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INTRODUCTION

This is the fourth in a series of seminars designed to bring together
people involved in the problem of mass communications on alcohol and highway
safety. The people who attend these seminars have vested interests and readily
i'entifiable points of view about the alcohol/highway safety public information
problem. Many feel that if we are ever going to reduce the confusion in the
mass media about alcohol and highway safety, the best way to do that is to work
closely together. 1In the past five years, if you have watched the media, you
will have noticed more consistency in theme and message than was previously
true. There is less reliance on fear-arousal alone to get people to act. There
is more attention to direct behavioral suggestions, behavioral change, and
alternate behaviors as a means of actually intervening in alcohol/highway
safety through the media. There is more attention to evaluation of objectives
and goals of campaigns. We would like to think that these meetings have had
something to do with that.

The ultimate objective of mass media/alcohol countermeasures is the
same for all of us. We would like to see these seminars promote a feeling of

cooperation and collaboration.

Richard L. Douglass, Head
and

Ann C. Grimm, Librarian

Public Communication Group

These seminars are sponsored by the Distilled Spirits
Council of the United States, Inc., 1300 Pennsylvania
Building, Washington, D.C. 20004,
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SEMINAR AGENDA

Meeting introduction

Presentation of new NHTSA materials and discussion

of NHTSA's "strategic research proposal" by Dwight

Fee and Paul Field

Presentation of new DISCUS materials by Arnold Smith
Lunch

Ministry of Transportation and Communications/Ontario/
public information campaign evaluation by Terry Smutylo,

Bess Wares, and Frank Hammond

Michigan Council on Alcohol Problems "I Am the Driver"
campaign by Allen Rice

Evaluation of Tampa ASAP public information program
by William Blount

LBI [DISCUS] print ad comparative analysis by Richard
Douglass

Meeting adjourns



COMMENTS FROM SEMINAR PARTICIPANTS

We feel that, after three years of a national alcohol/safety educa-
tion campaign and three years with the ASAPs, we're into something really
important in mass communications on this subject. Our program is loaded with
purpose and possibilities and promise, and that's why we want to know who else
is interested and share with them the results of our research and experience.

We hope to influence and be influenced regarding advertising in the mass media.
I'm here to get ideas from people to use in other programs.

We are interested in improving our ability to evaluate mass media
public education programs. We would like to learn from others' experiences

and so improve our own programs.

We are interested in escalating our involvement in the area of

responsible decisions about alcoholic beverages.

We want to find out how people respond in a peer group getting to our

advertising.

In the past years we have conducted a few sizeable public informa-
tion programs which, according to very thorough and scientific evaluations,

were successful, We plan more, so I am here to learn,

I am interested in finding out about new techniques for influencing

better driver performance.



I am delighted about what has been done in previous sessions like
this one and so am here to learn. 1 will also share with you some modest
evaluation attempts made by our group and seek your opinions. The problems
that we are having in handling the public education materials and getting them
distributed is probably not unique to our organization. I hope to learn from

your experiences and share with you some of mine.



NATIONAL HIGHWAY TRAFFIC SAFETY ADMINISTRATION
--Dwight Fee and Paul Field

This presentation will be in two parts. The first is a presenta-
tion of our new media materials. The second will be the results of our stra-
tegic research survey on adult drinking and driving.

As most of you know, our campaign has evolved, over three years, from
a focus on identifying the problem drinker to the present segment telling people
that they should take some responsibility if they find themselves in drinking-
driving situations.

--Question--How are your materials distributed?

--Answer--They are distributed to the top 100 markets across the

country, to major state agencies, to the ASAPs, and to any other

agency that wants to use them, putting its own tag on them.

We are using the "friends" theme because the excessive drinking theme
didn't seen to be as appropriate for the youth audience as for the more general
audience. We use just studio musicians. You will notice that the musical
motifs, though all are aimed at youth, are slightly different. The reason for
this is that we are trying to interest various kinds of stations in using them--
so this will hopefully hit various audiences. These youth radio spots are
sent to youth-oriented stations. In past campaign, we have had terrific response

from college stations.

RADIO SCRIPT--FRIENDS, GENERAL AUDIENCE

Song: Friends aren't easy to find
Friends aren't easy to choose
Friends aren't easy to make
Friends are too easy to lose
And T don't want to lose you
Friend
I don't want to lose you
Friend
I don't want to lose you
I don't want to lose you
Friend.



V.0,

Song:

V.0.
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If you have a friend who has a drinking problem don't
let him drive when he's drunk. Drive him yourself.
Call him a taxi. Whatever you do, do something. When
a problem drinker drives, it's your problem.

Friends aren't easy to make
Friends are too easy to lose
And T don't want to lose you
I don't want to lose you
Friend.

A public service message on behalf of the U.S. Depart-
ment of Transportation.

--Comment--I thought that the radio spots were excellent because they are

suggesting specific behavior alternatives., They provide the audience with

something concrete to do.

--Comment--Not only does the voice-over have the message in these spots, but

the song has it too.

action.

It provides a specific countermeasure, a specific social

--Comment--Sometimes we have a tendency to "tune-out" the voice-overs, whereas

we might pick up on recurring musical themes,

RADIO SCRIPT--TOM, YOUTH AUDIENCE

Song:

V.0.

Song:

V.0.

It was Saturday night and I wanted to have me a good time,
Tom called me up said he'd bring a 6-pack and maybe a
bottle of wine,

But on his way over I did myself some thinking.

I remembered the way Tom drives when he's been drinking,
When he came by, I said "You can get high,

But I feel better dry,

You can laugh, but we'll both be alive."

If you're gonna drink, then I'm gonna drive,

If you're gonna drink, then I'm gonna drive.

Thousands and thousands of us are killed or hurt badly
in drunk-driving crashes every year. Please don't let
your friends drive if they're drunk. And don't ride
with them,

You drive. Be a friend. Don't lose one.

If you're gonna drink, then I'm gonna drive.
If you're gonna drink, then I'm gonna drive.

A public service message on behalf of the U.S. Department
of Transportation.



--Comment--That is true, but if there is enough frequency to the playing of the
spots on radio, then the voice-overs begin to be heard.
--Question--At what age group are they aimed?
--Answer--We generally think of the youth audience as being from 18-
24 years old; however, there is a great deal of spill-over into both
younger and older audiences that listen to rock stationms.
--Question--Personally I like the "Friends" theme very much, but I
wonder what a youth audience thinks of it.
--Answer--We haven't copy-tested these spots, but we have an agree-
ment to do a lot of copy-testing of other materials., These spots are
being distributed now, so we have not had a lot of feedback yet.
--Comment--It seems to me that these spots might make young people want to be a
part of the solution rather than a part of the problem. They provide alterna-
tives in resisting peer-group pressure.
--Comment--I think my children would like them better if you used name musicians
rather than just studio musicians,
--Reaction--The difficulty with that is that this is a relatively low-budget
campaign. In the previous campaigns we used a spot in which Dionne Warwick sang.
--Comment--Conversely, though, T was so intrigued by the way Dionne Warwick was
doing that song that I didn't listen to the words; I didn't hear the message.
Whereas, with these spots, I hear the message very clearly, despite the jingle.
--Question--Aren't you afraid that some of your message will be lost
in the musical portion of the spot, because people tend not to listen
to the words anymore?
--Answer--That's an excellent point, and of course we're concerned
about it, but we feel that music is an excellent vehicle for public
service because it has some entertainment value that may fit into the

motif of the stations and will therefore be played. So it is a trade-

off.
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--Question--But don't you think that the songs might get in the way

of the station programming?

--Answer--We provide live announcer scripts of the spots as well,

because we have found that many stations won't use announcers other

than their own. Also the general audience radio spots do include

straight talk spots without music.
--Comment--I think the kids are not only going to listen to the music, but they
are going to learn the words as well. They spend a lot of time today listening
to songs to learn the lyrics. The only problem I have with the possibility
that they're making the problem glamorous is that that might be true for high
school and junior high kids. But I don't think that's true for college kids.
And, at least in our area, even the juniors and seniors in high school are very

ruch in-tuned to the caring and taking care of one another.
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The whole print campaign represents specific countermeasure actions.
One ad is aimed at women, trying to break down the myth that only men are problem
drinkers. It will be used in women's magazines.
--Question--If I write to the address in the print ad, what do I
receive?
--Answer--You will receive two brochures--one describing the national
alcohol countermeasures program and another describing what you can do
in your community. Soon to be released is another one suggesting how
to host a party.
--Question--Do you keep a mailing list of people who write for infor-
mation?
--Answer--The National Clearinghouse for Alcohol Information keeps a
list of those who write in, but so far there are no plans to use it
for follow-up mailing.
--Question--Do you ever get requests from people, such as members of
the Jaycees, who want multiple copies of your materials?
--Answer--Yes, quite a few from teachers, police chiefs, and community
organizations. They ask for 50 or more copies to distribute. We have
certain limits as to the number of free copies we give out, but there
are exceptions.
--Comment--I'd like to react to one of the ads. Being down on the firing line
where we get folks who are referred from judges or the Secretary of State, I
am amazed at the number of times that people have been arrested for drunk driving
while on their way home from a party. Our interviewers ask if they were by
themselves or if their wife or husband was with them, and if he or she was
sober or in much better shape to be driving. The usual answer is '"yes" and
that's one of the things that they feel sorry about. They realize they should

have let their wife or husband or a friend drive. We went a step further and




asked why they didn't let the other person drive. They answered that they
thought they were all right to drive. So, I don't think the message of your
ads is strong enough, in terms of convincing them that a sober person should
insist on driving.

--Question--Could you perhaps put a spot together aimed at taking the

heat off them for letting their wives drive?

--Answer--That's precisely what we have in mind here. The group

pressure from a party is very strong. It's sort of looked down upon

if you let your wife drive., That needs to be changed.

One of the things we've discovered in our research is that we have to
find out more about these people, particularly the ones who are in the crashes
and the ones being arrested.

--Comment--In our roadside surveys we test both drivers and passengers and one
of the things that we find consistently, one of the reasons we gave our public
relations people as a valid reason for approaching the '"let the other person
drive'" issue, is that half of the people we find who are legally intoxicated

do have passengers. And half of those people have a valid driver's license and
have no registerable blood alcohol content! So you can see that that is a
valid alternative--letting someone else in the car drive. We have noticed,
however, that over the few years these roadside surveys have been in operation,
there is a tendency for a passenger to be the drunkest person in the car. So
there is apparently some sorting-out process going on. Some people are trying

to put the most sober person behind the wheel.

Finally, we have the new television material. Each spot is in a 60-
and a 30-second length. They are both slices of life and they both reinforce
our previous wave of individual responsibility.

--Question--This seems to me to be aimed at the upper middle class.

What do you have that is aimed at the blue collar workers?



--Answer--We don't consider

this to be aimed at the upper

WOMAN  Thursday

ornings  my friends Helen would always drink | couldn't say Later she'd pick up her daughter at schoot
and | go to painting class and afterwards anything It's embarrassing an
we usually 20 out to eat and talk

middle class, just middle

class. We're trying to be

fairly general, because in

[I] ANNCR  If your friend has adrinking prob-
lem 1f you're realy her friend

public service you can't be
very selective, It turns out,

as you will see from the re-

don't let her drive when she's had toomuch Do something Say anything That's what
o drink friends are for

search survey, that these ads

DRUNK DRIVER aren't as off-target as you
BOX 2345

ROCKVILLE, MD.
wes might think,

WOMAN | didn t want to insult her | mean ANNCR Remember When a problem dr-nk- Please write
1 didn’t want to lose a friend er drives 1t' s your problem  Find out how

S e --Question--I notice that you
use a box number for the radio spots. Is it a different box number
that you used in the print ads, so that you can distinguish where
responses are coming from?

