an increase in public awareness 
of ACEs and toxic stress

Support prevention and 
mitigation of ACEs, toxic stress, 
and their effects 

We will do this by: 

Increasing knowledge Influencing attitudes and beliefs

Building skills Inspiring action



of youth and young adults have 
experienced 4 or more ACEs

ACEs prevalence among Californians

6
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RAND briefing from statewide pre-campaign baseline survey (n=1,179) of youth and 
young adults (16-25) and caregivers of youth in English and Spanish launched in Oct. 
2023. Post campaign planned for 2025.

of caregivers experienced 4 
or more ACEs

of youth and caregivers are 
aware of ACEs

Exposure to ACEs or other adversity, 
without buffering and nurturing care, 
can lead to a toxic stress response, 
which, if left unaddressed, can cause 
major short-term and long-term health 
problems for both children and adults. 
The more ACEs, the greater the 
chances of toxic stress.

of youth and caregivers    
have experienced at 
least 1 ACE

60%

23%

30%

10%



Campaign audiences
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Focus on:
● English & Spanish speaking 

communities
● Economically disadvantaged 

communities 
● BIPOC communities
● Tribal/Indigenous communities
● And more!

Focus outreach to:
● FQHC providers and networks
● Pediatricians and primary care 

providers
● California community college 

networks
● And more!

Focus on:
● Economically disadvantaged 

communities
● BIPOC youth
● Tribal/Indigenous communities
● Immigrant and refugee 

communities
● 2SLBGTQIA+ youth
● And more! 

Primary:
Youth and young adults
(emphasis on ages 16-25)

Secondary:
Parents and caregivers 
(emphasis on those 
with youth ages 8-16)

Tertiary:
Health care providers, 
educators, and early 
care providers



Campaign 
advisory informing 
development
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Listening sessions to inform development
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Listening session report available at osg.ca.gov/theacescampaign.

Listening sessions from July to September 2023 with diverse 
participants across the state (English and Spanish)7

Participants across the state engaged86

http://osg.ca.gov/theacescampaign


Youth and young adult advisory
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Baani 
Sabharwal

Celeste Walley Celina Inzunza Christian Jeff 
Yu Menguito

CiCi Williams Elita Jasmine 
Young

Jada Imani 
Carter

Jose Cruz Josue (Swey) 
Pineda

Julio 
Sagastume

Laura Avila Luis Wualdemar 
Tun Orozco

Nancy 
Martinez 

Urieta

Ronaldo 
(Ronnie) 
Villeda

Juniper Brown Setareh 
Harsamizadeh 

Tehrani

Shae 
Dellamaggiore

Shamar Knox Sharon Tang

● 19% self-identify as non-binary/gender 
non-conforming

● 14% AAPI
● 33% Hispanic/Latinx
● 24% Black/African American
● 10% White
● 4% mixed identities, inclusive of 

Native American/Alaskan Native 
and Middle Eastern

Representation from: 
Alameda, Fresno, Imperial, 
Los Angeles, Madera, 
Orange, Sacramento, San 
Joaquin, San Diego, San 
Francisco, Santa Barbara, 
Stanislaus, and Ventura 
Counties

Zen’Ayah (Zee) 
Finley



Campaign subject matter experts
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Cecilia Ayón
Professor, School of Public Policy, 

UC Riverside

Nadine Burke Harris, 
MD, MPH

First and Former CA Surgeon General

Mikah Owen, 
MD, MBA, MPH

Senior Director, UCAAN

Rachel Gilgoff, 
MD, CCTP, FAAP

Advisor, UCAAN

Eraka Bath, MD
Associate Professor in the 

Division of Child and Adolescent 
Psychiatry, UCLA

John R. Blosnich, PhD, MPH
Director, Center for LGBTQ+ Health 
Equity at the Suzanne Dworak-Peck 

School of Social Work (USC)

Leigh Ann Simmons, 
MFT, PhD

Co-Director, Perinatal Origins of 
Disparities (POD) Center, UC Davis

Michèle Evans, MD, MPH
Northern California Regional 
Medical Director of the Kaiser 

Permanente Child Abuse Services 
and Prevention (CASP)



Insights and 
learnings from 
youth
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Barriers shared by youth about ACEs, toxic stress, and healing
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Feelings of stigma and shame about past experiences “Help” can be hard to find for many

Different stages of willingness/ability to seek out 
support for ACEs, toxic stress, and their effects 

Healing isn’t linear and the journey isn’t always 
clear: no false promises that people can quickly be 
“healed”; rather, we need to recognize healing is 
defined differently among individuals and can take 
time

Burden on youth: Pressure on young people that
“it's up to them” to change history/cycles of trauma. Yet 
many participants noted that they felt compelled to take 
action when they became aware of how their ACES have 
affected their behavior or relationships 

Acknowledging root causes/systemic issues that 
perpetuate ACEs or impacted parents/caregivers; 
taking care not to blame parents/caregivers in any 
way, shape, or form

Mistrust of support resources, and varied willingness to seek out professional support



Perspectives from 
youth participants
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“I think something very impactful is having 
someone who has been through the process of 
healing talk about how hard the struggle can 
be to bounce back from tough experiences. 
Give concrete experiences of the struggle they 
went through and be honest if they still don't 
feel like they're completely healed. It gives 
other youth hope that they can get better but 
also that it's okay to not be perfectly healed.”

