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A STUDY OF 25 PRINT ADVERTISEMENTS ON 
D R I N K I N G  AND D R I V I N G  

T h i s  s t u d y  was d e s i g n e d  t o  p r o v i d e  i n f o r m a t i o n  on 

t h e  r e l a t i v e  v a l u e  o f  v a r i o u s  themes and a p p e a l s  used  

i n  p u b l i c  i n f o r m a t i o n  programs on a l c o h o l  and highway 

s a f e t y .  From a  l a r g e  c o l l e c t i o n  of  m a t e r i a l s ,  25 p r i n t  

a d v e r t i s e m e n t s  d i f f e r i n g  i n  s e v e r a l  c h a r a c t e r i s t i c s  

( t y p e  o f  a p p e a l ,  n a t u r e  and s p e c i f i c i t y  o f  recommen- 

d a t i o n s ,  e t c . )  were  chosen  and r ep roduced  i n  a  s i n g l e  

s i z e .  A l l  25 a d v e r t i s e m e n t s  were r a t e d  by e x p e r t s  i n  

terms o f  t e c h n i c a l  q u a l i t y ,  f a c t u a l  a c c u r a c y ,  and pro-  

b a b l e  e f f e c t i v e n e s s  i n  a c h i e v i n g  f o u r  o b j e c t i v e s :  

a t t r a c t i n g  r e a d e r s h i p ,  conveying  i n f o r m a t i o n ,  i n f l u e n c -  

i n g  a t t i t u d e s ,  and e l i c i t i n g  a c t i o n .  I n  a d d i t i o n ,  e ach  

ad  was t e s t e d  w i t h  a  l a y  p o p u l a t i o n  f o r  i n t e r e s t  v a l u e ,  

c r e d i b i l i t y ,  c l a r i t y ,  and e f f e c t i v e n e s s  i n  p roduc ing  

s h o r t - t e r m  changes  i n  b e l i e f s  and a t t i t u d e s .  For  each  

ad  u sed  i n  the  s t u d y ,  t h i s  r e p o r t  i n c l u d e s  a  table o f  

l a y  a u d i e n c e  r e a c t i o n s ,  a  t a b l e  o f  e x p e r t s '  r a t i n g s ,  

and a  summary o f  comments p r o v i d e d  by b o t h  g roups .  

RATIONALE FOR THE STUDY 

A d v e r t i s i n g  campaigns on d r i n k i n g  and d r i v i n g  have  

been  conduc ted  i n  t h i s  c o u n t r y  f o r  a b o u t  f o r t y  y e a r s .  

These campaigns have  come from many d i f f e r e n t  s o u r c e s ,  

such  a s  F e d e r a l  a g e n c i e s ,  commercial  a d v e r t i s e r s  i n  t h e  



i n s u r a n c e  and l i q u o r  i n d u s t r i e s ,  and v o l u n t a r y  

o r g a n i z a t i o n s .  The themes u sed  i n  such  campaigns have  

o f t e n  c o n t r a d i c t e d  one a n o t h e r ;  one r e s u l t  h a s  been  an 

i n c r e a s e  i n  p u b l i c  conce rn  a b o u t  t h e  problem,  accom- 

p a n i e d  by growing c o n f u s i o n  a b o u t  i t s  c a u s e s  and 

p o s s i b l e  s o l u t i o n s .  Over 9 0 %  of  a d u l t s  now r e g a r d  

drunk d r i v i n g  a s  a major  c a u s e  of highway d e a t h s ,  b u t  

most p e o p l e  know v e r y  l i t t l e  a b o u t  t h e  n a t u r e  o f  t h e  

problem o r  what  s h o u l d  be  done t o  r educe  i t .  

Some of t h e  themes and s l o g a n s  a r e  f a m i l i a r  t o  

a l m o s t  everyone .  On one s i d e  a r e  t h o s e  promot ing  

a b s t i n e n c e  o r  t h e  s e p a r a t i o n  of  d r i n k i n g  from d r i v i n g  

( " I f  you d r i v e ,  d o n ' t  d r i n k "  and "Alcohol  and g a s o l i n e  

d o n ' t  m i x " ) ,  and on t h e  o t h e r  a r e  t h o s e  s t r e s s i n g  

mode ra t i on  ("Know your  l i m i t s "  and "No more t h a n  one 

d r i n k  p e r  h o u r " ) .  Some have  u sed  a p o s i t i v e  approach  

( "Be a r e s p o n s i b l e  p a r e n t " )  w h i l e  o t h e r s  have s t r e s s e d  

n e g a t i v e  a p p e a l s  ("Drunk d r i v e r s  go t o  j a i l " )  . Some 

have  been  ve ry  g e n e r a l  w i t h  r e g a r d  t o  t h e  i n f o r m a t i o n  

conveyed,  w h i l e  o t h e r s  have  o f f e r e d  s p e c i f i c  i n f o r -  

mat ion  f o r  i n d i v i d u a l s  ( u s i n g  c h a r t s  t o  r e l a t e  body 

w e i g h t  and number of  d r i n k s  t o  b l o o d  a l c o h o l  l e v e l ) .  

A l l  of t h e s e  have  been aimed a t  the s o c i a l  d r i n k e r ,  b u t  

s e v e r a l  r e c e n t  campaigns have  focused  on t h e  problem 

d r i n k e r  ("The drunk d r i v e r  may k i l l  you" and "Get  t h e  

problem d r i n k e r  o f f  t h e  r o a d ,  f o r  h i s  s a k e  and y o u r s " ) .  



There i s  l i t t l e  e v i d e n c e  t h a t  any one o f  these 

approaches  i s  b e t t e r  t h a n  t h e  o t h e r s  i n  p r e v e n t i n g  

drunk d r i v i n g ,  e i t h e r  d i r e c t l y  (by changing  b e h a v i o r )  

o r  i n d i r e c t l y  (by i n f l u e n c i n g  l e g i s l a t i o n  o r  law en- 

fo rcemen t  o r  t r e a t m e n t )  . Disagreements  abou t  t h e  

f a c t u a l  accu racy  o f  s t a t e m e n t s  made i n  v a r i o u s  cam- 

p a i g n s  have  n e v e r  been  s a t i s f a c t o r i l y  r e s o l v e d .  A s  a  

r e s u l t ,  t h e r e  i s  s t i l l  no  sound b a s i s  f o r  d e c i d i n g  

which approaches  and which " f a c t s "  s h o u l d  b e  used i n  

new campaigns.  The purpose  o f  t h e  s t u d y  d e s c r i b e d  i n  

this  r e p o r t  i s  t o  p r o v i d e  some p o t e n t i a l l y  u s e f u l  i n -  

f o r m a t i o n  t o  p e r s o n s  r e s p o n s i b l e  f o r  p u b l i c  i n f o r m a t i o n  

programs on d r i n k i n g  and d r i v i n g .  

RESPONDENTS 

1. E x p e r t s :  Four  c o n s u l t a n t s  were s e l e c t e d  on 

t h e  b a s i s  o f  t h e i r  e x p e r i e n c e  i n  a l c o h o l  problems,  

highway s a f e t y ,  a d v e r t i s i n g  d e s i g n ,  o r  communications 

r e s e a r c h .  The c o n s u l t a n t s  were D r .  Ge ra ld  ~ i l d e  o f  

Queens U n i v e r s i t y ,  a  p s y c h o l o g i s t ;  D r .  Jack  Haskins  of 

t h e  U n i v e r s i t y  o f  K n o x v i l l e ,  a  communications r e s e a r c h  

s p e c i a l i s t ;  P r o f .  Chauncey Kor ten  o f  t h e  u n i v e r s i t y  o f  

Michigan,  a  former  a r t  d i r e c t o r  o f  a  l a r g e  a d v e r t i s i n g  

agency w i t h  e x t e n s i v e  e x p e r i e n c e  i n  p u b l i c  s e r v i c e  

campaigns;  and P r o f .  R icha rd  Zylman of  Rutgers  Univer- 

s i t y ,  a  s p e c i a l i s t  i n  a l c o h o l  problems a s  t h e y  r e l a t e  

t o  highway s a f e t y .  



2 .  Lay Audiences:  A t o t a l  o f  1 , 5 1 3  p e r s o n s  r e -  

sponded t o  q u e s t i o n n a i r e s  c o n c e r n i n g  a t t i t u d e s  and 

b e l i e f s  a b o u t  d r i n k i n g  and d r i v i n g ,  r e a c t i o n s  t o  t h e  

p r i n t  a d v e r t i s e m e n t s  used  i n  t h e  s t u d y ,  and p e r s o n a l  

c h a r a c t e r i s t i c s .  These r e s p o n d e n t s  were o b t a i n e d  

th rough  a  d r i v e r ' s  l i c e n s e  bu reau  ( 3 6 . 8 % ) ,  h i g h  s c h o o l  

and u n i v e r s i t y  c l a s s e s  ( 2 7 . 8 % ) ,  a i r p o r t  and h o s p i t a l  

w a i t i n g  rooms ( 2 1 . 4 % )  , a  county  d r i v e r ' s  s c h o o l  ( 9  . I%) , 

and a g e n c i e s  i n v o l v e d  i n  t r e a t m e n t  o f  a l c o h o l  problems 

( 4 . 4 % )  , A summary o f  r e s p o n d e n t  c h a r a c t e r i s t i c s  i s  

p r e s e n t e d  i n  Tab le  1. 

METHODS AND PROCEDURES 

1. E x p e r t s :  Each o f  t h e  f o u r  c o n s u l t a n t s  re- 

c e i v e d  a  s e t  o f  t h e  25 p r i n t  ads  and a  q u e s t i o n n a i r e  

f o r  e a c h .  T h e i r  r a t i n g s  and comments were p r o v i d e d  

i n d e p e n d e n t l y .  o f  t h e  q u e s t i o n n a i r e  i s  

a t t a c h e d  as Appendix A. 

2 .  Lay Audiences:  Each r e s p o n d e n t  was g i v e n  a  

q u e s t i o n n a i r e  which c o n t a i n e d  a  copy of  one of  t h e  25 

a d v e r t i s e m e n t s  a s  w e l l  a s :  

- -14  q u e s t i o n s  r e g a r d i n g  b e l i e f s  and 

a t t i t u d e s  a b o u t  d r i n k i n g / d r i v i n g  

---8 c lo sed -end  q u e s t i o n s  on r e -  

a c t i o n s  t o  t h e  a d v e r t i s e m e n t  

---3 open-end q u e s t i o n s  on r e a c t i o n s  

t o  t h e  a d v e r t i s e m e n t  



---- t h e  o r i g i n a l  1 4  q u e s t i o n s  r e p e a t e d  

i n  a  d i f f e r e n t  o r d e r  

---9 q u e s t i o n s  on p e r s o n a l  c h a r a c t e r -  

i s t i c s  o f  t h e  r e s p o n d e n t  

A copy o f  t h e  q u e s t i o n n a i r e  i s  a t t a c h e d  a s  

Appendix C .  

Respondents  were  handed a  q u e s t i o n n a i r e  and a sked  

t o  comple t e  t h e  i t e m s  i n  o r d e r .  A f t e r  t h e  f i r s t  page 

was comple t ed ,  r e s p o n d e n t s  r e a d  t h e  ad which appea red  

i n  t h e i r  q u e s t i o n n a i r e ,  t h e n  comple ted  t h e  r ema in ing  

q u e s t i o n s .  Most p e o p l e  f i n i s h e d  t h e  t a s k  i n  a b o u t  t e n  

m i n u t e s ,  b u t  some took  1 5  minu te s  o r  l o n g e r .  

When t h e  a d v e r t i s e m e n t s  u s e d  i n  t h i s  s t u d y  were 

r e p r o d u c e d ,  i d e n t i f i c a t i o n  of  s p o n s o r s  were d e l e t e d  t o  

e n s u r e  t h a t  ment ion  of  t h e  s o u r c e  would n o t  i n f l u e n c e  

r e a c t i o n s  t o  t h e  c o n t e n t  o r  d e s i g n  o f  t h e  ads .  

RESULTS 

1. Before-a f  t e r  Responses  t o  B e l i e f  and ~ t t i t u d e  
Ques t ions  

The r e s p o n s e s  o f  t h e  t o t a l  l a y  a u d i e n c e  sample  t o  

t h e  1 4  q u e s t i o n s  a s k e d  b o t h  b e f o r e  and a f t e r  e a c h  p e r s o n  

r e a d  one of t h e  25 a d s  a r e  p r e s e n t e d  i n  Tab le  2 .  While 

many o f  the r e s p o n s e  p a t t e r n s  a r e  i n t e r e s t i n g  from a  

d e s c r i p t i v e  s t a n d p o i n t - - f o r  example,  t h e  f i n d i n g  t h a t  

a b o u t  7 0 %  o f  t h e  sample  b e l i e v e d  t h a t  more t r a f f i c  

d e a t h s  a r e  caused  by s o c i a l  d r i n k e r s  t h a n  by problem 

d r i n k e r s - - t h e r e  were no s i g n i f i c a n t  changes  a t t r i b u t a b l e  



t o  a r e a d i n g  o f  any o f  t h e  a d s .  ( S e p a r a t e  t a b l e s  were 

p r e p a r e d  f o r  each  o f  t h e  25 a d s ,  b u t  a r e  n o t  r ep ro -  

duced h e r e  because  t h e y  d u p l i c a t e  t h e  summary t a b l e  . )  

One p o s s i b l e  e x c e p t i o n  f o r  t h e  t o t a l  g roup  appea red  on 

t h e  a g r e e - d i s a g r e e  item "No m a t t e r  how much e f f o r t  i s  

i n v e s t e d ,  t h e r e  i s  n o t  l i k e l y  t o  b e  much e f f e c t  on t h e  

drunk d r i v e r  problem";  t h e  p r o p o r t i o n  a g r e e i n g  w i t h  

t h i s  s t a t e m e n t  i n c r e a s e d  from 39% on the pre-measure  t o  

46% on t h e  pos t -measure .  Presumably t h e  d i r e c t i o n  o f  

t h i s  change i s  o p p o s i t e  t o  t h a t  i n t e n d e d  by t h o s e  who 

produced t h e  a d v e r t i s e m e n t s .  