--Answer--No, it's the same one, We really have no way of telling
how they got the message. If they send in the coupon from the ad,
then we can tell, because it is keyed to certain audiences. But we
can't distinguish television from radio.

--Comment--The second television spot interested me because I think that nobody
really wants to tell a friend that he has a problem. That's the first time
I've ever seen it treated that way.

This is the first time we've gotten into the "Friends" theme and also
the first time we've portrayed a woman in a woman-problem-drinker situation.
We're going to be very interested to see what reaction we get.

--Comment--I thought the 60-second spots were more effective, especially in the
case of the "Painter" spot. I think it takes more than 30 seconds to sink in,

--Comment--The most effective line, in my opinion, is when one wife meets the
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other and says "Is there anything I

can do?"

troubles me a little bit is that you

The only thing that

. . 3 .
are still aiming at the problem SN Wy dot o s clemnupthe X SHONERIGS il 00 s oA T s

drinker, and people don't really

believe they know what a problem

drink i :
rln er l s . ANNCR People are incredible They Then they let him take control of a ma And then the phone rings Then they re

--Reaction--We're really aiming

at people surrounding the problem

drinker.

--Question--Okay, but why
the emphasis on the problem

drinker? Why not just anybody

watch and whisper as someone they love chine that kills more people in this coun shaken and very afraid that someone they
slowly destroys himself with alcohal try than guns  They let him drive a car love may die

Where were they when he was killing him Take his car keys Call a cab Drive him If you love him don ¢ et him die
self? If someone you care about has a yourse

drinking problem don t let him drive when

he s drunk

DRUNK DRIVER
BOX 2345
ROCKVILLE, MD.

WHEN A PROBLEM DRTNNER DRIVES,

ITS YOUR PROSLEM.

20852

WOMAN Carol if there’s anvthing we can ANNCR  Remember when a problem drink Please write
do er drives 1t's your problem Find out how
else you can help

who drinks to excess?

--Answer--Three days ago I would have tried to defend that, but our
new research is going to have to modify that position. It appears that
what you are saying is absolutely correct, At least, the label
"problem drinker" turns people off. Perhaps what we should have been
saying is "abusive" or "excessive" drinker, or perhaps we should not

have said anything but just portrayed it.

--Comment--0r you could have said "two drinks can be too many." This is a

point that surprises a lot of people. Everybody pushes the problem-drinker idea,

but you can get too drunk to drive on just two drinks.

--Question--This "public service problem'" that you mentioned--does that
refer to the fact that you have to produce materials which cover a wide
range of groups?

--Answer--Yes, because we aren't allowed to buy media and space. If

you buy media, then you can tailor your messages to specific target
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audiences and put them in the medium that will reach that target
audience. Since we can't do that, we're at the mercy of the stations,
newspapers, and magazines to place our materials where they see fit,
They might refuse to use them if they were more tailored, because it
would be singling out a particular group and would be bad marketing
for the station. But more importantly, we want to make them general
enough so that whenever the stations use them--at 3 a.m., during the
soap operas, or in prime time--the people who are watching will get
something out of it.

--Question--Do you find any problem with getting the 60-second spots
on radio?

--Answer--We did a survey a few years ago of radio and television
stations, and the result of it was that 60- and 30-second public service
spots were about equal in usage on television, 60s were preferred in
radio. However, in any particular market you will find broadcasters
who never use one or the other. We have never found our radio spots
satisfactory in a creative sense in 30-second lengths. This is the
real reason why we don't produce many 30-second spots. What we do
instead is give them live copy scripts.

--Question--No you feel that you are hampered by not being able to
buy time? And are you looking at the possibility of trying to convince
the government that you should be able to buy time for better place-
ment of the spots?

--Answer--We have looked into it and it doesn't seem likely in the
foreseeable future for DOT. Grey Advertising has the Navy recruiting
account and, as you may or may not know, the armed forces have gotten

an okay to buy print space. This may be a harbinger of change.
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--Reaction--We have tn convince a 1ot of people that it is effective and is just
as worthy an investment as any other accident-reduction or life-saving technique.
One of the things we might “e able to do to get the government to move in this
direction is to find a private organization willing to finance the placement of
these materials. It would be tremendous public relations for that organization.
The notion that they would be simply paying for the placement of materials
produced by the government might be a very solid step toward credibility in terms
of public relations benefits. If they were just paying for space for their
own message, it might not come off quite as well.
--Comment--In my experience with a public relations firm, I worked on both
public-service advertising and paid advertising campaigns. When you're a
beggar, sometimes you get short shrift. So if you think your message is impor-
tant enough, I think that somebody could be convinced that you have to pay for
what you want.
--Reaction--That's why we feel, particularly on the basis of this research, that
there are some behaviors or attitudes that can be changed--some of the basic
cultural norms standing in the way of health and safety. We can begin to adjust
some of those cultural norms, and it's not going to hurt anybody in business
and it's not going to reduce consumption of alcohol. But it will reduce the
drunk driving problem. We don't have the answers yet, but we do feel that we're
really making solid progress. The time is going to be right very shortly for a
paid campaign. I was very skeptical about this a year or two ago. I was in-
fluenced by people like Dr. Mendelsohn and others, who were also very pessimis-
tic about the use of mass media. These years have turned my position around and
I think the time is right for this type of campaign.

Despite the fact that I feel that paid media is the only way to go, we
have had terrific response from the media for this campaign, even though it is
fairly general. And we have received, in this last year, $32,000,000 of free

space and time.
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STRATEGIC RESEARCH SURVEY

We will now report on the adult strategic survey which was completed
on October 16, 1974, NHTSA will also conduct a youth strategic survey in about
three weeks. From these surveys we intend to begin to build a body of facts
about people's attitudes toward drinking and driving. We may decide to follow
this up with another survey to see how the youth audiences are reacting to both
our materials and others'. One of the things we are specifically looking for is
the possible negative effect of advertising on young people around the country.
One worry is that they will think that to be "hip" you have to be a part of
the problem. That's why we will begin to do some very careful copy-testing
this year.

A1l of these ads and other media materials just seen were created
before this survey was conducted, It was then decided that we find out what
people really think about the problem and what they are willing to do about it.
Those of us in public information know that this is usually the way it happens.
You begin to use the materials and then begin to doubt that it is the right
approach., So we decided to do this strategic research to find out where we
should go from here and what to work on. In the process of doing this, we picked
up some interesting information about where we are now in terms of public know-
ledge, awareness, and attitudes on alcohol and highway safety. Nearly 2,500
households were screened, with an actual survey of 1,512 adults between the ages
of 18 and 55 who were personnally interviewed in their homes. We also interviewed
148 college students personally outside their homes, where we felt they could
talk more openly. Each interview took about 75 minutes. The survey was con-
ducted during June and July of 1974,

On a six-point scale, we asked the people what they thought were the
most important social issues. This was virtually the first question; they didn't

know yet what the interview was about. The choices were: corruption in
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government, crime in the streets, drug abuse, inflation, drunk driving, pollu-
tion of the environment, alcoholism, the energy crisis, unemployment, and
racial conflicts. Drunk driving was ranked as extremely or very important by
76% of the people. Corruption, crime, inflation, and drug abuse were above it.
One of our primary goals in the advertising is to make this problem a higher
priority, so we were quite pleased that drunk driving was fifth on the minds of
the people in this national sampling.

In 1970 Martin Marietta conducted a survey asking who was more respon-
sible for fatal crashes--problem drinkers or social drinkers. 1In 1970, 47%
said that it was problem drinkers. Our 1974 survey shows that 59% now believe
it is the problem drinker.

In terms of people's willingness to support law enforcement programs,
even if that means higher taxes, in 1970 only 58% expressed their willingness
to support such programs. In the recent survey 85% expressed their willingness,
despite the necessity of higher taxes. We read from this that people recognize
drunk driving as one of the important social issues.

But the main purpose of this research is to find out who is involved
in this area. We asked how frequently they come in contact with an alcohol-
related situation (hereafter referred to as ARS)--54% answered "once a month
or more often.'" This is the group we will concentrate on, because they are the
group in a position to take some action. Another 15% answered that they were in
an alcohol-related situation less than once a month. The ARS group tends to
be younger, male, better educated, white-collar workers. But these are slight
tendencies, not overwhelming tendencies. In terms of the households they come
from, 40% of the heads of the households had completed some college; 32% had
professional or managerial careers; 20% made over $20,000, and another 17%

made over $15,000.
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We felt that one of the interesting things to look at would be the
personality profiles of this ARS subset. The personality description was done
by Grey Advertising's psychologists, using information derived from lists of 22
self-administered personality inventory ratings. These had to do with friendli-
ness, affection, dominance, cautiousness, impulsivity, supportiveness of friends,
need for social recognition, helpfulness to others, etc. The kinds of state-
ments that were put forth included: "I believe that the society in which we
live is pretty good the way it is." Another was "I would make a lot of changes
in the laws of this country if I could.'" It was this type of question that tried
to get some fix on those kinds of personalities and life-style characteristics.
After rating them in terms of those issues, it was discovered that, compared to
the non-involved group, the ARS group is 23% higher in terms of dominance. They
are more likely to be more dominant, aggressive, friendly, and impulsive than the
non-ARS group. The non-ARS group is more likely to be cautious, more respectful
of law, in need of social recognition, and helpful. What this told us was that,
in aiming messages at the ARS group, we shouldn't make appeals to law and order,
because that already does not impress them. They are the types who make their
own decisions; they aren't really interested in helping people unless they are
close to them. So this was useful in terms of telling us what not to do. In
summary, then, as compared with other adults in the population, the involved indi-
vidual is more self-assured, less apt to depend on others for recognition and
approval, While he is friendly and sociable, he will not hesitate to get involved
and take action in relevant situations. His willingness to be supportive of
others is more limited to those close to him. He is not as concerned with being
helpful to those beyond his immediate circle. In terms of what ection he can be
expected to take, he will be guided by his own judgment. In the immeciate situa-

tion, he will not be strongly influenced by the law.
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We probed some attitudes on alcohol and discovered that, for example,
we would not get anywhere with a prohibitionist approach. The group is strongly
pro-alcohol., For example, in answering the question whether parents should dis-
courage their teens from drinking, 56% of the ARS-involved people agreed with
this. But when asked if teenage drinking should not be allowed in their homes,
29% of the ARS-involved group agreed with this, while 51% of the non-ARS group
agreed with it. On the question of whether or not TV over-emphasizes the
excessive usage of alcoholic beverages, 47% of the drinking group agreed with
this, but of the non-drinking group, only 42% agreed. That says to me that even
though people drink and are pro-alcohol, they are still concerned about how it
is treated in the mass media.

We tried to determine the personal drinking behavior of this involved
group., Dr. Blount's data from Florida indicated that there was somebody sober
in the car who could have been driving. This indicated that these ARS people
drink a lot, and it might be the case that the passengers are as drunk as any-
body else in the car. Therefore, asking somebody else to drive is just as
hazardous. But this is household interview data, not roadside data.

Only 8% of the ARS group drinks wine, but 58% drink beer. Also,

70% of them have three or more drinks in average social situations.
--Comment--There is conflicting research on the way in which these types of
questions are answered. About half of the research says they over-estimate;
about half the research says they underestimate. It also depends on the beverage
being consumed. They tend to overstate beer and understate wine and spirits.

So that would indicate that this is a conservative estimate.

