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INTRODUCTION 

This was the fifth AlcoholISafety Public Information Campaigns 

seminar. As in past Public Communication Group seminars, a wide variety o f  

private, public, and governmental organizations were represented, focusing 

their combined experience, expertise, and viewpoints on a single problem area. 

The development, utilization, and evaluation of public information approaches 

to the prevention of alcohol-related highway accidents continues to require 

unified attention from an alliance of organizations if these methods of educa- 

tion and prevention are to become truly effective. There is a continuing need 

for better, more candid communication among the producers and sponsors of 

public information materials in order to reduce confusion in the public sector. 

This series of seminars is intended to provide a vehicle by which 

representatives of various interests and approaches to the public information 

countermeasure attack on drunk driving can share, critique, and learn from 

each other. As in the past, the doors were closed and there was no press 

coverage. Distribution of seminar proceedings is limited. 

This seminar digressed slightly from the program o f  past seminars. 

There were presentations of new, recent, and developing progra:ns and materials. 

But in addition, there was an example of the utilization, or recycling, of 

materials into hybrid campaign items, with themes, messages, and content drawn 

from other campaigns specifically to meet local needs. Finally, the seminar 

concluded with an issue--the unresolved question o f  how to increase t h e  use of 

media in programs and how to increase the understanding and cooperation of 

media managers in a campaign effort. 
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AMERICAN MEDICAL ASSOCIATION 
--Lee Hames 

What I  have t o  share  wi th  you i s n ' t  s p e c i f i c a l l y  a l c o h o l - r e l a t e d ,  nor i s  

it r e a l l y  wi th in  t h e  scope of p u b l i c  informat ion.  The primary reason I want t o  

share  t h i s  i s  t o  show m a t e r i a l  which can be produced very  economically, and 

which can reach  t h e  p u b l i c  i n d i r e c t l y .  

Th i s  p a r t i c u l a r  program s t a r t e d  back i n  1965 o r  1966 when t h e  AMA, 

t h e  Pub l ic  Heal th  Serv ice ,  and t h e  American Assoc ia t ion  o f  Motor Vehicle Adminis- 

t r a t o r s  put  on t h e  f i r s t  n a t i o n a l  conference on t h e  d r i v e r .  A t  t h a t  time severa l  

recommendations were made, p r i m a r i l y  t h a t  we should t r y  t o  do a b e t t e r  job of 

d r i v e r  l i c e n s i n g .  In  o t h e r  words, t r y  t o  upgrade t h e  medical knowledge of t h e  

non-medical l i c e n s e  examiner. In  most s t a t e s  they  know very  l i t t l e  i n  t h a t  a r e a .  

Through t h e  years ,  t h e  i d e a  g r a d u a l l y  progressed,  A s e r i e s  of o t h e r  conferences 

were he ld ,  one on t h e  aging d r i v e r  and one on l i c e n s i n g  g e n e r a l l y .  Both of 

t h e s e  came f o r t h  with ideas  which could be incorporated i n t o  such a program. 

I n  1970, through a g ran t  from M r A ,  we d i d  some exp lora to ry  work t o  see  i f  any- 

t h i n g  could be developed i n  t h i s  a r e a .  We d i d  n o t  have funds f o r  a l a r g e  e f f o r t ,  

but  e v e n t u a l l y  t h e  Wisconsin l i c e n s i n g  people were kind enough t o  say t h a t  they 

would produce v ideo tapes  f o r  u s .  We f i g u r e s  t h a t  t h i s  was one way we could 

reach  d r i v e r  examiners which was b e t t e r  than  t h e  p r i n t e d  word. In  most s t a t e s  

t h e s e  people a r e  i n v i t e d  i n  f o r  some type of t r a i n i n g  every year o r  every o t h e r  

year ,  so  we f e l t  we had a c a p t i v e  audience l i n e d  up f o r  a v ideotape program. 

Five and one-half  hours of v ideo tape  were e v e n t u a l l y  developed. The package 

so ld  f o r  an economical $100.00. 

However, a f t e r  having shown it i n  a few s t a t e s ,  we f e l t  i t  was not  

s u f f i c i e n t .  I t  i s  u n r e a l i s t i c  t o  ask a l a y  d r i v e r  l i c e n s e  examiner t o  s i t  



through 5-1/2 hours of medically or iented educational mater ial  and expect him 

t o  remember nuch of i t .  I t  was subsequently separated i n t o  th ree  d i f f e r e n t  

r e e l s  t o  be shown a t  d i f f e r e n t  t imes. I t  was a l s o  suggested t h a t  a l oca l  

physician be present  t o  answer quest ions which might a r i s e .  We found, however, 

t h a t  the  average physician does not know much about t h i s .  He i s  not i n t e r e s t ed  

by e i t h e r  t r a in ing  or  i nc l ina t ion .  But there  a r e  some physicians who a r e  

p a r t i c u l a r l y  i n t e re s t ed  i n  t h i s  a rea .  There i s  a na t iona l  group, t he  Physicians 

f o r  Automotive Safety,  f o r  example, L i s t s  of members of PAS a r e  ava i l ab l e  t o  

the  s t a t e s  f o r  use a s  resource persons. Most of them are  qu i t e  w i l l i ng  t o  

p a r t i c i p a t e .  

To make t h e  program more e f f e c t i v e ,  we f e l t  t h a t  some type of teaching 

manual was needed, The manual was o r i g i n a l l y  designed f o r  the  program i n  

Wisconsin. We had thought of making a manual f o r  each s t a t e ,  but budget prevented 

doing t h a t ,  so we developed one manual f o r  use by every s t a t e .  To our amazement, 

2 2  s t a t e s  picked up t h i s  program with p r a c t i c a l l y  no promotion. I t  was mentioned 

only i n  our own publ ica t ions  and i n  those of AAMVA. A number of provinces of 

Canada and one d i s t r i c t  i n  Mexico a l so  adopted the  program. 

We sent  out t o  each s t a t e  which used t h e  program a r a t h e r  lengthy 

evaluat ion fo r  t he  o f f i c i a l s  who put  i t  on, and a l s o  individual  evaluat ion 

shee t s  f o r  each examiner t o  whom the  program was shown. Overall ,  t h e  exmine r s  

seemed t o  f e e l  t h a t  they got a grea t  deal  out of i t .  Ii!e learned a great  dea l  

i n  developing the  program, too.  For instance,  i n  t he  f i r s t  videotape presenta-  

t i o n  a doctor from Louisv i l le  did t h e  hea r t  d i sease  sec t ion .  In  s p i t e  of 

everything we t r i e d  t o  t e l l  him, he was extremely technica l  and d id  not come 

across  t o  t he  l ay  personnel. He was too d i f f i c u l t  t o  understand. That sec t ion  

was subsequently redone, l e s s  t echn ica l ly ,  with another hear t  s p e c i a l i s t .  

We have now arranged with DOT t o  have t h e  e n t i r e  program put  on 

co lor  16mm f i l m .  The manual w i l l  a l s o  be redone. This w i l l  spread i t s  usage 



tremendously. Many states do not have provisions for showing videotape, so 

this will prove more useful. DOT will send one copy of the program to each 

state. 

--Question--Is this part of the concept of the use of medical 

review boards for withholding licenses? 

--.4nswer--Actually we see this as the next step. There is no 

immediate current relationship, but we do see a definite connection. 

If we do succeed in educating license examiners to any extent, the 

state should have a medical advisory board for the licensing depart- 

ment to which to send the questionable cases. Many states, such as 

Wisconsin and New York, are advanced in this area and have good 

medical advisory boards; other do not, but that is another of the 

pro j ect s which we are concentrating on. 

--Question--Does your group provide continuing education for physicians, 

and, if so, is alcoholism a part of the program? 

--Answer--That is not my area, but I do not think there is much done 

on alcoholism. 

--Comment--In my opinion it would not be continuing education for physicians, it 

would be initial education. There is no alcohol curriculum at the University 

of Michigan Medical School, for instance, and this is true at most medical 

schools. 

--Comment--We use the words "continuing educationt' to mean a somewhat different 

thing--not continuing on a specific course or subject , but continuing after 

formal course work is complete, Definitely there is crucial need in this area. 

--Comment--One thing which might be of interest, at DISCUS we have given a 

supplementary grant to the Harvard Medical School. Originally, under Jack 

Mendelsohnts direction, they developed a medical school course on the diagnosis 

and treatment of alcoholism. I understand the 36 medical schools are adapting 



i t .  A supplementary grant t h i s  year w i l l  apply t o  o lder  p r a c t i t i o n e r s  who 

w i l l  be required t o  qua l i fy  f o r  re l icens ing  and w i l l  be required t o  take cer -  

t a i n  courses which give them AMA c r e d i t s .  Apparently an e n t i r e l y  d i f f e r e n t  

approach i n  courses has t o  be taken with older  p rac t i t i one r s .  I t  has t o  be 

converted i n t o  techniques and terms t h a t  they understand. 

--Comment--There a r e  various types of accredi ta t ion ,  one where t h e  physician 

s igns up f o r  and pays f o r  spec i f i c  courses. But they a l so  get c r e d i t s  f o r  

a t tending meetings, which I think i s  u s e l e s s .  

--Comment--The d r ive r  l i cense  examiner i s  a very important gatekeeper i n  t h e  

system when you r e a l i z e  t h a t ,  i n  s t a t e s  where the re  i s  reexamination, he sees  

114 of the adul t  population every year. So he can diagnose them and a l s o  t e s t  

them i n  terms of t h e i r  general knowledge. The ASAP i n  Delaware uses  t h e  s t a t e  

l icensing system t o  conduct publ ic  opinion p o l l s .  Before people apply f o r  t h e i r  

l i cense ,  they a r e  asked t o  complete a shor t  quest ionnaire .  They get informa- 

t i o n ,  then, on the  l eve l  of publ ic  awareness of many i ssues ,  They a r e  doing 

t h i s  j u s t  on alcohol i s sues  a t  t he  moment. We a r e  promoting t h i s  among the  

s t a t e s .  Minnesota i s  now s e t t i n g  up a s imi la r  program. Eventually these d r ive r  

l i cense  examiners a r e  going t o  have t o  be s k i l l e d  i n  diagnost ic  techniques and 

i n  interviewing because they a r e  suck key people. There i s  an opportunity t o  

do a l l  kinds of inves t iga t ions .  

--Reaction--But i n  most s t a t e s  l i cense  bureaus a r e n ' t  s e t  up t o  do this ye t .  

One thing I should have mentloned is  t h a t  AMA i s  not t ry ing  t o  make physicians 

out of l i cense  examiners. Th.ey a re  not ac tua l ly  doing any r e a l  diagnosis,  j u s t  

a very  crude screening. But t h i s  i s ,  a t  l e a s t ,  a s t a r t .  Also the re  i s  not too 

much i n  t h i s  program on alcohol because we do not f e e l  th.e men a r e  capable of 

screening f o r  alcoholism. I t  i s  not  r e a l l y  s e t  up f o r  t h a t  type of evaluat ion,  

but does provide a po ten t i a l  f o r  t he  fu ture .  

--Question--What do you expect t o  get  from these  screenings? What 

can they do? 



--Answer--One of t h e  key t h i n g s  they t ~ l k  about i n  t h e  f i l m  a r e  

s i g n s  and symptoms of d i s e a s e s .  They a r e  amazingly simple and t h e r e  

a r e  many of them. They a r e  not  t r y i n g  t o  t a k e  t h e  man's l i c e n s e  

away. In  f a c t ,  t h e y  should not do t h a t  on a  b a s i s  of t h e l r  diagnosis, 

411 they  should do i s  spot  symptoms of ne l \ ro log ica l  d i s o r d e r s ,  h e a r t  

d i s e a s e ,  e t c .  When t h e s e  t h i n g s  a r e  s p o t t e d ,  they  can send t h e  man 

t o  a  q u a l i f i e d  phys ic ian  o r  t o  t h e  s t a t e  medical adv i sory  board i f  

t h e r e  i s  one. As I s a i d  be fore ,  t h e  phys ic ian  i s  a  weak l i n k  in  t h e  

cha in  r i g h t  now, s i n c e  he  i s  not r e a l l y  t r a i n e d  t o  do t h i s .  However, 

phys ic ians  involved i n  t h e  t r a f f i c  s a f e t y  aspec t  a r e  b e t t e r  t r a i n e d .  

--Comment--What amazed me i s  t h a t  t h e  medical f i e l d  has made g r e a t  leaps  and 

bounds over t h e  l a s t  25-30 y e a r s ,  ye t  every time they make another  one it only  

shows how f a r  they  have ye t  t o  go. 

--Comment--The American Optometric Associa t ion has a l s o  developed a  d r i v e r  

l i c e n s i n g  manual. Already t h i s  i s  i n  the p rocess  of being redone on t h e  b a s i s  

of new d r i v e r  l i c e n s i n g  parameters.  



DISTILLED SPIRITS COUNCIL OF THE UNITED STATES, INC. 
--Paul Gavaghan 

For those of you who a r e  not f ami l i a r  with the  background of DISCUS 

i n  terms of publ ic  information programs on alcohol  abuse, we have been i n  t h i s  

area f o r  a number of years .  Our cur ren t  program i s  on th ree  t r acks .  One 

of these  i s  t h e  "responsible  drinking" program; we w i l l  show you our 1975 

na t iona l  adve r t i s ing  campaign, which hasn ' t  been re leased  ye t  but  i s  now i n  

t h e  process of being prepared and scheduled. We a l s o  have a "Know Your Limits" 

program now opera t ive  i n  whole o r  i n  p a r t  i n  2 1  s t a t e s .  There a r e  severa l  

other  s t a t e s  which we a r e  t r y i n g  t o  encourage o f f i c i a l l y  and a l s o  through the  

indus t ry .  We f e e l  it i s  p a r t i c u l a r l y  usefu l  i f  t h e  indus t ry  i s  involved e i t h e r  

a t  a po in t  of s a l e  o r  a po in t  of d i s t r i b u t i o n  through taverns ,  bars ,  and 

package s t o r e  o u t l e t s ,  making ava i l ab l e  t h e  wal le t  card which r e l a t e d  t h e  num- 

ber  of d r inks  t o  body weight t o  p r o b a b i l i t y  of r i s k  of c rash ,  

A t h i r d  a rea  I  w i l l  mention only b r i e f l y  i s  t h e  broad f i e l d  of 

education, which has widened i n  recent  years .  This  i s  not  j u s t  education i n  

t he  classroom but  prevent ive education i n  many d i f f e r e n t  f i e l d s .  This concept 

of prevent ive education has g rea t  p o t e n t i a l  but  r equ i r e s  a considerable  amount 

of demonstration, d e f i n i t i o n ,  and c r y s t a l i z a t i o n .  This  i s  p a r t i c u l a r l y  exem- 

p l i f i e d  by the  Texas demonstration program, which i s  being conducted under t h e  

auspices of t he  education commission of t he  s t a t e .  A s t ee r ing  committee has 

been formed t o  plan the  program which w i l l  have t o  cover a l o t  of unexplored 

ground. DISCUS i s  operat ing with t h e  Texas Alcoholism Authori ty  and t h e  Texas 

Education Agency. The U.S. Brewers Association, t h e  Wine I n s t i t u t e ,  and DISCUS 

a r e  serving on t h e  committee and a r e  helping t o  co-sponsor t h e  p r o j e c t ,  There 

a r e  a number of o ther  a r eas  which r e l a t e  t o  what we loose ly  c a l l  T'educationl'; 

t h e r e  a r e  many po in t s  of impact where a cont r ibu t ion  can be made. One of t h e  



more r e c e n t  examples involved t h e  Nat ional  Council  on Alcoholism. Il'e funded 

a  p r o j e c t  which i s  being conducted by, t h e i r  p reven t ive  educat ion s t a f f  involving 

t h e  n o r t h e a s t  r e g i o n  of t h e  U.S. NCA brought t o g e t h e r  a lcohol ism agency and 

educa t ion  o f f i c i a l s - - a  r a t h e r  unique combination i n  t h e  sense  t h a t  t h e y  tend 

t o  have d i f f e r e n t  vocabu la r ies ,  d i f f e r e n t  i n t e r e s t s ,  and d i f f e r e n t  p e r s p e c t i v e s .  

We unders tand t h a t  NCA used a  v e r y  c a r e f u l ,  n o n - a u t h o r i t a r i a n ,  non-didact ic  

approach,  and i t  was q u i t e  a success fu l  meeting.  That g e t s  i n t o  what I c a l l  

t h e  "environment" of p e o p l e ' s  a t t i t u d e s ,  customs, and th ink ing  which r e l a t e s  

t o  d r ink ing  and d r i v i n g  i n  one form o r  ano ther .  

For t h e  l a s t  t h r e e  y e a r s  DISCUS has  sponsored a  n a t i o n a l  a d v e r t i s i n g  

campaign which we c a l l  our l t r e s p o n s i b l e  dr inking"  program, wi th  t h e  theme " I f  

you choose t o  d r i n k ,  d r ink  respons ib le . "  Our media t h i s  year  w i l l  i nc lude  

U.S. News and World Report ,  Time, Newsweek, E d i t o r  and P u b l i s h e r ,  and a  s p e c i a l  

ex tens ion  which does no t  d i r e c t l y  r e l a t e  t o  d r ink ing  and d r iv ing- -Bus iness  Week 

and t h e  Wall S t r e e t  J o u r n a l ,  focus ing  on a lcohol ism i n  i n d u s t r y .  