I t  i s  n o t  s u r p r i s i n g  t h a t  l i t t l e  measu rab le  change 

was produced by a r e a d i n g  of  a s i n g l e  a d v e r t i s e m e n t ,  

s i n c e  most peop le  have been  exposed t o  a c o n s i d e r a b l e  

amount o f  i n f o r m a t i o n  a b o u t  t h e  d r i n k i n g - d r i v i n g  pro-  

blem,  Even t h o s e  ads  which peop le  f e l t  c o n t a i n e d  new 

i n f o r m a t i o n  f a i l e d  t o  produce  s i g n i f i c a n t  changes on 

any o f  the 1 4  q u e s t i o n s .  

2 .  Lay Audience R e a c t i o n s  v s ,  E x p e r t s 1  R a t i n g s  

Tab le  3 p r e s e n t s  a comparison o f  l a y  aud ience  re- 

a c t i o n s  t o  t h e  25 ads  ( w i t h  t h e  a v e r a g e  r ank  o f  each  ad  

b a s e d  on r a t i n g s  on e i g h t  d imens ions )  and e x p e r t s '  

r a t i n g s  of  t h e  same ads  ( w i t h  r a n k s  based  on an o v e r a l l  

r a t i n g  of  each  ad)  . Although t h e r e  was a f a i r  amount 

o f  agreement  between l a y  a u d i e n c e s  and e x p e r t s  on 

s p e c i f i c  d imens ions  such  a s  a b i l i t y  t o  an ad  t o  a t t r a c t  



a t t e n t i o n ,  t h e r e  was remarkably  l i t t l e  agreement  i n  t h e  

r a n k i n g s  based  on combined d a t a .  On o n l y  e i g h t  of t h e  

25 a d s  were t h e  r a n k i n g s  w i t h i n  t h r e e  s t e p s  of  one 

a n o t h e r .  T h i s  may have o c c u r r e d  i n  p a r t  because  t h e  

r a t i n g  d imens ions  f o r  t h e  two groups  were somewhat 

d i f f e r e n t ,  b u t  t h e  number and s i z e  o f  t h e  d i s p a r i t i e s  

s u g g e s t s  t h a t  a g e n c i e s  which sponso r  campaigns on d r i n k -  

i n g  and d r i v i n g  would b e  wise t o  supplement  t h e i r  u s e  

of  c o n s u l t a n t s  w i t h  p r e t e s t i n g  o f  campaign m a t e r i a l s  on 

r e p r e s e n t a t i v e  samples  o f  t a r g e t  a u d i e n c e s .  

3 .  Lay Audience Reac t ions  t o  25 Adver t i s emen t s  

T a b l e s  4 - 1  th rough 4-25 p r e s e n t  t h e  p r o p o r t i o n s  of 

r e s p o n d e n t s  who gave t h e  most f a v o r a b l e  r e s p o n s e  ( o f  

f o u r  o f f e r e d )  t o  e i g h t  q u e s t i o n s  a b o u t  t h e  a d v e r t i s e -  

ments .  For  comparison p u r p o s e s ,  t h e  t o t a l  sample 

r e s p o n s e s  t o  a l l  25  a d v e r t i s e m e n t s  a r e  g iven  i n  a  

p a r a l l e l  column, and t h e  r a n k i n g  o f  e a c h  ad (among t h e  

25 )  on each  dimension i s  a l s o  p rov ided .  

The t o p  f i v e  ads  f o r  each  d imens ion ,  i d e n t i f i e d  

by h e a d l i n e ,  a r e :  

D e f i n i t e l y  a t t r a c t  a t t e n t i o n  

1, Boy, was I smashed. 
2 .  I can d r i v e  when I d r i n k .  
3. I n  F i n l a n d ,  drunk d r i v e r s  g e t  t o  

b u i l d  a i r p o r t s  by hand ,  
4 .  Drunk d r i v e r s  b r i n g  f a m i l i e s  

t o g e t h e r  . 
5 .  The American d r i v i n g  a c e .  



L i k e l y  t o  r e a d  a l l  o f  ad 

1. I can  d r i v e  when I d r i n k .  
2 .  Boy, was I smashed. 
3 ,  Drunk d r i v e r s  b r i n g  f a m i l i e s  

t o g e t h e r .  
4 .  I n  F i n l a n d ,  drunk d r i v e r s  g e t  

t o  b u i l d  a i r p o r t s  by hand.  
5 .  Win you own c h a u f f e u r e d  limou- 

s i n e  t h i s  New Y e a r ' s  Eve. 

~ d  v e r y  i n t e r e s t i n s  

1. Boy, was I smashed. 
2 .  I can  d r i v e  when I d r i n k .  
3 ,  Drunk d r i v e r s  b r i n g  f a m i l i e s  

t o g e t h e r .  
4 .  I t  would be  bad enough i f  

drunk d r i v e r s  o n l y  k i l l e d  them- 
s e l v e s .  

5 .  The American d r i v i n g  a c e .  

Ad v e r y  c l e a r  and e a s y  t o  u n d e r s t a n d  

1. I can d r i v e  when I d r i n k .  
2 .  Boy, was I smashed. 
3. The American d r i v i n g  a c e .  
4 ,  One o u t  o f  f i f t y  c a r s  on t h e  

road  i s  d r i v e n  by a  drunk d r i v e r .  
5 .  Tha t  l a s t  d r i n k  f o r  t h e  r o a d  

c o u l d  h e l p  you c r a s h  t h e  n e x t  
p a r t y  . 

Message v e r y  i m p o r t a n t  

1. Boy, was I smashed. 
2 .  One o u t  of f i f t y  c a r s  on t h e  

r o a d  i s  d r i v e n  by a  drunk d r i v e r .  
3 .  I can  d r i v e n  when I d r i n k .  
4 .  Tha t  l a s t  d r i n k  f o r  t h e  road  

c o u l d  h e l p  you c r a s h  t h e  n e x t  
p a r t y .  

5 .  The American d r i v i n g  a c e .  

Ad h a s  a  g r e a t  d e a l  o f  new i n f o r m a t i o n  

1. How t o  b e a t  t h e  drunken d r i v i n g  
laws .  

2 .  I f  you d r i v e  a f t e r  d r i n k i n g  ... 
t h e n  h e r e  a r e  some t h i n g s  t o  
c o n s i d e r .  



3. The drunk d r i v e r  adds  $ 2 4 0  a  
y e a r  t o  you r  c o s t  o f  l i v i n g .  

4 .  How much a r e  d r i n k i n g  d r i v e r  
a c c i d e n t s  up t h i s  y e a r ?  

5 .  I n  many s t a t e s ,  i t ' s  h a r d e r  t o  
become l e g a l l y  drunk t h a n  i t  i s  
t o  become dead drunk .  

Ad n o t  a t  a l l  m i s l e a d i n g  o r  i n a c c u r a t e  

1. Boy, was I smashed. 
2 ,  I t  would b e  bad enough i f  drunk 

d r i v e r s  o n l y  k i l l e d  t hemse lves .  
3. The American d r i v i n g  ace .  
4 .  How many peop le  w i l l  somebody's 

c o c k t a i l  p a r t y  k i l l  t o n i g h t ?  
5 .  Tha t  l a s t  d r i n k  f o r  t h e  road  

cou ld  h e l p  you c r a s h  t h e  n e x t  
p a r t y .  

L i k e l y  t o  do someth ing  a s  r e s u l t  of 
r e a d i n g  ad 

1. How many peop le  w i l l  somebody's 
c o c k t a i l  p a r t y  k i l l  t o n i g h t ?  

2 .  Win your  own c h a u f f e u r e d  limou- 
s i n e  t h i s  New Y e a r ' s  Eve. 

3. Tha t  l a s t  6 r i n k  f o r  t h e  road  
cou ld  h e l p  you c r a s h  t l e  n e x t  
p a r t y  . 

4 .  L e t ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  
5 .  Boy, was I smashed. 

Comparing t h e  t o p  f i v e  ads  w i t h  t h e  bo t tom f i v e  

ads  on any dimension i s  n o t  p a r t i c u l a r l y  i n s t r u c t i v e  , 
s i n c e  t h e  items i n  t h e  s e t s  seem t o  have l i t t l e  i n  

common. To a t t r a c t  r e a d e r s h i p  a s  w e l l  a s  f l e e t i n g  

a t t e n t i o n ,  however,  i t  a p p e a r s  t h a t  b r i e f  copy ,  d r a -  

m a t i c  g r a p h i c s ,  and t h e  p o s i n g  of  a  t h r e a t  have d e f i n i t e  

b e n e f i t s .  To e l i c i t  a c t i o n  ( o r  a t  l e a s t  a s t a t e m e n t  o f  

i n t e n t i o n  t o  a c t ) ,  s p e c i f i c  recommendations seem f a r  

s u p e r i o r  t o  more g e n e r a l  ones .  



Prov id ing  new in fo rmat ion  i n  an ad i s  c l e a r l y  no 

guaran tee  of a t t r a c t i n g  a r e a d e r ' s  a t t e n t i o n ;  t h e  ads 

ranked 1st and 2nd on "new in fo rmat ion"  ranked only  

21st and 23rd i n  " a t t r a c t i n g  a t t e n t i o n . "  S i m i l a r  d i s -  

c r e p a n c i e s  occur  a c r o s s  a l l  t h e  o t h e r  dimensions,  which 

makes t h e  drawing of  g e n e r a l  conc lus ions  r a t h e r  l imi ted--  

e . g . ,  "No ad d i d  w e l l  on every  dimension, b u t  those  

which d i d  well on s e v e r a l  used a s t r i k i n g  d e s i g n  t o  

l e a d  t h e  r e a d e r  i n t o  r e l a t i v e l y  s h o r t  copy. " Perhaps a  

more impor tan t  and v a l i d  conc lus ion  i s  t h a t  t h e  f i v e  

top-ranked ads (on Lhe b a s i s  o f  average  rank ing  on 

e i g h t  dimensions)  a l l  appea l  t o  emotion r a t h e r  than  t o  

r eason .  The f i v e  a r e :  

Summary rank ing  

1. Boy, was I smashed. 
2 .  I can d r i v e  when I d r i n k .  
3. The American d r i v i n g  ace .  
4 .  I t  would be  bad enough i f  drunk 

d r i v e r s  only  k i l l e d  themselves .  
5 .  Drunk d r i v e r s  b r i n g  f a m i l i e s  

t o g e t h e r  . 
4 .  E x p e r t s '  Rat ings  of  25 Advert isements  

The average of t h e  f o u r  c o n s u l t a n t s '  r a t i n g s  on 

each dimension i s  given i n  Table 5 ,  and t h e  r a t i n g s  f o r  

each ad a r e  provided i n  Tables  5-1 through 5-25.  A s  

noted  e a r l i e r ,  t h e r e  i s  only s l i g h t  agreement between 

t h e  c o n s u l t a n t s '  o v e r a l l  r a t i n g s  and t h e  r e a c t i o n s  of  

l a y  audiences  t o  t h e  a d s ,  b u t  a  more thorough a n a l y s i s  

of t h e  d a t a  would show many p o i n t s  of agreement on 

s p e c i f i c  dimensions.  



A s  judged from t h e i r  r a t i n g s ,  t h e  t o p  f i v e  ads i n  

t h e  view of  t h e  c o n s u l t a n t s  a r e :  

1. I f  you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  
s t a r t  d r i v i n g .  

2 .  I can  d r i v e  when I d r i n k ,  
3. I n  many s t a t e s ,  i t ' s  h a r d e r  t o  be- 

come l e g a l l y  drunk t h a n  i t  i s  t o  
become dead drunk .  

4 .  My w i f e ,  a  problem d r i n k e r ?  Don' t 
be  r i d i c u l o u s  ! 

5 .  Let ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  

The comments p rov ided  by t h e  c o n s u l t a n t s  a r e  more 

i n f o r m a t i v e  t h a n  t h e  n e c e s s a r i l y  a r b i t r a r y  r a t i n g s ,  of  

c o u r s e ,  s i n c e  t h e y  r e f l e c t  t h e  grounds on which judg- 

ments were made. A summary of  t h e  comments r e g a r d i n g  

each  ad i s  i n c l u d e d  e l sewhere  i n  t h i s  r e p o r t .  A l -  

though t h e  ave rage  r a t i n g s  g iven  by each  r a t e r  were 

c l o s e  t o  t h o s e  g i v e n  by o t h e r s  ( from t h e  

comments r e f l e c t  b o t h  d i f f e r e n t  p r o f e s s i o n a l  v i ewpo in t s  

and a b s t r a c t  q u a l i t i e s  o f  ads .  



Age : 

Under 20  
2 0 - 2 5  
2 6 - 3 5  
36 -50  
Over 5 0  

Sex: 

Male 
Female 

Education: 

TABLE 1 

RESPONDENT CHARACTERISTICS 

Percent  
(N=1513) 

Not a high school graduate 
Finished high school  
Some co l lege  
Finished co l l ege  
Study o r  degree beyond co l l ege  

About how many organ iza t ions  do you 
p a r t i c i p a t e  i n  a c t i v e l y ?  

None 
One o r  two 
Three o r  four  
Five o r  more 

Do you ever  dr ink a l coho l i c  beverages 
( b e e r ,  wine, o r  whiskey) ? 

Yes 
No 

( I f  "yes")  About how of t en?  

Spec ia l  occasions ( s e v e r a l  times a  yea r )  
Several  times a  month 
Two o r  t h r ee  times a  week 
Every day 



TABLE 1 (cOnt l  d)  

Percent 
(N=1513) 

Have you e v e r  d r i v e n  a f t e r  d r i n k i n g  what 
you f e l t  was t o o  much f o r  s a f e  d r i v i n g ?  

No 
Once o r  twice  
S e v e r a l  t imes  
Many t imes 

Have you e v e r  been a r r e s t e d  f o r  drunk 
d r i v i n g ?  