Regarding the number of days they had been drinking in the past week,
60% drank at least two days, 19% drank five or more days. On any one of those
drinking days, 61% had at least three drinks, 34% had five or more. This is a

heavy-drinking group.
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Demographically, the ARS group tends to he slightly younger, with more
males than females. Psycho-graphically, they are independent, self-assured,
willing to help close friends but not others. They tend to have more positive
attitudes toward alcohol. They are more apt to be drinkers and to drink more
when they do drink. So, we want to move more into the area of recognition of
the potential DWI situation.

We wanted to find out the situation in which drinking occurs. One
of the most interesting things we found out was that the women drink almost always
with men and that 54% of the time men drink with women. So the "Painting Class"
spot that we presented depicts really only about 5% of the population (women
drinking with other women).

There is some evidence here that the woman problem drinker or alcoholic
often drinks alone, too., Notice that 57% of the ARS people drink in somebody's
home, 29% drink in bars or restaurants, 11% in some type of outside situation
(boat, etc.), and 3% drink in cars.

Seventy percent agreed that a person who is drunk cannot compensate
for it when he drives. Only 39% believed it is dangerous to drive a car after
only 1-2 drinks. So I think we will have a hard time convincing them otherwise,
since that is what their experience tells them. Regarding the statement, "Out
of every 10 accidents, five are caused by drinking drivers,'" 80% knew that,

70% knew that the only way to tell if a person is legally drunk is by a sample
of alcohol in the blood. 55% believed that problem drinkers cause more acci-
dents than social drinkers., 70% believed that a person can be drunk and not
stagger or slur his speech. 48% agreed that it is easy to tell when somebody
has had too much to drink. 39% agreed that it's easy to tell if a person is
drunk even if you don't know him well. So they cannot diagnose the ARS situa-

tion; they cannot tell when they need to act.
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--Comment--It could be a function of current advertising too. The fact that
we're trying to convince people that "drunk" is what you see, whereas "intoxi-
cated" is what's inside of you and you need a blood alcohol test to determine
that.
--Reaction--To the degree that this might reflect our advertising, we haven't
used a BAC theme, but we have done a lot of ads with the problem drinker theme,
and they seem to have picked up on that,

In terms of misconceptions the respondants may have, 8% believe that
mixing different drinks can increase the effect of alcohol. 70% believe that a
can of beer is less intoxicating than an average drink. They see beer as soda
nop.

The interviewer asked the question "What is your experience with the
actual need to take immediate countermeasures?" Only 43% perceived themselves
to have been in the situation. But, when they were, 74% of that group did take
some action, So they are willing to act; they're just not quite tuned-in to
perceiving the situation, Of that 43% who perceived themselves to be in the
situation, in 79% of the cases it was with a close friend or relative and in
41% of the occasions it was in a bar of public drinking place. Otherwise, the
situation took place in a friend's home (40%) or in their own home (19%). Actions
taken included: offer to drive the other person home, 56%; physically restrain
the person, 19%; try to disuade the person from driving, 18%. The reasons given
for having taken no action were these: 35% said they weren't sure what could be
done; 33% said that the person never listens to anyone; 28% weren't sure how that
person would react.

Only two out of ten of these involved people have recognized the poten-
tial DWI situation in the past year, in spite of frequent situations where a

potential DWI was involved. Those who did not take action failed to do so mainly

because they just didn't know what to do.
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In order to find out what they might be expected to do, we looked at
three aspects--the place, the relationship with the person, and the types of
countermeasures that might be taken. Of the countermeasures, 80% said they
would be most likely to offer a ride home; 65% said they would be willing to
invite a guest to stay overnight. (This applies to close friends or relatives,
no matter where they were drinking.) 38% said they would call a taxi; 32%
offered to drive home someone they had just met.

In terms of preparatory actions, to prevent this situation, 52% said
they would be willing to serve food at parties with the drinks to reduce the
effect of alcohol. That was clearly the strongest response. 36% said they
would treat the subject of alcohol seriously when talking about it, especially
when others were making light of it. 33% said they would exclude a heavy drinker
from parties. 17% would plan for alternate transportation or provide overnight
accommodations. 9% would make use of party favors which urge responsible drinking,
or distritute a test device that would indicate when it was dangerous to drive.
To sum up, 80% will offer a ride home; 65% will invite a friend to stay over;

36% will take the keys away from a close friend or relative; 25% will physically
restrain a close friend or relative; virtually no one would call a cop.

We asked their opinion of the likelihood that the problem drinker/
teenager/social drinker will have an accident resulting in death or serious
injury. Clearly, they see the problem drinker as the one who will get in trouble.
26% of those interviewed said they know a problem drinker. Next we asked if they
would take more action if the potential drunk driver were characterized as a
problem drinker. 22% said they would be less likely to act. 16% said they would
likely use various suggested countermeasures, (By the way, our definition of
problem drinker was a person whose drinking interferes with business, social,

or family 'ife.)
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--Comment--This seems to be telling us two things. They don't really seem to
be recognizing a person as being intoxicated until he falls over; then they will
do something about it. And they don't recognize a problem drinker as a problem
drinker until he falls down. And when they do recognize him, they see him as
a far-gone alcoholic and it scares them.
--Comment -=Regarding the 21% who said that ''When other measures fail, they will
call the police to prevent their driving," I can't believe that. It seems that,
regardless of how you conducted this survey, it may be rather biased. It's
difficult to believe that that many people would call the police to stop a friend
from driving.
--Reaction--That's true, to the extent that there is a dichotomy in what was
said earlier, that only 2% or so would call a cop. But maybe they're saying
that for a problem drinker, 21% will call a cop when other measures have failed.
This is a completely different question then--it's a completely hypothetical
situation. They aren't saying they would call a cop--just that they would be
more likely to do it if they perceived a problem drinker in that situation.
There was some very interesting segmentation done with various groups
in terms of their willingness to take action. We found that the target for our
communications is not all adults, but those who are frequently in alcohol-
related situations. The focus on the problem drinker tends to limit the poten-
tial for personal countermeasure action, because only half of the group know a
problem drinker and because the problems of problem drinkers seem to be much
more deep-seated, People feel that if these people need treatment, it isn't
their problem. Certainly nothing can be done in a social situation.
The key countermeasures seem to be immediate action, such as offering
to drive or offering a place to stay overnight, not pre-planned measures.
These latter had some potential, but more so for a close friend or relative,

not for acquaintances. The target for our program could be further refined by
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understanding the types of action that certain groups are willing to take, so
that we should not target our countermeasure communications to all adults.

There are four groups within the ARS segment, classified by their
psychological patterns. The jargest one (Group A) makes up about 43% of this
ARS population. They tend to be a passive group. The countermeasures they are
likely to take are the ones I have mentioned. They are not going to grab a
person's keys or restrain a person. They are going to respond in a way that is
socially acceptable. The next largest segment (Group B), 27%, is the bowling
alley crowd--younger, more males, more group consciousness. They are the ones
who will grab the keys or physically restrain somebody. They are not likely to
do any kind of pre-planning. These seem to be the two primary groups. Group A
are what we call the passive drivers and Group B are what we call the agressive
restrainers. Group C are the cautious pre-planners (basically unwilling to
take any immediate action). Finally Group D are the legal enforcers., They have
a high willingness to take most action and are so tuned in to the problem that
they will probably pick up on the message concerning identification of these
individuals even if the message is not specifically targeted at them.

So, all of our evidence shows that these people are basically willing
to take some form of action. They don't know how to recognize the point at which
a person is so impaired that action should be taken. They underestimate the
intoxicating effects of beer and wine. They think black coffee and showers are
sobering countermeasures. Thus, the prime objective of communication should be
to show people how to recognize the situation in which to act. However, the
actions they are willing to take are limited. People should be persuaded to

take actions that have the highest potential (offer to drive, invite to stay

over, call a taxi).
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--Comment--At whom are you aiming these advertising campaigns? What level of
the population are you trying to get at? It seems to me that they reflect a
particular class. There might be a real discrepancy in how the messages are
perceived by people in other classes. When we talk about learning new responses
to the situation, we are talking about behavioral changes and cognitive
learning. This is an emotional kind of learning--increasing one's cognitive
awareness of what alternatives there are. This doesn't say how the person will
react when he is actually in that social situation. It's great that they know
those alternatives, but when they are in that situation, when a teenager is

out there drinking, even if he does have a friend, is he really going to act
that way? But I really would like to see those campaigns directed at other
cultures and also at other emotional levels.

--Reaction--I completely agree with your first point. We are aiming our general
messages at the highest pay-off audience. But we agree that there is a need

for some segmentation and we are developing campaigns aimed at policemen, judges,
attorneys, Blacks, Spanish people, and youth. On the second point, I also

agree that it is very difficult to make behavioral changes. Yet I think that

some of the information obtained in this study does show that there have been

some behavioral changes that are caused by us or by other similar influences.




DISTILLED SPIRITS COUNCIL OF THE UNITED STATES, INC.

--Arnold Smith

The purpose of liquor industry advertising is different from what

others here are doing. We have to assert a public position on alcohol. People

ask us very difficult questions regarding this position; these ads serve to

answer some of those questions. Another part of these ads, of late, is the use

of factual tips for drinkers--like, "Drive somebody home" and "Don't force

somebody to drink." People can go to a party, not drink, and still have a

great time; if they don't want to drink, you shouldn't force them to--it's

their privilege. Also, these ads present to the public our concern with what

is a very real problem--the dangerous minority of people who abuse alcohol.

The ads are designed to provide a sober approach to an emotional problem. The

whole area is so emotional that it is very hard to present a careful, reasoned,

realistic approach to it. Another part of the advertising is to try to get

other people to talk about the problem; there are a lot of people who don't

It's all right to offer
someone a drink.
It's all wrong to insist.

It's a friendly soctal custom to offer guests a drink But
there's a difference between hospitality and pressuring

It’s a fact that most adults do drink today Sensibly
and moderately

But you should feel perfectly comfortable about saying
“No, thanks " We, the makers and sellers of distilled
spints, respect your wish not to drink Or not to drink
beyond a certain point

Just as you respect the right of others to drink

If you choose to drink, drink responsibly.

DISTILLED SPIRITS COUNCIL OF THE UNITED STATES
1300 Pennsylvania Building Washington D € 20004

There's another limit
you Id now: Yr own.

Everybody knows that 1t’s best not to drink before
driving But everybody also knows that most people drink,
and some occasionally drive afterwards

So. many safety officials now say “If you do drink before
driving, know your own limit as well as the speed limit ™

Records show that the biggest problem on the highway
1s not the moderate social drinker, but the problem
drinker Because most of us, fortunately, stay
withm our limits

But1f you can think of anyone who could use a httle
guidance, send for our booklet, “Know Your Limits” It
includes the latest information on this subject and 1t’s free
for the wnting

If you choose to drink, drink responsibty.

DISTILLED SPIRITS COUNCIL OF THE UNITED STATES
1300 Pennsy lvama Building, Washington, D 7 20004
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want to believe that it exists. At least if we can get people talking, that's
the right direction. They may then get involved in community programs and try
to do something.
--Comment--There has been a push, in various stages of the ASAPs, to respond to
people through alcoholic beverage outlets. One of the ASAPs printed some
materials on brown bags. I am curious about what the reaction of the industry
would be to a small flyer going with a bottle when it is sold. It's my opinion
that if a flyer of that type went along with the high-class alcoholic beverages,
it might be read and paid attention to.
--Reaction--The problem with that is that it is up to the individual manufac-
turers to include such a flyer with their product. The producers only deal with
the beverage itself, not with its packaging. But there are an increasing number
of flyers being distributed around the country--many through beverage outlets.
--Question--But would DISCUS recommend to the manufacturers that this
information be passed along to the distributors?
--Answer--A similar program, which we endorse, is being developed
in New York State right now. But something along that line, on a
national scale, might be a possibility.
--Comment--First of all I would question whether putting such flyers with
'""high class'" alcohol is the way to go, because I wonder if the people who get
into trouble would be drinking that kind of liquor. Another point is that, in
studies of young drivers done in Canada by Schmidt and others, it seems to be
consumption on the premises (in bars, restaurants, etc.) that has increased.
I suspect that that is true in Michigan also,
--Reaction--As I said before, DISCUS is testing a program of this type in New
York in cooperation with wholesalers, directed at legal-age young drinkers.
We're putting a very attractive display right next to the cash register in

package liquor stores.
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--Question--Can you speak briefly about how the local representatives
of your industry use materials produced at the national level? Is
there resistance? Are they supportive?