“It is important to 
show that young people are 

not alone and that 
there is a reason for what they 
are feeling and experiencing, 

both mentally 
and physically.”



How do 
youth want 
this 
campaign 
to make 
them feel? 
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● Hopeful
● Safe
● Deserving
● Supported
● Understood
● Empowered
● Driven (to take action)



Grounding insight for 
our campaign

While healing isn’t linear, there are small 
things you can do today and big things you 
can do in the future to heal and grow from 
the effects of ACEs and toxic stress.
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Campaign testing
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The key 
campaign 
message 
that most 
resonated…
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Live Beyond 
With the supporting messages:

● You can overcome the hurt
● There's healing ahead
● We're stronger than our 

trauma



Input on campaign across the state
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177 youth and young adult, parent and 
caregiver, and Spanish-speaking 
participants participated in feedback 
sessions

Age ranges: 16-25 years for youth and 
young adults; 30-45 years among 
parents and caregivers

14% self-identified as 2SLGBTQIA+

12% self-identified with current/former 
child welfare involvement

29% indicated experience with mental 
health challenges

Participant
self-identified

race and
ethnicity

Hispanic/Latinx
37%

Black/AA 
20%

White
22%

Mixed or
Other Race

8%

AAPI
10%

American Indian/Alaskan Native
3%



“The concept of live beyond jumps right out at 
you. This concept also makes mention of trauma 
and hurt. These are actual things that people are 
going through or emotions that they are feeling. 
It also mentioned that there’s help.”

Audience feedback
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—Youth and young adult participants

—Parent and caregiver participant

● Leading concept among all audiences

● Emotional and motivational impact: Feelings 
of “hope, optimism, positivity, assurance, 
promise, encouragement, and empowerment.” 

● Most clear and straightforward: Conveys 
what the campaign is about and what info to 
expect with simple and direct messaging.

● Genuine and future-focused: Did not come 
off as pandering to a younger generation, 
and provided solid messaging on what healing 
can do and where to start by engaging with 
our campaign.

“It's the sincerest and least corporate sounding.”

“It’s clear, positive, and relays the 
essential message.”



Campaign visual 
and creative
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Billboard

Stickers

Key Feelings: Optimistic, Encouraging, Real

Landing page – mobile

Landing page - desktop
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Desktop

Mobile
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Live Beyond website



Live Beyond social channels
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@livebeyondca

LiveBeyondCampaign
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@livebeyondca



Campaign creative
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https://docs.google.com/file/d/1LrF9AARSVJZGF-JhCXRBtkRXMCUD1NXL/preview


Partnership with Valkyrae
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http://www.youtube.com/watch?v=Ek3MBuopjfw
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Youth commercial
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http://www.youtube.com/watch?v=0zqaMn0H8yk


Youth co-creation
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livebeyondCA.org campaign site
featuring youth stories!
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Juniper’s story
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http://www.youtube.com/watch?v=Apa2Jv-hZCs


Shamar on healing and college transitions
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http://www.youtube.com/watch?v=BY7jCnk33mg


Celina’s message for others
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http://www.youtube.com/watch?v=6ABlhZd7-Fo


Campaign launch
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Campaign launch
● Live Beyond campaign officially launched on Wednesday, May 1 
● Press release distributed in English & Spanish 
● 291 online postings
● 144M potential viewers
● 2,112 link clicks
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Live Beyond at Youth Creating Change Event in Los Angeles
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Young people sharing how they heal and 
live beyond their ACEs

http://www.youtube.com/watch?v=7o_NM3WT9Rs


Campaign 
resources for 
youth, CBOs,
and more
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37
https://livebeyondca.org/campaign-resources/
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https://livebeyondca.org/campaign-resources/
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https://livebeyondca.org/campaign-resources/

Available in English, Spanish, and additional languages to come

Bookmark with reading list

Healing journal

Palm card

https://livebeyondca.org/campaign-resources/
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Stickers

Stress Buster accordion pocket card

Fact sheet

https://livebeyondca.org/campaign-resources/
Available in English, Spanish, and additional languages to come

Campaign 
Activation Ideas

https://livebeyondca.org/campaign-resources/
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Questions?



Follow our campaign socials!
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LiveBeyondCampaign

@livebeyondca

@livebeyondca

#LiveBeyondACEs
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