--Question--Are you p r o h i b i t e d  from u s i n g  t h e  broadcast  media? 

--Answer--We a r e  by our own vo lun ta ry  code,  which was developed by 

our board o f  d i r e c t o r s  even before  TV became a  major medium, but when 

r a d i o  was. The d e c i s i o n  was made t o  keep product a d v e r t i s i n g  and 

o t h e r  forms of p a r t i c i p a t i o n  o f f  r a d i o  and TV on any form of sponsor- 

s h i p  b a s i s .  So i n  a  sense  t h a t ' s  a  r e a l  i n h i b i t i o n ,  but i n  another  

sense  i t  Is a  ve ry  good p u b l i c  r e l a t i o n s  safeguard.  

One t h i n g  I must p o i n t  out  i s  t h a t  we put  a  good d e a l  of t ime and 

e f f o r t  i n t o  m u l t i p l y i n g  t h e  e f f e c t s  o f  t h e s e  a d s ,  and we have developed what has 

become known a s  a  r e s p o n s i b l e  d r i n k i n g  program, p a r t i c u l a r l y  wi th in  our own 

i n d u s t r y ,  encouraging s t a t e  and l o c a l  i n d u s t r y  a s s o c i a t i o n s  (and tl..ere a r e  over 

900 of them i n  t h i s  i n d u s t r y )  t o  u t i l i z e  t h e s e  m a t e r i a l s  and what we have developed 

i n  support  of them--such a s  f o l d e r s  and p o s t e r s .  Our r e g i o n a l  d i r e c t o r s  have 



done a tremendous job i n  secur ing  l o c a l  i n d u s t r y  sponsorship  and suppor t .  

For some s t a t e s ,  such a s  New York, we have c o l l a b o r a t e d  c l o s e l y  wi th  t h e  s t a t e  

agencies  on a co-sponsorship b a s i s .  

By t h e  way, a s  a v e r y  rough measure of  e f f e c t i v e n e s s ,  by o u r  ca lcu-  

l a t i o n s ,  t h e r e  have been more t h a n  12 m i l l i o n  r e p r i n t s  of our  ads  over t h e  p a s t  

t h r e e  yea r s  of t h e  campaign. They have been picked up and d i s t r i b u t e d ,  a t  

no expense t o  our i n d u s t r y ,  by government, m i l i t a r y ,  p r i v a t e ,  and o t h e r  groups.  

The safest pc l~cy 1s not to drive after dr~nklng If you do drlnk 
and then drlve, then know and stay safely wlthn your own 
personal l~mlts Even thls chart IS o ~ l y  a gulde not a gdarantee 
Dr~vlng after axcesrlve drlnking I6 dangerous and punishable 
by law The operator of a motor vehc e 1s presumed by law to 
be mpared when the percent of alcohol n h s  blood 1s above 
the 10 e v e  The table on the reverse s,de lndlcates the rela- 
tlonshp between number of drinks (taken by normal adults) 
and the legal Ihmlts If your weght 1s between two of those 
shown use the lower we~ght 
The legal lml t  IS not the same as your own personal. safe I m t  

w 

--Question--In s p e c i f i c  r egard  t o  t h e  Know Your 

Limits  c a r d s  i n  o t h e r  s t a t e s ,  does anyone look 

t o  s e e  how t h o s e  c a r d s  a r e  reproduced so  t h a t  

t h e  o r i g i n a l  concept i s  no t  l o s t ?  

--Answer--We know t h a t  v e r y  o f t e n  t h e r e  i s  an 

a t tempt  t o  change t h e  language, t o  i n j e c t  

pharmacology i n t o  i t ,  t o  i n j e c t  promotional  

language,  t o  a l t e r  t h e  a r t  work. We have 

t r i e d  t o  g e t  them t o  s t i c k  t o  t h e  b a s i c  lan-  

guage and t h e  b a s i c  d a t a .  We f e e l  t h e  l an -  

Reprint of LBI [DISCUS] guage i s  v e r y  important  i n  it .  
Know Your Limits card  

--Question--What happens i f  t h e  s t a t e s  go t o  t h e  o p p o s i t e  extreme? 

--Answer--There a r e  a couple of h o r r i b l e  examples. In  one s t a t e  an 

o f f i c i a l  j u s t  decided on h i s  own, a f t e r  two years  of p re l iminary  d i s -  

cuss ion  and a f t e r  g e t t i n g  t h e  i n d u s t r y  coopera t ion ,  t o  go o f f  on 

h i s  own and produce a couple  o f  m i l l i o n  cards--which he i s  now 

swallowing. 

--Comment--I t h i n k  t h a t  i s  going t o  happen i n  Pennsylvania.  What has  happened 

i s  t h a t  they  have gone t o  t h e  o p p o s i t e  extreme and no t  p u t  enough informat ion on 

e i t h e r  t h e  ca rds  o r  t h e  p o s t e r s ;  t h i s  t ends  t o  make them hazardous r a t h e r  than  



h e l p f u l .  Pennsylvania put  t h i s  c h a r t  i n  a l l  of i t s  s t a t e  l i q u o r  s t o r e s .  

Bas ica l ly  it i s  j u s t  t h e  c h a r t ;  they  l e f t  out  a l l  t h e  f i n e  p r i n t .  I t  doesn ' t  

serve  t h e  purpose f o r  which it i s  intended.  They have produced t h e  same 

graphics  on w a l l e t  ca rds  and a r e  d i s t r i b u t i n g  them with  new l i c e n s e s .  I t  i s  

a d d i t i o n a l l y  d i sconcer t ing  i n  t h a t  t h i s  i s  t h e  only  p iece  of information they  

have produced which i s  d r ink ing /d r iv ing  r e l a t e d .  

Recently Duncan Cameron of DISCIJS was asked t o  serve  on t h e  Pennsyl- 

vania  C i t i z e n ' s  Advisory Council.  That w i l l  be one means we w i l l  have t o  t r y  

t o  make sugges t ions .  The Council i s  concerned s p e c i f i c a l l y  with highway s a f e t y  

a r e a s .  We have a l s o  been i n  touch wi th  t h e  Pennsylvania Governor's Council on 

Drug and Alcohol Abuse, encouraging them t o  use t h e  b a s i c  Know Your Limits card .  

--Comment--They d i d  produce a c a r d ,  but  without the  f i n e  p r i n t .  I t ' s  being 

d i s t r i b u t e d  with l i c e n s e  renewal a p p l i c a t i o n s ,  so t h a t  i n  two years  everyone 

who d r i v e s  a c a r  w i l l  ge t  one of t h e s e  cards .  

--Question--What should t h e  f i n e  p r i n t  t h a t  i s  missing say? 

--Answer--One t h i n g  t h a t  i s  missing i s  t h e  f a c t  t h a t  t h e r e  may be 

t imes when two d r i n k s  i n  a c e r t a i n  weight ca tegory may a f f e c t  your 

d r i v i n g  . 
DISCUS spent four  years  developing t h e  language f o r  t h e s e  ca rds ,  

going through a r e a l  t r i a l - a n d - e r r o r  pe r iod ,  f ind ing  out  what was not  under- 

s t andab le  and what had t o  be c l a r i f i e d .  So a l o t  of time and e f f o r t  was inves ted 

i n  t h e s e  c a r d s ,  The Know Your Limits push r e a l l y  began i n  Texas i n  cooperat ion 

with t h e  U.S. Brewers Associa t ion and t h e  Da l l as  ASAP, which was t h e  ins t runen-  

t a l  mover o f  t h e  whole program. The Da l las  Know Your Limits program had a 

f a n t a s t i c  p u b l i c i t y  program t o  k ick it o f f .  They scheduled TV programs through- 

out  t h e  day, from 7 a.m. t o  5 p.m., two newspaper in te rv iews ,  and t h r e e  r a d i o  

in te rv iews  i n  Da l l as  and For t  Worth f o r  one spokesperson. 



--Comment--I don ' t  think 

you have t o  be q u i t e  so 

negative about the  f a c t  

t h a t  t he  card o r  char t  

i s  inadequate t o  some 

degree, because it does 

serve some purpose. 

--Reaction--We know t h a t ,  

but we t r y  t o  make sure  

t h a t  the  card i s  not 

tampered with o r  

weakened. We want s t a t e  

and loca l  indus t ry  groups 

and s t a t e  a s soc i a t ions  

t o  get  behind it  and 
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d i s t r i b u t e  it. In a t  One s i d e  of severa l  r ep re sen ta t ive  Know Your Limits 
cards  

l e a s t  t h ree  cases ,  the  

cards were r e a l l y  botched up without any r e a l  d i scuss ion .  But how can you 

prevent s t a t e s  from doing something l i k e  t h a t ?  We're fo r tuna te  t h a t  t he re  

have been a  minori ty  of s l ip-ups.  But those th ings  happen. 

--Comment--There has been r e a l  support i n  Texas f o r  t h e  card. In some communities 

within the  pas t  few months the  card has been requested f o r  inc lus ion  i n  d r i v e r  

education programs. That has never been done before.  A s ta tewide program i s  

being planned and prepared i n  Texas. 

--Comment--The ASAPs have used BAC cards a  g rea t  dea l .  But you have t o  keep 

i n  mind t h a t  a t  l eas t  h a l f  the  population doesn ' t  dr ink t o  excess and then 

d r ive .  In terms of add i t i ona l  small p r i n t ,  i t ' s  been our f e e l i n g  t h a t  some of 

t h a t  small p r i n t  ought t o  include d iscuss ion  of t he  dimensions of t h e  drunk 
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dr iv ing  problem, 

t h e  r o l e  of exces- 

s ive  dr inking,  and 

why these  laws and 

count emeasure  

programs a r e  so 

e s s e n t i a l .  The 

cards present  two 

Other s i d e  of Know Your Limits cards 

i s sues :  not only 

the i s sue  of 

people's dr inking 

and dr iv ing  

pa t t e rns  and beha- 

v i o r ,  but a l so  the  

i s sue  of support 

of countermeasure 

programs. We 

f rankly  don' t  expect people t o  s i t  down and f igu re  out t h e i r  own l i m i t  using 

those cards .  We see them more a s  an a t t en t ion -ge t t i ng  device which prepares  

them f o r  t h e  other  measures--making them aware t h a t  alcohol i s  a s i g n i f i c a n t  

cause of crashes and s t a t i n g  t h a t  t h e i r  support f o r  countermeasure programs 

i s  e s s e n t i a l  i f  they a r e  going t o  be e f f ec t ive .  So I would j u s t  urge people 

who a r e  going t o  be deal ing with those cards and with those kinds of campaigns 

t h a t  they  add on t h a t  o ther  information, not j u s t  r e s t r i c t i n g  it t o  t h e  person 's  

own drinking and dr iv ing  behavior. Because c l e a r l y  t h a t  message does not apply 

t o  ha l f  of the  audience, but t h e  o ther  message appl ies  t o  everyone. 



--Reaction--DISCUS i s  t a k i n g  t h e  approach t h a t  t h e  card  does n o t  apply  t o  alcoho- 

l i c s  and problem d r i n k e r s .  The ca rd ,  whi le  i t  i s  t h e  h e a r t  o f  t h e  campaign, 

t h e  a t t e n t i o n - g e t t e r ,  should be surrounded by a  p u b l i c i t y  k ick-of f  o r  r a d i o  

campaign. I n  one s t a t e  every r a d i o  and TV s t a t i o n  c a r r i e d  t h e  message i n  a  

s h o r t  form--urging people  t o  g e t  t h e  card  and t o  f i n d  ou t  what t h e  program i s  

a l l  abou t .  

--Comment--It may wel l  s o f t e n  people  up f o r  your e x c e l l e n t  a d v e r t i s i n g  campaign. 

--Reaction--One t h i n g  does r e i n f o r c e  a n o t h e r .  For example, t h e  Pennsylvania 

campaign mentioned was n o t  s t imula ted  by DISCUS a t  a l l ,  bu t  r a t h e r  someone saw 

our "Know ?hen t o  Say Whentt ad ,  which s t i m u l a t e d  h i s  t h i n k i n g -  I t  i d  indepen- 

den t  of our normal e f f o r t s  on Know Your Limits. So a  l o t  of s p i l l - o v e r  t a k e s  

p l a c e .  A t  l e a s t  one of t h e  ads  I w i l l  show you, on a lcohol ism i n  i n d u s t r y ,  I  

suspec t  w i l l  develop i n t o  i t s  own program. I n  e f f e c t  we a r e  t r y i n g  t o  a n t i c i p a t e  

what we expect w i l l  happen t h i s  year .  We have a l r e a d y  had l e t t e r s  from i n d u s t r y .  

How many minutes 
in a cocktail hour? 

\\>en  nit rie-\can- entertam at home ier i tn i  
drlnks beiore clnner la  a g ~ a r l o ~ .  cuirom But an 
~ n i t a t l o n  to d:nner at w e n  qhould no: nra? cnihta! - 
n u l  ten 

Common renie ~n thla respeer 1,- m ~ r k  ol the co?. 
s~dera te  host 

Andjuir as he h u  enough alcohol beieragez on hand 
for s e a s  i\ hodnnk ,  he h u i  r ,nnetu ofioit  drink; for 
those chodon  r 

\Pe, t t e  maner, and &!!em oid.s:a!led , p ~ n s  hope 
tha t  >OU sho* a\ much care ~n u r m g o u r  product, a- 
ae do In raking r h t ~ r  

11 you choose lo L ~ I I I I ~ ,  drmk rerponskDlY. 
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The i n i t i a l  ad t h i s  year  i s  "How 

many minutes i n  a  c o c k t a i l  hour?" There 

i s  a  s o c i a l  s e t t i n g  i n  t h e  p i c t u r e .  The 

copy suggests  having a  v a r i e t y  of s o f t  

d r i n k s  on hand f o r  people  who d o n ' t  

d r i n k .  This i s  a  p la t fo rm ad on t h e  

b a s i c  i s s u e  t h i s  year .  We know t h a t  

c o c k t a i l  p a r t i e s  f i g u r e  prominently i n  

d i s c u s s i o n s  on a lcohol ism.  As usua l  we 

conclude wi th  " I f  you choose t o  d r ink ,  

d r i n k  respons ib ly . "  We've used t h a t  

s logan f o r  t h e  p a s t  t h r e e  y e a r s .  



--Comment--This ad was shown t o  some graduate s tudents ,  asking them what they  

thought was the  p robab i l i t y  of an a t t i t u d i n a l  impact and asking i f  t h e  language 

was c l e a r .  They were a l s o  asked f o r  comments. On t h i s  p a r t i c u l a r  ad, one 

suggested t h a t  ins tead  of concluding t h e  t h i r d  paragraph with "He has a v a r i e t y  

of s o f t  dr inks f o r  those who dontt ,"making t h a t  a r b i t r a r y  and absolute ,  t h a t  i t  

be softened by saying "those who don't  wish to." The choice t o  dr ink or  not t o  

dr ink  then i s  s i t u a t i o n a l .  

--Reaction--We f e l t  t h a t  t h i s  emphasis was necessary; t h i s  i s  the  r e s u l t  of about 

s i x  months of  hard work. We wanted t o  have a very high score on c l a r i t y .  We 

f e l t  t h a t  when the re  a r e  too  many reserva t ions  o r  except ions,  people might mis- 

i n t e r p r e t  t h e  message and assume t h a t  we a r e  t ry ing  t o  evade t h e  i s s u e .  We a r e  

aware of t h e  f a c t  t h a t  t he re  i s  such a th ing  a s  s i t u a t i o n a l  abst inence due t o  

occupational problems, hea l th  problems, e t c .  

--Question--Nhy is  t h i s  ad being placed f i r s t ?  

--Answer--We t r y  t o  have the  lead-off ad on a broad sub jec t .  

The next ad we had t o  agonize 

over concerned teenage dr inking.  The ad 

begins "Are t h e i r  best  f r i ends  t h e i r  

worst enemies?" I t  suggests t h a t  

pressure  from peers  can be a s t rong 

inf luence among adolescents .  Some 

changes were made i n  t h i s  ad, based 

on discussions with Dwight Fee and 

Chuck Livingston a t  NHTSA. We changed 

the  term from "school chi ldren" t o  

"teenagers," which was a b ig  improve- 

ment. The opportuni ty we a r e  

exploring here i s  i n  a very d i f f i c u l t  

Are their best friends 
their worst enemies? 

Prensure fmm peers can be a prime cause ofdnnklng 
problem among some adoieseenls 

Andam any teacher knows. ~t can te oneafthe mast 
Iffieult to mmbat 

Thenghr  farmly values he lpgve  hays and e r l s  can- 
fidenae m them o m  self.worth, help them resist the 
lnfluenae ofthewrong klnd of fnends 

Andone wsytodmmurag ~ m p n s ~ b ~ l l t y  among 
add-nts is to enmurage ~ s p n s l b l l h t y  among adults 

Forparenlsofteen-agen. ~t lmespeclally important 
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f ie ld- -peer  education. We've taken a hard look a t  it a t  var ious u n i v e r s i t i e s .  

There a r e  only a very few people who a r e  s k i l l e d  in  the  techniques. Then, 

there  i s  the  very great  problem of control  groups and how t o  s e l e c t  r e a l  peers .  