--Answer--We are constantly amazed at the amount of support by both

regional and local people in specific programs. Specifically, we have

been doing a lot of work with the Vermont ASAP, and we try to cooperate
with the other programs as well.
--Comment--I attended a meeting of the Michigan Licensed Beverage Association
and I came away from it dismayed that at the local level there is not the same
sense of responsibility displayed that is detected here.
--Reaction--It varies from state to state and community to community. You
find, for example, that the Wisconsin Tavern League could not be more supportive
of alcohol/putlic information campaigns, yet other states feel that selling
liquor is their business, not selling alcohol responsibility campaigns. It
depends on the leadership of local organizations.

We have limited our national advertising to only a few magazines but,
provided we can get the money, we are looking into expanding this. One specific
group that we are trying to reach is young adults, which we define as 18-20
(rather than 18-24). How can we reach them?

--Comment--You have a real problem, since you can't use broadcast redia.
--Reaction--That is a problem, but that is a voluntary practice. Licensed
beverages pulled out of national television in 1936.

--Question--What is your message for these young adults?

--Answer--It is basically a variation of the same theme we've been

using, "If you choose to drink, be careful."

--Comment--T seriously doubt that you can reach the young population through
the mass media and be effective. I don't think that particular campaign is

going to work, nor do I think any cautionary message is going to work. I



Maybe you never spoke
to him about drinking.
But 've I himlenty.
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On the subject of drinking, 1t’s not only what you say,
1t's how you act

In the family and community where solid values and
moderation are a way of life, youngsters develop a sense
of responsibility towards liquor—and hiving

If some day they decide to use hquor, chances are they’ll
use common sense with 1t They won’t try to twist the
arms of friends who choose not to drink And if any friend
constantly drinks too much, they'll figure 1t’'s a sign of
sickness, not machismo

For young and old, the same basic principle applies

If you choose to drink, drink responsibly. a

T
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effect.
media with a basically cautionary messa
We're running the risk of encouraging
rather than discouraging drinking.
--Comment--One DISCUS ad reads 'You're
old enough to drink but are you mature
in that mar-

enough?" That 1is right

ket. but if the

I somewhat agree,
consumption-on-premises idea is real,
it's not the media that will get them,
it's the bars. Since the lowered legal
drinking age in Michigan, the atmos-
phere in bars has changed--there are
many more young high school students

there.

just heard.

"Those are going to sell wine."

of my original reactions.

the folk/rock singing group.

drug-abuse education.
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1so think that there are some big
roblems with the youth radio spots we've
When I heard them, I thought

Then I

tried to figure out why that was one

One of the

actors is that they sound like wine

advertising heard on radio--the ones with

I recalled

some research that I did for HEW on

We found there is
very real possibility that young people

eact to ads by further experimentation,

that advertising can have a negative

I think that whenever we try to reach young people through the mass

ge, we're taking some very big risks.

You're old enough to drink.
But are you mature enough?

Thelegal voting age has been lowered recently

So has the legal diinking age in many areas

Both tiends show growing confidence in the maturity of
our young citizens

But with every privilege comes a1esponsibility

Young men and women who choose to exercise the
puvilege of social diinking, should leain to exercise a sense
of tesponsibility Ahoveall, they should not pressure
fuiends who choose not to duink

This new generation 1s the best-informed, best-educated
m our history We hope 1t will dink 1esponsibly The vast
majonty of older Americansdo

If you choose to drink, drink responsibly.

LICENSED BEVERAGE INDUSTRIES
Division of Distilled Spirits Council of the United States, Inc
485 Lexington Avenue, New York, N 'Y 10017
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--Reaction--I agree with you that this may not be the way to approach them,
but then how is it done? I can see that it will take a lot of study.
--Comment~-The emphasis in many of the ASAPs and DISCUS in "Know your limits"
campaigns is the implication that there are certain standards for behavior and
life-style. My feeling is that this is a better way to go than the BAC con-
cept of limiting the number of drinks per hour. It has to do with this issue
of how to reach young people. Maybe this is the way for us to go. I don't
see these messages as cautionary. It has to do with looking good to other
people. It's easier to sell "looking good" than caution. The difficult
thing is to convince young people that ''looking good" means not having five
drinks and then trying to drive. Yet this has to be done in a way that doesn't
sound preachy.

The other major group DISCUS is aiming at is women. This is difficult,
too, since they have so many different roles and voices. It used to be that

they could be reached by Red Book or Collier's, but that's changes now.

--Comment--An idea used in our area was getting high school juniors and seniors
together and asking them how they reacted to a particular theme or message.

One approach that seemed to appeal to them was the theme '"Mom and Dad hiow

it every day; don't you, too."

The new DISCUS theme says that you should not only be responsible to
yourself, but in what you do to other people as well. The two are interwoven,
in my opinion. One of our former ads was titled "The hostess who pours the
mostest is a poor hostess." We're trying to convince people that they have
a responsibility as a host or hostess just as a bartender has a legal responsi-
bility to stop serving drinks to an intoxicated person.

Another problem that we are having is that there are so many "inflated"
statistics now about drinking and driving and abusive drinking. Before long,

all of us are going to be facing the problem of public credibility. People are
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not going to know which voice to listen to. I'm not saying we should all band
together and accept the same statistics. I'm just suggesting that it might
become a problem.
--Comment--During the age-of-majority study, we collected crash data from seven
states. Every state measured alcohol/crash involvement differently.
--Comment--There is also the problem of various definitions of a problem
drinker. He might be considered one in the U.S., but not in Canada.
--Reaction--That's true, but I don't think there is a solution to that, not
on an international scale. The cultural biases are too different.
--Question--Are you suggesting that the public is either being con-
fused or misled about the extent of alcohol abuse?
--Answer--Perhaps confused, but not deliberately misled. The problem
is very simple--everybody believes in his own system of measuring.
Until there are standards, everybody is going to come up with a
different answer to the same question,
--Comment--I think that if we had a universal standard, it would not help
much insofar as changing public response.
--Reaction--Perhaps that's right. It's the old question of "What is a drunk?"
I'm sure that if I asked each one of you separately, you would each have a
different answer, But how does the public know which one of those answers
is the right one?
--Question--Do you think it's important that they know?
--Answer--1 think it's important that there is a generally accepted
standard, not just for '"drunk,'" but for anything.
--Comment-~Here is an example. There is a real problem with NIAAA and NHTSA
campaigns which has just been discovered by recent research., NIAAA is trying
to get alcoholism to be seen as a disease, and that's acceptable. NHTSA, on

the other hand, is trying to tell people about problem drinking. But we find
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out that the term '"problem drinkers" is
counter-productive to social control
mechanisms. So NIAAA is teaching
people that alcoholics are sick
people, while at the same time they've
got a campaign on how to recognize
alcohol abuse., These kinds of prior-

ities, emphases, and labels are not

giving people a kind of social expec-

tation of what to do for alcohol abuse or

the disease of alcoholism. One campaign
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is saying that for alcohol ahuse you do one thing; another is saying for

alcoholism you do another thing; an a third campaign is saying for drinking

drivers you do a third thing.

other, you don't get a complete, organized picture.

So if one voice is yelling louder than the

--Comment--I don't see any conflict between the NHTSA and NIAAA campaigns.

Most of NIAAA's materials are not offering suggestions,

counter-productive at all.
--Comment--It's not so much counter-
productive or conflicting as it is a
different emphasis and priority. I'm
concerned about they're not being
organized. When they hit hard on
treating alcoholism as a disease,

they may convince some that that is the
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--Question--Maybe we've over-sold alcoholism as a disease. People

say they don't know any sick, diseased people, yet they may very

well know a problem drinker and not recognize it. How do you tell

your buddy he's a drunk?

--Answer--The first thing you do is to make the word socially

acceptable. You call him a "problem drinker" instead of a "drunk."
--Comment--There really is a problem using labels. I can appreciate why NIAAA
was so upset with NHTSA's first campaign, which was '"Get the problem drinker
off the road." They had spent years trying to convince the public that the
problem drinker has to be helped and brought back into society.
--Comment--So if they look at NIAAA's ads and NHTSA's ads--and know both
organizations are part of the government--they wonder what is going on--how
two governmental organizations can have different messages. Yet that's sub-
stantially what they've suspected all along--that branches of government never

talk with one another.



MINISTRY OF TRANSPORTATION AND COMMUNICATIONS

--Terry Smutylo, Bess Wares, and Frank Hammond

In the last two weeks of 1973, the Ontario Ministry of Transportation
and Communications became involved in a drinking/driving campaign., The idea
was to involve people at the community level in alcohol countermeasures pro-
grams. It was a pilot project to develop a set of techniques for mobilizing
the community to encourage this type of campaign throughout the province.

Quite late in the planning stages, it was decided to evaluate the campaign.

A research design was imposed on the original idea. That was quite a revolu-
tionary move for Ontario. The campaign was carried out in nine campaign cities
which were matched with nine other control cities. The two groups were matched
for total population, were geographically interspersed, and did not overlap

as far as radio broadcast areas were concerned, The rate of alcohol involve-
ment in crashes was also matched. We tried to control for typical types of
interferences (e.g., snow storms, historical events) by mixing the cities.

We had independent random samples both before and after the campaign, using
exactly the same evaluation tool in an attempt to account for instrumentation
variations. In the pre- and post-campaign tests, we asked some demographic
questions so that we could test for comparisons based on age, sex, occupation,
etc.

As I have said, the idea was to involve the community as much as
possible. The Ministry has a group of Public Safety Consultants (PSCs) skilled
in public relations work, public speaking, dealing with local law officials,
diplomatic maneuvering, etc. They also have experience in interpreting statis-
tical information for the local media. They acted as liaisons between the

Ministry and the campaign cities.

-31-
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The idea was that the Ministry would supply basic campaign materials
and contribute toward the purchase of media time. We used billboards, radio,
newspapers, and handouts of various kinds. The Ministry designed and produced
the materials. Some of them were late; that was one of the main complaints
of those who were actually on the firing line. The materials were fairly
general and aimed at providing information and promoting alternative behavior,

The PSCs encouraged local involvement in this program--development
of local materials, exploiting local talent and ideas. This was done to com-
pensate for the problem that was raised this morning--that if there is a
local person who will be recognized by the public or if there is a local setting
or problem regarding alcohol and highway safety, that should be used in local
materials. Another idea was to generate local newsworthy events revolving
around the idea of alcohol countermeasures. In one town, a drink-in was held
where a breathalyzer was present. It was broadcast live. In another town, a
local cartoonist developed some materials.

The evaluation component was a telephone survey conducted prior to
and immediately after the campaign. The survey was contracted to a company
working in that field. The instrument itself was designed by MTC in cooperation
with the Addiction Research Foundation of Ontario.

Briefly, this is what the campaign involved. The PSCs went into the
cities and tried to identify local active citizens and then tried to snow-ball
the involvement. Gradually a committee was formed and a kick-off dinner was
held to raise funds for the campaign and to raise the consciousness of the
committee members. Then the committee was left on its own and it met the press,
describing the campaign. They also got involved in panel shows. The PSCs then
provided only technical advice and assistance, money and materials. They also

guided the activities to fall within the basic research design.