Yes 
No 

Do you know anyone p e r s o n a l l y  ( l i k e  a  
r e l a t i v e  o r  c l o s e  f r i e n d )  who h a s  a  s e r i o u s  
d r i n k i n g  problem? 

Yes 
No 



TABLE 2 

LAY AUDIENCE RESPONSES TO MATCHED 
QUESTIONS BEFORE AND AFTER READING 

ADVERTISEPlENT 

Q u e s t i o n n a i r e  I tem 

I n  g e n e r a l ,  o u t  o f  e v e r y  100 t r a f f i c  
a c c i d e n t s  i n  which someone i s  k i l l e d ,  
how many would you guess  i n v o l v e  a 
d r i v e r  who h a s  been  d r i n k i n g ?  

Would you t h i n k  t h a t  more t r a f f i c  
d e a t h s  a r e  caused  by t h e  many 
" s o c i a l  d r i n k e r s 1 '  o r  by t h e  
r e l a t i v e l y  few "problem d r i n k e r s " ?  

Response Response 
Befo re  A f t e r  
Reading Reading 
Ad ( i n  Ad ( i n  
P e r c e n t )  P e r c e n t )  
( ~ = 1 5 1 3 )  (N=1513) 

More caused  by s o c i a l  d r i n k e r s  71 
More caused  by problem d r i n k e r s  2 9 

I f  t h e r e  were an expanded program 
which c o u l d  c u t  down a l c o h o l -  
r e l a t e d  t r a f f i c  a c c i d e n t s  by a s  much 
a s  o n e - t h i r d  o r  o n e - h a l f ,  how much 
more would you be  w i l l i n g  t o  pay i n  
t a x e s  each  y e a r  t o  s u p p o r t  such a 
program? 

None 
$1-$5 
$6-$10 
$11-$25 
$26-$50 
Over $50 



TABLE 2 ( c o n t ' d )  

Q u e s t i o n n a i r e  I tem 

What would you s a y  a r e  t h e  chances  
t h a t  i n  t h e  coming y e a r  you w i l l  
b e  i n v o l v e d  i n  an  a c c i d e n t  
caused  by a  d r i v e r  who h a s  been  
d r i n k i n g ?  

F o r  each  s t a t e m e n t  below,  show 
your  o p i n i o n  by check ing  one o f  
the f o u r  s p a c e s :  

F a r  t o o  much f u s s  i s  made a b o u t  
t h e  dange r s  o f  d r i n k i n g  and 
d r i v i n g ,  

Agree s t r o n g l y  
Agree somewhat 
D i s a g r e e  somewhat 
D i s a g r e e  s t r o n g l y  

A good h o s t  a t  a  p a r t y  s h o u l d  
t r y  t o  s e e  t h a t  g u e s t s  who must 
d r i v e  home do n o t  d r i n k  t o o  
much. 

Agree s t r o n g l y  
Agree somewhat 
D i sag ree  somewhat 
D i sag ree  s t r o n g l y  

Most drunk d r i v i n g  i s  n o t  
d e t e c t e d  by t h e  p o l i c e .  

Agree s t r o n g l y  
Agree somewhat 
D i sag ree  somewhat 
D i sag ree  s t r o n g l y  

Response Response 
Be£ o r e  A f t e r  
Reading Reading 
Ad ( i n  Ad ( i n  
P e r c e n t )  p e r c e n t )  
N=1513) (N=1513) 



Q u e s t i o n n a i r e  I tem 

TABLE 2 ( c o n t l d )  
Response Response 
Before  Af t e r  
Reading Reading 
Ad ( i n  Ad ( i n  
P e r c e n t )  P e r c e n t )  
(N=1513) (N=1513) 

F a t a l  a c c i d e n t s  would go way 
down i f  drunk d r i v e r s  were more 
s t r o n g l y  punished .  

Agree s t r o n g l y  
Agree somewhat 
Di sagree  somewhat 
Di sagree  s t r o n g l y  

Brea th  t e s t s  t o  d e t e c t  d r i n k i n g  
s h o u l d  be  used i n  a l l  r e p o r t e d  
a c c i d e n t s .  

Agree s t r o n g l y  
Agree somewhat 
Di sagree  somewhat 
Di sagree  s t r o n g l y  

D r i v e r s  c o n v i c t e d  of  drunk d r i v -  
i n g  shou ld  be r e q u i r e d  t o  g e t  
medica l  t r e a t m e n t .  

Agree s t r o n g l y  
Agree somewhat 
Di sagree  somewhat 
Di sagree  s t r o n g l y  

The government s h o u l d  h e l p  keep 
drunk d r i v e r s  o f f  t h e  roads  
even i f  i t  means spending  money 
t o  p rov ide  medica l  and psycho- 
l o g i c a l  h e l p .  

Agree s t r o n g l y  
Agree somewhat 
Di sagree  somewhat 
Disagree  s t r o n g l y  

No m a t t e r  how much e f f o r t  i s  i n -  
v e s t e d ,  t h e r e  i s  n o t  l i k e l y  t o  
be  much e f f e c t  on t h e  drunk 
d r i v e r  problem. 

Agree s t r o n g l y  
Agree somewhat 
Di sagree  somewhat 
Di sagree  s t r o n g l y  



TABLE 2 ( c o n t ' d )  

Q u e s t i o n n a i r e  I tem 

P o l i c e  s h o u l d  c a r r y  o u t  random 
r o a d  checks  t o  c a t c h  d r i v e r s  
who have  drunk t o o  much. 

Agree s t r o n g l y  
Agree somewhat 
D i s a g r e e  somewhat 
D i s a g r e e  s t r o n g l y  

Drunk d r i v e r s  s h o u l d  b e  p u t  i n  
j a i l .  

Agree s t r o n g l y  
Agree somewhat 
D i sag ree  somewhat 
D i sag ree  s t r o n g l y  

Response Response 
Befo re  A f t e r  
Reading Reading 
Ad ( i n  Ad ( i n  
P e r c e n t )  P e r c e n t )  
(N=1513) (N=1513) 





TABLE 3 ( c o n t ' d )  

Code No. 
Of ad Headl ine  

He 's  l e a r n i n g  t o  d r i v e  and l e a r n i n g  
t o  d r i n k .  H e  may n e v e r  f i n i s h  t h e  
course.---------------------------- 

If you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  
s t a r t  driving.--------------------- 

How t o  b e a t  t h e  drunken d r i v i n g  laws.  
The American d r i v i n g  ace.------------ 
I n  many s ta tes ,  i t ' s  h a r d e r  t o  be- 

come l e g a l l y  drunk t h a n  it is  t o  
become dead drunk,----------------- 

Today your  f r i e n d l y  n e i g h b o r  may 
k i l l  you.-------------------------- 

Drunk d r i v e r s  b r i n g  f a m i l i e s  
together.-------------------------- 

If t h e y  want  t o  d r i n k  t o n i g h t ,  i t ' s  
t o o  l a t e  t o  s t o p  them. ------------- 

Boy, w a s  I smashed.------------------ 
One o f  t h e  n e x t  50  d r i v e r s  coming 

your  way i s  drunk.----------------- 
I can d r i v e  when I drink.------------ 
Tha t  l a s t  d r i n k  f o r  the r o a d  c o u l d  

h e l p  you c r a s h  t h e  n e x t  party.----- 
H i s  d r i n k i n g  problem i s  n o t h i n g  com- 

pa red  t o  h i s  d r i v i n g  problem.------ 
L e t ' s  keep  o u r s e l v e s  a l i v e ,  too.----- 

Lay aud ience  E x p e r t s  ' 
React ions- -  React ions--  
Average rank  Rank b a s e d  
Based on On O v e r a l l  
R a t i n g s  on R a t i n g  o f  
8 dimensions Each ad  



TABLE 4 

LAY AUDIENCE REACTIONS 

A t o t a l  o f  1 , 5 1 3  p e r s o n s  p rov ided  r e a c t i o n s  t o  t h e  

a d v e r t i s e m e n t s  chosen  f o r  t h i s  s t u d y ,  w i t h  each  pe r son  

r e s p o n d i n g  t o  o n l y  one ad.  The number of  r a t e r s  p e r  ad 

ranged  from 5 1  t o  70; t h e  a v e r a g e  number of  r e s p o n d e n t s  

( a c r o s s  a l l  25 a d s )  was 60 .5 .  The number f o r  any g i v e n  

ad  i s  p rov ided  i n  t h e  second  column of  t h e  f o l l o w i n g  

t a b l e s .  Responses t o  open-end q u e s t i o n s  a r e  summarized 

s e p a r a t e l y  from t h e  t a b l e s .  

The f i g u r e s  g i v e n  t h e  f i r s t  two columns a r e  t h e  

p e r c e n t a g e  o f  pe r sons  g i v i n g  t h e  most f a v o r a b l e  o f  f o u r  

pos  s ib l e  r e s p o n s e s  t o  each  q u e s t i o n .  t h e  l i s t  be low,  

t h e  "most f a v o r a b l e  r e s p o n s e "  i s  u n d e r l i n e d .  

4.15 I f  you were  r e a d i n g  a newspaper o r  magazine 
and came a c r o s s  t h e  ad you j u s t  saw,  would 
it a t t r a c t  you r  a t t e n t i o n ?  

Yes. def  i n i t e l v  
- .  - - 

Probably  n o t  

P rob ab l y  

No 

Q.16 How much of  t h e  ad  would you b e  l i k e l y  t o  
r e a d ?  

A l l  o f  i t  Most o f  it 

Some of  i t  None o f  it 

Q.17 Did you f i n d  t h e  ad i n t e r e s t i n g ?  

Very i n t e r e s t i n g  F a i r l y  i n t e r e s t i n g  

S l i g h t l y  i n t e r e s t i n g  Not a t  a l l  
i n t e r e s t i n g  



Q. 18 Was t h e  ad c l e a r  and ea sy  t o  unders tand?  

Very c l e a r  F a i r l y  c l e a r  

Somewhat u n c l e a r  Very u n c l e a r  

Q. 19 Do you r e g a r d  t h e  message i n  t h e  ad a s  
impor t an t ?  

Very i m p o r t a n t  F a i r l y  i m p o r t a n t  

Somewhat i m p o r t a n t  Not a t  a l l  i m p o r t a n t  

Q . 2 0  Did t h e  ad c o n t a i n  i n f o r m a t i o n  t h a t  was 
new t o  you? 

A g r e a t  d e a l  Very l i t t l e  

Some None 

Q . 2 1  Do you f e e l  t h a t  t h e  ad was i n a c c u r a t e  o r  
mi s l ead ing?  

Not a t  a l l  

S l i g h t l y  

Q u i t e  a  b i t  

A g r e a t  d e a l  

Q.22 Would you be  l i k e l y  t o  do any th ing  a s  a  
r e s u l t  of r e a d i n g  t h i s  ad? 

Yes - 



TABLE 4-1 

LAY AUDIENCE REACTIONS 

Ad No. - 1 : "If  you d r i v e  a f t e r  d r i n k i n q . . . t h e n  h e r e  a r e  

some t h i n g s  t o  c o n s i d e r "  

P e r c e n t  Giving ' 
Most Favorab le  
Response 

Avg . For  Rank 
f o r  T h i s  Among 
25 Ads Ad 25 Ads 
'T iF i5m m 

" I f  you were r e a d i n g  a  news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
b e  l i k e l y  t o  r ead?"  

"Did you f i n d  the ad 
i n t e r e s t i n g ? "  

"Was t h e  ad  c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  the message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g  this ad?" 

Average Rank 
Among 25 Ads: 1 5  - 



TABLE 4-2 

LAY AUDIENCE REACTIONS 

Ad No. 2 : "The drunk dr iver  adds $ 2 4 0  a year t o  your - 
cos t  of l iv inq"  

Percent Giving 
Most Favorab l e  
Response 

" I f  you were reading a news- 
paper or  magazine and came 
across the ad. you jus t  saw, 
would i t  a t t r a c t  your 
a t t en t ion??"  

"How much of the ad would you 
be l i k e l y  t o  read?" 

"Did you f ind the ad 
i n t e r e s t i n g ? "  

Avg . 
for 

For Rank 
T h i s  Among 

25 Ads Ad 25 ~ d s  'm ( N = 6 7 )  

"Was the ad c l e a r  and easy 
t o  understand?" 

"Do you regard the message 
i n  the ad as  important?" 

"Did the ad contain infor -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  the ad was 
inaccurate or  misleading?" 
("not  a t  a l l "  response) 

"Would you be l i k e l y  t o  do 
anything as a r e s u l t  of- 
reading t h i s  ad?" 

Average Rank 
Among 2 5  Ads: 1 9 . 5  - 



TABLE 4-3 

LAY AUDIENCE REACTIONS 

Ad No. - 3 : "How much a r e  d r i n k i n a  d r i v e r  a c c i d e n t s  

up t h i s  y e a r ? "  

P e r c e n t  Giving  
Most Favorab le  
Response 

Avg . For  Rank 
f o r  T h i s  Among 
25 Ads Ad 25 Ads 'm 

" I f  you were r e a d i n g  a news- 
pape r  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad  
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and e a s y  
t o  under s t and?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad co-n ta in  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis l ead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a r e s u l t  of- 
r e a d i n g  this ad?" 

Average Rank 
Among 25 Ads: 



TABLE 4 - 4  

LAY AUDIENCE REACTIONS 

Ad NO. - 4 : "One o u t  of f i f t y  c a r s  on t h e  road i s  

d r iven  by a drunk d r i v e r . "  

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad  c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis leading?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
anythinq a s  a r e s u l t  of- 
r e a d i n g - t h i s  ad?" 

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  This  Among 
25 Ads Ad 25 Ads 
-7Fin-T (N=63) 

Average Rank 
Among 25 Ads: 8 - 



TABLE 4 - 5  

LAY AUDIENCE REACTIONS 

Ad No. 5 : "My w i f e ,  a  problem d r i n k e r ?  Don' t  be - 
r i d i c u l o u s  ! " 

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For  Rank 
f o r  Th i s  Among 
25 Ads Ad 25 Ads 

(N=61) 

"If  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your  
a t t e n t i o n ? ?  'I 

"How much of t h e  ad would you 
be  l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad  c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i 
mation t h a t  was new 

nfor -  
t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e s p o n s e )  

"Would you be  l i k e l y  t o  do 
any th ing  a s  a  r e s u l t  of- 
reading t h i s  ad?" 