But there  i s  po ten t i a l  i n  the  area which has been properly demonstrated. We 

don't  have the  answer t o  t h a t  here;  we a r e  ta lk ing  about fundamental values.  

--Question--Why was the focus sh i f t ed  from school-age ch i ldren  t o  

teenagers? 

--Answer--It wasn't a program issue  a t  a l l .  I t  had t o  do with c l a r i t y  

and consistency. We thought t h e  ad was about teenage kids  and there-  

fo re  we thought they would take umbrage a t  being ca l l ed  t'school age 

chi ldren."  

--Comment--Yet i s  seems t o  me t h a t  the  sooner we h i t  them with t h e  message the  

b e t t e r .  

--Question--But i s n ' t  t h i s  ad aimed a t  the parents?  No teenage kids  

a r e  going t o  read t h a t  ad. 

--Answer--There w i l l  be only a minority of teenagers i n  the  audience; 

we a r e  r e a l l y  aiming a t  parents ,  even though the ad shows teenagers.  

We don l t  use media which a r e  read pr imar i ly  by teenagers o r  school 

chi ldren.  We have t o  go back again t o  t he  basic  formative inf luences 

on people 's  a t t i t u d e s  and behavior. Parental  a t t i t u d e  i s  s t i l l  impor- 

t a n t .  But we f ind  t h a t  there  a r e  many parents  who deny t h a t  they have 

any inf luence on t h e i r  chi ldren.  

The next ad i s  e n t i t l e d  "Under new management; alcoholism in industry." 

A t  t he  board meeting, one suggested t h a t  t h i s  ad begs f o r  an informational 

booklet o f f e r ,  f o r  a place fo r  people t o  wr i te .  This w i l l  be added. What we 

hope t o  do i n  cooperation with NIAAA, and I have been i n  touch with t h e i r  

Occupational Programs Branch, i s  t o  come up with a simple booklet ind ica t ing  

what sources of f u r t h e r  a s s i s t ance -o r  information a r e  ava i lab le .  



Regarding quer ies  f o r  t h i s  

type of pamphlet, i f  t he  request  

comes from a s i g n i f i c a n t  organiza- 

t i o n  which plans t o  reproduce it i n  

quant i ty ,  t h a t  i s  of f a r  g rea t e r  

value than an individual  request .  

The bulk of our mail does come from 

organizat ions-- those which have an 

o f f i c i a l  i n t e r e s t  i n  the  subjec t  

and want t o  use  the  ad o r  booklet-- 

r ep r in t ing  it f o r  mass d i s t r i b u t i o n .  

In  designing the  f i n a l  ad 

i n  the  s e r i e s ,  we found t h a t  t h i s  

v i sua l  symbol, based on recent  

readership research r epor t s ,  has 

recognit ion value,  so we a r e  capi-  

t a l i i i n g  on i t  again,  In e f f e c t  it 

says "know your limits, s t a y  within 

your dr inking l i m i t s ,  and a l s o  with- 

i n  speed lirnit~.~' We found t h a t  

t h i s  concept has continuing 

acceptance. We always time t h e  

dr inking/driving ad t o  run a t  t he  

end of t h e  year,  between Thanksgiving 

and New Year's holidays. That t i e s  

i n  with industry-sponsored campaigns 

a t  t h a t  time. 

M 
I 

As ~n other sectors of Amencan life. most people In 
~ndustry dnnk And most of them ~ h n k  moderately 
and responslbly 

But a small mlnonty does develop problems wh~ch 
~nterfere with effective functlonlng 

Fortunately, management is becumlng lncreaslngly 
respnslve to the needs of t b s  tmubled group More 
mmparues are starring thelr onn employee programs 
uith the support of governmental and pnvate agencles 
7brecen.e information on settlng up such pmgrams. 
wnte to address below 

For executives and thew employees, a t  all levels, the 
same pr~nclple applies 

If you choose lo drlnk, drlnk responslbly. 
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drinking and driving. 
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way 1s not the moderate sac:al drinker but the excesslre 
dnnker 

Ofmurse ~t 's  best not ta dnnk before dnmng But ~t 
1s a f an  that most people dnnk And many dnve after- 
wards Many safety expens therefon: e v e  this realistic 
adilce to motorists 

"Uyoudodnnk, knou jouroxn l lmt  as well as the 
speed Ilm~t,  and stay well wthln both'' 
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We a l s o  have a l l  of t h e s e  ads i n  a  sing12 booklet  wi th  explanatory 

background informat ion.  Over 80,000 of them have been d i s t r i b u t e d .  There i s  

a l s o  a  f o l d e r  con ta in ing  t h e  e s s e n t i a l  message of a l l  t h e  a d s ,  which i s  d i s t r i -  

buted t o  o r g a n i z a t i n n s  a long wi th  r e p r o s  on which they  can put  t h e i r  own 

o r g a n i z a t i o n ' s  name. 

--Question--How many r e q u e s t s  do you g e t  f o r  t h e s e  ads  t o  be used a s  

p o s t e r s ?  

--Answer--Back a t  t h e  beginning o f  t h e  campaign t h r e e  years  ago we 

d i d n ' t  a n t i c i p a t e  having p o s t e r s  a v a i l a b l e .  But wi th in  t h e  f i r s t  

couple  o f  months, we got  hundreds of r e q u e s t s  from schools ,  c l i n i c s ,  

v a r i o u s  agencies  which had seen t h e  ads i n  t h e  magazine format and 

thought t h a t  t h e y  would make e x c e l l e n t  p o s t e r s  i n  t h e i r  wa i t ing  rooms 

o r  classrooms. So s t a r t i n g  wi th  t h e  second year  and again  i n  t h e  

t h i r d  year  and t h i s  f o u r t h  year ,  we have prepared p o s t e r s  t o  be d i s -  

t r i b u t e d .  We've given o u t  over 1000 p o s t e r s  dur ing  t h e  campaign i n  

response t o  r e q u e s t s .  

--Comment--There a r e  a  l o t  o f  p o l i t i c a l  i s s u e s  i n  t h e  work t h a t  DISCUS i s  doing.  

Persona l ly ,  I th ink  t h e  a d v e r t i s i n g  i s  i n  t h e  f i n e s t  t r a d i t i o n  o f  t h e  r e s p o n s i b l e  

d r ink ing  a d v e r t i s i n g  t h a t  Seagrams s t a r t e d  y e a r s  ago. I a l s o  t h i n k  t h a t  i t  goes 

a s  f a r  a s  your p a r t i c u l a r  o r g a n i z a t i o n  can go i n  b r ing ing  t o  t h e  a t t e n t i o n  of 

t h e  American p u b l i c  some v e r y  s e r i o u s  i s s u e s  regard ing  t h e  use  o f  a l c o h o l .  I 

t h i n k  t h e y  a r e  t e r r i f i c  ads  and a r e  v e r y  h e l p f u l  i n  t h e  i s s u e s  t h a t  need t o  be 

addressed i n  our  c u l t u r e .  That ad on "Ilow many minutes i n  a  c o c k t a i l  hour?" 

i s  a  ve ry  heavy ad.  I t ' s  t e r r i f i c  t h a t  your o r g a n i z a t i o n  suppor t s  t h i s .  

--Reaction--We t r y  t o  break some new ground every year ,  g e t t i n g  i n t o  new s u b j e c t s .  

We found o u t  our f i r s t  yea r  t h a t  it is  p o s s i b l e  t o  have t o o  much copy. We 

t r i e d  t o  cover t h e  whole w a t e r f r o n t ,  which i s  impossible .  So now we t r y  t o  g e t  



across just one new thought each 

year. For example, one ad which was 

probably the best one we ever did, 

although few people recognize it, 

is "What is the best way enjoy a 

drink? Slowly." 

--Comment--There is no defensive- 

ness in any of those ads concerning 

the fact that you make liquor and 

are trying to get people on your 

side. 

--Reaction--I Im glad you said that, 

because we don't feel it is 

defensive advertising. We put a 

trenendous amount of thought into 

our ads. We are lucky at having a good contact at Marsteller, Inc. (our ad 

agency) who has been on the account for three years. He understands the sensi- 

tivity of the subject, the way it should be approached. We try to pretest the 

ads, too, trying them out on different population groups. We also ask various 

agencies for their reactions. Then behind the advertising is a pretty heavy 

merchandizing effort. We have just started doing this. 

I neglected to mention a very significant element--the industry trade 

press. There are 125 trade publications which are strong supporters. They run 

the ads at their own expense and urge local industry to build its campaigns 

around them, DISCUS organized a trade press committee last year which helps 

us to communicate more adequately with the trade press. 

--Question--What does an ad campaign of this size cost? 

--Answer--If you just take the straight advertising budget--$250,000. 

What's the best way 
to enjoy a drink? Slowly. 

A soc~al dnnk  u l th  good food and good friend, Thtr  r a 
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\lost Americans. fortunatel>, make reipnclble 
declalons In thl j  reapect-dnnk~n:: and dlnlng le~surel\  
In a relaxed setting 

And n l th  n r d ~ n a n  common senqe, that'? a hat l,c,uor 
1s- a pleasure. not a problem 

If you choooe to drlnk, drink responsibly. 
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This  i s n ' t  l a r g e  by commercial a d v e r t i s i n g  s tandards .  We haven ' t  

r e a l l y  made e s t i m a t e s  a s  t o  t h e  a c t u a l  appearance of t h e  ads-- 

inc lud ing  t h e i r  appearance i n  t r a d e  p r e s s  and o ther  p u b l i c a t i o n s  a t  

o t h e r  o r g a n i z a t i o n s t  expense.  One s t a t e  spent $25 ,000- - tha t t s  a  s i g t  

n i f i c a n t  dent i n  a l o c a l  budget. But we g e t  a t  l e a s t  a  12-to-1 mul t i -  

p l i c a t i o n  f a c t o r  an t h e  ads .  Then t h e r e  a r e  o t h e r  t h i n g s  which you 

c a n ' t  put  p r i c e  t a g s  on--such a s  sending out m a t e r i a l s  t o  s t a t e  t r a f f i c  

s a f e t y  agencies  which endorse t h e  program. Very o f t e n  t h e  ad t h a t  

appears  i s n ' t  r ecognizab le ,  but  t h e  message i s  t h e r e ,  

--Question--Are you making any e f f o r t  t o  d i s t r i b u t e  t h e s e  m a t e r i a l s  

a t  t h e  r e t a i l  l e v e l ?  

--Answer--Yes, by t h e  way our  i n d u s t r y  i s  s t r u c t u r e d ;  we work wi th  

wholesalers  and r e t a i l e r s  a s s o c i a t i o n s .  They have t h e  manpower, t h e  

d i s t r i b u t i o n  f a c i l i t i e s ,  and t h e  money. Rut they  must do t h i s  volun- 

t a r i l y ,  I f  m a t e r i a l s  a r e  reproduced a t  t h e  l o c a l  l e v e l ,  they  have t o  

reach i n t o  t h e i r  own pocket.  I t ' s  not  an easy job g e t t i n g  them i n t o  

spending money on p u b l i c  media and a d v e r t i s i n g ,  

Our ads a r e ,  i n  a  sense ,  j u s t  t h e  t o p  of t h e  i ceberg .  There i s  a  l o t  

more t o  i t .  One b i g  a r e a  i s  i n  what we c a l l  l o c a l  i n d u s t r y  programs--sponsored 

and paid  f o r  by l o c a l  i n d u s t r y  a s s o c i a t i o n s .  I n  some s t a t e s  i t  t a k e s  a  d i f f e r e n t  

form--the s t a t e  ABC (Alcoholic Beverage Commission) w i l l  be t h e  sponsor of a  

program. In  o t h e r  s t a t e s  an ASAP w i l l  be t h e  d r i v i n g  f o r c e .  

--Question--Do you send t h e  complete package o f  ads t o  everyone i n  t h e  

i n d u s t r y  who produced a d v e r t i s i n g  about l i q u o r ?  

--Answer--As of t h i s  year ,  yes .  We have j u s t  formed an a d v e r t i s i n g  

counc i l  which i s  composed o f  new members of DISCUS. 

--Question--But do you send t h e  m a t e r i a l s  t o  t h e  a c t u a l  ad agencies  and 

c r e a t i v e  d i r e c t o r s ,  s o  t h a t  t h e y  can s e e  t h e  n a t i o n a l  campaign? 



- - : ,pLi .rs7~+.- , .  . . , A T  ,., , ':ii?:e t h a t  mechanism now. But we a l s o  have ano the r  

one '51. : I ? C  i : ~ i l l i ~ l l  J:inuary conference .  Every year  we u rge  t h e  whole- 

s a l c ~ s ,  t!.:: ni: : . t~ 1.1 e r - ,  2nd t h e  r e t a i l e r s  t o  a d v e r t i s e  u s i n g  our 

a .  J.5 :i r e su i r  1 t . t  ;ire g e t t i n g  more and more i n t e r e s t  on t h e  

p j ~ t  i!?. iistlliers. i had a c a l l  r e c e n t l y  from Grey Adver t i s ing  i n  

.','i.w ':'ori., i.i!ic'r: i s  haniliing t h e  Gordon's G;.n ~ c c o u n t ;  t h e y  a r e  working 

on a r c s p o n s i b I e  d r i n k i n g  a n g l e  f o r  t h e i r  product a d v e r t i s i n g ,  As 

).:J:i l - l~cl i ' ,  i ? , ~ ~ . ~ l ~ - d i  i s  continu-ing i t s  a d s .  i jeublein has  a l s o  adapted a 

nlocit+l,ati:?n 31% responsi.b!e d r i n k i n g  message t o  i t s  product. a d v e r t i s i n g  

t h i s  y22r. Sc) t h i s  t j p e  o f  a c t i v i t y  i s  growing. 



NATIONAL INSTITUTE ON ALCOHOL ABUSE AND ALCOHOLISM 
--Paul Garner 

Over t h e  p a s t  t h r e e  y e a r s  we have produced a  multi-media e f f o r t  on t h e  

s u b j e c t  of a lcohol ism.  Before going any f u r t h e r ,  I want t o  add t h a t  I t h i n k  

t h e  approach DISCUS i s  t a k i n g  i n  i t s  a d v e r t i s i n g  i s  h i g h l y  i n t e l l i g e n t .  I  a l s o  

t h i n k  t h a t  i t ' s  good t h a t  DISCUS uses  t h e  p r i n t  media where NIAAA c a n ' t  pay f o r  

space.  We c a n ' t  g e t  anybody t o  p r i n t  our  ads  because t h e y  c o s t  about $25,000 

;Jer page.  The o n l y  Federa l  agency t h a t  can pay f o r  space i s  t h e  Armed Serv ices .  

NIAAA i s  con t inu ing  t o  develop new m a t e r i a l s .  The t e l e v i s i o n  s p o t s  

t h a t  you w i l l  s e e  a r e  a  c o n t i n u a t i o n  of our e f f o r t .  We have i s o l a t e d  a  few 

t h i n g s ,  bu t  b a s i c a l l y  we u s e  a  v e r y  broad approach. We want t o  t a l k  t o  t h e  en- 

t i r e  country  a s  b e s t  we can. We r e a l i z e  t h a t  t h e r e  a r e  m i n o r i t y  groups t h a t  speak 

languages o t h e r  than  Engl ish .  We a r e  now i d e n t i f y i n g  them and we w i l l  be i s s u i n g  

a  g ran t  from t h e  NIAAA Div i s ion  of Education and t h e  Div i s ion  o f  Prevent ion t o  

have our m a t e r i a l s  t r a n s l a t e d  i n t o  Spanish,  and t o  have o t h e r  m a t e r i a l s  developed 

aimed a t  Spanish-speaking Cubans, Puerto Ricans,  and Chicanos. We a r e  a l s o  i n  t h e  

p rocess  o f  g iv ing  a  c o n t r a c t  t o  Puer to  Rico t o  deveiop p u b l i c  s e r v i c e  m a t e r i a l s  

a s  well  as educa t iona l  m a t e r i a l s  t o  be used i n  Puer to  Rico on p u b l i c  media and i n  

schoo ls .  We hope t h a t  those  m a t e r i a l s  w i l l  then be used and adopted i n  metropolih 

t a n  a r e a s  where t h e r e  i s  a  l a r g e  Puer to  Rican popula t ion .  

We were no t  going t o  produce r a d i o  s p o t s  u n t i l  we got r e q u e s t s  from 

r a d i o  s t a t i o n s  f o r  them. Those s p o t s  w i l l  be out  s h o r t l y .  They cont inue on t h e  

same theme. Some of them a r e  d i r e c t  l i f t s  from our t e l e v i s i o n  s p o t s ,  some a r e  

new. Some of t h e  themes wouldn' t  work on one medium, but work on t h e  o t h e r .  We 

a l s o  have depar ted s l i g h t l y  by producing a  r a d i o  show with which we have had 



tremendous success .  I t  has  Dr. Morr is  Chafetz i g i r e c t o r  of NIMA) t a l k i n g  k i t h  

Monty H a l l .  I t ' s  a  s e r i e s  of 3-5 minute question-and-answer segments. I t  xas 

d i s t r i b u t e d  t o  a l l  t h e  r a d i o  s t a t i o n s  i n  t h e  country .  The f i r s t  s e t  was a  double- 

r ecord  album wi th  16 shows on i t .  h'e r ece ived  responses  from over 400 s t a t i o n s  

t h a t  were us ing  t h e  m a t e r i a l  and wanted more. Based on t h i s  respor .se ,  we can guess 

t h a t  well  over  1200 s t a t i o n s  a r e  us ing  our m a t e r i a l s .  Consequently we have j u s t  

produced ano the r  s e r i e s  of  40 shows. That wi l l  be ready f o r  d i s t r i b u t i o n  wi thin  a  

few weeks. From t h o s e  r a d i o  programs we have developed newspaper columns, and a r e  

now working on a  d i s t r i b u t i o n  p l a n .  IVe w i l l  d i s t r i b u t e  them t o  most newspapers 

in  t h e  coun t ry  and we expect  weekl ies  t o  pick them up f a s t e r  than t h e  d a i l i e s .  