One of the problems with the
materials was that we had two spon-
sering organizations--MTC and the
Addiction Research Foundation--
meaning that the ad agency had two
clients to satisfy. The Addiction
people had a different aim than we had
Our objective was to provide people
with information so that they know
when they've had too much to drink to
drive safely.

The ARF people also wer

talking moderation, but we had to be
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AHOLTIT DARTY
SURVIVAL GUIDE.

It's that time of year again

And unless you're one of the few who
always practices moderation, you're probably
going to eat too much, spend too much, drink
too much and sleep too little

You'll probably survive though, because
most of the time the pain is pretty minor
compared to the pleasure

Most of the time:

There are 26,830 people in Ontario who
had car accidents after they'd been dnnking last
year They'll tell you different

Half of all drivers killed last year had
alcohol intheir blood They won't telf you anything
atall

So how do you survive the holiday party
season this year?

You play it smart, think ahead, plan not
todnve If you're going to drink

Leave your car at home the day of the
office party Take a bus to work and a bus home
Or ask someone who's sure to stay sober if he'll
give you a lift

Even if you take cabs to and from
every party you go to, It'll cost you less than
acrumpled fender

And 'l certainly be less of a hassle than
getting stopped by the police, losing your
license, paying a heavy fine or spending time
injail

Make arrangements with your wife, or
your husband, your date or a fnend The one who
dnves stays sober It's like the buddy system out
of the pool and it's just as necessary

!

Learn how long It takes alcohol to leave your
system

Here's a rough rule-of-thumb guide

For every drink you consume, you should
wait at least 1 hour

And your body can only handle one
drirk at a time

Let's assume you have a drink at 8 00,
another at 8 30 and a third at 8 45

The first drink will leave your system at
9 00 and your body won't start to work on the
second dnnk until then So drink number 2

will be gone by 10 00 and drink number 3
by 11030

Four drinks means a 4 hour wait

I you have 5 you might as well sleep
over tecause you'll need 5 hours to work it off

If the social pressure 1s too much, tell
people you're onadiet The truth is that there are
as many calories In 2 drinks as In 1 piece of pie
and everybody understands a dieter

Make the whole thing into a holiday
survival game When you drink, leave the car
athome and win

The Ontano Ministry of Transportation and Communications
and the Addiction Research Foundation wish vou a happyv. safe holidav

very careful how we worded the ads, because we didn't want to give the impression

that it was all right to drive after two drinks.

The emphasis was on the

positive approach to avoiding the drunk driving problem through moderation of

drinking prior to driving and through use of alternative transportation.

The

end result was that when the PSCs got out in the field, because the advertising

was help up, the materials for their campaigns were not available when they

were needed.

HOW.r.YOU

gong toget home safely

--Question--Are you
required to produce your
materials in-house, or do
you use a commercial

printer?

from Holiday Partes?

WALK ifits
not too far

Statistics show that approxmately 50: of Ontaro
driver fatalities mvolve some quantity of alcohol'

PLAN AHEAD
soYOU won't have
to drive home!

- 6%:
fi\' =2

8 Y
\.L/\./ «)

Have someone in your
oup agree to stay

o
BETEE
Ve ¥

--Answer--We use a

Arrange to have your

Plan to stay
OVERNIGHT

TEENAGER come
and drive you home

S

Use aCAB

Take the BUS

commercial printer. However,

(P) wmisrav o manssomTaTION avD commmesrion

we do have some facilities for printing in-house. For instance a calendar which
was produced for staff use was reproduced for the general public as a place mat

without the calendar, but using the same graphics.
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W‘GAM’ The actual campaign material provided

information. One poster was displayed in

stores in prominent places where people
would come in and spin the dial. Our news-
paper ads had too much copy. We had a
major hassle regarding how far the govern-
ment could go on a "rule of thumb" for

drinking and driving. All we needed was

The Ontano Ministry of Transportation and Communications for one person to have an acc ident after two

and the Addiction Research Foundation wish you a happy, safe holiday
drinks and after having read this--thinking

he should have been all right.
--Question--What was the "rule of thumb" you used?
--Answer--We provided a lot of copy to describe that rule--including
that it takes the body about an hour to absorb one drink. So the
rule was one drink per hour. We were trying to provide guidelines
for when you should and shouldn't drive,
--Comment--But that's only true when a person weighs over 200 pounds. With a
100-pound person, it takes two hours to get rid of the alcohol.
--Reaction--This was done on the basis of Addiction Research Foundation studies.
--Question--What was the time period for the campaign?
--Answer--The campaign ran from 10 December through 31 December 1973,
We also used billboards which tied in with the radio announcements.
You can see that we went off on different tangents. This was a problem--we

didn't have a

e salalalala..dala la... CRASH

message for

the campaign.

When you drink, leave the carathome.
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--Question--How long did it take from the time you sent the PSCs

into the commmity wntil the campaign bepan?

--Answer--They were there a couple of weeks before the campaign

began. But those people knew their respective areas well.

--Question--I can see getting the media involved in that short a

time period, but not arranging the events.

--Answer--All during the year we had had road safety workshops in

the province and we had had various activities at the community

level and had sponsored local safety councils. These local safety

councils, in many cases, formed a basis for programs during this

campaign. The PSCs also monitored all the driver education programs
and knew all the related school activities.

A major problem was that we tried to do too much in too little time.
Basically, we did very well under these circumstances. We bought our radio and
newspaper space using funds from ARF and MTC. The local campaign was somewhat
different. In one case, bus and cab transportation was provided free on Christ-
mas eve and New Year's eve. So this type of activity was fostered, too. We
did run into a money hassle, in that some of our men were put into the position
of having to raise funds--which a government employee should never have to do.
The community groups were supposed to be raising it, but, on occasion, the
leader didn't know how to go about it so he had to be pushed by the governmental
liaison who ended up doing a lot of the fund raising. This might not have
happened had we begun earlier.

We are just to the stage now where we are sending out a short press
release to people in the communities who were involved, thanking them for their
help, and including copies of the full report which has just become available.
We did this to try to give them some kind of encouragement to continue the

program. We tried to word the news release carefully, saying "It is our
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opinion that the results of the 1973 pilot project are encouraging...."

A few months after the campaign we had a meeting with several people
who weve involved in the campaign, including the PSCs, It was a very productive
session both in terms of us learning how they approached the communities, and
what they actually did in the communities. This wasn't part of the actual
design, but we felt it would be helpful. I highly recommend this practice;
it doesn't happen often enough--getting the office staff together with the
"front-line" people.

--Question--Did you get any feedback as to how important the fact

that the campaign was to be evaluated was as a motivating factor for

people to become involved?

--Answer--We played that down because we were comparing two groups

of cities. It wasn't part of the publicity of the campaign. Those

who were working directly with the communities and on the program

were aware of the evaluation, but it didn't play a role in their
activities.

The telephone questionnaire took about 15 minutes. The peonle who
were to be sampled were sent a letter saying that they were a part of a random
sample and that they were chosen from a driver file and might be called to
answer some questions. The response rate was around 95%. The people were
asked which medium they noticed contained information on the campaign. In the
list of radio, newspapers, billboards, posters, or handouts, radio was the high-
est--24% of the people in the campaign cities recalled hearing radio spots,

16% saw newspaper ads. Another item we used to see if people were aware of the
campaign or not was to ask if they had heard the "Fa la la la la la la la...
crash" slogan. Before the campaign 5% said they had heard it (which is ex-

plained by its inherent familiarity); after the campaign, 42% said they had

heard it. In the control cities, 6% said they had heard it before the campaign,
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7% said they'd heard it afterwards. We asked if in the past month they had
talked with someone about drinking and driving. In the campaign cities 42%
before the campaign talked with someone about this, 57% did after the campaign.
In the control cities, 43% talked about it before the campaign and 50% talked
about it afterwards. In the control cities this could be accounted for because
during the Christmas season there might be an independent or local drunk
driving campaign which we could not prohibit. We asked what the maximum

legal BAC limit is. In the control cities, 33% knew it was .08% before the
campaign. There was no change after the campaign. In the campaign cities,

it went up 10%, from 34% to 44%. We asked if in the past month they had not
driven home because they thought they had drunk too much. The increases,
though small, are statistically significant. In the campaign cities it went
from 4% to 8%. In the control cities the increase was only 1%. We also asked
if in the nast month, before going to a party, celebration, or bar, they had

decided not to take their car so they would not have to drive home. 1In the

campaign cities, hefore the campaign, the response was 15%, after the campaign,
24%. In the control cities 16% before and 23% afterwards. We couldn't account

for the control cities' change.

We would now like to do the same type of program, but zero in on
specific communities. For example, we have very serious drinking/driving
problems in our northern cities. There are large work forces of young dock
workers and ship builders. But we know of no good way of reaching them.

--Question--Don't you have a government TV network?

--Answer--Yes, but it has no relation to us. Even though it is a

government TV network, it functions the same as a private network.

Yet, they are very cooperative. If you put together a good TV spe-

cial or even a good promo, they will advertise it and run it as a

public service.



-38-

--Comment--Did you have access to the driving records of the sample popula-
tion? It sounded as if you might have. Is it possible to look at the response
to the campaign based on, let's say, the population of crashees versus non-
crashees? 1In other words, did the bad drivers respond differently from the
good drivers? It often happens that the countermeasures are effective with
those who need them least.

--Reaction--One of the problems, of course, is defining bad drivers. First of

all, let me say that we are going to do a study based on driver record informa-

tion--it's something we've been wanting to do for a long time. But the problem
of deciding who is a good or bad driver is difficult; if you look at collision
statistics, it's one group; if you look at police records, it's another.

So with a project of this size, it would be impossible to do what you suggest.
--Question--Do you suspect that police activity was augmented because
of the campaign in the control cities?

--Answer--We phoned every provincial police detachment in the campaign

and control communities. We found that there was no way of explaining

the number of charges of drunk driving that they had made. It proved
to be an awkward situation in some cases when approaching local

police depart=ments on the question of its drunk driving arrests.

As a result of the fact that radio was found to be a prime mover of
information in this campaign, this year we will be concentrating on electronic
media over print and radio over television in terms of the money we will spend.
The approach we are taking this year is to make people not think about acci-
dents, but to help them think about what follows the accident especially when
alcohol is involved. We are using the '"How would you like..." approach. For
instance "How would you like a big jump in your insurance rates this year?

It's easy to do, get a drunk driving conviction" or "How would you like a

Christmas present of 30 days in jail?"
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Radio Script--30 seconds

How would you like a big increase in your insurance rates for the
New Year? 1It's easy to arrange--just get yourself in an accident
while impaired and your insurance company will look after the
details., If you're going to drink--don't drive. Do you think
we're kidding? We never kid about safety at the Ministry of
Transportation and Communications.

Radio Script--30 seconds

How would you like to give your lawyer a holiday bonus this year?
Defending your right to drive after a drunk-driving charge could
cost you a bundle. If you're going to drink--don't drive. Do you
think we're kidding? We never kid about safety at the Ministry of
Transportation and Communications.
--Question--Are vou going to include any behavioral alternatives?
--Answer--No. We'll just conclude with '"Do you think we're kidding;
we never kid about safety." We have no idea what the reaction will be
at this point. Perhaps next year at this time we'll be able to give
you the results,
--Comment--As I recall, that's fairly traditional with Canadian material,
There is one print ad showing a man in a jail cell with a wreath on the door
and with a theme of threat of social or official reaction. The caption is
something like '"How would vou like to be there on Christmas eve?"
--Reaction--But that hasn't been used for a long time. We were just trying
to get across to people the concequences of drunk driving and the new law.
We haven't used that for two years.
--Comment--Your reaction seems to me that perhaps there is a certain Canadian
sense of humor used that is lost on Americans.
--Reaction--Perhaps that's true. And I think that there is also more of an
ctfort by federal, corporate, and voluntary agencics here to get away from the
threat arousal and to specify behavioral alternatives.,
--Comment--Theirs is a sort of hard sell--telling what is going to happen to
them, whereas the US's is a soft sell--giving behavioral alternatives.