Average Rank 
Among 25 Ads: 1 6  - 



TABLE 4-6 

LAY AUDIENCE REACTIONS 

Ad No. 6 : " I ' v e  had a  d r i v e r ' s  l i c e n s e  f o r  10 y e a r s .  - 
For 9 of  those  y e a r s  I was a  drunk."  

P e r c e n t  Giving  
' Most Favorab le  

Response 

Avg . For  Rank 
f o r  T h i s  Amonu 
25 Ads Ad 25 A& 
7- ( ~ = 6 3 j  

" I f  you were r e a d i n g  a  news- 
p a p e r  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your  
a t t e n t i o n ? ? "  3 5 

7 
3 5 - 15 - 

"How much o f  the ad  would you 
b e  l i k e l y  t o  r e a d ? "  3 5 - 38 - 10 - 

"Did you f i n d  the ad  
i n t e r e s t i n g ?  " 2 4  - 2 1  - 16 - 

"Was t h e  ad  c l e a r  and e a s y  
t o  under s t and?"  62 - 57 - 18 - 

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  i m p o r t a n t ? "  6 4 - 62 - 14.5 - 

"Did t h e  ad c q n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 7 - 1 4  - 6 - 

"Do you f e e l  t h a t  t h e  ad  was 
i n a c c u r a t e  o r  m i s l e a d i n g ? "  
( " n o t  a t  a l l "  r e s p o n s e )  74 - 81 - 6.5 - 

"Would you b e  l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g  this  ad?" 2 8  - 2 4  - 18 - 

Average Rank 
Among 25 Ads: 1 2  - 



TABLE 4-7  

LAY AUDIENCE REACTIONS 

Ad No. 7 : "How many people  w i l l  somebody's c o c k t a i l  - 
p a r t y  k i l l  t o n i q h t ? "  

P e r c e n t  Giving  
Most Favorab le  
ReS~onSe  

" I f  you were r e a d i n g  a news- 
pape r  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much o f  t h e  ad  would you 
be l i k e l y  t o  r e a d ? "  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was the ad  c l e a r  and e a s y  
t o  under s t and?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad as impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  m i s  l e a d i n g ? "  
( " n o t  a t  a l l "  r e sponse )  

"Would you b e  l i k e l y  t o  do 
a n y t h i n g  a s  a r e s u l t  of- 
r e a d i n g  this ad?"  

Avg . For  Rank 
fo r  Th i s  Among 
25 Ads Ad 25 Ads 

( N = 7 0 )  

Average Rank 
Among 25 Ads : 



TABLE 4-8 

LAY AUDIENCE REACTIONS 

Ad No. - 8 : "Win your own chauffeured  l imousine t h i s  

New Year ' s  Eve." 

P e r c e n t  Giving 
Most Favorable  
R e s ~ o n s e  

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  the ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis leading?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
any th ing  a s  a r e s u l t  of- 
r e a d i n g  t h i s  ad?" 

-- 

Avg . 
for 

- 

For Rank 
This  Among 

25 Ads Ad 25 ~ d s  
(N=63) 

Average Rank 
Among 25 A d s :  6 - 



TABLE 4-9 

LAY AUDIENCE REACTIONS 

Ad No. 9 : "Before you d r i n k  t h a t  one f o r  t h e  read-- - 
t h i n k  abou t  t h e  c h a s e r "  

P e r c e n t  Giving  
' Most Favorab le  

Response 

" I f  you were r e a d i n g  a news- 
p a p e r  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ?  'I 

"Was t h e  ad c l e a r  and e a s y  
t o  under s t and?"  

"Do you r e g a r d  the message 
i n  t h e  ad a s  i m p o r t a n t ? "  

"Did t h e  ad co-ntain i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad  was 
i n a c c u r a t e  o r  mis l ead ing?"  
( " n o t  a t  a l l "  r e s p o n s e )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a r e s u l t  of- 
r e a d i n g  t h i s  ad?"  

Avg . 
fo r  

For  Rank 
T h i s  Among 

25 Ads Ad 25 ~ d s  '(m- 

Average Rank 
Among 25  Ads: 2 1  - 



TABLE 4-10 

LAY AUDIENCE REACTIONS 

~d NO. 1 0  : " I t  would be bad enough i f  drunk d r i v e r s  - 
only  k i l l e d  themselves."  

P e r c e n t  Giving 
Most Favorab le  
Response 

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your 
a t t e n t i o n ? ? "  

Avg . For  Rank 
f o r  Th i s  Among 
25 Ads Ad 25 Ads 
'7Tmml- 

"How much of t h e  ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  m s s a g e  
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( ' 'no t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a r e s u l t  of- 
r e a d i n g  this ad?" 

Average Rank 
Among 25 A d s  : 4 - 



TABLE 4 - 1 1  

LAY AUDIENCE REACTIONS 

No. 11 : 

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  This  Among 
25 Ads Ad 25 Ads 

(N=f55)  

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of t h e  ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  the ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  the ad was 
i n a c c u r a t e  or  mis leading?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
any th ing  a s  a r e s u l t  of- 
r ead ing  this ad?" 

Average Rank 
Among 25 A d s  : 



TABLE 4 -12  

LAY AUDIENCE REACTIONS 

Ad No. 1 2  : "He's  l e a r n i n q  t o  d r i v e  and l e a r n i n q  t o  - 
d r ink .  He may never  f i n i s h  t he  course ,  'I 

P e r cen t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  This  Among 
25 Ads Ad 25 Ads Lm (N=69) 

" I f  you were r ead ing  a news- 
paper o r  magazine and came 
a c r o s s  the ad you j u s t  saw, 
would i t  a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you regard  t h e  message 
i n  the ad a s  impor tan t?"  

"Did the ad con t a in  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis leading?"  
( " n o t  a t  a l l "  r esponse)  

"Would you be l i k e l y  t o  do 
any th ing  a s  a  r e s u l t  of- 
r e ad ing  t h i s  ad?" 

Average Rank 
Among 25 Ads: 1 7  - 



TABLE 4-13 

LAY AUDIENCE REACTIONS 

Ad No. 1 3  : " I f  you c a n ' t  s t o p  d r i n k i n q ,  d o n ' t  s t a r t  - 
d r i v i n q .  " 

P e r c e n t  G iv ing  
Most F a v o r a b l e  
Response 

Avg . For  Rank 
f o r  T h i s  Amona 

" I f  you were r e a d i n g  a news- 
p a p e r  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  you r  
a t t e n t i o n ? ? "  

"How much o f  t l e  ad would you 
b e  l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad  
i n t e r e s t i n g ?  " 

"Was t h e  ad  c l e a r  and e a s y  
t o  unde r s t and?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  i m p o r t a n t ? "  

"Did t h e  ad  c o n t a i n  i n f o r -  
mat ion  t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  a d  was 
i n a c c u r a t e  o r  m i s l e a d i n g ? "  
( " n o t  a t  a l l "  r e s p o n s e )  

"Would you b e  l i k e l y  t o  do 
a n y t h i n g  a s  a r e s u l t  of- 
r e a d i n g  this ad?" 

25 Ads Ad 25 A& 
( ~ = 6 1 )  

Average Rank 
Among 25 A d s :  



TABLE 4-14  

LAY AUDIENCE REACTIONS 

Ad No. 1 4  : "How t o  b e a t  t h e  drunken d r i v i n g  lawS." 
7 

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  the ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was the ad c l e a r  and e a s y  
t o  unders tand?  " 

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
("not a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
any th ing  a s  a r e s u l t  of- 
r e a d i n g  t h i s  ad?" 

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  Th i s  Amona 
25 Ads Ad 25-A;~ 

(N=55) 

Average Rank 
Among 25 A d s :  2 4  - 



TABLE 4-15 

LAY AUDIENCE REACTIONS 

Ad No. 15 : "The American d r i v i n g  a c e . "  - 

" I f  you were r e a d i n g  a  news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? ' '  

"How much of  t h e  ad would you 
b e  l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  the ad a s  impor tan t?"  

"Did t h e  ad captain i n f o r -  
mation t h a t  was new t o  you?" 

'Do you f e e l  t h a t  the ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g - t h i s  ad?" 

P e r c e n t  Giving ' 

Most Favorable  
Response 
- 

Avg . For  Rank 
f o r  Th i s  Among 
25 Ads Ad 25 Ads 

( ~ = 6 0 )  

Average Rank 
Among 25 Ads: 



TABLE 4-16 

LAY AUDIENCE REACTIONS 

Ad No. 1 6  : " I n  many s t a t e s ,  i t ' s  h a r d e r  t o  become - 
l e g a l l y  drunk than  i t  i s  t o  become dead drunk."  

P e r c e n t  Giving 
Most Favorab le  
Response 

Avg . For  Rank 
f o r  Th i s  Among 
25 Ads Ad 25 Ads 

( ~ ~ 5 6 )  

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your  
a t t e n t i o n ? ?  

"How much o f  t h e  ad would you 
be l i k e l y  t o  r ead?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and e a s y  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be  l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g  t h i s  ad?" 

Average Rank 
Among 25 Ads: 



TABLE 4 -17  

LAY AUDIENCE REACTIONS 

Ad No. 1 7  : "Today your f r i e n d l y  neighbor may k i l l '  - 
you. I f  

P e r cen t  Giving ' 

Most Favorable 
Response 

Avg . For Rank 
f o r  This  Among 
25 Ads Ad 25 Ads 

(N=57) 

" I f  you were r ead ing  a news- 
paper o r  magazine and came 
ac ro s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of t h e  ad would you 
be l i k e l y  t o  read?" 

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy 
t o  understand?" 

"Do you r ega rd  t h e  message 
i n  t h e  ad a s  impor tant?"  

"Did t h e  ad con t a in  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis leading?"  
( "no t  a t  a l l "  response)  

"Would you be l i k e l y  t o  do 
anything a s  a r e s u l t  of- 
r ead ing-  t h i s  ad?" 

Average Rank 
Among 25 Ads: 



TABLE 4-18 

LAY AUDIENCE REACTIONS 

Ad No. - 18 : "Drunk d r i v e r s  b r i n g  f a m i l i e s  t o g e t h e r . "  

" I f  you were r e a d i n g  a  news- 
pape r  o r  magazine and came 
a c r o s s  t h e  ad  you j u s t  saw, 
would i t  a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much o f  t h e  ad would you 
be  l i k e l y  t o  r ead?"  

"Did you f i n d  the ad  
i n t e r e s t i n g ? "  

"Was t h e  ad  c l e a r  and e a s y  
t o  unde r s t and?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad  a s  i m p o r t a n t ? "  

nDid t h e  ad c o n t a i n  i n f o r -  
mat ion t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad  was 
i n a c c u r a t e  o r  mis l ead ing?"  
( " n o t  a t  a l l "  r e s p o n s e )  

"Would you be  l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g  this ad?" 

P e r c e n t  Giv ing  
Most Favorab le  
Response 

Avg . For  Rank 
f o r  T h i s  Among 
25 Ads Ad 25 Ads 
O ( N = 5 4 j  

Average Rank 
Among 25 Ads: 5 - 



TABLE 4-19 

LAY AUDIENCE REACTIONS 

Ad No. 1 9  : " I f  they want t o  dr ink t on iqh t ,  it1 s too  - 
l a t e  t o  s t o p  them. " 

Percen t  Giving 
Most Favorable 
Response 

Avg . For Rank 
f o r  This  Amona 

" I f  you were read ing  a news- 
paper o r  magazine and came 
ac ro s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was the ad c l e a r  and easy  
t o  understand?" 

"Do you regard  t h e  message 
i n  t h e  ad a s  impor tant?"  

"Did t h e  ad con ta in  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i naccu ra t e  o r  mis leading?"  
( "no t  a t  a l l "  response)  

"Would you be l i k e l y  t o  do 
anything a s  a r e s u l t  of- 
r ead ing  t h i s  ad?" 

25 Ads Ad 25 -A& 
WETV (N=58j 

Average Rank 
Among 25 Ads: 



TABLE 4-20 

LAY AUDIENCE REACTIONS 

Ad No. 20 : "Boy, was I smashed. " - 

" I f  you were read ing  a news- 
paper o r  magazine and came 
ac ro s s  t he  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

Pe rcen t  Giving 
Most Favorable 
Response 

Avg . For Rank 
f o r  T h i s  Among 
25 Ads Ad 25 Ads 
7- ( N = 5 9 )  

"Was t he  ad c l e a r  and easy  
t o  unders tand?"  

"Do you regard  t h e  message 
i n  t h e  ad a s  impor tant?"  

"Did t h e  ad con t a in  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i naccu ra t e  o r  mis leading?"  
( " n o t  a t  a l l "  response)  

"Would you be l i k e l y  t o  do 
anything a s  a r e s u l t  of- 
r ead ing  t h i s  ad?" 

Average Rank 
Among 25 Ads : 1 - 



No. 

TABLE 4 - 2 1  

LAY AUDIENCE REACTIONS 

"One of t he  nex t  50 d r i v e r s  cominq your 

way i s  drunk."  

I1 I f  you were r ead ing  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r ega rd  t h e  message 
i n  t h e  ad  a s  impor tan t?"  

"Did t h e  ad c q n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( "no t  a t  a l l "  r esponse)  

"Would you be l i k e l y  t o  do 
any th ing  a s  a  r e s u l t  of- 
r e ad ing  t h i s  ad?" 