I t  h a s n ' t  been f i n a l i z e d  y e t ,  but  we have done a  p i l o t  T1' show with  

Don Newcomb, t h e  former Brooklyn Dodger p i t c h e r ,  i n  which he i n t e r v i e w s  o t h e r  

a t h l e t e s .  There i s  no r e f e r e n c e  t o  a lcoho l  problems u n t i l  t h e  t a g  a t  t h e  end,  

which s u g g e s t s  w r i t i n g  f o r  informat ion on a lcohol ism t o  our  c l ea r inghouse .  We 

haven ' t  s o l d  t h i s  concept y e t ,  but  i r  i s  up f o r  Dr. Chafetz '  c o n s i d e r a t i o n .  

We a r e  a l s o  pushing through,  a l though we have had a  few roadblocks ,  a  

Sunday supplement. Th i s  w i l l  be a  mul t i -colored p u b l i c a t i o n  put  i n t o  major news- 

papers  around t h e  coun t ry .  That should be q u i t e  a  boon t o  making t h e  p u b l i c  aware 

of  a l coho l  problems, t e l l i n g  t h e  p u b l i c  what t o  do i f  t h e y  suspec t  t h e r e  a r e  

problems. I t  w i l l  a l s o  t e l l  where people  can go f o r  a d d i t i o n a l  informat ion.  

We a r e  developing more new m a t e r i a l s  both  through t h e  Div i s ion  o f  Pse- 

ven t ion  and through Grey-North Adver t i s ing  t o  go t o  t h e  genera l  p u b l i c .  These 

a r e  s t i l l  i n  t h e  development s t a g e .  

Dr. Chafetz i s  wondering, a f t e r  t h e  Grey-North c o n t r a c t  l apses  i n  

December, what d i r e c t i o n  t o  go wi th  t h e  p u b l i c  s e r v i c e  program. I d o n ' t  t h i n k  

any f i n a l  d e c i s i o n  has  been made y e t ;  we d o n ' t  know i f  we're going t o  contract .  

aga in  with a  f u l l - l i n e  a d v e r t i s i n g  agency, o r  whether we're going t 3  do ind iv idua l  

p r o j e c t s  wi th  i n d i v i d u a l  c o n t r a c t s .  



The following i s  our t e l e v i s i o n  programing.  

--Question--What do people get  when 

they wr i t e  i n?  

--Answer--I t depends on what they 

wr i t e  i n  f o r .  I f  they wr i t e  fo r  

general information, we have general 

informational brochures about how 

t o  look a t  alcohol problems, 

a l lud ing  t o  respons ib le  dr inking.  

We're developing new mater ia l s  

because we f e e l  t h a t  some ma te r i a l s  

a r e n ' t  developed well enough. I f  

someone wr i t e s  i n  scying they know 

someone who has a problem (and a 

grea t  ma jo r i t y  do t h i s ) ,  o r  t h a t  

they themselves have a problem, 

we have a d i r e c t o r y  of treatment 

agencies .  This  i s  sent  along 

with general l i t e r a t u r e .  

--Comment--It was i n t e r e s t i n g  t o  see 

t h a t  i n  t he  f i r s t  few TV spo t s ,  " I f  

you tfiink you have a problem, you have 

a problem," sub jec t s  were women. Right 

now i n  t h e  research community women 

and alcoholism i s  a very  hot t op ic ,  

yet it i s  almost unresearche l .  This  

could s t imula te  more i n t e r e s t  i n  i t .  



There a r e  c e r t a i n  pa t t e rns  

which a r e  showing up. One i s  t h a t  it 

has been sa id  f o r  years t h a t  t h e  r a t i o  

of men t o  women with alcohol problems 

i s  four  t o  one. Now researchers  f e e l  

t h a t  t he  r a t i o  i s  t h ree  t o  one and 

maybe even l e s s .  There a r e  two f a c t o r s  

there :  one i s  t h a t  f o r  years ,  women 

who had alcohol problems were hidden 

and nobody wanted t o  admit t h a t  they 

ex is ted .  But more and more they a r e  

admitting t h a t  they have problems and 

a r e  seeking he lp .  Secondly, t he  new 

a t t i t u d e  of women's equa l i t y  i n  t h i s  

country has shown t h a t  they  a r e  

s t a r t i n g  t o  cont rac t  a l l  of t he  

e v i l s  t h a t  have been previously 

reserved f o r  men. Not t h a t  women 

never had them, but the frequency 

i s  much higher now. We a r e n ' t  sure  

what the  r e a l  f a c t o r s  are--whether 

from b e t t e r  i d e n t i f i c a t i o n ,  o r  a  

d i f f e r e n t  l i f e  s t y l e ,  or  both. 

--Comment--That r a i s e s  another 

i s sue  t h a t  NHTSA and NIAAA have t o  

deal with.  Regarding t h e  "Paint ink 

Classt t  TV spot from NHTSA1s l a s t  

campaign, research  shows t h a t  women 

10. hr ,,,,err Lhat can be 
treated i u c c e i r f u U y .  But no! 
by W n l l r i n ~  the v,climr 

1.. ior .niorro,,m--or i<,,  
he.i--*Its i lcohol.  l o x  1140. 
?osXvl le.  Llawland. 

e ,  i l l  r::hm' a rlnpie a r e .  



a r e  not crash-involved very o f t en  

a f t e r  drinking. A t  t h i s  po in t  i n  

time, i t ' s  s t i l l  a  male problem, 

but t h a t  could change. 

--Reaction--But t h e r e ' s  s t i l l  some- 

th ing  i n  t h i s  country t h a t  we 

don ' t  t a l k  about enough. The s igns  

of manliness f requent ly  include 

ge t t i ng  drunk, dr iv ing  f a s t ,  and 

being ab le  t o  hold your l iquor .  

A l l  these  s igns  a r e  s t i l l  very 

prevalent  i n  the  a t t i t u d e s  of men. 

I don ' t  know how t h i s  i s  with 

women, but I don ' t  th ink  t h a t  

women a r e  any b e t t e r  o r  any worse 

r 

1 .  !%'uilc up 3 1 1 ~  ~ l d ~ r .  Cirrcr 2 .  H n i  caer ?e i4:fer sJcr 
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* 
d r i v e r s .  On the  whole, though, 

t h e i r  s t y l e  has been t o  be l e s s  powerful i n  what they  do. So women don't usua l ly  

d r ive  a s  f a s t ,  though they may cause accidents  because of slow or  sloppy dr iv ing .  

--Comment--Our research  shows t h a t  i n  a  high percentage of dr inking s i t u a t i o n s ,  

women dr ink  with men r a t h e r  than  with other  women. Our experience t e l l s  us  t h a t ,  

i n  a  soc i a l  s i t u a t i o n ,  a  man normally does t h e  d r iv ing .  

--Comment--And a  women usua l ly  a s sen t s  t o  him dr iv ing  even when i t ' s  unwise, and 

t h a t ' s  what your ads  tend t o  t a r g e t .  We could spend t h e  r e s t  of the  day discussing 

the  var ious  pre-crash reasons f o r  dr inking,  and the  motivat ions f o r  dr iv ing  a f t e r  

dr inking.  We don't  know much about it. 

--Comment--I no t i ce  t h a t  you always show l iquor  i n  your ads. 

--Reaction--Mostly we do. We had a  spot on beer which we d i d n ' t  ge t  much p lay  

on. The reason f o r  t h a t  might be because of t he  t ag  " I f  you dr ink  a  l o t  of beer ,  



you d r i n k  a  l o t . ' '  l lost  people  d o n ' t  'oelie17e ~ h - i  ;b70u can g e t  j u s t  a r  drunk on 

bee r  a s  on hard  l i q u o r .  

--Comment--We f i n d  i n  our s t u d i e s  t h a t  t h e r e  i s  a  v e r y  wide-spread a t t i t u d e  i n  

t h i s  coun t ry ,  inc lud ing  peap le  who a r e  i n  t h e  a icohol ism f i e l d ,  tha.t t h e  on ly  

; ~ l c o h o l i c  beverages  involved i n  a l c o h o l ~ s n  a r e  d i s t i l l e d  s p i r i t s .  T h a t ' s  an 

ent.renched a t t i t u d e .  Rela ted  t o  t h a t  i s  t h e  semantic problem, i n  t h a t  people  

tend t o  use  t h e  word " l iquor"  \(her,, i n  c e r t a i n  c a s e s ,  t h e y  a r e  r e f e r r i n g  t o  bee r  

or wine. The media even r e f e r  t o  our i n d u s t r y  c o i l e c t i v e l y  a s  t h e  l i q u o r  i n d u s t r y  

when, i n  f a c t ,  t h e y  a r e  o f t e n  r e f e r r i n g  t o  d i f f e r e n t  segments of  t h e  i n d u s t r y .  

- - R e a c t i o n - - I t ' s  an i n t e r e s t i n g  problenl. t h a t  c a n ' t  be  solved e a s i l y .  There i s  

a l s o  t h e  problem t h a t  some peopie  d r i n k  because they t h i n k  t h e y  a r e  supposed t o .  

I haven ' t  been a b l e  t o  convince rnanv people  a t  t':e I n s t i t u t e  t h a t  t h a t  i s  t h e  

(case. Many people  don ' t  know h o ~  and lchy people  d r i n k .  I de fy  anyone t o  prove 

me wrong, because I b e l i e v e  t h a t  most people  s t a r t  d r i n k i n g  because they  f e e l  

they a r e  supposed t o .  

--Comment--We've had such co~nments on beer  and \ i ine i n  a d v e r t i s i n g  a t  t h e  Clea r ing-  

house,  t o o .  \de f e e l  t h a t  t h e  reason  those  ads  a r e  no t  accepted a s  wel l  by  t h e  

media may be because t h e  s t a t i o n s  a i r  product  a d s  on wine and bee r  and may be 

r e l u c t a n t  t o  a i r  pub1 i c  se rv i  -e  ads  a g a i n s t  t h o s e  p r o d u c t s .  

- -React ion--That ' s  a  p o s s i b i l i t y .  Yet t h e  p r i n t  ads  do not  seem t c  be a f f e c t e d ,  

'because on one page t h e r e  \till be a  Cut ty  Sark ad followed by a  D1C;CUS ad .  

--Reaction--But t h e r e ' s  a d i f f e r e n c e  between pa id  a d v e r t i s i n g  and Y i A . 4 4  adver-  

t i s i n g ,  beca.use a l l  of  our  ads  a r e  p iaced  f r e e .  

--Comment--I d o n ' t  b e l i e v e  t h a t ,  g e n e r a l l y ,  t e l e v i s i o n  and r a d i o  s t a t i o n s  t a k e  

any posit:on a s  t o  t h e  use of PS.4 t ime on a lcohol ism us ing  bee r  because i t  would 

rui  P i n d u s t r y  a d v e r t i s e r s .  

--Comment--I ag ree  wi th  t h a t ,  though it  may be a  f a c t o r  wi th  c e r t a i n  i n d i v i d u a l s .  

But I ' v e  seen both  ads on t h e  same s t a t j o n s .  



--Comment--There1s some very  good PSA a d v e r t i s i n g  of 3 .2  beer .  Th i s  i s  p a r t i c u -  

l a r l y  t r u e  where t h e  s t a t e  i s  p a r t i a l l y  "wet" and p a r t i a l l y  "dry.I1 We r e c e n t l y  

rece ived  a complaint  from someone i n  Texas who witnessed one of your ads  on an  

Oklahoma s t a t i o n .  He wanted us  t o  i s s u e  a p r o t e s t  t o  t h a t  s t a t i o n .  But t h i s  i s  

no t  happening so  much anymore, We have put  on a b ig  educa t iona l  program aimed a t  

wholesa le r s  and r e t a i l e r s ,  exp la in ing  t h a t  t h i s  is a problem t h a t  has  t o  be 

accep ted .  

--Comment--I saw s e v e r a l  of t h e s e  ads a t  a f a l l  conference i n  King o f  P r u s s i a ,  

Pennsylvania,  I t h i n k  t h e  NIAAA ad on " I f  you t h i n k  you have a problem, you have 

a problem1' i s  a v e r y  compell ing ad,  bu t  it could be s t reng thened  and made a l i t t l e  

b i t  more s p e c i f i c  by having i n  t h e r e ,  H .  6 .  R .  Block s t y l e ,  a s p e c i f i c  c l u e  o r  

example f o r  t h e  audience.  

--Reaction--But i t ' s  d i f f e r e n t  f o r  d i f f e r e n t  p e o p l e ,  

--Comment--I'm n o t  t a l k i n g  about amounts of l i q u o r ,  b u t  about symptoms t o  look 

f o r - - t h e  major ,  recognized symptoms, t h e  consequences o f  excess ive  d r i n k i n g .  

That b r i e f  ad i s  loaded wi th  emotional impact,  bu t  y e t  a s p e c i f i c  example would 

narrow it down and r e l a t e  t o  people  more c o n c r e t e l y .  

- -React ion--That ls  v e r y  hard t o  do. For example, beginning exper imenters  wi th  

a lcoho l  q u i t e  f r e q u e n t l y  d o n l t  know what a c c e p t a b l e  d r i n k i n g  i s .  They can s e e  

people  having one d r i n k  before  d i n n e r  and t h i n k  t h a t  t h a t  person i s  on t h e  road 

t o  r u i n .  Another person can s e e  someone g e t t i n g  drunk and f i g u r e  t h a t  t h e r e ' s  

no th ing  t o  worry abou t .  So i t l s  r e a l l y  hard t o  g e t  people  t o  unders tand what 

r e s p o n s i b l e  d r i n k i n g  i s  and what it  i s  n o t .  

--Comment--Much of NIAAA's l i t e r a t u r e  i s  doing t h a t  v e r y  wel l ,  but  it i s  not  being 

p r o j e c t e d  i n  t h e  mass media messages. 

--Reaction--One of t h e  t h i n g s  our  ads a r e  t r y i n g  t o  ge t  a c r o s s ,  p a r t i c u l a r l y  i n  

t h e  one about t h e  c o c k t a i l  p a r t y ,  i s  t h a t  most d r ink ing  h a b i t s  a r e  formed by 

what c h i l d r e n  s e e  t h e i r  p a r e n t s  doing.  I t  must be understood t h a t  you can t a l k  



t o  your ch i ldren  about responsible  drinking a l l  you want, but i f  you don' t  show 

them by s e t t i n g  a  good example, t a lk ing  won" work. 

We a r e  developing other  t e l ev i s ion  mater ia l s .  One spot asks t h e  

question "What i s  a  drink?" Most people think of a  dr ink a s  an a lcohol ic  

beverage. The spot i s  asking why lemonade i s n ' t  a  dr ink,  too. In another spot 

we t a l k  about young people who have 

alcohol problems. One i s  about a young 

high school g i r l  who seems t o  be t h e  

All-American Gir l --she 's  a t t r a c t i v e ,  

a  cheerleader ,  does reasonably well i n  

school, but she has an alcohol problem. 

This shows t h a t  it can happen t o  any- 

one. Another one i s  a  quiz with open- 

ended quest ions t o  make you want t o  look 

f o r  information. For example, one 

question i s  "What i s  a  cure f o r  a  hang- 

over?'' There i s  another one about a  

young wife.  I t  has a  pos i t i ve  approach, 

our i " C I a 1  ..we* ,a* . . I  '8CIY. 

a l l y  become par; ci  ou r  !a ,2Laqe 
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The husband says h e ' s  very proud of h i s  

wife because she had a  t e r r i b l e  s ickness  and has been ab le  t o  l i c k  it and i s  doing 

well now. The problem, of course, was alcoholism. 

--Comment--This immediately reminded me of two ads from some time ago. One was 

from Nassau County's ASAP, t i t l e d  INy wife,  a  problem drinker?" But it was before 

t he  r e a l  recognit ion of t he  women a lcohol ic  problem, so it d i d n ' t  catch on,  I t  

a l s o  reminded me of the  Ger i to l  commercial--I love my wife because she licked her  

alcohol problem, I t ' s  s o r t  of the  same thing.  I think the  NIAAA ad i s  very a  

e f f e c t i v e  p iece  of adver t i s ing .  



--Reaction--I  d o n ' t  t h i n k  i t  w i l l  be a s  s a c c a r i n  a s  t h o s e ,  but  what i t ' s  t r y i n g  

t o  show, a g a i n ,  i s  t h a t  it can happen t o  t h e  t y p i c a l ,  happy American family .  