--Comment--But this seems to be the classic fear-arousal message that the



-40-

National Safety Council was using years ago in its "Scream Bloody Murder"
campaign. It turned most people off.

--Reaction--We will try to provide some suggestions, such as "If you're going
to a Christmas party, arrange to go by bus, cab, or put four snow shoes in
your car." This is more in keeping with the concept that's becoming more
contemporary. We've found that people have been switching off when it comes
to safety messages, but we're going to try to attract their attention with

these ads, then conclude with something useful.

Radio Script--30 seconds

How would you like turkey through a tube on the 25th? Hospital
nurses throughout the province will be feeding through a needle
in the arm many a party-goer who tried to drive home. If you're
going to a party, arrange to go by bus, cab or foot, or even snow
shoes if you've got them. Do you think we're kidding? We never
kid about safety at the Ministry of Transportation and Communi-
cations.



MICHIGAN COUNCIL ON ALCOHOL PROBLEMS
--Allen Rice
I served on Gov. Milliken's Task Force on the Drinking Driver
Problem here in Michigan. This, in combination with the drinking driver
awareness program of HSRI in 1969, helped MICAP to develop more awareness of
the drunk driver problem. In a meeting of the State Safety Commission last year,
someone brought a pin, similar to the one we subsequently produced, that said
"I am the driver." We took that back to our office
and kicked around the idea of developing our own
campaign based on this theme. We decided to make
the pin in the form of a steering wheel. We
were trying to be positive and effective on a

basis that would be helpful in an area where we

felt there were a lot of problems, namely the high
school driver. We wanted to supplement the already available state materials.
We developed material that would be like a traffic signal--three
colors, red, yellow, and green., The questionnaire was on a yellow sheet, the
answers on a red sheet, and a green pamphlet was produced to give responsible
alternatives to avoid the drinking driving dilemma. We especially tried to
overcome what we felt were shortcomings of previous campaigns. For instance,
in previous years there had been the slogan "If you drink, don't drive; if
you drive, don't drink." While there's no doubt about the widsom of that
slogan, most drivers merely ignored it. That was followed by the "Know your
limits" campaigns including measuring devices, charts, and various materials
distributed to tell people they could still drink and stay under the legal
limit for intoxication. The idea was that, in practice, many people found they

had problems with their driving before they reached the legal 1imit for DUIL.
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And after a few drinks, it became very difficult to read all that fine print
on the charts. Then there was that scary slogan, "Drunk drivers go to jail."
According to law it's true, but it was soon learned that people who could
afford a good lawyer didn't go to jail. And scare tactics never seemed to
encourage responsible behavior.

The "I am the driver" program is offered not as a cure-all, but in-
stead as a low-pressure approach designed to give responsible alternatives to
avoid the embarrassment and possible tragedy which could result from drinking
and driving, We produced these materials, persuading the Office of Highway
Safety Planning in Lansing to underwrite the basic printing costs. The four
responsible alternatives we suggested were: (1) abstain for the occasion; (2)
plan ahead--nominate a non-drinking friend to be the chauffeur for the evening;
(3) if you want to be a sober driver but can't resist the persuasion of host
or hostess, surrender the badge to a non-drinking friend and let him drive
you home; and (4) wait until the effects of drinking have worn off (one hour
per average drink).

The questionnaire was designed with the aid of the Office of Highway
Safety Planning. The answer sheet was designed so as not to give the answer
right away. You had to read through the entire paragraph to find it.

We sent a package of these materials to each high school in Michigan,

including one set for each

graduating senior, or 139,500

“Let's see, wait at least one hour for
each drink consumed before driving
Good grief, he'll be here till next

Tuesday!”

sets to 761 high schools. A

few badges were also sent for
[ the senior class officers and
[7 instructors. We did this to give

one last pitch to the seniors

4 Play the waiting game

Of course the effects of alcohol will wear off, but how long will it take? Forget all those s Sed
magic formulas for sobering up It all takes time If you plan to wait it out, the safest rule to make respons ibl € dec isions
1s to wait at least one hour per average drink before driving



with regard to drinking and driving.

driver education classes in their sophomore or junior years.
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Most seniors had already been through

These materials

were designed to take some of their basic knowledge regarding alcohol and

highway safety and suggest responsible alternatives to the drinking driving

dilemma.

Before sending the materials, we sent a letter to each principal,

asking if they were interested in receiving them.
went to those schools renuesting them.

the items in large quantities, we sent sets to every school.

The first batch of materials

Then, as we were later able to produce

We found that

52% of the material was used in the senior classes; 25% was used in connection

with driver education classes; 19% was used with social studies classes; 4%

was used in other classes.

An evaluation form was provided to be sent back to

us. The key to its success based on this evaluation was that it provided a

unique tool for class discussion.
discussion of the materials.

corrent; 60% had 8-11 correct.

was most provocative, most discussion

was around the question "An everage
drink of which of the following
beverages has the highest alcohol
content?" “enerally they were not
aware that drinks are of similar
alcohol content. The next most dis-
cussed question concerned whether
you can detect alcohol on a person's
breath. There was also much dis-

cussion regarding methods of

sobering up after drinking.

HOW DO YOU RATE?

Before you get behind the wheel of acar,
here are 15 basic questions you should be
able to answer about alcohol and traffic
safety

Check your score to see how you rate as
a driver

1 Which of the following would be properly
classed as a drug?
O a Heroin
O b Alcohol

T ¢ Manjuana
O d Methadone

)

Its mixing your drinks that gets you drunk
O a True C b False

w

Can you diagnose drunkenness by physical
examination?
Oa Yes Ob No

IS

Which of the following helps ane to sober up
after overimbibing?

O a Black coffee 0 d Allof the above
O b Cold shower O e None of the

O ¢ Exercise above

o

Can you detect aicohol on a person s breath?
O a Yes Ob No

>

It1s possible to drive safely after more than 5
drinks
O a True C b False

In nearly 90% of the schools there was
27% of the students got 12 of the 15 questions

In response to our question regarding which item

7 Which of the following factors may help to de-
termine how fastalcohol builds up in the blood?
O a Amount of alcohol consumed—

number and strength of drinks

Time elapsed since drinking began

Ob

O ¢ Body weight

O d Quantity and kind of food in the stomach
Oe Age Of Sex

o

Nearly all of those arrested for drunk driving
are careless social drinkers
Oa True O b False

©

Does the eating of onions or garlic interfere with
the breath test for alcohol?
Oa Yes b No

10 Aicohol 1s properly classed as

O a Anesthetic 0 b Stimulant

1 Small quantities of alcohol help to increase
visual acuity
O a True O b False

12 Can an exceptional person have 0 15% of al-

cohol in his blood and still retain all of his
faculties?
Oa Yes Ob No

13 Anaverage drink of which of the following bev-

erages has the highest alcoholic content?
O a Beer O ¢ Whiskey
O b Wine O d They are all

about the same

14 Young drivers may find therr skills impaired as

a result of imbibing smaller quantities of al-
cohol than older more experienced drivers
Oa True O b False

o

Harsher penalties would result in cutting down
on the drinking-driving problem
O a True O b False

© Copyright 1974 AID Box 212 Lansing MI 48902
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A final question which stimulated their interest was whether alcohol is
classified as a stimulant or an anesthetic. This was frequently missed be-
cause a large number of students are not aware of the anesthetic quality of
alcohol.

We received good comments from the students and especially from the
teachers who said it was a motivating change from regular class discussions.
The teachers liked the format, were surprised at the answers, and felt the
materials were valuable to them personally. We were very pleased to have
done something positive about expression of a concern of ours that not enough
young people realize the seriousness of the fact that alcohol can affect their

driving.



TAMPA ALCOHOL SAFETY ACTION PROJECT

--William Blount

The evaluation in our ASAP is developed in two thrusts. First is the
general approach using one household survey per year; there will be a total of
four such surveys. Each ASAP evaluates its program in a different way. In
our case initially the public information program was not well outlined. We
could not find out what we were supposed to do or how we were to go about doing
it., As most of you know, it is virtually impossible to out-guess media people
in terms of designing questions which will be sensitive to the kinds of things
we are doing. So we took our chances. By the second year two things became
evident: The first was that PR was essentially, in our community, a holiday-
oriented effort as far as print and electronic media are concerned. In con-
junction with that, large numbers of pamphlets and brochures, BAC charts, and
gimmicks were being used throughout the year--being distributed by law enforce-
ment people, ASAP people, and speakers bureaus. The second thing that became
evident was that the household survey was not picking up very much useful
evaluative information. In retrosnect, it's not surprising; it's difficult
to have an annual event be sensitive to something which is primarily oriented
toward four or five holidays throughout the year. So we began to look at parti-
cular aspects of campaigns, seeing which parts of those campaigns we could tap,
and how. Also, we were not particularly pleased with verbal-response data.
Our hope was to change “ehavior, so we needed a tool to get behavioral data.

The second thrust of our evaluation is in the specific area. The
collateral materials (pamphlets, brochures, etc.) were intriguing because they
were unique. We began to add knowledge, attitude, and recognition questions to
our roadside surveys. These surveys are held twice a year in January and in
July. In January we get about 1400 drivers and passengers; in July about 700.

This then gave us some behavioral data. We were interested, specifically, in

-45-
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some of the media pieces. We hypothesized, at least to start with, that those
who reported recognition of the media pieces should do better than those who
did not report recognition, if they were effective. There should also be a
difference in blood alcohol level. This, of course, was a key measure. We
have now collected data on every piece of media material that our staff has
turned out. We have this data in three areas: knowledge items contained in
the particular piece, recognition of the program, and BAC.

The litter bag study was the first
DRUNK DRIVING IS DEADLY

The risk of your becoming involved in a serious auto- I‘eport written . In this case , We also tried
mobile accident increases with every drink Wher
your blood alcohol level reaches Point-0-Five percent,
e s . 're re: ki . . .
bl crnoe, DONITY | Youte el takne to use recognition as a guide to whether or
| |
Relative Risk of Crash o
Eﬁ not the distribution system was working.
gg That has paid off well. This campaign was
=i done around July 4, 1973, 106,000 litter

BB I

C IO bags were distributed through gas stations and
] CLE I Lk ;

ous owe el foxx anks., Twent ays later we -

Blood Alcohol Level y day conducted a road
:l: my’..oz'dmwwwmmmlb man during
our prior o . .
By law,  person Is presumed to be under the Infl side survey, with 682 respondants. We asked
ence of intoxicating liquor if there 1s 10% or more
by weight of alcohol in his blood But Point-0-Five 1s
where 1t sl sarts to happen _ For  fee Drink Chart a series of questions. The questions were
a2 GREATER TAMPA ALCOHOL oL
i@? SAFETY ACTION PROJECT ordered so that the recognition item on the
&2/ 330W Platt St Suite 200, Tampa, Florida 33606

813-225-8001 litter bag was last and the information items

were first. We asked them what they felt was the risk of crash and the risk
of serious crash when driving drunk. We asked if they had seen the slogan
"Drunk driving is deadly." This was the first time that slogan had ever been
used in our area. We asked if they had heard of the project; if they knew of
the sponsoring agency. Finally, we held up the litter bag and asked if they had
ever seen it before, and if they had ever had one.