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  Th i s  Among 
25 Ads Ad 25 Ads 
[N=1513) (N=iij 

Average Rank 
Among 25 Ads : 22  - 



TABLE 4 - 2 2  

LAY AUDIENCE REACTIONS 

Ad No. 2 2  : " I  can d r i v e  when I d r i n k . "  - 

" I f  you were r e a d i n g  a  news- 
pape r  o r  magazine and came 
a c r o s s  t h e  ad  you j u s t  saw, 
would it a t t r a c t  your  
a t t e n t i o n ? ? "  

"How much o f  t h e  ad  would you 
be l i k e l y  t o  r e a d ? "  

"Did you f i n d  t h e  ad  
i n t e r e s t i n g ? "  

"Was t h e  ad  c l e a r  and e a s y  
t o  unde r s t and?  " 

"Do you r e g a r d  t h e  message 
i n  t h e  ad  a s  i m p o r t a n t ? "  

"Did t h e  ad c o n t a i n  i n f o r -  
mat ion  t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad  was 
i n a c c u r a t e  o r  m i s l e a d i n g ? "  
( " n o t  a t  a l l "  r e s p o n s e )  

"Would you be l i k e l y  t o  do 
a n y t h i n q  a s  a r e s u l t  of- 
r e a d i n g - t h i s  ad?" 

P e r c e n t  G iv ing  
Most F a v o r a b l e  
Response 

Avg . For  Rank 
f o r  T h i s  Among 
25  Ads Ad 25 Ads 'm ( ~ = 5 9 ' ) '  

Average Rank 
Among 25 Ads : 



TABLE 4 -23  

LAY AUDIENCE REACTIONS 

Ad No. 2 3  : "That  l a s t  d r ink  f o r  t h e  road could  h e l p  
7 

you c rash  t h e  n e x t  p a r t y .  

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of t h e  ad would you 
be l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

P e r c e n t  Giving 
Most Favorable  
Response 

Avg . For Rank 
f o r  T h i s  Among 
25 Ads Ad 25 Ads 
[N=""' (N=<ij 

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d - t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
any th ing  a s  a r e s u l t  of- 
r e a d i n g  t h i s  ad?" 

Average Rank 
Among 25 Ads: 



TABLE 4 - 2 4  

LAY AUDIENCE REACTIONS 

Ad No. - 2 4  : "His d r i n k i n q  problem i s  nothinq compared 

t o  h i s  d r i v i n q  problem." 

P e r c e n t  Giving ' 

Most Favorable  
Response 

Avg . 
f o r  

For 
This  
Ad 
( ~ = 5 8  j 

Rank 
Among 
25 Ads 25 Ads .m 

" I f  you were read ing  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would it a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be  l i k e l y  t o  read?"  

"Did you f i n d  t h e  ad 
i n t e r e s t i n g ? "  

"Was t h e  ad c l e a r  and easy  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis leading?"  
( " n o t  a t  a l l "  r e sponse )  

nWould you be l i k e l y  t o  do 
any th ing  a s  a r e s u l t  of- 
r ead ing  t h i s  ad?" 

Average Rank 
Among 25 Ads: 11 - 



TABLE 4-25 

LAY AUDIENCE REACTIONS 

Ad No. 2 5  : " L e t ' s  keep o u r s e l v e s  a l i v e ,  t o o . "  - 

" I f  you were r e a d i n g  a news- 
paper  o r  magazine and came 
a c r o s s  t h e  ad you j u s t  saw, 
would i t  a t t r a c t  your 
a t t e n t i o n ? ? "  

"How much of  t h e  ad would you 
be l i k e l y  t o  r e a d ? "  

"Did you f i n d  t h e  ad  
i n t e r e s t i n g ? "  

P e r c e n t  Giving , 

Most Favorab le  
Response 

Avg For  Rank 
f o r  Th i s  Arnona 
25 Ads Ad 25 A& 
.- cN=6-5)' 

"Was t h e  ad c l e a r  and e a s y  
t o  unders tand?"  

"Do you r e g a r d  t h e  message 
i n  t h e  ad a s  impor tan t?"  

"Did t h e  ad c o n t a i n  i n f o r -  
mation t h a t  was new t o  you?" 

"Do you f e e l  t h a t  t h e  ad was 
i n a c c u r a t e  o r  mis lead ing?"  
( " n o t  a t  a l l "  r e sponse )  

"Would you be l i k e l y  t o  do 
a n y t h i n g  a s  a  r e s u l t  of- 
r e a d i n g -  this ad?" 

Average Rank 
Among 25 Ads: 



TABLE 5 

EXPERTS' RATINGS OF 25 ADS 

Four c o n s u l t a n t s  p rov ided  i n d e p e n d e n t  r a t i n g s  o f  

each  a d v e r t i s e m e n t  on s i x  d imens ions  : t e c h n i c a l  

q u a l i t y ;  f a c t u a l  a c c u r a c y ;  and p r o b a b l e  e f f e c t i v e n e s s  

i n  a t t r a c t i n g  a t t e n t i o n ,  conveying  i n f o r m a t i o n ,  i n -  

f l u e n c i n g  a t t i t u d e s ,  and e l i c i t i n g  a c t i o n .  I n  a d d i t i o n ,  

a s i n g l e  o v e r a l l  r a t i n g  was g i v e n  f o r  each  a d v e r t i s e -  

ment. The r a t i n g s  were made on a 1- to-5 s c a l e ,  w i t h  5  

r e p r e s e n t i n g  t h e  h i g h e s t  o r  most f a v o r a b l e  p o s i t i o n .  

The ave rage  r a t i n g s  ( a c r o s s  25 a d s )  were a s  f o l l o w s :  

T e c h n i c a l  q u a l i t y  3.69 

F a c t u a l  accu racy  

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

C o n s u l t a n t s  were a l s o  a sked  t o  p r o v i d e  comments on 

t h e i r  r a t i n g s ,  t o  n o t e  p a r t i c u l a r  s t r e n g t h s  o r  weak- 

n e s s e s  o f  any a d ,  and t o  i d e n t i f y  any p r o b a b l e  n e g a t i v e  

s i d e - e f f e c t s  o f  each  ad.  T h e i r  comments a r e  summarized 

s e p a r a t e l y  from t h e  r a t i n g  t a b l e s .  



TABLE 5-1 

EXPERTS ' RATINGS ( N = 4 )  

~d NO. 1 : " I f  you d r i v e  a £  t e r  d r i n k i n g . .  . t h e n ,  h e r e  
7 

a r e  some t h i n g s  t o  c o n s i d e r .  " 

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  

F a c t u a l  accu racy  3.0 

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank o f  O v e r a l l   ati in^ Among 25 Ads: 6 



TABLE 5-2 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 2 : "The drunk d r i v e r  adds $240 a  v e u  t o  vour  - 
c o s t  o f  l i v i n q .  " 

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  3.25 

F a c t u a l  accu racy  1 .67  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n £  o rma t ion  

P r o b a b l e  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  1.75 

Rank o f  O v e r a l l  R a t i n g  Among 25 Ads: 22.5 



TABLE 5-3 

EXPERTS' RATINGS ( N = 4 )  

Ad No. 3  : "How much a r e  d r i n k i n s  d r i v e r  accid'en' ts  - 
up t h i s  yea r?"  

Average R a t i n g  
(1-5 S c a l e ) *  

T e c h n i c a l  q u a l i t y  3.25 

F a c t u a l  accuracy  1.75 

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  2 . 2 5  

Rank of  O v e r a l l  Ra t ing  Among 25 Ads: 1 6 * 5  



TABLE 5 - 4  

EXPERTS ' RATINGS (N=4) 

~d NO,  4  : "One o u t  of f i f t y  c a r s  on t h e  road i s '  

d r i v e n  by a  drunk d r i v e r . "  

Average R a t i n g  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  

F a c t u a l  accuracy 

Probable  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable  e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable  e f f e c t i v e n e s s  
i n f l u e n c i n g  a t t i t u d e s  

Probable e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of O v e r a l l   ati in^ Among 25 Ads: 20 



TABLE 5 - 5  

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 5 : "Mv wife,  a  problem drinker? Don't be - 
ridiculous!" 

Average Rating 
(1-5 Scale) * 

Technical qua l i ty  4 . 0  

Factual accuracy 4 .O 

Probable e f fec t iveness  i n  
a t t r a c t i n g  a t t en t ion  

Probable e f fec t iveness  i n  
conveying information 

Probable e f fec t iveness  i n  
influencing a t t i t u d e s  

Probable e f fec t iveness  i n  
e l i c i t i n g  act ion 

Overall r a t ing  

Rank of Overall  Rating Among 25 Ads: 4 



TABLE 5-6 . 
EXPERTS ' RATINGS ( N = 4 )  

Ad No. 6 : " I ' v e  had a  d r i v e r ' s  l i c e n s e  f o r  1 0  y e a r s .  - 
For 9 o f  t h o s e  y e a r s  I was a drunk."  

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  

F a c t u a l  accu racy  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n f o r m a t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank o f  O v e r a l l  R a t i n g  Among 25 Ads: 1 2 * 5  



TABLE 5 -  7 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 7 : "How many people w i l l  somebody's c o c k t a i l  - 
p a r t y  k i l l  t o n i q h t ? "  

Average R a t i n g  
(1-5 S c a l e )  * 

Technica l  q u a l i t y  3.75 

F a c t u a l  accuracy 3  .O 

Probable e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  2 . 5  

O v e r a l l  r a t i n g  3.0 

Rank of O v e r a l l  ~ d t i n ~  Among 25 Ads: 7 * 5  



TABLE 5-8 

EXPERTS' RATINGS ( N = 4 )  

I ' Ad No. 8 : "Win your own chauffeured limousine 
7 

t h i s  New Year's Eve." 

Average Rating 
(1-5 Scale)*  

Technical q u a l i t y  

Factual accuracy 4 .O 

Probable e f fec t iveness  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f fec t iveness  i n  
conveying information 

Probable e f fec t iveness  i n  
inf luencing a t t i t u d e s  

Probable e f fec t iveness  i n  
e l i c i t i n g  ac t ion  

Overall  r a t i n g  2 . 6 7  

Rank of Overall  Rating Among 25 Ads: l1 



TABLE 5-8 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 8 : "Win your  own c h a u f f e u r e d  l imous ine  t h i s  - 
New Y e a r ' s  Eve. " 

Average R a t i n g  
(1-5 S c a l e ) *  

T e c h n i c a l  q u a l i t y  

F a c t u a l  accu racy  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n f o r m a t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P r o b a b l e  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank o f  O v e r a l l  R a t i n g  Among 25 Ads: 



TABLE 5-9 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 9 : "Before you d r i n k  t h a t  one f o r  t h e  'ro'ad--' - 
t h i n k  about  t h e  chase r . "  

Techn ica l  q u a l i t y  

F a c t u a l  accuracy 

Probable  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

Probable  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Average Rating,  
(1-5 S c a l e ) *  

Rank of O v e r a l l   ati in^ Among 25 Ads: 7 - 5  



TABLE 5-10 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. J : " ~ t  would be bad enou- drdrivers 

only  k i l l e d  themselves.  " 

Average Rat ing  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  

F a c t u a l  accuracy 2.25 

Probable e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  4.25 

Probable  e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  2.75 

O v e r a l l  r a t i n g  

Rank of O v e r a l l  Rat ing  Among 25 Ads: 22.5 



TABLE 5-11 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 11 : " I n  F i n l a n d ,  drunk d r i v e r s  q e t  t o  b u i l d  - 
a i r p o r t s  by hand." 

Average R a t i n g  
(1-5 S c a l e ) *  

T e c h n i c a l  q u a l i t y  4.5 

F a c t u a l  accu racy  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n f o r m a t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P r o b a b l e  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank o f  O v e r a l l  R a t i n g  Among 25 Ads: 25 



TABLE 5-12  

EXPERTS ' RATINGS (N=4) 

Ad No. 1 2  : "He's l e a r n i n q  t o  d r i v e  and l e a r n i n a  t o  - 
d r i n k .  He may never  f i n i s h  t h e  course .  " 

Average Ra t ing  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  2 . 7 5  

F a c t u a l  accuracy 2 .75  

Probable e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  3 . 2 5  

Probable e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  2 . 2 5  

Rank of O v e r a l l   ati in^ Among 2 5  Ads: 16.5 



TABLE 5-13 

EXPERTS ' RATINGS ( N = 4 )  

Ad No, 1 3  : " I f  you can' t s t o p  d r i n k i n q ,  don1 t - 
s t a r t  d r i v i n g .  I' 

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  

F a c t u a l  accu racy  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P r o b a b l e  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  4 . 0  

Rank of  O v e r a l l  R a t i n g  Among 25 Ads: 



TABLE 5-14 

EXPERTS ' RATINGS ( N = 4 )  

' I1 Ad No. 1 4  : "How t o  b e a t  t h e  drunken drivin-. - 

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  3 . 6 7  

F a c t u a l  accu racy  

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  2.25 

Rank of O v e r a l l  R a t i n g  Among 25 Ads: 1 6 * 5  



TABLE 5-15 

EXPERTS ' RATINGS (N=4) 

Ad No. 1 5  : "The American d r iv ins  ace." - 

Average Rating 
(1-5 Scale)  * 

Technical q u a l i t y  

Factual accuracy 

Probable e f fec t iveness  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f fec t iveness  i n  
conveying information 

Probable e f fec t iveness  i n  
inf luencing a t t i t u d e s  

Probable e f fec t iveness  i n  
e l i c i t i n g  ac t ion  

Overall  r a t i n g  

Rank of Overal l  ~ a t i n g  Among 25 Ads: 20 



TABLE 5-16 

EXPERTS ' RATINGS (N=4) 

Ad No. 1 6  : " I n  many s t a t e s ,  i t ' s  h a r d e r  t o  becdme - 
l e g a l l y  drunk than  it i s  t o  become dead drunk." 