You d o n ' t  have t o  '3e i n  a low economic b r a c k e t .  So r a t h e r  than  showing t h e  

h o r r o r  of  t h e  problem, we're showing a person who h a s  overcome t h e  problem and 

i s  l i v i n g  wi th  it.  



ALCOHOL SAFE DR I\'ING PROGRAJ!, BERKS COLII'TY , READ 1% , FA. 
--Art Koushel 

Th i s  i s  a  s m a l l ,  l o c a l  progra.: wln'ic'r, i s  s t a r t i n g  out  w i t h  .;ere and 

l o c a l  fulnding o n l y .  Ise ha1.e a :mall s t a f :  wi;.ich r u n s  not  o n l y  t h e  t j ~ i b l l c  i n f o r -  

. . 
nlatlon program 9ut t h e  en l - i r e  p y a g r a m - - ~ r a i n l n g ,  e d u c s t i o n ,  rre2tnen.c r e c o m e n d a -  

t i o n s ,  and s c r e e n i n g  o f  peop le  ;.iho nave bee;; a r r e s t e d  f o r  a l c o h o l - r e l a r e d  

o f f e n s e s .  The s t a f f  i n c l u d e s  myse l f ,  a s e c r e t a r y ,  a p r o b a t i o n  o f f i c e r ,  and 

s e v e r a l  p a r t  - t ime  peop ie ,  i n c l u d i n g  t v o  i i l s t r u c t o r s  . The d i r e c t o r  ~f t h e  l o c a l  

c h a p t e r  of  t h e  N a t i o n ~ l  C c u ~ l z i l  on Ai:oho!i.sm s e r v e s  a s  a  p a r t - t i m e  e d u c a t i o n  

c o n s u l t a n t  r e p r e s e n t i n g  t h a t  ngzncy. 

The campaign tha: a~e p u t  r o g e t h e r  i s  a  l o c a l  campaign. 0:ne of  t h e  

problems t h a t  we hati was thar .  w? had 3n i j r  52300 budgeted f o r  t h i s  y e a r ' s  a c t i v i t y .  

You can uni le rs tand ,  a f t e r  r h e  nuge f i g u r e s  mentioned i n  c o n j u n c t i o n  wi th  o t h e r  

programs d e s c r i b e d  ~ o d a y ,  t h a t  '<:i2t i s  v e r y  l i m i r e d  f o r  an e n t i r e  program e f f o r t .  

C'f c o u r s e ,  we donr  t have t o  2 ~ ) -  syjace, ar:d ir i s  not  a  n a t i o n a l  e f f o r t .  .4t t h e  

s'ame t i m e  we cans.c a f f o r d  co use an a d v ? r t i s i n ?  agency,  The a l t e r n a t i v e  t o  t h i s  

Kas t o  f i n d  o u t  what was a l r e a d y  i n  c i r c u l a t i o n  around t h e  c o u n t r y .  By c o n t a c t i n g  

t h e  P u b l i c  Comm~;nication Group 3.c iiSIi1 and r e a d i n g  some o f  t h e i r  n u b l i c a t i o n s  we 

\+.ere a b i e  t o  de t e rmine  ;\:'rat c,",:iler o:i.':-- g d ~ i i . i , a ~ i ~ n ~  1,:eu.e dolng  i n  t h i s  a r e a .  \Ye t h e n  

h r o t e  t o  t h o s e  programs,  g e t c i n g  a  754 r e sponse  LO l e t t e r s  a sk ing  for. i n f o r m a t i o n .  

k'e came up wi th  some s p e c i f i c  m a t e r i a l s  which I v:ill s h a r e  wi th  you,  &long wi th  

t h e  r e a s o n s  f o r  them, 

I n c i d e n t a l 1  y,  ?er.nsylvar?ia h a s  expres sed  i n t e r e s t ,  i n  t n a t  t h e y  \<ant 

t o  develop  t h i s  k ind  o f  m a t e r i a l ;  t>e)- 2 ~ s t  donsz know e x a c t l y  what t o  do o r  hot< 

t o  do  i t .  But I t h i n k  that they  are showing signs of becoming more invo lved .  

The m a t e r i a l s  we r e c e i v e d  from around t h e  c o u n t r y  \$ere grouped i n t o  

c e r t a i n  c a t e g o r i e s .  Some d i d  n o t  den1 d i r e c t l y  wi th  t h e  d r i n k i n g / d r i l 1 i n g  problem 

and went i n t o  one c a t e g o r y .  Some m a t e r i a l s  we sari a s  good, some a s  bad.  ITe 



picked out  what %as good i n  s e v e r a l  a r e a  

was based on one produced by t h e  Departm 

"How t o  Keep t h e  L i f e  of t h e  P a r t y  Al ive  

o f  space wasted it: t ha t  ve rs jon  and t h a t  

t o  ge t  a c r o s s  t o  t h e  p u b l i c  which wasn' t  

s .  The brochure t h a t  we ended up wi th  

e n t  of Transpor ta t ion ,  e n t i t l e d  

." We decided t h a t  t h e r e  was a  l o t  

t h e r e  was informat ion t h a t  we wanted 

i n  t h e  pamphlet. There were two o t h e r  

examples from around t h e  country  

which had s i m i l a r  themes but  had 

d i f f e r e n t  informat ion.  So we went 

wi th  a  composite o f  what we f e l t  

was t h e  b e s t .  Th i s  m a t e r i a l ,  

more than  any of t h e  o t h e r  t h i n g s  

we have subsequent ly  developed, 

d e a l s  with p e o p l e ' s  a t t i t u d e s  and 

g ives  a l t e r n a t i v e s  f o r  behavioral  

change. I t  g i v e s  s p e c i f i c  t h i n g s  

t o  do,  We a l s o  found a  number o f  

a d d i t i o n a l  r e c i p e s  t o  add t o  those  

DOT had included.  We f e l t  t h a t  

Front  cover of  DOT v e r s i o n  of pamphlet t h e  chances of people  keeping t h e  
(See next page f o r  Einal ASDP vers ion)  

e n t i r e  pamphlet were minimal, but  

y e t  i n  t h e  f i r s t  ve r s ion  ( the  DOT vers ion)  t h e  r e c i p e s  were included i n  t h e  

body of  t h e  p m p h l e t ,  so we decided t o  inc lude  them on a  s e p a r a t e  page. 

The only  t h i n g s  t h a t  Pennsylvania does pub l i sh  on t h e  i s s u e  of 

d r ink ing  and d r i v i n g  a r e  a  small ca rd ,  which we t a l k e d  about b r i e f l y  be fore ,  

and a  handout pamphlet about implied consent laws. The pamphlet i s  so ld ,  n o t  

given away, I would say t h a t  99% of t h e  people we t a l k  t o  i n  s p e c i f i c  organiza-  

t i o n s  and schools  do not  know what an implied consent law i s ,  and t h e r e  i s  

c u r r e n t l y  no a t tempt  by t h e  s t a t e  government t o  exp la in  i t .  
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WHEN A PROBLEM DRINKER DRIVES, 
IT5 YOUR PROBLEM. 

ALCOHOL SAFE DRIVING PROGRAM of 3FRYS COL\ I 'I 
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Hostess Lady ... 
This Is How T a  -7 - .  

Keep The 
Life Of 
The Party 

- 

Alive! 
presented by 
ALCOHOL I 

PROGRAM or BERKS COL 
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Front and back rovers  of pamphlet produced by ASDP 

We have come up with a new handout ca l l ed  " I f  you a re  dr iv ing ,  

take  it easy." We picked up t h i s  idea from New York, which has a whole s e r i e s  

of !'Live and Learn Tips" which a r e  sen t  out every month. Because we a r e  a 

program of t he  National Council on Alcoholism, we're c lose  t o  some of t h e i r  

o ther  programs. Right now they have j u s t  s t a r t e d  an i n d u s t r i a l  alcoholism o r  

employee a s s i s t ance  program. There a r e  20 companies i n  the  country involved. 

We have made arrangements with those companies t o  have t h i s  pamphlet included 

i n  t h e i r  pay envelopes. There i s  a very  s t r a i g h t  forward message on the  back. 



TAKE IT EASY 

few drinks and d r v e  as w e  as you  can when 
you're iomplf~:ely sober' 

The on ly  ho~:eit answer s "NO'" 
Nobod\  d,ragrees thdt oukand.our drunk 

d r i v ~ r g  .r dangz~aur  
Vans peop!e wonder, however, ' low much 

thev ma) d r i k  and s r ~ l l  d r~be  safely Un. 
fortunately, there s no ru:e.firc rnrwer  for  

When you  d rhe  after drn,lng, you are 
hand~cappeo . .a lcohol  siows your  reactlonr, 
interferes wi th  your  vs~on ,and  deadens your  
5en.e o f  respons~bi l ty  A t  rhe iarne t r ne ,  t 
makes % o u  reel 3s though e%'e.jthing is all 
r:ghr, and that you are driving i u p e r b y  

Alcohol has the same cffect, n o t  on iy  on 
y o u r d l i n g  t i e l f . .  hut a s o o n  you r  decsion 
ds t o  whether o r  n o t  you  arc able t o  d r ~ v r  

D r~v i ng  after d r i nk~ng  greatly ncreares 
vour  chances o f  an d i c d e n t  ano also the 

:s Neber drive .irer d l ~ n k n g  And  i f  you 
don ' t  fo l low this adv~ce, 3::ve IS though you 
were ier iou i ly  hand~capped, becduse you are 

G r v ~ g  after d-inkinx' hO'  

As I  mentioned before,  our  

program i s  very loca l ized  and is 

not intended t o  be ju s t  an infor -  

mation program--it 's  a publ ic  

education program i n  the  wider 

sense. With any dr inkingldr iv ing  

campaign, t he re  has t o  be a c e r t a i n  

amount of information on alcoholism. 

People have s p e c i f i c  questions,  so 

we needed something t h a t  was not 

very heavy, but had a l o t  of i n fo r -  

mation. We found t h a t  t h e  U.S. 

Jaycees1 Operation Threshold 

(funded by NIAAA) produced an 

exce l len t  pamphlet 01.1 dr inking myths. 

The pamphlet i s  s p e c i f i c a l l y  designed 

t o  be reproduced by anyone. I t ' s  

one of t h e  few p ieces  of mater ial  I have seen t h a t  i s  100% accura te  on every page. 

\ f ia t  they  a r e  saying is t r u e ,  

i s  up t o  da te ,  and dea ls  with 

several  i s sues .  We have r e -  

pr in ted  it j u s t  a s  it is;  it 

was exact1 y what we wanted. 

, \ 
g In common They don't work M'har works, Y 
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- I 19 / 
, ' ALL THAT PUBLICITY ABOUT DRINKING AND '. DRIVING IS 

ear1 half the fatal ?~g' lway acc,denti nvove 
I ' 

Two pages from "Drinking ~ y t h s "  

We wanted t o  avoid mis- IT'S RUDETOREFUSE 4 DRINK 

conceptions and mis-infor- IT'S IMPOLITETOTELL A FRIEYDHE'S 

mation t h a t  people genera l ly  

Mrvbe f ue w e r e n ' t  all so "polite'. ue wa~~ ldn ' t  hase 
! / 

, 
i o  ma?\ ' i ~end iw th  d'nl ing problan,~ 

,/ ALCOHOLISM IS JUST A STATEOF MlVD 
It's wore thar tllat t i a  \ e r )  r ial I neii, ind ; h e  i 
r r e n t f c  eijdence thar ph)i.alogcal dependence 1 5  in- 

\.- 
THAZK GOD MY KID ISN'T ON DRUGS1 

vol$eJ 

have about alcohol ism. t he  i hao lco  on drnking, he's ondrugs  li'mth nnel  1 k i l ' l J1  4rnc:icaqr dependent on aicohal, t ' i  t n e  
A FEW DRINKS CAN HELP YOU UNWIND AND 

itupped pret r ldnp ~t l i n ' t a  drug 
RELAX 
hlarbe Bur f you d i e  alcohol ll&e a wed8cne. t ' r  

r tmc  to see i uu r  do:tar 
4' \J 



Most of t h e s e  m a t e r i a l s  a r e  d i s t r i b u t e d  through our speakers bureau. 

They go along with t h e  general  informat ion being presented t h e r e .  We donf t 

want t o  l o s e  t h e  idea t h a t  what we a r e  dea l ing  with i s  a r e a l  problem, and we 

have found t h a t  a l o t  of m a t e r i a l s  t h a t  a r e  produced have good psychological  

messages a t t ached  t o  them. Yet s t u d e n t s  we contacted i n  a ve ry  u n s c i e n t i f i c  

survey of d r i v e r  educat ion c l a s s e s  a c r o s s  t h e  s t a t e  do not r e a l i z e  t h a t  a DWI 

of fense  i s  a c r imina l  o f fense - - tha t  t h e y  would have t o  go through t h e  same process  

a s  i f  a r r e s t e d  f o r  a burg la ry .  So we found t h a t  we needed t o  p resen t  some s t ronger  

informat ion i n  t h i s  a r e a .  New England has  had t h e  kind of campaign we were 

i n t e r e s t e d  i n .  ;'Ie developed a p o s t e r  which was n e a r l y  t h e  same a s  t h e i r s  on t h a t  

i s s u e .  I t  i s  s t r o n g  and i s  intended t o  be t h a t  way. We s e n t  t h i s  p o s t e r  t o  

p r i n c i p a l s  o f  a l l  t h e  high schools  and t o  t h r e e  co l l eges  i n  t h e  county.  I t  

must be kept  i n  mind t h a t  t h i s  i s  i n  conjunct ion with o ther  m a t e r i a l s  they have 

received on drug and a lcohol  abuse over t h e  p a s t  few years--so  t h i s  i s  not j u s t  

one i s o l a t e d  p iece  o f  information.  

The next i tem we produced t e l l s  e x a c t l y  what i s  going t o  happen i f  you 

a r e  a r r e s t e d  f o r  drunk d r i v i n g .  Again, it i s  s i m i l a r  t o  a New England pamphlet, 

but we took out  t h i n g s  we d i d n ' t  l i k e  about i t .  (You w i l l  n o t i c e  on t h e  back 

page t h a t  we, too ,  f e l t  t h a t  people d i d  not  understand t h e  d i f f e r e n c e  between 

beer ,  wi.ne, and mixed d r inks ,  i n  terms of t h e i r  p o t e n t i a l  f o r  i n t o x i c a t i o n ,  so 

we included some informat ion about t h a t  .) I n  66 out of 67 coun t ies  i n  Pennsyl- 

vania  t h i s  procedure t akes  p lace ;  we c r e a t e d  t h i s  a s  something simple and easy 

t o  understand.  The t e x t  on t h e  l e f t  s i d e  of each page comes from a DOT brochure;  

we t r i e d  t o  use  some s t a t i s t i c s - - b e c a u s e  most people understand numbers--so t h a t  

people could get  some idea  of t h e  magnitude of t h e  problem. We honest ly  d o n f t  

t h i n k  t h a t  most people understand t h e  enormity of not  only a l c o h o l ' s  a s s o c i a t i o n  

with d r i v i n g ,  but a l c o h o l ' s  a s s o c i a t i o n  with many o t h e r  a c c i d e n t s - - f i r e s ,  

drowning, e tc . - -anything t h a t  r e q u i r e s  any kind of judgment. We a l s o  had t h e  

Governor endorse t h e  program, giving it  more c r e d i b i l i t y .  



--Question--What i s  t h e  p o p u l a t i o n  o f  Berks County? 

--Answer--300,000. 

Our program has  o t h e r  i tems which we u s e  i n  p u b l i c  speaking--among 

them photographs of a c t u a l  a l c o h o l - r e l a t e d  a c c i d e n t  scenes  w i t h i n  t h e  county .  

So when we t a l k  about s i n g l e - c a r  o f f - t h e - r o a d  a c c i d e n t s ,  we can show examples.  

We have one p e r f e c t  example i n  a  photograph which shows a  C o l t  45 b o t t l e  s t i l l  

i n  t h e  f r o n t  s e a t .  Th i s  b r i n g s  t h e  problem c l o s e r  t o  people .  We d o n ' t  want 

t o  s c a r e  peop le ,  bu t  t h i s  is  r e a l  and people  have t o  accep t  i t .  We p u t  t o g e t h e r  

a  book s o  peop le  could  s e e  what h a s  happened i n  terms o f  a c c i d e n t s  around t h e  

county t h i s  p a s t  y e a r ,  

We have j u s t  planned a  bumper s t i c k e r  which i s  des igned t o  i n c r e a s e  

awareness.  We d o n ' t  expect  people  who a r e  i n t o x i c a t e d  t o  r ead  i t .  I t  i s  b a s i -  

c a l l y  a  d a y t i n e  awareness theme, wi th  t h e  s logan " I f  you've been d r i n k i n g ,  s t a y  

away from me." 

Th i s  e n t i r e  program was done on a  budget o f  l e s s  t h a n  $2000--and we 

s t i l l  have some money l e f t .  We have i n i t i a l l y  produced j u s t  5,000-10,000 c o p i e s  

of each i t e m - - t h a t ' s  a l l  we need,  

P h i l a d e l p h i a  made a  p u b l i c  s e r v i c e  announcement wi th  Roger Penske, t h e  

r a c e  c a r  d r i v e r .  The Insurance Company of  North America pa id  f o r  i t s  p roduc t ion .  