The county population at that time was such that, if the distribution
system had worked, 20% should have said that they had pne and considerably more

should have seen it. 3.5% said they'd seen it, 2.9% said they had one. The
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distribution system was a failure. The reason for this was that in the panic
to get these out, the media people had gone to gas stations along interstate
highways and along routes crossing the country. So tourists got them, but
they didn't go into Hillsborough County.

--Question--The last line says "If you want more information, write

.." What was your response rate?

--Answer--We had no response, from in- or out-state.

One of the encouraging things we learned from the verbal responses
we did get was that people are telling the truth regarding their exposure to
the items.

We split the respondants into three groups--those who said they had
seen it, those who said they had one, and those who had neither seen it nor
had one. There were no differences between the ''seen-only" and 'had" groups.
Regarding the question on likelihood of crash involvement when driving drunk,
66% of the 'bag" group said their chances were high or very high as compared to
58% of the "no bag'" group. That is not a significant difference. On risk of
serious crash, the responses were even closer: 60% for the "bag'" group, 56%
for the 'mo-bag'" group. Regarding recognition of the slogan, 75% of the 'bag"
group said they had seen it and 62% of the '"no-bag" group said they had seen
it, They could not have possibly seen it elsewhere. The problem with the
slogan was that it was close enough to other things that were going on that it
seemed recognizable. An interesting finding is that 25% of the "bag" group
said they had never seen the slosan. We began to notice, after the first
night of the survey, that many more people were saying that they had seen that
slogan than were supposed to. So we asked people who said they had seen it
where they had seen it. 36% said they had seen it on television, 22% said
billboards, 14% said "all over the place,'" 14% said signs, 7% said posters, and

% said bumper stickers. Nobody mentioned litter bags. On the question of
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whether they had heard of a drunk driving project, there was no difference.
68% of the "bag" group said 'yes;" 62% of the 'mo-bag" group said "yes."

We got one signoficant difference and that was in naming the sponsoring
agency; 11% of the '"bag" group could and only 2% of the 'no-bag" group could.
13% of the '"bag" group was illegally intoxicated (over .10%); 9% of the
"mo-bag" group was over the legal limit.

--Question--What was the cost factor based on this response?

--Answer--The actual cost of the bags was 4.6¢. If you divide the

number of people who recognized it by total cost, they cost $38.64.

If you do that in terms of recalling the sponsor, they cost $340.00

per correct response.

Management's conclusion was the the media piece was no good--that
litter bags are no good. But we weren't evaluating litter bags. We were
evaluating a specific litter bag with a specific message on it. The message and
design were poor and the distribution system was terrible. But that does not
mean that litter bags can not be used effectively. My personal feeling is that
you have to use something very bold and simple.

--Comment-~-The Lincoln ASAP did

WHAT’s YOUR AO 00 a similar thing. They also found
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I know is that, in this case, we did get the positive response that they could
pick out the sponsoring agency of the program. Also, we discovered that the
distribution continued from July 4 up until the night our survey began--so it
took the entire month to get rid of 106,000 litter bags.

Along that same line, we had been trying to learn what was happening
with the ASAP speakers bureau. In one year we had a very active bureau, giving
nearly 800 presentatiors and reaching a huge number of people. We persuaded
a local insurance company to cooperate in an evaluation of this program.

We did a pretest and two post-tests. The pretest was done two weeks before the
actual presentation. The idea was to minimize any pretest sensitivity. We
had a phenominal increase on the first post-test, in some cases as much as an
87% increase in the appropriate +esponse. The first post-test was given the
same fay as the presentation; the second post-test was done 65 days later.
There was a 10-20% drop in the second post-test. The questions were based on
data given in the presentation. The only question on which there was no change
was on one topic the speaker forgot to cover. This provided us with a means

of checking the testing. The sample was 100 of the 300 agency employees. We
had a phenominal increase immediately and very little decay 65 days later. By
repeating the post-test after 65 days, we were able to determine when the
speaker ought to r=turn to reinforce the message. On this basis, he should

go back every 6-9 months and repeat the information.

--Question--If this insurance company sells automobile insurance,

wouldn't you consider the employees a slightly more sensitive

audience?

--Answer--Yes. However, it turned out that in the pretest they

didn't do much better than people in the household survey.
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There was one response which changed on a subject which the speaker
didn't address directly. As best we could determine, this was a function of
people talking about it in the office. There was also a conflict that the
speaker set up. He emphasized the Florida legal limit of .10%, but showed a
film which mentioned .05%. When they were asked the legal limit, about half
said .10%, the others said .05%. So now the speaker knows better than to use
that film if he wants to get the legal 1imit across to the audience.

We now have data on all the media items and we want to pick out
specific pieces of campaigns that we can evaluate. Frankly, we haven't heen
too successful with the broader approach. We have asked about a definite scene
from a popular local TV spot. 68% of the respondants say they have seen it;
38% say they haven't seen it on television. On a roadside survey we asked
people if they belonged to a civic or community group other than a church
group. Then we asked if a speaker on drunk driving had addressed that group.
We also asked the name of the group. We were after information for the speakers
bureau, to see if there were some groups they could talk to. We broke the data
down in terms of individuals who qualified for speakers bureau presentations
(some groups do not qualify, e.g., church groups). Knowing the names of the
organizations, we separated those who had heard the speakers bureau presenta-
tions from those who had not. We compared the blood alcohol levels of those
eligible who had and had not heard it. The blood alcohol levels in the group
that had heard the presentation were significantly lower. That, of course,

pleased the speakers bureau.

I would like to get some reaction in terms of whether you think these
techniques are appropriate. I would also like to know if you think the kind of
data we're trying to get out of the surveys is addressing the issue we think

it is addressing.
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--Comment--I'm beginning to believe that this kind of information--the number
of drinks per hour allowed--can be presented effectively only in a classroom,
with a captive audience and when there is enough time. I'm beginning to
believe, similarly, that to try to teach about BAC in 60-second TV spots is
not going to work. But nobody knows. I think you are on the right track and
I hope others are going to look at this whole concept of how to teach BAC.

My assumption is, though, that nobody will voluntarily read the type of
materials printed on your litter bags.

--Comment--In a recent survey in my area, there was a dramatic jump in correct
response to knowledge issues. I don't know why it occurred, but it may be
that after a few years, the speakers bureau is having an effect. On attitude
issues, there was no significant change over the same time period.

After we got data on the speakers bureau, we started to include a
question in our survey regarding whether or not the respondent had heard a
speaker from our bureau. If it is such a potent force, we have to be able to
separate it out; otherwise we'd be giving the media credit for something the
speakers bureau did.

The roadside surveys are turning out to be an incredible tool for us.
This is the first time we tried to apply questions to the public information
program, The law enforcement people love the surveys. When we run into a
spot where the BACs are high, they know where to concentrate their DWI patrol
for the next few weeks.

The roadside surveys are conducted differently by each ASAP. We do
ours with probably a bit more production than is typical. We give no advance
publicity; this is not true for all ASAPs. The locations are selected at
random each year from a pool we put together based on three years of alcohol-
related accident and arrest data. Once we have the general locations, we go

into the area with a law enforcement officer (usually a sergeant on a DWI
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squad), then decide where we can set up the van. We use two uniformed officers
to direct traffic into the lot and two uniformed officers in the lot to park
cars and to check drivers licenses. The license check is up to the individual
officer--sometimes they check and sometimes they don't. Then there are four
greeters in white coats. One approaches the car, giving the driver and passen-
gers a pre-coded form and asking them to take it into the van. They are also
told that this is a traffic safety survey. We use a converted bookmobile
which has seven breathalyzer stations inside. Policemen 1in plain clothes con-
duct the breath tests.
--Comment--I1f I were driving along on a Sunday afternoon and got pulled over by
a policeman, my first reaction would be that I had Aone something wrong. It
would be a hostile situation, wouldn't it?
--Reaction--We worked on that. We have a good deal of cooperation from the law
enforcement people because we work with them all the time. They have been con-
vinced of the importance of gathering this information. They have seen, first
hand, how it can be applied to helping them find pockets where drunk driving
occurs frequently. Once the person pulled off the road is approached, he is
put at ease when told, at once, that it is just a traffic safety survey. He
can relax.

The subject does not fill out his own form. He takes it into the
van and hands it to the person giving the breathalyzer exam. The breathalyzer
test is taken first. While that is analyzing, he is given the questionnaire.
We trained the law enforcement people in interviewing, and some of them are very
good at it.

--Question--So the people are not given a choice? They are, more or

less, told to participate?

--Answer--They can refuse when they are pulled over. But we have only

a 2.5% refusal rate among drivers.
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--Question--What do you do with the person who fails the breatha-
lyzer exam?
--Answer--He is driven home. He is immume from arrest. We take
about 15% more people home than the total of those shown to be over
the legal limit. We make about 60 trips per weekend.
--Question--What if the person refuses to be driven home?
--Answer--Then they have no choice. Either they are driven home or
they're going to get a half block down the road before being stopped.
They are told that with a uniformed officer standing next to them.
Another possibility is to swap a sober passenger for a drunk driver.
We get very few drug cases. The law enforcement position on the
survey is that if we get individuals, particularly young people, who are ob-
viously intoxicated on something other than alcohol, rather than taking them
home, their parents will be called and asked to come and get them.
--Question--Do all passengers take the breathalyzer test?
--Answer--As many as possible, yes. We have a 10% refusal rate on
passengers.
--Question--How much does the survey cost?
--Answer--It costs about $1500 for the July survey and $3000 for the
January survey. These are costs other than officers' salaries.
--Comment--1 think that's a good blending of a roadside survey with an evaluation
of the media. If we had it to do over again in our ASAP, T think we would try
to be more specific about certain materials and not take the general approach.
--Reaction--We, frankly, didn't get anything valuable in the household survey,
We were getting changes, but they were not consistent. There is sore reason to

believe that all we were getting were chance responses and changes.
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--Comment--What about changes in driving patterns as a result of the roadside
survey? It seems to me that if I had been stopped at a particular location
by the survey, I would begin to avoid that area,

--Reaction--Hillsborough County is rather large, 1500-1600 square miles. In
such a survey the geographic distribution and time variance is such that we

don't expect any definitive changes in people's driving patterns.



PUBLIC COMMUNICATION GROUP, HIGHWAY SAFETY RESEARCH INSTITUTE

--Richard Douglass

I will briefly describe the methods and results of two studies con-
ducted by the Public Communication Group. The first study, sponsored by
DISCUS, dealt with the immediate information-attitude-belief exchange of
print ads.1 The second study, conducted for NHTSA was a comparative analysis

of 25 major alcohol/highway safety media campaigns.2

A STUDY OF 25 PRINT ADVERTISEMENTS ON DRINKING AND DRIVING

A set of 25 print ads were selected from our collection. Sponsoring
organizations included those from both Canada and the U.S., the beverage and
automobile industries, state and federal agencies, ASAPs, and voluntary organi-
zations. Selections represented a range of themes, messages, layouts, and
graphics. There were some intuitively good ads and some that were not. Ad
composition varied from complicated to simple.

One purpose of the study was to experimentally determine if there
was any immediate exchange of information, attitudes or beliefs affected by
exposure to a print ad. Respondents were selected from a variety of sources,
given a questionnaire, and asked to complete it. Instructions to each respondent
included the following: (1) complete the questionnaire without turning back,
(2) read the questionnaire completely. The print ads were imbedded as the second

page of the instrument. There was one ad per questionnaire.