Average Ra t ing  
(1-5 S c a l e l *  

Techn ica l  q u a l i t y  

F a c t u a l  accuracy  

Probable  e f f e c t i v e n e s s  
a t t r a c t i n g  a t t e n t i o n  

Probable  e f f e c t i v e n e s s  
conveying i n f o r m a t i o n  

Probable  e f f e c t i v e n e s s  
i n f l u e n c i n g  a t t i t u d e s  

Probable  e f f e c t i v e n e s s  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of O v e r a l l  Ra t ing  Among 25 Ads: 2 * 5  



TABLE 5-17 

EXPERTS ' RATINGS ( N = 4 )  

~d N O ,  17 : "Today your  f r i e n d l y  ne ighbor  may k i l l  you."  - 

Average R a t i n g  
(1-5 S c a l e ) *  

T e c h n i c a l  q u a l i t y  4 . 2 5  

F a c t u a l  accu racy  2 . O  

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  3.0 

O v e r a l l  r a t i n g  

Rank of O v e r a l l  R a t i n g  Among 25 Ads: l2 w 5  



TABLE 5-18 

EXPERTS ' RATINGS ( N =  4 )  

~d No. 18 : "Drunk d r i v e r s  b r i n q  f a m i l i e s  t o s e t h e r . "  ' - 

Technica l  q u a l i t y  

F a c t u a l  accuracy 

Probable e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

Average Ra t ing  
(1-5 S c a l e )  * 

O v e r a l l  r a t i n g  2 .33  

Rank of O v e r a l l    at in^ Among 25 Ads: 1 4  



TABLE 5-19 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 1 9  : " I f  they want t o  d r i n k  toniqht ,  it 's - 
too l a t e  t o  s top  them." 

Average Rating 
(1-5 Scale)  * 

Technical q u a l i t y  

Factual accuracy 

Probable e f fec t iveness  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f fec t iveness  i n  
conveying information 

Probable e f fec t iveness  i n  
inf luencing a t t i t u d e s  

Probable e f fec t iveness  i n  
e l i c i t i n g  ac t ion  

Overall  r a t ing  

Rank of Overal l  Rating Among 25 Ads: 9 * 5  



TABLE 5-20  . 
EXPERTS' RATINGS ( N = 4 )  

Ad No. 20 : "BOY, was I smashed." - 

T e c h n i c a l  q u a l i t y  

F a c t u a l  accu racy  

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

Average R a t i n g  
(1-5 S c a l e )  * 

Probab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  2.25 

O v e r a l l  r a t i n g  

Rank O v e r a l l  R a t i n g  Among Ads : 



TABLE 5-21 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 2 1  : "One of t h e  n e x t  50 d r i v e r s  comina 
7 

your way i s  drunk. " 

Average R a t i n g  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  

F a c t u a l  accuracy 

Probable  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

Probab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of  O v e r a l l  i at in^ Among 25 Ads: 20  



TABLE 5-22 

EXPERTS' RATINGS (N=4) 

Ad No. 2 2  : "I can d r i v e  when I d r i n k . "  - 

Average R a t i n g  
(1-5 S c a l e )  * 

T e c h n i c a l  q u a l i t y  4 . 0  

F a c t u a l  accu racy  3.75 

P robab le  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P robab le  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of  O v e r a l l  Ra t ing  Among 25 Ads: 2.5 



TABLE 5-23 

EXPERTS ' RATINGS ( N = 4 )  

Ad No. 23 : "That  l a s t  d r i n k  f o r  t h e  road  could  h e l ~  - 
you c r a s h  t h e  n e x t  p a r t y . "  

Average R a t i n g  
(1-5 S c a l e ) *  

T e c h n i c a l  q u a l i t y  3.0 

F a c t u a l  accu racy  

P r o b a b l e  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
conveying  i n f o r m a t i o n  

P r o b a b l e  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  2.75 

Rank o f  O v e r a l l  R a t i n g  Among 25 Ads: 9 .5  



TABLE 5-24 

EXPERTS ' RATINGS (N=4) 

. . , . ,  Ad No. 2 4  : "His d r i n k i n s  problem i s  nn th iag  cam - - 
pared t o  h i s  d r i v i n q  problem." 

Average R a t i n g  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  

F a c t u a l  accuracy 

Probable  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable e f f e c t i v e n e s s  i n  
conveying in fo rmat ion  

Probable  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of O v e r a l l  ~ d t i n ~  Among 25 Ads: 2 4  



TABLE 5-25  

EXPERTS ' RATINGS (N=4) 

i1 Ad No. 25 : " L e t ' s  keep o u r s e l v e s  a l i v e .  t o o .  - 

Average Ra t ing  
(1-5 S c a l e )  * 

Techn ica l  q u a l i t y  3.5 

F a c t u a l  accuracy 3.75 

Probable  e f f e c t i v e n e s s  i n  
a t t r a c t i n g  a t t e n t i o n  

Probable  e f f e c t i v e n e s s  i n  
conveying i n f o r m a t i o n  

Probab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Probable  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

O v e r a l l  r a t i n g  

Rank of O v e r a l l  Ra t ing  Among 25 Ads: 5 



APPENDIX A 

PRINT ADVERTISEMENTS/COMMENTS 

Appendix A c o n s i s t s  o f  a  copy o f  each  o f  t h e  25 

p r i n t  a d v e r t i s e m e n t s  used i n  t h e  s t u d y  fo l lowed  f i r s t  by 

a summary of  comments made by t he  e x p e r t s  and then  by a 

summary o f  corrunents by t h e  l a y  aud ience .  



IT you arlve 
after drinking.. . 

m a  rn then here are 
some things to consider 

Let's say you've stayed a little longer than you 
expected at a party - long enough to have three 
or four dr~nks. All In good fun. All In good fel- 
lowsh~p. And then you have to drrve home. 

If you get picked up by the 
police here's what you can face 

SECTION 234, Criminal Code of - Im- 
paired driv~ng is an offence even if the driver's 
blood alcohol is less than .08%. 
Penalty, F~rst  Offence- Fine of not more than 
$500 or less than $50 or jail for 3 months or both. 
Second Offence - J a ~ l  for not more than 3 
months and not less than 14 days. Subsequent 
offences - J a ~ l  not more than 1 year but not 
less than 3 months. 
SECTION 235,- (1) Breath tests for blood al- 
cohol are compulsory. (2) It IS an offence to 
refuse to take a breathalyzer test for blood al- 
cohol when such a test IS demanded by a peace 
offlcer. 
Penalty - On summary conviction only. A f ~ n e  
of not more than $1,000 or less than $50 or la11 

for not more than 6 months, or both 
SECTION 236,-It IS an offence to dr~ve if drlver's 

Why are the penalties so stiff? 
blood alcohol exceeds 08% 
Penalty - Same as for Sec. 235. 

And there's more 
It Isn't just the appearance before the judge 
that's hum~ l~a t~ng .  You have been booked on a 
charge under the crlm~nal code and vou w ~ l l  be 
treated I~keacr~minal .  
After the pol~ce, lawyers and judge are through 
w ~ t h  you the prov~nc~al  government w ~ l l  revlew 
your right to hold a driver's I~cence. Even ~f 
you have never had a park~ng t~cket  you could 
end up hav~ng your l~cence suspended for a 
month. . .or three months .or even ~ndef~n~te ly .  
When your Insurance company hears about ~ t ,  
your rates w ~ l l  soar un t~ l  you can prove that you 
are a good rlsk again It could take years. And 
~f you injure or k ~ l l  someone wh~le impaired, 
your I~ab~ l i t y  coverage is vo~d.  
Your name will also probably appear In the 
newspaper for all your fr~ends and business as- 
soc~ates to see. 

I Alcohol i s  lnvolved In approximately half of 
the 5,000 traff~c deaths In Canada each year. 

The Social Drinker IS one of the leading 
causes of automob~le acc~dents. 

HOW TO 
PREVENT IMPAIRMENT 

Coffee will not work. Nor will a jog around 
the block or a cold shower. They w ~ l l  only 
make you w ~ d e  awake, bred or cold - not 
sober. 
Only TIME w ~ l l  work. 
It takes more than an hour to eliminate 
each 12 ounces of beer or ounce and a 
half of splrlts or three ounces of non- 
fort~fied wlne. 
If vnll Ml lST drlve, then adopt the 

ruleof thumb HAVE LESS 
I HAN U N t  UHlNK PER HOUR. 



~d #1: " I f  you d r i v e  a f t e r  d r ink ing . .  then  h e r e  a r e  
some t h i n g s  t o  cons ide r . "  

TECHNICAL Q U A L I T Y  

P len ty  of whi te  space ,  b r i e f  and prominent head l ine ;  
b u t  too  smal l  body type ,  too  much copy, l a c k s  
v a r i e t y .  

S t ra igh t fo rward  approach both  v i s u a l l y  and v e r b a l l y .  
Not very compelling. 

FACTUAL ACCURACY 

A s  f a r  a s  I know, t h i s  i s  an a c c u r a t e  p r e s e n t a t i o n  
of Canadian law. Only problem i s  wi th  t h e  3 o r  4 
dr inks--over  what pe r iod  of time? What i s  a d r ink?  
I f  speaking of one-ounce d r inks  and a three-hour 
p a r t y  t h e  ad would be c o r r e c t  only f o r  those  who 
weigh 1 2 0  pounds o r  l e s s .  I f  t a l k i n g  about  1.5- 
ounce d r i n k s  ( a  t o t a l  of s i x  o u n c e s ) ,  t h e  ad would 
be c o r r e c t  f o r  those  who weigh 170 pounds o r  less,  
o r  s t ayed  less than t h r e e  hours .  

I d i s a g r e e  wi th  t h e  l a s t  s t a t ement  above t h e  box. 
There a r e  degrees of s o c i a l  d r ink ing ;  a " s o c i a l "  
d r i n k e r  can a l s o  be a problem d r i n k e r .  Also, t h e r e  
i s  no a b s o l u t e  r e l a t i o n s h i p  between BAC and impair- 
ment. 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Good use of whi te  space and head l ine .  

The r e a d e r  is induced t o  r e a l i z e  t h a t  t h e  i n f o r -  
mation i s  pe r sona l ly  r e l e v a n t  t o  him, a s o c i a l  
d r i n k e r .  

I t  w i l l  perhaps a t t r a c t  more a t t e n i o n  from t h e  per-  
son who disapproves  of d r ink ing /d r iv ing .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Boxed informat ion  would probably be r e a d ,  b u t  o t h e r  
copy would probably n o t  be read .  



The i n f o r m a t i o n  i s  f a c t u a l  b u t  i n v o l v e d ,  and t a k e s  a  
good amount o f  men ta l  work t o  be  abso rbed  by t h e  
r e a d e r .  However, c r e d i b i l i t y  i s  p robab ly  v e r y  h i g h .  

The ad  t r ies  t o  s a y  t o o  much. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

There  i s  some s u r p r i s e  and n o v e l t y  i n  t h e  i n f o r m a t i o n  
t h a t  " s o  few d r i n k s "  may b e  dangerous .  Might make 
p e o p l e  t h i n k .  

Low c r e d i b i l i t y  factor--many peop le  who consume 3 o r  
4 d r i n k s  and d r i v e  w i t h o u t  impai rment  w i l l  d i s m i s s  
t h e  message.  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Boxed i n f o r m a t i o n  p r o v i d e s  a  v i a b l e  a 1  t e r n a t i v e  t o  
n o t  d r i n k i n g .  

Ad i s  i n s t r u c t i v e ,  t e l l s  r e a d e r  what  t o  do a b o u t  t h e  
problem (one  d r i n k  o r  l e s s  an h o u r )  . 
Low, because  peop le  w i l l  d i s m i s s  t h e  message.  

GENERAL COMMENTS 

D i s p a s s i o n a t e  app roach ,  good p r o v i s i o n  of  an  a l t e r -  
n a t i v e  c o u r s e  o f  a c t i o n .  

Appears t o  b e  e y e - c a t c h i n g  and i s  s t r a i g h t f o r n a r d  
p r e s e n t a t i o n  of  f a c t s  r e g a r d i n g  t h e  law. 

U n s e n s a t i o n a l ,  h o n e s t ,  more o r  l e s s  complete  
i n f o r m a t i o n .  

An u n p r o f e s s i o n a l ,  o v e r s i m p l i f i e d  approach t o  ad 
making. Perhaps  makes t h e  ad maker and t h e  s p o n s o r  
f e e l  t h e y  a r e  do ing  a  good job.  I s e r i o u s l y  
q u e s t i o n  whe the r  such  a  s u p e r f i c i a l  s c a r e  t a c t i c  
w i l l  a f f e c t  t h e  p rob lem/soc i a l  d r i n k e r .  

PROBABLE NEGATIVE SIDE EFFECTS 

Tends t o  p l a c e  t h e  s o c i a l  d r i n k e r  i n  unneces sa ry  
jeopardy .  



Ad #1: " I f  you d r i v e  a f t e r  d r i n k i n g  ... t h e n  h e r e  a r e  
some t h i n g s  t o  c o n s i d e r .  " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

8 Might a f f e c t  amount of  a l c o h o l  consumed when a b o u t  
t o  d r i v e .  

4 Won' t d r i n k  and d r i v e ,  
1 Try t o  g e t  b i l l  th rough Congress r e g a r d i n g  d r i n k i n g  

and d r i v i n g .  
1 T e l l  o t h e r s .  
1 P o s s i b l y  t a k e  t a x i .  
1 Allow t i m e  t o  e l i m i n a t e  a l c o h o l  b e f o r e  d r i v i n g .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
L o t s  of i n f o r m a t i o n ,  
Bor ing .  
Gets p o i n t  a c r o s s .  
I n t e r e s t i n g - - a t t r a c t s  a t t e n t i o n - - i n f o r m a t i v e .  
Won1 t a f f e c t  drunk d r i v e r s .  
Makes you t h i n k - - s e n s i b l e .  
"How t o  p r e v e n t "  s e c t i o n  e f f e c t i v e .  
Too much i n f o r m a t i o n .  
Good f o r  t h o s e  who d r i n k ,  
Only h e a d l i n e  a t t r a c t s  a t t e n t i o n .  
Laws. 
Need more h a r d - h i t t i n g  s t a t e m e n t s .  
Not whole t r u t h  on the s u b j e c t .  
Too much s m a l l  p r i n t  t o  h o l d  a t t e n t i o n .  
Too n e g a t i v e ,  
Say more a b o u t  e f  f e c t s - - n o t  p o l i c e .  
Not a  new approach ,  
Reduce embarrassment  of  b e i n g  a r r e s t e d .  
S t r e s s e s  p e n a l t i e s  and avoidance  of  d r i n k i n g  and 

d r i v i n g ,  
Okay, b u t  may be  over looked  f o r  o t h e r  a d s .  
Not d i r e c t e d  a t  t h o s e  who need h e l p .  
Won't a f f e c t  m e .  