I am not  t o t a l l y  s a t i s ' i e d  wi th  i t  and, because many o f  you have been d e a l i n g  wi th  

t h i s  longer  t h a n  I have, I would l i k e  your op in ions  on it b e f o r e  it i s  r e l e a s e d  

t o  l o c a l  s t a t i o n s .  

T e l e v i s i o n  S c r i p t :  

Anncr : Racing ca r  d r i v e r s  r e l y  on sp l i t - second  d e c i s i o n s .  
They know d r i n k i n g  and d r i v i n g  won't win t h e  checkered 
f l a g .  T h i s  is Roger Penske, owner and manager of t h e  
famous Penske Racing Team. Roger, what do you t h i n k  about 
d r i n k i n g  and d r i v i n g ?  

Penske: I n  au to  r a c i n g  t h e r e  i s  no margin f o r  e r r o r .  
You've got  t o  be sharp  and use  good judgment every second. 
We a l l  know t h a t  a l c o h o l  impa i r s  good judgment. So i f  
y o u ' r e  behind t h e  wheel, ho l iday  o r  any day,  know your 
l i m i t ,  s t a y  sober ,  p r o t e c t  yourse l f  and t h e  o t h e r  guy. 



--Comment--I t h ink  the re  a r e  other  commercials ava i l ab l e  which a r e  more p i thy .  

--Reaction--This was t h e i r  f i r s t  a t tempt .  I was so looking forward t o  seeing 

i t  tha t  when I saw i t  I was disappointed. The voice,  for  one th ing ,  i s  too 

staged and unnatural.  

--Comment--A few years  ago, r ace  car  d r i v e r s  were used a  l o t  i n  such commercials 

u n t i l  someone found out t h a t  they have poor dr iv ing  records,  so they a r e n ' t  

used much anymore. Maybe Pennsylvania hasn ' t  heard t h a t .  

What our program i s  doing i s  looking f o r  ma te r i a l s  which can be 

e a s i l y  reproduced and loca l i zed ,  I f  ma te r i a l s  have too much local ized informa- 

t i o n  i n  them before we reproduce them, it is d i f f i c u l t  t o  adapt them t o  our use. 

We t r y  t o  use ma te r i a l s  t h a t  we can j u s t  put our l o c a l  tag  on. 

--Question--Dealing only with the  public information and mass comrnuni- 

ca t ions  e f f o r t ,  what do you consider to be the  g rea t e s t  s t r eng th  and 

prominent weakness of t h i s  type of campaign? 

--Answer--What I am most concerned about i s  i f  we have been too r e a l i s -  

t i c  t o  t he  public,  they might " turn off"  t o  c e r t a i n  pieces of informa- 

t i on ,  t ry ing  t o  understand and comprehend the message. The only piece 

of information t h a t  explains  a  l o t  of i s sues  of t he  " ~ o s t e s s "  booklet,  

which gives people r e a l  a l t e r n a t i v e s .  The r e s t  of t he  mater ia l s  r e a l l y  

don't have too much i n  them. We a c t u a l l y  thought we weren't being 

too r e a l i s t i c ,  because most i n t e rna t iona l  campaigns dea l  with broader 

i s sues  and have more psychological approaches. Their adver t i s ing  

agencies a r e  paid to  come up with those types of psychological aspec ts .  

We have t o  r e l y  on DISCUS ma te r i a l s  coming over to our area and mixing 

with our own l o c a l  ma te r i a l s .  Some of t he  b iases  we have a r e  caused 

by our deal ing with acc idents  and vict ims every day; tha t  a f f e c t s  our 

ove ra l l  education e f f o r t .  It becomes more r e a l  because we a r e  deal ing 

with accidents  and with people who a r e  a r r e s t ed  and i n  the  cour t s .  



I f  you're not ca re fu l ,  you can be t o t a l l y  biased i n  your approach. 

That has t o  be taken i n t o  considerat ion.  

--Comment--In your pamphlet "Drunk Dr ivers  Can K i l l  You Unless. . ." , t h e r e  i s  

a l o t  of information. However, on t h e  second to  t h e  l a s t  page you t a l k  about 

d i f f e r e n t  types 

SOME DRINKS HIT HARDER 
There are drinks - and then there are drinks. 

Some cocktails have a more intoxicating effect because the 
basic liquor has another alcoholic beverage mixed with it 
Martinis and Manhattans, for example, are more potent be- 
cause of added vermouth. 

The chart shows vanous kinds of drinks and 
the~r alcoholic content. They're the size drinks normally served 
in bars or cocktail lounges 

ALCOHOLIC NORMAL ALCOHOL 

BEVERAGES SERVINGS CONTENT 

BEER 1 2 . 0 ~  ( O r )  48 

WINE 4-oz 48 

LIOUEUR 1.02 40 

DISTILLED SPIRITS 1-oi 45 

UlXED DRINKS 

Martin, Manhattan 3X.02 105 

Old Fashioned 
Da8qum Alexendlr 
Marguartla 4 oz 60 

H ~ p h b l l l ~  w ~ l h  M x e l  8 -02  58 

of beverages, 

Taking in to  con- 

s ide ra t ion  your 

own c r i t i c i s m  

of t h e  Connec- 

t icu  t campaign 

"Know When t o  

Say When", 

shouldn't you have included a blood alcohol  cha r t ?  Because you have included 

in£  ormation on j u s t  s i n g l e  dr inks .  

--Comment--About t he  bumper s t icker--graphical ly ,  I th ink  it could be improved 

by the  use of d i f f e r e n t  type f aces  and a d i f f e r e n t  slogan. We had a campaign 

"You've got t o  know when to  say when." We d i d n ' t  need t h e  "You've got to" 

p a r t  of t h e  slogan, j u s t    now when t o  say when." The same wi th  your slogan. 

I don't  t h ink  you r e a l l y  mean "1f you've been drinking,  s t a y  away from me." 

Perhaps i f  i t  were changed t o  "Drinking and dr iv ing?  Stay away from me." You 

r e a l l y  want t o  ge t  across  t h e  dr inking and dr iv ing  aspec t ,  not j u s t  t h e  dr inking.  

You might a l s o  consider minimizing t h e  logo. You're not i n t e r e s t ed  i n  s e l l i n g  

yourself ;  you're i n t e re s t ed  i n  s e l l i n g  the  message. 

--Reaction--Those a r e  very good ideas,  and one of t h e  reasons I wanted to  come 

here  today was because you people have been in  t h i s  a l o t  longer than I have-- 

our operat ion is only f i v e  months old.  



NATIONAL HIGHWAY TRAFFIC SAFETY ADMINISTRATION 
--Dwight Fee, Paul F i e l d ,  JoAnne Calderone 

A t  t h e  previous  meeting, we shared NHTSA's r e c e n t  r esea rch  wi th  you. 

Rather than  go back through t h a t ,  I w i l l  qu ick ly  recap  some of t h e  f i n d i n g s .  I n  

t h e  summer of 1974 we d i d  a n a t i o n a l  p r o b a b i l i t y  survey and discovered t h a t  about 

h a l f  o f  t h e  a d u l t  popu la t ion  was i n  a s i t u a t i o n  once a month o r  more where 

a lcoho l  i s  served.  This i s  t h e  audience we decided t o  address ,  because t h e  major 

o b j e c t i v e  of our p u b l i c  informat ion program is t o  encourage people t o  t a k e  

personal  a c t i o n  where t h e y  l i v e , w h e r e  t h e y  d r i n k ,  and where they  d r i v e ,  i n  

o rder  t o  prevent  drunk d r i v i n g .  We want them t o  t a k e  a c t i o n  which w i l l  prevent 

a drunk person from d r i v i n g .  Up u n t i l  t h i s  p o i n t  our major e f f o r t  was d i r e c t e d  

t o  p u b l i c  suppor t  f o r  countermeasures.  Th i s  i s  e n t i r e l y  d i f f e r e n t ,  though t h e  

message impl ies  suppor t  f o r  countermeasures.  But t h i s  i s  an e f f o r t  t o  mobi l ize  

i n d i v i d u a l  a c t i o n  on t h e  s p o t .  That i s  why we d i d  t h e  resea rch ,  t o  f i n d  out about 

t h e  people who were i n  t h a t  s i t u a t i o n ,  w h a t  k inds  of a c t i o n s  they were w i l l i n g  

t o  t a k e ,  and whether t h e y  were a b l e  t o  recognize  impairment. 

The r e s e a r c h  i n d i c a t e d  t h a t  about h a l f  t h e  populat ion i s  ARS-involved. 

With a d u l t s ,  we found two segments. Segment A was about 40% of t h e  popula t ion ,  

r e p r e s e n t i n g  people  who don ' t  often g e t  i n t o  a s i t u a t i o n  where someone i s  ob- 

v i o u s l y  drunk. Yet when you analyze t h e  amounts t h a t  t h e s e  people a r e  d r ink ing ,  

it becomes q u i t e  c l e a r  t h a t  they  a r e  i n  t h e  presence of impaired people and t h e y  

j u s t  don ' t  recognize  i t .  But when you ask them what t h e y  a r e  w i l l i n g  t o  do, they 

say  t h e y  a r e  w i l l i n g  t o  c a l l  a cab o r  t o  d r i v e  t h e  person home. But when asked 

if t h e y  have ever  seen someone who i s  t h a t  impaired,  they  say  "no," The i r  

problem i s  t o  recognize  impairment i n  people  so  t h a t  they  can then t ake  a c t i o n .  

S e p e n t  B i s  d i f f e r e n t .  They're what we c a l l  t h e  "Bowling Alley" group--downing 

s i x  o r  n ine  b e e r s  while bowling. They a r e  w i l l i n g  t o  t a k e  a l i t t l e  more severe  

a c t i o n .  T h e y ' l l  t a k e  away keys o r  r e s t r a i n  t h e  person.  They a r e  very concerned 



about t h e i r  f r i e n d s  and do what they  can t o  p r o t e c t  them. But t h e y  have d i f f i -  

c u l t y  i n  r ecogn iz ing  impairment, i n  unders tanding t h e  requirements  f o r  a c t i o n .  

The appea l s  t o  t h e s e  peop le - - to  g e t  them t o  p re -p lan ,  t o  l i m i t  t h e i r  d r ink ing- -  

d o n ' t  work. The r e s e a r c h  shows t h a t  t h e y  a r e  no t  w i l l i n g  t o  l i m i t  t h e i r  d r ink ing ,  

t h e y ' r e  no t  w i l l i n g  t o  p re -p lan .  But once confronted wi th  t h e  s i t u a t i o n ,  t h e y  

a r e  w i l l i n g  t o  t a k e  c e r t a i n  countermeasure a c t i o n s .  

There a r e  c e r t a i n  o b j e c t i v e s  t o  our c u r r e n t  program which you should  

have i n  mind when looking a t  our  m a t e r i a l s .  The f i r s t  t h i n g  i s  t o  keep t h e  

i s s u e  of drunk d r i v i n g  on p e o p l e ' s  y i n d s ,  because we know t h a t  t h e y  a r e  not  going 

t o  do anything i f  they  d o n ' t  t h i n k  it i s  impor tan t .  We hope t o  be a b l e  t o  mea- 

s u r e  t h i s  wi th  su rveys .  We found t h a t  about 68% of  t h e  people  b e l i e v e  t h a t  3 e e r  

o r  wine i s  not  a s  i n t o x i c a t i n g  a s  d i s t i l l e d  s p i r i t s ,  Th i s  i s  a  v e r y  s e r i o u s  

o b s t a c l e  t o  people  t a k i n g  a c t i o n .  They t h i n k  t h a t  i f  someone i s  d r i n k i n g  on ly  

b e e r ,  they  d o n ' t  have t o  worry about h i s  d r i v i n g .  We want t o  educate  on t h i s  

i s s u e - - t h a t  too  much bee r  and wine i s  j u s t  a s  hazardous a s  t o o  much l i q u o r .  

Another i s s u e  i s  t h e  c o f f e e  myth-- that  i t  i s  a  sober ing  agen t .  Then we key on 

a c t u a l ,  s p e c i f i c  a c t i o n s  t h a t  people  a r e  w i l l i n g  t o  t ake ;  w e ' l l  t r y  t o  r e i n f o r c e  

t h a t .  These commercials w i l l  be copy- tes ted  s o  t h a t  we w i l l  have d e f i n i t i v e  

d a t a  on j u s t  what they  do communicate. 

I  want t o  p o i n t  out  t h a t  we have dropped t h e  "problem d r i n k e r "  t a g  

t h a t  we used f o r  t h e  p a s t  few years .  The r e s e a r c h  i n d i c a t e d  t h a t  t h a t  l a b e l  

tu rned  people  o f f - - t h e y  t r a n s l a t e d  i t  a s  t l a l c o h o l i c t t  and t h e y  don ' t  know any 

a l c o h o l i c s  and a lcohol ism i s  t o o  complicated a  problem t o  d e a l  wi th  i n  a  s o c i a l  

s i t u a t i o n .  So we have a  new t a g .  Two new ads  a r e  e n t i t l e d  "S i l ence  i s  Deadly" 

and "The P a r t y ' s  Over." The l a t t e r  t a l k s  about t h i n g s  t h a t  happen t o  people  

a f t e r  t h e y  have l e f t  a  p a r t y  drunk and a r e  d r i v i n g  home. Again, we inc lude  t h e  

i tems on bee r  and wine and black c o f f e e .  I t  inc ludes  countermeasures t o  u s e ,  

j u s t  as  i n  t h e  o t 3 e r  ad mentioned. 
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In conjunctlon with this survey, Grey is going to be conducting a 

national survey to collect baseline information on people's attitudes. At the 

same time, the ASAPs will be conducting the same survey where they have given a 

heavy emphasis on their own markets; this will provide more baseline data. On 

the basis of this information, we hope to be able to make some judgments about 

where they are at that point. Subsequent research will follow-up on this and 

will provide feedback. This will be a continuing process of doing research to 

feed into the next series of ads and to evaluate the preceding ads. 

--Comment--Doesn't the slogan "Friends don't let friends drive drunk" bother 

you? Because they do. It 's like the old one "Drunk drivers go to jail1'--they 

don't. Millions of dollars are going into this type of campaign and it has 

never done much good, according to our information. 

--Reaction--NHTSA1s last series of ads included a youth ad saying "If you let a 

friend drive drunk, you're no friend." The new one appears to be building on 

what has, ho;>efully, gotten through to the public. 



--Comment--But t h e  po in t  of t h a t  comment i s  whether any of t h i s  h a s  ever  g o t t e n  

th rough .  

--Reaction--There a r e  s e v e r a l  i s s u e s  t h e r e .  One i s  what i s  t h e  e f f e c t i v e n e s s  

o f  s logans ;  i f  they  r e a l l y  work. Another i s  how t h e y  a r e  d i f f e r e n t  from o t h e r  

s a f e t y  messages.  To answer t h e  f i r s t  p o i n t ,  I  t h i n k  s logans  a r e  e s s e n t i a l - -  

t h e r e  i s  a  need f o r  something t o  c a p s u l a t e  t h e  message. Slogans by themselves  

d o n ' t  do t h e  job,  bu t  you need t o  pu t  your campaign i n  a  s e n t e n c e .  T h i s  i s  p a r -  

t i c u l a r l y  t r u e  i n  t h e  e l e c t r o n i c  media, On t h e  i s s u e  of  i f  t h e y  work-- that ' s  

why we ' re  copy- tes t ing  t h e  messages t o  s e e  if t h e y  communicate anything t o  t h e  

p u b l i c ,  and t o  s e e  i f  they  change p e o p l e ' s  a t t i t u d e s  and knowledge. The pro-  

b a b i l i t y  r e s e a r c h  w i l l  de termine i f  we ' re  i n c r e a s i n g  p e o p l e ' s  w i l l i n g n e s s  t o  

t a k e  a c t i o n .  

--Comment--I'd l i k e  t o  make a  sugges t ion .  I t h i n k  t h e  s logan  would sound b e t t e r  

i f  changed t o  " I f  you l e t  a  f r i e n d  d r i v e  drunk,  you ' r e  no f r i e n d . "  I t  would be 

v a l u a b l e  i f  you could pu t  o u t  a  s e t  wi th  each and compare t h e  r e a c t i o n s  t o  them. 

--Comment--I wasn ' t  q u e s t i o n i n g  t h e  s logan .  But t h e  drunk d r i v i n g  s t a t i s t i c s  

eve ry  year  prove t h a t  it d o e s n ' t  work. The f i n a l  t e s t  i s  whether t h e r e  a r e  fewer 

peop le  k i l l e d  i n  drunk d r i v i n g  a c c i d e n t s .  

--Comment--But t h e  t h i n g  of  t h i s  i s  t h a t  p r i o r  t o  t h i s  it was a s o c i a l  'lno-no'' t o  

i n t e r f e r e  wi th  someone i f  t h e y  wanted t o  d r i v e  home a f t e r  d r i n k i n g  t o o  much. The 

ad i s  g i v i n g  them an argument f o r  i n t e r f e r i n g  wi th  someone i n  t h a t  s i t u a t i o n .  

The s logan  sums it up a t  t h e  bottom. Th i s  h a s  t o  be  exp lo red ,  b u t  I  t h i n k  it 

should  be changed t o  what was jus t  suggested from what i s  p resen ted  i n  t h e  ad .  