1Swinehart, James W., Grimm, Ann C., and Douglass, Richard L. A
Study of 25 Print Advertisements on Drinking and Driving. Public Communica-
tion Group, Highway Safety Research Institute, The University of Michigan,
Ann Arbor, Michigan, UM-HSRI-AL-74-7, October, 1974,

2Doug1ass, Richard L., Robinson, Elizabeth A.R., and Johnston, Peggy
A. Public Communication Group Materials Collection Review, Volume I: A Compara-
tive Analysis of 25 Major Campaigns in Alcohol and Highway Safety, Public
Communication Group, HSRI, UM-HSRI-AL-74-5-1, May, 1974.
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The first page of the instrument included a series of questions about
the respondent's knowledge, attitudes, and beliefs regarding drinking and
driving. The second page was the print ad. After exposurc to the print ad
the respondent completed three more pages. These three "post-exposure" pages
included background and demographic questions plus the identical questions
found on page one, but in a scrambled order. In effect, we had a pretest and
a post-test situation.

The second purpose of the study was to formulate a rank-ordering of
all 25 ads on an overall quality dimension. A panel of experienced people in
the field was selected as an 'expert" audience. This panel included people
from public communication, highway safety, advertising design, and alcohol
problems. The experts were asked to evaluate each of the 25 nrint ads on the
basis of technical quality, accuracy, effectiveness, etc.

The lay audience, used for the rating phase as well as the experi-
mental phase, included people selected in a quasi-random fashion from airport
waiting rooms, the local drivers license bureau, hospital waiting rooms, a
university journalism class, a high school social science class, alcoholism
treatment clinics, and driver rehabilitation classes.

There were 50-65 lay respondents per print ad. The total number of
respondents was 1513, The sample audience was young--31% were under 20, 24%
were 20-25. That is because a large portion came from high schools and the
university. That is also typical of many surveys done in Washtenaw County.
It was fairly equally split by sex: 55% were male. It was a fairly well-
educated sample: 21% had not completed high school, 18% finished high school,
36% had some college, 10% finished college, 16% were graduate students or
beyond. In terms of formal organization membership: 31% were in none, 49%
were in one or two. S$8% considered themselves drinkers; 7% said they drank

every day. (This is low by national standards.) 47% said they had never
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driven when they felt they had had too much to drink to drive safely. 32%
said they had driven drunk once or twice; 17% said several times; 5% said
many times. 7% said they had been arrested for drunk driving. 56% knew some-
one personally who had a drinking problem.

About 90% said they thought the problem of alcohol and highway safety
was a Very significant issue. 71% said social drinkers are the problem as
compared to 29% saying problem drinkers are the problem. The respondents were
generally willing to have the government spend more money to provide some
solution to or continuing activity on this problem. When asked what their
chances were that in the coming year they would be involved in an accident
caused by a drinking driver, 21% said 1 in 1000, 21% said 1 in 500, 27% said 1
in 100, 18% said 1 in 50, and 12% said 1 in 10.

The intent of this study was to measure immediate effect. It could
not, of course, measure a '"sleeper" effect over a period of time. It could
also not measure a multiple exposure effect. In most campaigns where there
is any kind of loading of the system with the same theme, message, and factual
data, you might be able to measure some change. But there is difficulty in
attributing the change to any one of those sources of information,

Our analysis of the responses to the same questions before and after
respondents read the print ad showed that there was virtually no difference on
any question. This means that, at least with these print ads and these ques-
tions, no new information was provided or there were no changes in the atti-
tudes or beliefs of the respondents. That could present a dilemma to agencies
who are interested in information exchange or attitude change; perhaps print
ads cannot be expected to do much. Perhaps people were hesitant to read the
entire ad. That might be what happens when reading journals. The reader
might consider the print ad an interruption. There is a lot of small print in

most ads and people tend to see only the large type. The important information--
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factual attitudinal, and behavioral information--is imbe<ded in the small
print,

--Question--How long did the questionnaire take?

--Answer--It usually took 5-10 minutes. The respondents were given a

cover letter asking them to fill out the first page, read the ad

(but who knows how many of them actually read the entire ad) and then

complete the last three pages.
--Comment--Those of us who use the print media are caught. If we want to
get a point across, we have to use copy. If what you're saying is that people
are not going to read the copy anyway, then that's an incredible dilemma.
--Reaction--That's why we're going to have to be careful with the interpre-
tation of these results. We don't want to say, point blank, that print ads are
no good. We can say that those who use print ads should be concerned with
looking for alternative outlets for their information, not relying on this as
the sole outlet,
--Comment--The problem I have with this study is that the measures you used
may not have been sensitive to what you were trying to find out. That was the
initial problem with our surveys. One of the reasons we missed the boat with
the litter bag is that the copy wasn't pretested. That's the first thing you
learn when you go through school in advertising or marketing research. Most
of the ASAPs don't do any pretesting. So the tact that there are no changes
in those variables may be just as much a factor of the lack of pretesting.

With few exceptions, there was no close association between the
ranked rating (1-25) of the lay audience and the expert audience of any spe-
cific ad. One exception was the Seagram ad, rated second by both groups.

The two audiences seemed to be using different criteria.
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The ad rated worst overall by the

lay audience was "How much are drinking
driving accidents up this year?" The ad
rated best overall by the lay group was
"Boy, was I smashed." On the other hand,
the ad rated best overall by the expert

panel was an LBI ad "If you can't stop
drinking, don't start driving." (Inci-
dentally, the sources of the ads were

deleted, so that could not bias the

respondents. The size and color were also
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standardized--they were all black and white and reduced or expanded to a
standard size.) The ad rated worst overall by the experts was Needham,

Harper and Steers' ad "In Finland drunk drivers get to build airports...by

hand."
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If you can't
stop drinking,
don't start driving.

) The problem isn't d Problem drinfers,
Abusive drinkers. Sick people who need help. * - 2% -7,
But, before they can behelped,they’ve‘pt&bbc%ed: ‘

v

And only one person can do something about that. Yom.

Start a petition Involve other people. Write your
governor Your legislators Your judges.

Demand strict law enforcement Call for tougher laws
Get mad Scream your impatience

But, for God’s sake, do something It's do or die.

Most adult Americans dink And most of them drive
While it 1s best not to drink before driving, experience
proves that not everybody follows this advice
Recogmzing this fact of life, many safety officials now
say tomotonsts “If you're going to drink, use common
sense Know your own limit, as well as the speed mut,
and keep well within both ”
We,
heartily support thisstand In fact, we've prepared a
booklet called “Know Your Lurmts,” which includes a
handy chart for your guidance It’s yours for the wniting
1t you choose to drink, drink responsibly.

A COMPARATIVE ANALYSIS OF 25 MAJOR CAMPAIGNS

The second study concerned 25 campaigns with the largest number of
items in the Public Communication Group collection. The variables used to
evaluate the campaigns covered media, type, theme, evaluation-device, message,
and intended audience. It turned out that if print ads dominated the campaign
the message was, more often than not, advertising the source. There is a
very understandable explanation for that: the automotive and beverage indus-
tries and the voluntary agencies who are more dependent on advertising them-
selves than are the federal and state agencies use the print medium to adver-
tize what their companies or agencies do. But there is another motive, in
that in their campaigns they attempt to sell products, solicit contributions,

or justify the existance of the organizations.
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-~-Comment--There are two other reasons. In the case of the liquor industry,
it can't use the broadcast medium. In the case of low-budget public service
organizations, print is still the cheapest way to go.

--Comment--There was one ad which ran a few years ago and which was well
educated, It was produced by Bacardi. There were a series of bottle caps
and in place of one of the series was a steering wheel. The caption was
"Bacardi goes with everything, except driving." It sold the product and was
well-received by the government and other organizations. It also told people
that their rum mixed with all those different things--so it was a legitimate
product ad, yet it had an effective message.

--Comment--On the contrary, the current Cutty Sark campaign is the most
down-beat series of ads I've seen in the alcohol industry for a long time.
Remember the ones which talk about Cutty Sark being a solution to the problem?
"So you lost that big contract, launch another Cutty." The industry is aware

of this campaign, but they don't know just what to do about it.

Whenyour party’s
0Ingso great

thatnobody’s going

toleave first...

Launch another
Cutty.
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Our comparative analysis was based on five categories of variables:
Medium, Theme, Evaluation, Theme and Message, and Audience. These broad

categories were broken down to analytic units as seen in the table below.

MEDIA: THEME AND MESSAGE: Non-normative
1  Radio Spot Ad 2.1 Personal Threat (cost, etc.)
2 Television Spot Ad (or story board) 2.2 Social Threat
3 Pamphlet 2.3 Legal Threat
4 Print Ad 2.4 Health or Life Threat
5 Film 2.5 Value (judgment)
6  Poster or Bus Card 2.6 Informative, general
7 Speaker's Bureau Script 2.7 Informative, statistical
2.8 Informative, legal facts
THEME. Normative 2.9 Informative, alcoholism, effects of alcohol

" consumption
1 giznékgigzeigi g??biﬁﬁ gi;z::;s(?tﬁzsi;Z§§Yn 2,10 Feedgack Information (address, telephone
1.2 "Urge problem drinkers (any drunk person) to number)
not drive; keep them from driving, drive a Promotional
drinker home."
1.3 "Drink moderately, don't be afraid to say 'no'; 3.1 Campaign success to date, "What we've done so
1f you chose to drink, drink responsibly, know far."
your limits, live within your limits; cut your 3 2 Campaign details, "What we will be doing, or
drainking short, not your life; 1f you're going are doing now."
to drink and drive, use the (BAC) chart first." 3.3 Sponsoring agent advertised
1.4 "Help stop the traffic (drunk driver) 3.4 What (you) can do to help the campaign,
salughter, Scream Blood murder, help change specific suggestions.
the laws.”
1.5 "Let's keep our friends alive." AUDIENCE:
1.6 "Don't drive when you've had too much, don't
drive when you're drunk." 1 General Public
1.7 "Don't let drivers get drunk you really 2 Problem Drinkers and Alcoholics
can't ask a driver to have another dm nk, 3 Social Drinkers
don't ask a man to drink and drive." 4 Familier and Friends of Problem Drinkers,
1.8 "Don't drink and drive, 1f you've had anything Alcoholics and Social Drinkers
to drink, don't drive; drink, drive - 5 Drivers
rationalize." 6 Young People, Teenagers, College-age Youth,
1.9 "Cure the alcoholic driver; urge problem Pre-teens
drinkers to get help." 7 Law Enforcement Personnel, Judges, Police,
1.10 "Let's make driving a good thing again, Court Workers
Responsible driving guidelines." 8 Minority Groups
1.11 "Be a friend first and then a good host." 9. Businessmen and Employees
10 Physicians and Lawyers
EVALUATION: 11 Civic Groups, Religious Groups, Service
Organizations
1 Evidence of Effectiveness 12 Other Legislators, Government Officials,
2 Evidence of Experimental/Survey Evaluation Opinion Leaders, the Press, etc.

Significant and characteristic differences were found between
governmental, commercial and non-profit sponsors regarding frequency of media
utilization. This is obviously not at all a reflection of the desires, but
rather the restrictions placed on sponsors regarding media availability.

Interesting differences were also found regarding type of audience,
evidence of evaluation, relative informational content, and other variables,
These tended to discriminate the type of sponsorship, organizational size of
sponsors, and probable level of fiscal support of the sponsor. We concluded
that the smaller sponsoring organizations tended to use the least effective
message and media combinations more frequently than did larger sponsors. We
think this supports our belief that small sponsors should have access to some
of the technical information that is used in the larger and more sophisticated

campaigns.
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POSTSCRIPT FROM MICAP:

We prepare special election reports every two years. This year
we asked all of the incumbents and challengers what blood alcohol level they
would be willing to institute legislatively. 64% of the incumbents in the

senate would be willing to have .04% or .05% as the legal limit.