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

1 4  Don' t d r i n k  and d r i v e .  
8 Emphasize consequences  and h a z a r d s  of d r i n k i n g  

and d r i v i n g .  
5 P e n a l t i e s  of  d r i n k i n g - - f i n e s ,  j a i l ,  e t c .  
4 What y o u ' r e  a s k i n g  f o r  i f  you d r i n k  and d r i v e .  
3 One d r i n k  p e r  h o u r .  
3 S o c i a l  d r i n k e r s  cause  most  a c c i d e n t s .  



No. - Response 

Dr ink  w i s e l y  o r  pay consequences .  
I n f o r m a t i o n  and s o c i a l  p r e s s u r e .  
Try t o  convince  peop le  n o t  t o  d r i n k  and d r i v e .  
Lo t s  of  u s e l e s s  highway d e a t h s  caused  by drunk 

d r i v e r s .  
"HOW t o  p r e v e n t "  s e c t i o n .  
Stay home and d r i n k ,  
Revoking d r i n k i n g  p r i v i l e g e .  
Punishment.  
I f  you d r i n k  and d r i v e ,  you1 11 have an  a c c i d e n t .  
S e l f  embarrassment  and problems of  d r i n k i n g ,  
Warning o r  t h r e a t  which c o u r t s  seldom c a r r y  

th rough.  
Don ' t  j e o p a r d i z e  o t h e r s  due t o  own s o c i a l  d i s -  

a b i l i t i e s .  



The drunk driver 
adds 

$240 a year to your 
cost of living 

-if you live. 
I t  may be a few dollars more or less 
than that. The figure is approximate. 

But there are some things that are 
deadly accurate. Last year, over 35,000 
Americans were killed in crashes 
where drunk driving was involved. a beginning, each state needs the 
And a t  least two million were injured. tough, effective drunk hiving laws 

The drunk driver cost the country recommended by the National High- 
$8 billion in direct economic loss. Add way Safety Bureau (24 states now 
to that an estimated (and very con- have these laws-does yours?). The 
servative) indirect loss of $16 billion, next step is fair enforcement of these 
and you see the size of the problem. laws. 

But make i t  more personal than Will you help? 
that. If you are one of the nation's 
100 million licensed drivers, this Help stop the traffic 
means that to your yearly costs for For a free copy of the new booklet, 
groceries, clothing, housing, and the "The Drunk Driver May Kill You 
like, you can add $240-your share of (What You Can Do To Help Get Him 
what the drunk driver costs America. Off The Road)," write to the 

You say your wife has a driver's 
license, too? Then drunk drivers add 
$480 a year to your family's cost of 
living. 

The situation is bad and has been 
getting worse for the past several 
years. But i t  can still  be turned 
around if you're willing to help. As 



Ad # 2 :  "The drunk d r i v e r  adds $240 a  y e a r  t o  your  c o s t  
of l i v i n g . "  

TECHNICAL QUALITY 

P len ty  of w h i t e  s p a c e ,  b r i e f  and prominent  h e a d l i n e ;  
b u t  t o o  s m a l l  body t y p e ,  t oo  much copy, l a c k s  
v a r i e t y .  

A p r o f e s s i o n a l  e x e c u t i o n  of t h e  ad w r i t e r ' s  c r a f t .  

FACTUAL ACCURACY 

B e l i e v a b i l i t y  is  tenuous--unconvincing documentat ion 
of  c o s t  t o  i n d i v i d u a l .  

Every " f a c t "  i n  t h i s  ad i s  a  f a b r i c a t i o n .  

Should I p u t  any t r u s t  i n  t h a t  j ugg l ing  w i t h  d o l l a r  
amounts? I t  does n o t  sound b e l i e v a b l e ,  n o t  even 
under s t andab le .  

E x h i b i t s  a s u p e r f i c i a l  knowledge of  t h e  fundamental 
problem t h e  ad i s  concerned w i t h .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

B r i e f  prominent  
a t t e n t i o n .  

h e a d l i n e  i s  l i k e l y  t o  a t t r a c t  

References  t o  money and checkbooks a r e  qu ick  
a t t e n t i o n - g e t t i n g  d e v i c e s .  

Average o r  s l i g h t l y  b e t t e r  t han  ave rage .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFONIIATION 

$240 p e r  y e a r  f i g u r e  i s  l i k e l y  t o  be remembered. 

Not b e l i e v a b l e .  

I f  t h e  in fo rma t ion  t o  be  conveyed i s  c o s t  t o  me of  
drunk d r i v i n g ,  t h e  ad does convey t h a t ,  b u t  beyond 
t h a t  it f a l l s  down. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

I t  seems t o  have an e f f e c t  on t h o s e  a l r e a d y  i n  o r  
abou t  t o  e n t e r  t h e  s a f e t y  "system" because  it t e l l s  
many of them what they  want  t o  b e l i e v e ;  i t  j u s t i f i e s  
t h e i r  e x i s t e n c e .  

I t  i s  q u e s t i o n a b l e  whether  I a s  a r e a d e r  w i l l  do any 
more than  commiserate.  



PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Some people  may send  f o r  t h e  b o o k l e t .  

U n f o r t u n a t e l y ,  it i s  t h i s  k i n d  of n e a r  hype rbo le  
t h a t  was needed t o  g e t  any a c t i o n .  

I doub t  i f  any a c t i o n  would be for thcoming .  

GENERAL COMMENTS 

Headl ine  conveys new in fo rma t ion .  

Very poor .  Although it may have a  temporary impac t ,  
i t  i s  g r o s s l y  mi s l ead ing .  

Being a  "drunk d r i v e r "  i s  n o t  n e c e s s a r i l y  a  t r a i t ,  
b u t  more l i k e l y  a  s t a t e  l i k e  " t i r e d  d r i v e r "  o r  
" i n a t t e n t i v e  d r i v e r . "  Genera l  t one  i s  n e g a t i v e  
( o t h e r s  a r e  t h e  cause  of t h e  problem) . I t  s t imu-  
l a t e s  tendency t o  s capegoa t ing .  

T y p i c a l  example of an ad t h a t  ( t o  t h e  r e a d e r )  
p o i n t s  t h e  f i n g e r  a t  someone else. 

PROBABLE NEGATIVE SIDE EFFECTS 

The ad blows t h e  problem comple te ly  o u t  of pro- 
p o r t i o n  t o  r e a l i t y  and blames i t  a l l  on t h e  drunk 
d r i v e r ,  d i s r e g a r d i n g  p e d e s t r i a n s  . I t  i s  i m p o s s i b l e  
t o  apply  counte rmeasures  and t h e n  e x p e c t  t o  see 
r e s u l t s  when t h e  problem, a t  l e a s t  i n  p a r t ,  does  
n o t  e x i s t .  When t h e  " l i g h t "  comes, peop le  w i l l  f e e l  
l i e d  t o ,  which cou ld  be  fo l lowed by wi thd rawa l  o f  
s u p p o r t  and t o t a l  i n a c t i o n .  

P i n p o i n t i n g  t h e  cause  of a c c i d e n t s  on one f a c t o r  
( a l c o h o l )  and d e c l a r i n g  t h e  o t h e r  bad guys respon-  
s i b l e  w i l l  n o t  improve t h e  d r i v i n g  b e h a v i o r  of t h e  
ave rage  r e a d e r .  



~ d  # 2 :  "The drunk d r i v e r  adds  $ 2 4 0  a  y e a r  t o  you r  cos t  
of  l i v i n g , "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
5 
2 
2 

Vote s t r o n g e r  l aws ,  
Won't d r i n k  and d r i v e .  
Ta lk  w i t h  f a m i l y ;  t e l l  c h i l d r e n  t o  be  c a r e f u l  n o t  

t o  d r i n k  and d r i v e ,  
Work i n  AA o r  speak  o u t  a g a i n s t  drunk d r i v e r s .  
Send f o r  b o o k l e t ,  
Think a b o u t  d r i n k i n g  and d r i v i n g .  
~ c t  more r e s p o n s i b l e  a t  p a r t i e s - - t r y  t o  i n f l u e n c e  

o t h e r s .  
Would g i v e  money. 
Pray .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Convincing and i n f o r m a t i v e - - g i v e s  second  thought--  

good. 
U n i n t e r e s t e d ,  n o t  much e f f e c t .  
Need more and more such  ads .  
Makes you want  t o  g e t  drunk d r i v e r s  who c o s t  u s  

money. 
How drunk d r i v e r s  a f f e c t  n a t i o n ' s  economy. 
Need more h a r d  approach .  
S u r p r i s e d  t o  know of  c o s t ;  s t a r t l e d .  
B e t t e r  t h a n  most  a d s .  
Usua l ly  r e a d  on ly  h e a d l i n e .  
Should r e l a t e  more t o  peop le .  
Too many words--not enough a c t i o n .  
Government p a s s e s  b i l l s - u n f a i r .  
S k e p t i c a l .  
Accu ra t e  and p robab ly  t r u e .  
Need laws.  
D i sag ree  w i t h  punishment .  
S t a t i s t i c s  c o u l d  convince  d i s b e l i e v e r s  o t h e r w i s e .  
Won't a f f e c t  d r i n k e r s .  
Good r eminde r  t h a t  drunk d r i v e r s  a r e  c o s t l y .  
Good--may n o t  r each  r i g h t  peop le  though.  
S t r e s s e s  money more t h a n  l i f e .  



WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

Drunk d r i v e r s  c o s t  Americans a  l o t  of money. 
Get drunk d r i v e r s  o f f  t h e  road.  
Drunk d r i v e r s  a f f e c t  everyone,  even i f  n o t  

involved i n  a c c i d e n t .  
Makes one aware of the dangers  of drunk d r i v i n g .  
Main p o i n t  n o t  d o l l a r s  b u t  l o s s  of l i f e  and 

i n j u r i e s .  
Drunk d r i v i n g  g e t t i n g  worse--mus t be s topped.  
Appeal t o  w a l l e t .  
Number of people k i l l e d  by drunk d r i v e r s .  
Not only humani tar ian  reasons  t o  s t o p  drunk 

d r i v e r s - - d o l l a r s  reason too .  
E x t r a  c o s t  of insurance .  
Encourage people n o t  t o  d r i n k  and d r i v e .  
High c o s t  of i r r e s p o n s i b i l i t y .  
Send drunk d r i v e r s  t o  j a i l .  
No p e n a l t i e s  mentioned. 
Encourage s u p p o r t  of tax-supported programs t o  

s o l v e  drunk d r i v e r  problem. 
p reven t ion  could  c o s t  l e s s  than  $ 2 4 0  c o s t  now. 



Surprise. know i f  there's a connection. But it is 
Here, they haven't gone up at all. nice to know the rate doesn't have to 

What's more, the figure march ever onward and upward. 
1s c/i,lv~l 10% from what you might expect. Something can be done. It's as 

The way accidents have,grown in the easy as keeping your blitzed friend from 
last few years, by the end of 
five months we might hav 
had about 635 alcohol- 
involved accidents. We 

What? An acciden 
rate that didn't increase? 

news about drinking 
and driving. Write: Box 

this campaign January few more of our fricnds 
now. Let's try and keep 



~d #3:  "How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up t h i s  
yea r?"  

TECHNICAL QUALITY 

No good o v e r a l l  v i s u a l  s t r u c t u r e .  

A l i t t l e  confusing-- type arrangement makes it h a r d  
t o  r ead .  Word and l e t t e r  spac ing  seem t o o  c l o s e .  

FACTUAL ACCURACY 

These f a c t s  a r e  no doubt  a c c u r a t e  a s  unders tood by 
most people .  I would n o t  a c c e p t  those  f i g u r e s ,  
however, u n l e s s  I a l s o  knew something abou t  t h e  non- 
a lcohol- involved c o l l i s i o n s .  I f  they  went 2 it - 
would only  i n d i c a t e  t h a t  t h e r e  was a  change I n  p o l i c e  
r e p o r t i n g  p r a c t i c e s  r a t h e r  than  a change i n  d r ink ing-  
d r i v i n g  p r a c t i c e s .  

I cannot  t e l l ,  b u t  it sounds b e l i e v a b l e  f o r  some 
l o c a l  a r e a .  

Some frame of r e f e r e n c e  i s  needed f o r  comparison. 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Headl ine  seems t o  be  o l d  s t u f f ,  b u t  i l l u s t r a t i o n  i s  
unusual .  

Less than  i n s p i r e d .  I n  f a c t  I r a t e  i t  s l i g h t l y  
lower than Ads #1 and # 2 .  

PROBABLE EFFECTIVENESS I N  CCNVEYING INFORMATION 

Lack of h e a d l i n e  i n t e r e s t  would p r e v e n t  r e a d e r s h i p  
o f  body copy. 

Communication of ad s u f f e r s  because of  c o n t r i v e d  
v i s u a l  format .  

PROBABLE EFFECTIVENESS I N  I N F L U E N C I N G  ATTITUDES 

Not c l e a r  what - a t . t i  t ude  i s  good. 

The message i s  rewarding t o  anybody who b e l i e v e s  
somethings can be done about  the problem. 

The a t t i t u t d e  seems t o  be t o  t ake  comfort  i n  t h e  
f a v o r a b l e  s t a t i s t i c a l  t r e n d ,  which i s  n o t  g r e a t  
enough t o  j u s t i f y  message of ad.  

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

C a l l  f o r  a c t i o n  i s  b u r i e d .  



Unfor tuna te ly ,  no a c t i o n  i s  s p e c i f i e d ,  which makes 
t h e  "rewarding" n a t u r e  of t h e  message r a t h e r  use- 
l e s s .  

GENERAL COMMENTS 

The unusual  f a c t  ( r e d u c t i o n  i n  a c c i d e n t s )  i s  a  
s t r e n g t h ,  b u t  it  should  have been conveyed i n  
h e a d l i n e .  