--Comment--One f u r t h e r  thought  on t h i s  whole i s s u e  of  t h e  concept .  I  was v e r y  

impressed t h i s  p a s t  f a l l  i n  Toronto t o  h e a r  e x p e r t s  on drunk d r i v i n g  from a l l  

over  t h e  world say ing ,  i n  e f f e c t ,  t h a t  o f f i c i a l  countermeasures a r e  no t  going t o  

work. What h a s  t o  be  developed a r e  v o l u n t a r y ,  s o c i a l  c o n t r o l s .  I  don ' t  know 

i f  t h a t  w i l l  work e i t h e r ,  but  t h e  wor ld ' s  e x p e r t s  a r e  saying t h a t  v o l u n t a r y  s o c i a l  



cont ro ls  a r e  the  only e f f e c t i v e  way of reducing drunk dr iv ing .  So we, who a r e  

i n  t he  communications a rea ,  have got our  work cu t  out f o r  us  when these people 

a r e  admitting t h a t  t h e i r  technology won't do i t .  

Two quest ions were asked i n  t he  Louis I larrfs  survcv of 1973,  (1) have 

you discussed the  i s sue  of drunk dr iv ing  with a  f r i end  i n  the l a s t  month?" and 

( 2 )  "Have you o r  an acquaintance t r i e d  t o  prevent someone from driving?!' 26% 

answered the  l a t t e r  a f f i rma t ive ly  even before our campaign began. And, i n t e r e s -  

t i n g l y  enough, the  people who had seen NLAAA and NHTSA adver t i s ing  were found t o  

be more l i k e l y  t o  have done something. NHTSAts f ee l ing  i s  t h a t  t he re  i s  an under- 

ly ing  wi l l ingness  i f  we can c rea t e  a  c l imate t h a t  says i t ' s  okay t o  take these  

kinds of ac t ion .  

Some of our rad io  spots  were taken d i r e c t l y  from t h e  TV spots .  The 

"Teddy" spot  i s  aimed a t  Segment B a s  mentioned above, the b lue-col la r  workers. 

Teddy, 60 second r ad io  spot 
National Highway T r a f f i c  Safety Administration 

1st man: Sound e f f e c t s  of him snoring i n  background 
2nd man: I might be saving my buddy's l i f e .  That ' s  him sleeping 

on my couch. He was a l l  ready to  d r ive  home when I sa id ,  
"Teddy, I th ink  you had too much t o  drink." He says, 
11 Come on, a  couple of beers." I sa id ,  "Teddy, 9 beers ,  
t h a t  could be l i k e  9 mixed d r inks .  I ' l l  d r ive  you. 
Bet te r  ye t ,  park yourself here."  He says,  "Gimme a cup 
of cof fee ,  1'11 get  out of here." I to ld  him, "You're 
kidding yourse l f ,  co f f ee ' s  not going t o  sober you up. 
No way." So we talked it over some more and I f i n a l l y  
convinced him. Simple, I hid h i s  car  keys. Hey, I 
never did anything l i k e  t h i s  before.  You know, I 
f igured he was going t o  give me an argument. But then 
I thought, wel l ,  how many bes t  f r i ends  does a  guy have? 
Sleeping beauty over here i s  going to  have some head i n  
t he  morning, but me, I ' m  going to  f e e l  t e r r i f i c .  

Anncr: T h e r e a r e n o m o r e e x c u s e s ,  f r i e n d s d o n ' t l e t f r i e n d s  
d r i v e  drunk. Find out how e l s e  you can help.  Write 
Drunk Driver ,  Box 2345, Rockville,  Marylend. A public  
s e rv i ce  message on behalf of t :~e  U.S. Department of 
Transportat ion.  



--Question--Why do you use  60-second s p o t s ?  

--Answer--We use both  60- and 30-second s p o t s .  As y o u ' l l  s e e  i n  

t h e  t e l e v i s i o n  s p o t s ,  I  t h i n k  t h e  30-second s p o t s  a r e  b e t t e r .  We 

do q u a r t e r l y  surveys  of  t h e  media, a sk ing  what exposure we're g e t t i n g  

and what l eng ths  of  s p o t s  a r e  p r e f e r r e d .  In r a d i o  i t ' s  one s l i g h t l y  

over  t h e  o t h e r  and t h e  o p p o s i t e  i n  TV. 

--Comment--Our surveys  a r e  showing a  p re fe rence  f o r  30-second s p o t s ,  wi th  some 

s t a t i o n s  p r e f e r r i n g  1 0 s .  We gave up on doing 60s a t  a l l  and produce on ly  30s. 

--Reaction--There i s  a  l o t  of disagreement on t h a t .  I t  depends on whom you a s k ,  

NIAAA produces a l o t  o f  20-second s p o t s  f o r  t e l e v i s i o n .  People i n  t e l e v i s i o n  d i s -  

covered t h a t  t h e y  could make more money wi th  t h r e e  20s than with one 60 o r  two 

30s. So t h e y  would s e l l  two 20s and add our  20 a s  a  p u b l i c  s e r v i c e  s p o t .  

--Comment--The count o f  p u b l i c  s e r v i c e  announcements f o r  t h e  FCC i s  no longer  

determined by t h e i r  l e n g t h ,  bu t  hy  t h e i r  f requency on t h e  a i r .  This  i s  t h e  

reason  t h a t  a  l o t  o f  t h e  rock s t a t i o n s  a r e  going over  t o  u s i n g  10-second s p o t s .  

Th i s  next  spo t  i s  aimed a t  t h e  youth audience  and w i l l  be d i s t r i b u t e d  

t o  youth-or iented r a d i o  s t a t i o n s .  

Mr. Adams, 60 second r a d i o  s p o t  
N a t i o n a l  Highwry T r a f f i c  S a f e t y  A d m i n i s t r a t i o n  

Background, s f x :  No i ses  of a l a r g e  c o c k t a i l  p a r t y .  
Up-beat song: Good news, Mr. Adams, you have good f r i e n d s . . .  
Pe r son  a t  p a r t y :  You a r e  a  s w e l l  guy. 
Song : . . .We l aughed ,  we d rank ,  and t h e n  we s a i d  good-bye.. . 
Sf x: Car s t a r t i n g  
Song : . . .Bad news. . . 
Sfx:  Sound of c a r  s k i d d i n g .  
Song, s o l o :  You had no f r i e n d s  M r .  Adams when t h e y  l a s t  saw you 

a l i v e .  They should  have know you s h o u l d n ' t  d r i v e .  
Rut t h e y  s a i d . .  . 

Person  a t  p a r t y :  ~ e ' s  o n l y  d r i n k i n g  b e e r !  
Song : ~ e '  s o n l y  d r i n k i n g  b e e r .  . . 
Person  a t  p a r t y :  How d runk  can  you g e t  on b e e r ?  
Song : How drunk . . . can  you z e t ?  
Anncr : Too much bee r  o r  wine can  make your f r i e n d  t o o  d runk  

t o  d r i v e  and b l a c k  c o f f e e  won ' t  r e a l l y  h e l p .  But 
you can .  Dr ive  him y o u r s e l f ,  c a l l  a  c a b .  F r i e n d s  
d o n ' t  l e t  f r i e n d s  d r i v e  drunk.  



Person at party: I didn't realize it. 
Song: Sad news, Mr. Adams. . .~e's only drinking beer.. . 

how drunk...sad news, Mr. Adams, etc. 
Anncr : Find out how else you can help. Write Drunk Driver, 

Box 2345, Rockville, Maryland. A public service 
message on behalf of the U.S. Department of 
Transportation. 

Song: ,..sad news. 

--Comment--Someone might say that that commercial will sell wine and beer. Noone 

knows yet what that sort of consciousness-raising will do--how it will affect 

people. 

--Comment--It scares me to think that it might affect young people who were not 

previously involved with alcohol--it will glamorize drinking for them. 

--Reaction--I disagree; I think it is a good spot and will not glamorize drinking 

beer or wine. There is one that that people who make alcoholic beverages don't 

seem to understand--that NIAAA, which is responsible for the national effort on 

alcoholism, has never attacked manufacturers of alcoholic beverages and never 

wants to do that in a temperance manner, We know (1) it won't work, (2) it's 

not really necessary, and C3) it's not what we're trying to do. It's surprising 

to me that the manufacturers of alcoholic beverages haventt picked up on our 

alcohol and health report in the section about the benefits of alcoholic beverages. 

If they were smart, they would do it in a way that would broaden their base. A 

lot of people are still afraid of alcohol. But I think this commercial is help- 

ful, because we have to get across to people that beer is not harmless. 

--Comment--I don't agree, either, that that ad will sell beer and wine. It's 

only been recently that the brewing industry has gotten itself involved with the 

subject of alcoholism. For too many years, we saw beer as a beverage of modera- 

tion. We've long since given that idea up, because we've found that it is involved 

and we're willing to accept that. The thing I take offense to is an advertisement 

of a few years ago which actually showed a particular brewery. That kind of 

thing, putting the emphasis on a specific brand, is bad advertising. But we don't 



t ake  offense t o  ads mentioning beer,  because we know it i s  a problem. 

There a r e  two s e t s  of 60- and 30-second t e l e v i s i o n  spots .  The f i r s t ,  

c a l l ed  a"Bartender,tf  i s  aimed a t  Segment A ,  and the  second "Teddy," i s  aimed 

a t  Segment B. 

Most of the  people 

who wr i t e  i n  i n  response t o  

these  messages a r e  connected 

with organiza t ions .  We hope 

t h a t ,  beginning with next 

yea r1s  program ( the  one 

beginning i n  Ju ly ,  1975) we 

can begin t o  design s t r a t e -  

g ic  mater ia l s  t o  e n l i s t  

people 's  support i n  t h i s  

e f f o r t ,  acquainting them 

with t h e  s t r a t e g i e s  of t h e  

campaign and point ing out 

how they can help.  

On another 

i s sue ,  I th ink  t h a t  

people i n  t he  publ ic  se rv ice  business  have a c r e d i b i l i t y  problem--part icular ly 

with respec t  t o  highway s a f e t y .  The only way t o  overcome t h a t  problem i s  t o  

be ab l e  t o  show a program which has  i n t e g r i t y .  We have t o  f i n d  a way where 

people who a r e  responsible  f o r  campaigns and need more resources can show others  

what t h e i r  campaign r a t i o n a l e  was, who t h e i r  audience was, what t h e  objec t ives  

were, whether or  not  t he  message was communicated (through copy-test ing)  , whether 

o r  not they  go t  on the  a i r ,  e t c .  If t h e r e  i s  a break i n  t he  l i n k  anywhere along 

the  l i n e ,  and you don ' t  know whether o r  not t he  message communicated, then who 



cares  i f  it got on the  a i r ;  and i f  i t  communicated, t h a t l s  worthless unless  it 

did ge t  on the  a i r .  So those of u s  who a r e  i n  t h i s  business have t o  f i n d  ways - 
t o  harness t h e  s o c i a l  science research  t h a t  can give us these answers and t o  

put it a t  t h e  d isposa l  of p r a c t i t i o n e r s  on an economic bas i s .  Small operat ions 

have t o  be ab l e  t o  get  feedback i n  order  t o  convince management t h a t  what they 

a r e  doing i s  worthwhile and should be continued. The technology has been around 

f o r  a long time--I1ve read books on it from the  1930's--but nobody i s  doing it. 

--Comment--Maybe organizat ions could ge t  together  and pool t he  money they bave 

a l loca t ed  f o r  research and do something cooperat ively.  There a r e  a l o t  of 

problems with t h a t ,  but it i s  a p o s s i b i l i t y .  

What needs t o  be done, t o  advance the  s t a t e -o f - the -a r t  i n  t h i s  a rea ,  

has t o  do with programs l i k e  t h e  Alcohol Safe i jriving Program discussed e a r l i e r .  

There should be a c a p a b i l i t y  t h a t  they  can c a l l  on i n  which they do most of the  

work, but  an expert r e f i n e s  those ideas ,  For ins tance ,  he could devise a ques- 

t i o n n a i r  and have an expert go over it fo r  j u s t  an hour o r  two t o  r ev i se  t he  

quest ions,  removing t h e  b i a ses .  The same th ing  could be done f o r  t r a i n i n g  i n t e r -  

viewers, s e l ec t ing  t h e  sample, e t c .  A l l  t h i s  could be done r e l a t i v e l y  inexpen- 

s ively--for  say $600 o r  so, This i s  what i s  needed. People w i l l  then t r u s t  

t h a t  system and use i t .  



KEN COLLINS ASSOCIATES 
--Ken C o l l i n s  

A t  a  meeting i n  Washington about f o u r  y e a r s  ago,  t h e r e  was an i n t e n s i v e  

d i s c u s s i o n  about media communication and u t i l i z a t i o n .  What we a r e  doing h e r e  

today  i s  what we were t a l k i n g  about t h e n ,  p a r t i c u l a r l y  i n  terms of  NHTSA's new 

campaign. 

Though I now have a  c o n s u l t i n g  f i r m ,  I  was f o r  many y e a r s  a t t u n e d  t o  

t h e  highway s a f e t y  problem a s  D i r e c t o r  of Pub l i c  Informat ion f o r  t h e  Commonwealth 

o f  V i r g i n i a .  P r e s e n t l y ,  my f i r m  i s  involved wi th  s e v e r a l  S t a t e  agenc ies  i n  

hand l ing  s a f e t y  p r o j e c t s .  So I'm s t i l l  involved,  but  from t h e  o t h e r  s i d e .  Some 

o f  t h e  t h i n g s  I w i l l  s a y  today  might be d i f f e r e n t  from what h a s  p r e v i o u s l y  been 

s a i d ,  s i n c e  I  am looking a t  t h i s  problem from a  d i f f e r e n t  p o i n t  of  view. 

C o l l i n s  A s s o c i a t e s  i s  c u r r e n t l y  involved i n  n e g o t i a t i o n s  wi th  t h e  

e a s t  c o a s t  of t h e  S t a t e  t o  e v a l u a t e  t h e  impact o f  a l l  t h e  a g e n c i e s '  p u b l i c  i n f o r -  

mation m a t e r i a l s .  \Ire w i l l  t a l k  wi th  t h e  p u b l i c  s e r v i c e  d i r e c t o r s  o f  commercial 

and p u b l i c  t e l e v i s i o n  s t a t i o n s  t o  f i n d  ou t  what l e n g t h ,  what k ind,  and what 

q u a l i t y  of  m a t e r i a l s  t h e y  p r e f e r .  We w i l l  de termine which s t a t i o n s  have computer 

logging of  b roadcas t ing .  In t h e  p a s t  few y e a r s ,  many s t a t i o n s  have gone t o  com- 

p u t e r i z e d  logging systems f o r  keeping up wi th  wha t ' s  been shown (and f o r  e a s i e r  

m a t e r i a l  r e t r i e v a l )  i n  o rde r  t o  s a t i s f y  t h e  F C C .  We w i l l  t a l k  wi th  a  sampling of  

r a d i o  s t a t i o n  d i r e c t o r s  of  urban,  r u r a l ,  Black, coun t ry /wes te rn ,  FM, e t c . ,  s t a t i o n s  

t o  s e e  what t h e i r  needs a r e  i n s o f a r  a s  l e n g t h  o f  s p o t s ,  and ask whether o r  n o t  

t h e y  have computerized logging systems.  We w i l l  a l s o  f i n d  ou t  how many of t h e  FM 

s t a t i o n s  want m a t e r i a l  produced i n  s t e r e o .  We w i l l  de termine i f  r a d i o  s t a t i o n s  

p r e f e r  m a t e r i a l s  on r e e l - t o - r e e l  t a p e  o r  on c a r t r i d g e s  f o r  d i r e c t  b roadcas t ing- -  

t o  e l i m i n a t e  t h e  need f o r  t r a n s f e r .  For TV, w e ' l l  s e e  i f  t h e r e  i s  a  p r e f e r e n c e  



f o r  v ideo tape  over  16mm. We'll look i n t o  q u a l i t y  of f i lm--both  sound and c o l o r .  

These a r e  t h e  q u e s t i o n s  we a r e  going t o  t r y  t o  answer. This  i s  a  ve ry  wise 

d e c i s i o n  on t h e  p a r t  of t h e  s t a t e ,  because t h e r e  a r e  l i t e r a l l y  thousands of 

d o l l a r s  put  i n t o  p u b l i c  s e r v i c e  m a t e r i a l s .  S t a t e  agenc ies  end up competing wi th  

o t h e r  s t a t e  agenc ies  f o r  a i r  t ime .  They o f t e n  send out  t h e  m a t e r i a l  a t  t h e  

wrong t ime (e .g .  Christmas campaign m a t e r i a l s  i n  J u l y ) .  We know t h a t  t h e  p u b l i c  

s e r v i c e  d i r e c t o r  won't r e t a i n  t h i s  m a t e r i a l  because he c a n ' t  keep t r a c k  of it 

u n t i l  t h e  r i g h t  t ime.  Several  y e a r s  ago, when I was s t i l l  wi th  t h e  V i r g i n i a  

Highway S a f e t y  Div i s ion ,  we d i d  a  s t u d y  t h a t  showed t h a t  t h e  average t e l e v i s i o n  

s t a t i o n  g e t s  25 f r e e  psas  pe r  week. Chances a r e  on ly  one o r  two of t h a t  25 a r e  

going t o  make it on t h e  a i r .  Therefore ,  a s  I have always f e l t ,  t h e  money should 

go i n t o  t h e  q u a l i t y  a s  opposed t o  t h e  q u a n t i t y ,  so t h a t  t h e  s p o t s  w i l l  ge t  on t h e  

a i r .  But it i s  a l s o  necessa ry  t o  be a b l e  t o  t e l l  how many p l a y s  t h e  spo t  had, 

what t h e  demographics were, e t c .  

We w i l l  a l s o  look i n t o ,  a s  a sp in -of f  from t h i s ,  t h e  p o s s i b i l i t y  of 

s t a n d a r d i z a t i o n  of packaging, mai l ing  l ists,  e t c .  Many c u r r e n t  mai l ing  l i s t s  

a r e  out-dated.  Spots  a r e  o f t e n  s e n t  t o  t h e  wrong people-- to  s t a t i o n  managers 

and news d i r e c t o r s  i n s t e a d  o f  p u b l i c  s e r v i c e  d i r e c t o r s .  

The f i rm I r e p r e s e n t  was involved l a s t  year wi th  Richmond's FARE 

( F a t a l  Accident Reduction En?orcement) program. Th is  was a  p a r t  of a  n a t i o n a l  

e f f o r t  t o  s e e  what could be done by i n t e n s i v e  p o l i c e  v i s i b i l i t y  t o  reduce t h e  

number o f  t r a f f i c  f a t a l i t i e s .  Recognizing t h e  f a c t  t h a t  t h e r e  a r e  about f i v e  

o r  s i x  major reasons  f o r  t r a f f i c  f a t a l i t i e s ,  among them a lcoho l ,  we, f o r  t h e  

c i t y  of Richmond, d i d  a  s e r i e s  of 10 p s a s  f o r  r a d i o  b u i l t  on a  common theme. 

We had t h e  budget t o  do j u s t  one t e l e v i s i o n  s p o t .  Through t h e  seven-month 

program, we were success fu l  no t  on ly  i n  having a  53% reduc t ion  i n  t r a f f i c  f a t a -  

l i t i e s  because o f  t h e  high v i s i b i l i t y  of t h e  p o l i c e  and t h e  warning system s e t  



up by t h e  p o l i c e  bureau,  bu t  a l s o  we were a b l e  t o  determine t h a t  our  r a d i o  

m a t e r i a l  had a  t o t a l  of 1350 r u n s  on s i x  o f  t h e  2 0  s t a t i o n s  i n  Richmond ( we 

surveyed o n l y  t h o s e  s i x  s t a t i o n s ) .  The program was rece ived  ve ry  we l l ;  we 

e s t a b l i s h e d  a  v e r y  b a s i c  i d e a  t h a t  "Everybody Makes ? . l i s t a k e ~ . ~ '  When a  person 

was stopped a t  a n  i n t e r s e c t i o n  because of  a  minor v i o l a t i o n ,  he was o f t e n  

shown a  computer p r i n t o u t  l i s t i n g  how many people  had been k i l l e d  t h e r e  f o r  a  

p a r t i c u l a r  o f f e n s e .  

Th i s  i s  one of t h e  t e n  s p o t s  we produced f o r  FARE. The o t h e r s  d e a l t  

wi th  speeding,  running r e d  l i g h t s ,  p e d e s t r i a n s ,  e t c .  The same music was used 

on a l l  o f  them. I  would have l i k e d  t o  have had a b igger  budget f o r  p roduc t ion ,  

but  when you ' re  working a t  t h e  c i t y  l e v e l ,  you d o n ' t  have q u i t e  t h e  same budget 

a s  when working a t  t h e  n a t i o n a l  l e v e l .  

Everybody Makes Mistakes--Drunk Dr iv ing  
Ken C o l l i n s  A s s o c i a t e s  
Radio Spot ,  30 seconds 

Song: D r i v i n '  down t h e  highway ... 
Man : Come on, I j u s t  had a couple  of b e e r s  and I j u s t  was r u n n i n t  

down Hermitage h e r e  t o  p i c k  up a  couple  o f  t h i n g s  f o r  my 

wi fe  a t  t h e  g rocery  s t o r e . . . .  

Song: . . .  t r a f f i c  cominf myway ... 
Woman: L i s t e n ,  honey, naybe I ' d  b e t t e r  d r i v e .  You had a  few d r i n k s  

a t  F r e d ' s ,  and back a t  Commerce you j u s t  missed t h a t  man 

backing out  of  t h a t  d r i v e .  

Song: . . ,everybody makes m i s t a k e s .  

Anncr: A couple  of d r i n k s ,  a  l i t t l e  m i s t a k e ,  and t r a g e d y .  S h o r t e r  

d a y l i g h t  and shopping crowds a r e  bad enough. Your Richmond 

P o l i c e  remind you t h e r e ' s  no room on Richmond s t r e e t s  f o r  

t h e  d r i n k i n g  d r i v e r .  Do your p a r t  t o  make Richmond s a f e r .  

were asked by t h e  V i r g i n i a  Commission o f  Game and Inland F i s h e r i e s  

t o  come i n t o  t h e  middle of a  program. Game and In land  F i s h e r i e s  i s  r e s p o n s i b l e  

f o r  b o a t i n g  s a f e t y  i n  V i r g i n i a .  Radio m a t e r i a l  had a l r e a d y  been produced and 



t h e  campaign was underway; we were asked t o  make t e l e v i s i o n  s p o t s  f o r  t h i s  

campaign. Genera l ly  we l i f t  r a d i o  s p o t s  from t e l e v i s i o n ,  so t h i s  i s  not  t h e  

e a s i e s t  t h i n g  t o  do. However, we were a b l e  t o  work wi th  t h e  r a d i o  s p o t s  and 

produce v e r y  e f f e c t i v e  t e l e v i s i o n  PSAs. 

I n  developing t h e  t e l e v i s i o n  s p o t s ,  we looked a t  t h e  C h i l d r e n ' s  Tele-  

v i s i o n  Workshopts s u c c e s s f u l  Sesame S t r e e t .  We decided t o  u s e  t h e  technique 

o f  hand puppets  t o  appea l  n o t  on ly  t o  t h e  young popula t ion  but t o  r e i n f o r c e  i d e a s  

of s a f e  boa t ing  among t h e  o l d e r  people .  Th i s  way we a l s o  got around t h e  t e c h n i -  

c a l  problems of l ip-synching wi th  t h e  r a d i o  s p o t s .  

Boating S a f e t y ,  The Other Guy 
Ken C o l l i n s  Assoc ia tes  
T e l e v i s i o n  Spot 

1st Man: 
2nd Man: 

1st Man: 

2nd Man: 
1st Man: 
2nd Man: 
1st Man: 
2nd Man: 
Anncr : 

Song : 

Hey, Rick, how1 r e  you f e e l i n g ,  buddy? 
Oh, no t  bad. Should be  up and around i n  a  couple  of 
days.  
Do you s t i l l  b e l i e v e  t h a t  boa t ing  a c c i d e n t s  always 
happen t o  t h e  o t h e r  guy? 
Oh s u r e ,  o f  course!  
Now wai t  a minute,  how can you say t h a t ?  
Simple. 
\?hat ? 
I was doing g r e a t  u n t i l  t h i s  o t h e r  guy ran  i n t o  me. 
You don ' t  have t o  cause  an acc iden t  t o  have one. 
When boa t ing  be s u r e  t o  watch out f o r  t h e  o t h e r  guy. 
Use a  l i t t l e  c o u r t e s y  and common sense;  y o u ' l l  h e l p  
s t o p  boa t ing  a c c i d e n t s .  

Boating Safe ty ,  Bourbon and Water 
Ken C o l l i n s  A s s o c i a t e s  
Te lev i s ion  Spot 

1 s t  Man: Hey, I used t o  know a  guy who drank a  q u a r t  o f  bourbon 
and a  g l a s s  of water every t ime he went boa t ing .  - 

2nd Man: A q u a r t  of bourbon and a g l a s s  o f  water? 
1st Man: Every t ime he went boa t ing ,  r i g h t .  
2nd Man: 
1st Man: 
2nd Man: 
1st Man: 
2nd Man: 
1 s t  Man: 
Anncr : 

Song : 

IVhat do you mean, you used t o  know a  guy? - 
Well, l e t  me pu t  it  t h i s  way. .. 
Yes? 
The bourbon d i d n ' t  ge t  him ... 
Uh huh. ... but  t h e  water s u r e  d i d .  
Remember, bourbon and water d o n ' t  mix, e s p e c i a l l y  if t h e  
b o a t ' s  i n  t h e  water and t h e  bourbon's  i n  t h e  b o a t e r .  
Use a  l i t t l e  c o u r t e s y  and common sense;  y o u ' l l  h e l p  
s t o p  boa t ing  a c c i d e n t s .  



Both t h e  c l i e n t  and we were s o  p leased  wi th  t h e  p e l i c a n  i n  t h o s e  

t e l e v i s i o n  s p o t s  t h a t  we extended t h e  campaign t o  us ing  p o s t e r s  t o  r e i n f o r c e  

t h e  t e l e v i s i o n  messages, and t o  p rov ide  m a t e r i a l s  t h a t  could go up on p i l i n g s  

and i n  mar inas  and around t h e  w a t e r f r o n t .  We picked up t h e  theme l i n e  "Cour- 

t e s y  and common sense  p reven t  boa t ing  a c c i d e n t s . "  Th i s  i s  being e s t a b l i s h e d  

a s  t h e  new s a f e  b o a t i n g  logo f o r  V i r g i n i a ,  and i s  being used i n  t h e i r  boat ing 

s a f e t y  course .  We a l s o  produced 100,000 bumper s t i c k e r s  f o r  t r a i l e r s ,  boat  

windsh ie lds ,  e t c . ,  t o  r e i n f o r c e  t h e  t e l e v i s i o n  m a t e r i a l s .  

One t h i n g  we d i d  f o r  t h e  c l i e n t  s o  t h a t  t h e  logo would no t  be  con- 

taminated and show up on t e e - s h i r t s  was t o  copyr igh t  t h e  logo.  I'm g lad  t h a t  

t h e  r e p r e s e n t a t i v e  of t h e  Reading, Pennsylvania program has  no t  r u n  i n t o  any 

copyr igh t  problems i n  us ing  o t h e r s t  m a t e r i a l s .  Th i s  i s  a  means f o r  p reven t ing  

m a t e r i a l  pa id  f o r  by one s t a t e  from being used i n  a n o t h e r  s t a t e  wi thout  c o n t r i -  

b u t i o n  t o  t h e  producing s t a t e .  Th i s  i s  an a r e a  t h a t  h a s n ' t  been worried about 

much i n  t h e  p a s t .  

The m a t t e r  of  d r i n k i n g  and b o a t i n g ,  a l though  I am t h e  o n l y  one d i s -  

c u s s i n g  it today ,  i s  becoming a  v e r y  s e r i o u s  problem because t h e r e  a r e  more and 

more b o a t s  on t h e  water  eve ry  y e a r .  As a  s a i l o r  I am p a r t i c u l a r l y  f e a r f u l  when 

I am o u t  and s e e  a  young t r o o p e r  w i t h  a  b i g  s k i  boa t  and a  d r i n k  i n  h i s  hand. 

He's  no t  c o n c e n t r a t i n g  on h i s  b o a t i n g ,  and I c a n ' t  maneuver my s a i l b o a t  a s  he 

can h i s  s k i  b o a t .  People do t h e  same t h i n g s  wi th  b o a t s  t h a t  t h e y  do w i t h  c a r s - -  

run  them i n t o  t r e e s  o r  i n t o  docks ,  i n t o  o t h e r  b o a t s ,  e t c .  Drinking i s  more of a  

f ami ly  s p o r t  on b o a t s  than  i t  i s  i n  t h e  fami ly  automobile.  Somehow we d o n ' t  frown 

so  much an a  person wi th  a t h r e e -  o r  four - ton  v e s s e l  wi th  t w i n  eng ines  having a  

bourbon and water  whi le  b o a t i n g .  He i s  a l s o  a f f e c t e d  by sunsh ine ,  g l a r e ,  wind, 

and o t h e r  t h i n g s  n o t  exposed t o  i n  an  automobile.  So it i s  becoming a  v e r y  

s e r i o u s  problem. 

One of  t h e  t h i n g s  I was asked t o  t a l k  about today  is  how t o  ge t  money 



p u b l i c  informat ion programs. I lve been lucky i n  t h a t  I have worked with people 

who r e a l i z e  t h e  va lue  of good p u b l i c  information and f e e l  t h a t  it i s  a necessary  

p a r t  o f  every g ran t  proposal .  But we do have t o  j u s t i f y  how we a r e  going t o  

spend t h a t  money. The shortcoming o f  many organ iza t ions  i n  g e t t i n g  money i s  t h a t ,  

a t  t h e  t ime t h e  g ran t  i s  w r i t t e n ,  t h e y  d o n ' t  have a good f i rm idea  of what i s  

going t o  be produced. The r e s e a r c h  involved when planning a g r a n t  i s  an a b s o l u t e  

must. Most of us  who have been i n  t h e  bus iness  long enough t o  be making r e q u e s t s  

f o r  p u b l i c  informat ion money know t h e  ba l l -pa rk  f i g u r e s  f o r  product ion of v a r i o u s  

kinds o f  m a t e r i a l s - - t e l e v i s i o n  s p o t s ,  movies, brochures ,  speakers  bureau presen-  

t a t i o n s ,  and t h e  l i k e ,  Th i s  informat ion should be a v a i l a b l e  a t  t h e  t ime t h a t  you 

r e q u e s t  money from t h e  d i r e c t o r  f o r  a s p e c i f i c  program, o r  when w r i t i n g  a g ran t  

proposal .  

One t h i n g  t h a t  has  been va luab le  i n  some s t a t e s  i s  t h e  product ion of 

m a t e r i a l s  wi th  long-range u t i l i z a t i o n  i n  mind. I f  you g e t  $10,000 f o r  a s i x -  

month campaign on s e a t  b e l t s ,  you could use  t h a t  money f o r  t h e  long-term r a t h e r  

than f o r  t h e  six-month shor t - term of t h a t  program. You can end up us ing  t e l e v i -  

s i o n  m a t e r i a l  For two years  o r  b e t t e r .  With t h e  next s a f e t y  b e l t  campaign, 

i n s t e a d  of producing t e l e v i s i o n  s p o t s ,  you can work on brochures o r  r a d i o .  By 

doing t h i s  over s e v e r a l  y e a r s ,  you b u i l d  an  enormous backlog of m a t e r i a l s  t o  

draw upon. And t h e  money i s  being used more wisely .  

--Comment--It seems t o  me t h a t  t h e  slogan "Bourbon and Water Don't Mix" i s  

reminiscent  o f  t h e  o ld  s logsn "Alcohol and Gasoline Don't Mix," which many people 

agreed wouldn't work. 

--Reaction--Since we didn t do t h e  o r i g i n a l  r a d i o  work, we weren' t  r e spons ib le  f o r  

t h a t  s logan.  We cou ldn ' t  change i t ,  bu t  had t o  b u i l d  on i t .  I agree  t h a t  t h a t  

i s  a v a l i d  p o i n t .  We're d.ealing wi th  a c l i c h 6 ,  When t h e  f i r s t  person s a i d  

hlAlcohol and Gasoline Don1 t Mix," it communicated. But then  everybody i n  highway 

s a f e t y  f o r  f o r t y  years  kept saying it over and over aga in  and soon it no longer 



communicated. lye, however, Lire doing a double-play on t h e  word "water." I t h i n k  

i n  t h a t  c o n t e x t ,  it w i l l  work. 

--Question--l i tat  i s  t h e  chance of  having t h a t  campaign eva lua ted?  

--Answer--There i s  no money l e f t  f o r  e v a l u a t i o n .  

--Question--Could you g e t  t h e  Coast Guard t o  e v a l u a t e  i t?  

--Answer--I would l i k e  ve ry  much t o  have i t  e v a l u a t e d .  I w i l l  do some 

informal  e v a l u a t i o n  on my o m  i n s o f a r  a s  number of  p l a y s  on b roadcas t  

s t a t i o n s .  We'll g e t  some r e a c t i o n  from people  on t h e  p o s t e r s  and 

bumper s t i c k e r s .  The f i e l d  people  of  t h e  Commission w i l l  g e t  some kind 

o f  read-out  on p o s t e r  and bumper s t i c k e r  u t i l i z a t i o n .  I n c i d e n t a l l y  

t h e  bumper s t i c k e r s  a r e  being mailed o u t  with r e - r e g i s t r a t i o n  forms 

f o r  boat-owners.  

A t  t h e  meeting I  mentioned a t  t h e  beginning of  t h i s  p r e s e n t a t i o n ,  

t h e r e  was a  genera l  f e e l i n g  expressed t h a t  t h e r e  was a  need t o  g e t  people  t o g e t h e r  

a s  we have g o t t e n  t o g e t h e r  today and t o  s h a r e  i d e a s  and in fo rmat ion ;  t h i s  i s  an 

a s s e t  t o  t h e  programs t h a t  a l l  o f  u s  a r e  under tak ing ,  t o  have an o p p o r t u n i t y  t o  

s e e  and exp lo re  new i d e a s ,  t o  ask q u e s t i o n s ,  and t o  exchange i d e a s .  