This  ad does n o t  grab  me, al though I do l i k e  t h e  
i d e a  of keeping o n e ' s  f r i e n d s  a l i v e .  

Not i n s t r u c t i v e  i n  t h e  sense  of t e l l i n g  t h e  
audience  what a c t i o n  t o  t ake .  Otherwise a  good 
message. 

I f i n d  l i t t l e  t o  j u s t i f y  t h i s  ad. I t  impl ies  t h a t  
behavior  i n  terms of d r i n k i n g  and d r i v i n g  have 
improved, wi thou t  c l a r i f y i n g  t h e  favorab le  behavior .  

PROBABLE NEGATIVE SIDE EFFECTS 

Headline-only r e a d e r s  would be misinformed. 

~ e p e n d i n g  on what e f f o r t s  t h e  r e a d e r  may have made 
t o  c u t  down on d r i n k i n g  and d r i v i n g  by h imsel f  o r  
h i s  f r i e n d s ,  he might f e e l  t h a t  a  1 0 %  improvement 
d i d  n o t  q u i t e  j u s t i f y  t h e  e f f o r t .  

Ad impl ies  problem i s  l e s sened .  



~ d  #3:  "How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up t h i s  
y e a r ? "  

\?HAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. Response 

1 Cut  down on d r i n k i n g  and d r i v i n g .  
1 See  what  I can do t o  h e l p .  
1 Help peop le  who o v e r d r i n k .  
1 T e l l  someone. 
1 Help g e t  drunk d r i v e r  o f f  r o a d .  
1 B e  a  b e t t e r  h o s t .  
1 Try t o  i n f l u e n c e  f r i e i i d s  n o t  t o  d r i n k  and d r i v e .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
U n i n t e r e s t e d .  
Good, e f f e c t i v e .  
Has been  r e d u c t i o n  o f  a l c o h o l  r e l a t e d  a c c i d e n t s .  
S u r p r i s e d .  
Head l ine  confus ing- -bad  g r a p h i c s .  
F e e l  s i n c e  a c c i d e n t s  a r e n ' t  up,  i s  okay t o  d r i n k .  
H e l p f u l  b u t  i m p o r t a n t  p o i n t s  i n  f i n e  p r i n t .  
Keep a c c i d e n t s  down i f  peop le  r e a d  and f o l l o w  a d .  
Ads d o n ' t  have much e f f e c t .  
Wasn ' t  aware a c t i o n  b e i n g  t a k e n ,  
Accura t e  b u t  d o e s n ' t  a t t r a c t  a t t e n t i o n .  
9 0 %  o f  p u b l i c  p robab ly  d o e s n ' t  c a r e .  
D i f f i c u l t  t o  r e a d ,  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

20  Something i s  b e i n g  done;  i s  a  d e c r e a s e .  
5 Drunk d r i v e r s  c a u s e  most o f  a c c i d e n t s .  
5 We c o u l d  r educe  a c c i d e n t s .  
3 D o n ' t  d r i n k  and d r i v e .  
1 ~ n f o r m a t i o n  d i s s e m i n a t i o n  can  b r i n g  a b o u t  changes .  
1 Need more such  a d s .  
1 Help keep  d r i v e r s  and d r i n k i n g  a p a r t .  



Not drinking. Drunk. 
He can't think straight. He 

can't see straight. And he certainly 
can't drive straight. 

ivIo'stly, he's the kind of 
drinker who's drunk a lot. Scotch 
instead of orange juice. Bourbon 
instead of coffee. Drinking instead 
of living. Problem drinking. 

Last year. problem drinkers 
killed 19,000 people in car 
accidents. And a lot of them were 

kids. Somebody's kids. 
The problem drinker & the 

problem. And we have to get him 
off the road because he can't get 
himself off. 

There are many things that 
can be done to help him and to help 
us. Stricter drunk driving laws, 
stricter law enforcement, scientific 
breath tests and court supervised 
treatment among them. There's a 
huge national highway safety 

project just beginning that needs 
you to understand and to help. 

Help. 
- - - - - - - .- - - - - - - - - - 
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I I want to help Please tell me how I 
I I 
I My name I S - - - -  I 
I I 
I Address I 
I I 
I City - S t a t e z i p -  I 
L - - - - - - - . - - - - - - - - - -  J 

GET THE PROBLEM DRINKER OFF THE ROAD. FOR HIS SAKE. AND YOURS. 



~ d  # 4 :  "One o u t  of  f i f t y  c a r s  on t h e  road  i s  d r i v e n  by 
a  drunk d r i v e r . "  

TECHNICAL QUALITY 

D e f i n i t e  v i s u a l  f o c a l  p o i n t ,  l e a d i n g  eye  t o  h e a d l i n e ;  
l e g i b l e  body copy. 

Average p r o f e s s i o n a l  p roduc t .  

FACTUAL ACCURACY 

One- in - f i f ty  f i g u r e  seems h i g h .  

The use  of the term "Problem d r i n k e r , "  imply ing  
a l c o h o l i c ,  i s  o b j e c t i o n a b l e .  The 19,000 f i g u r e  is  
based  on exagge ra t ed  e s t i m a t e s  and canno t  be  sub- 
s t a n t i a t e d .  Any s t a t e m e n t  t o  t h e  e f f e c t  t h a t  "one 
o u t  of 50 d r i v e r s  i s  drunk" i s  r i d i c u l o u s .  

The r a t e  of drunk d r i v i n g  depends very  much on t h e  
time of  day and i s  l o w e s t  when t h e  k i d s  a r e  on t h e  
s t reets .  

The d i f f e r e n t  numbers I see a r e  confusing--e  .g . ,  
19,000 k i l l e d ,  o r  30,000,  o r  25,000,  A r e  numbers a s  
meaningful  a  way t o  communicate a s  " h a l f  t h e  
f a t a l i t i e s ? "  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Good l a y o u t .  

The "a loneness"  o f  t h e  c h i l d  i s  very  e y e - a r r e s t i n g  
and a t t e n t i o n - g e t t i n g ,  

Readers t end  t o  empathize w i t h  p o r t r a y a l  of  vu lne r -  
a b l e  c h i l d r e n .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

One- in - f i f ty  f i g u r e  i n  h e a d l i n e  shou ld  s t i c k .  Ad 
makes c l e a r  d i s t i n c t i o n  between d r i n k i n g  d r i v e r  and 
drunk d r i v e r .  

F a l s e  in fo rma t ion .  

"Problem drinkers k i l l e d  19,000 p e o p l e , "  including 
themselves .  "Vic t ims"  o f  a c c i d e n t s  a r e  o f t e n  drunk,  
t oo .  

I t  w e  a c c e p t  t h e  message and i t s  s o l u t i o n s ,  it does 
an average-to-good job of  communicating. 



PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Good emot iona l  p u l l  o f  s m a l l  boy. 

Ad copy seems t o  s t r e s s  making r e a d e r  aware of what 
i s  b e i n g  done,  r a t h e r  t han  a s k i n g  t h e  r e a d e r  t o  do 
something.  

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

"What does " h e l p "  mean? How can I a s  a  r e a d e r  o f  t h i s  
ad t u r n  t o  a c t i o n ?  

Say ing  " h e l p "  i s n '  t enough. 

GENERAL COMMXNTS 

Should induce  concern  w i t h o u t  evoking  f e a r .  

Makes t h e  same mis t ake  a s  e a r l i e r  ads - -po in t s  the 
f i n g e r  a t  " t h e  o t h e r  g . ~ y " .  

C e r t a i n l y  a  l o t  b e t t e r  t h a n  Ad # 2 ,  b u t  n o t  p a r t i c -  
u l a r l y  s u g g e s t i v e  of meaningfu l  a c t i o n .  

Although a l c o h o l i c s ,  a s  a  g roup ,  may b e  i nvo lved  i n  
more c r a s h e s  t h a n  t h e  r e s t  of t h e  p o p u l a t i o n ,  t h e  
m a j o r i t y  o f  a l c o h o l i c s  a r e  n o t  i n v b l t e d  i n  e x c e s s i v e  - 
c o l l i s i o n s .  T h e r e f o r e ,  it i s  u n f a i r  t o   lace t h e  
onus of  "problem d r i n k e r s "  i n  t h e  s a f e t y A  c o n t e x t  o f  
a l l  a l c o h o l i c s . . .  A l so ,  t h e r e  i s  a  s i m p l i s t i c  b e l i e f  
t h a t  s t i f f e r  laws and s t r i c t e r  enforcement  w i l l  p re -  
v e n t  a l c o h o l - r e l a t e d  t r a f f i c  d e a t h s .  However, i n  
t h e  f i v e  ASAP a r e a s  where enforcement  went  up t h e  
most ,  t r a f f i c  d e a t h s  t ended  t o  i n c r e a s e .  Fur thermore ,  
r e s e a r c h  has  shown t h a t  d runks  who a r e  t r e a t e d  
h a r s h l y  by t h e  j u d i c i a l  sys tem have no b e t t e r  subse-  
q u e n t  r e c o r d  t h a n  t h o s e  t r e a t e d  less h a r s h l y .  

PROBABLE NEGATIVE SIDE EFFECTS 

W i l l  e v e n t u a l l y  be  exposed a s  a  hoax,  r e s u l t i n g  i n  
d i s i l l u s i o n m e n t  and i n a c t i o n .  

Again overemphasis  on a l c o h o l  ( t h e  problem d r i n k e r  
i s  t h e  problem) and a  p a r t i c u l a r  k i n d  of  d r i n k e r .  - 
I t  j u s t  i s  n o t  a s  s imp le  a s  t h a t ,  and peop le  s h o u l d  
n o t  b e  made t o  b e l i e v e  it. Also ,  t h e y  w i l l  f i n d  o u t  
soone r  o r  l a t e r  t h a t  i t  i s  n o t  t r u e .  



Ad # 4 :  "One o u t  o f  f i f t y  c a r s  on t h e  r o a d  i s  d r i v e n  
by a  drunk d r i v e r .  " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
3 
3 
3 
2 
1 
1 
1 
1 
1 
1 

Response 

F i l l  o u t  form. 
Get  drunk d r i v e r s  o f f  r o a d .  
F ind  o u t  more i n f o r m a t i o n .  
Help  drunk who may have an  a l c o h o l  problem.  
B r i n g  drunk  d r i v e r  home. 
Be more aware.  
Make s u r e  g u e s t s  g e t  home s a f e l y .  
P u t  up more s i g n s  and s i g n a l s .  
Walk home a f t e r  d r i n k i n g .  
C o n t r o l  own d r i n k i n g  h a b i t s .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
R a i s e s  i n t e r e s t  i n  s u b j e c t .  
Won ' t provoke a c t i o n .  
R i g h t  d i r e c t i o n - - t h o u g h  n o t  s h o c k i n g  enough. 
Good i d e a  b u t  how many p e o p l e  w i l l  a c t .  
P i c t u r e  c o u l d  b e  more e f f e c t i v e .  
Need more s u c h  a d s .  
S t a n d a r d  ad.  
Could b e  k i l l e d  even  i f  c a r e f u l .  
Make f i g u r e s  a v a i l a b l e  t o  p u b l i c .  
Not problem d r i n k e r s  ' problem.  
No t r e a t m e n t - -  j u s t  g e t  o f f  r o a d .  
H e l p f u l  f o r  d r i n k e r s .  
Need t o  know more a b o u t  program. 
Something s h o u l d  be  done.  
Should i n c l u d e  s o c i a l  d r i n k e r s  a s  problem.  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Problem d r i n k e r s  a r e  t h e  problem--get  them o f f  t h e  
r o a d .  

F i g h t  drunk d r i v e r s - - g e t  them o f f  t h e  r o a d .  
Drunk d r i v e r s  are dangerous- -he lp  t h e m .  
Many d e a t h s  due  t o  d runk  d r i v e r s - - t o o  many drunk  

d r i v e r s .  
Kids  a r e  b e i n g  k i l l e d .  
C r e a t e  awarenes s .  
Programs underway t o  h e l p .  
I n n o c e n t  p e o p l e  s u f f e r .  
One o f  50  i s  a drunk d r i v e r .  
A lcoho l - invo lved  a c c i d e n t s  i n v o l v e  problem d r i n k e r s  

n o t  "normal"  d r i n k e r s .  



No. Response - 
1 B e  c a r e f u l  when d r i n k i n g  and when n o t .  
1 Need s t r i c t e r  l aws .  
1 Help problem d r i n k e r  t o  h e l p  s e l f  and o t h e r s .  
1 Data  r e g a r d i n g  s e r i o u s n e s s  of drunk d r i v i n g  

problem. 
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Ad # 5 :  "My w i f e ,  a  problem d r i n k e r ?  Don ' t  b e  
r i d i c u l o u s ! "  

TECHNICAL QUALITY 

Large  pho to  and use  of  p r o f e s s i o n a l - a p p e a r i n g  model,  
v i s i b l e  s h o r t  h e a d l i n e ,  s h o r t  copy ( a l l  f a v o r a b l e ) .  
Body type  t o o  s m a l l  ( u n f a v o r a b l e )  . 
I assume t h i s  ad was des igned  f o r  a  l a r g e r  fo rma t ;  
i f  it runs  this  s i z e ,  it i s  t o o  h a r d  t o  r e a d .  
Otherwise  a c c e p t a b l e .  

FACTUAL ACCURACY 

B e l i e v a b i l i t y  of " a l m o s t - p e r f e c t "  w i f e  might  b e  low 
f o r  many men. 

I d o n ' t  know how common t h i s  s i t u a t i o n  i s .  I f  it i s  
r a r e  t h e n  t h e  ad  w i l l  b e  r e l e v a n t  t o  o n l y  a  few 
husbands.  

Gets a  l i t t l e  fuzzy  when it s p e c i f i e s  how much t o o  
much d r i n k i n g  i s .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

See comments r e g a r d i n g  t e c h n i c a l  q u a l i t y .  

Ra the r  i n t r i g u i n g  c a p t i o n .  

Should evoke b e t t e r  t h a n  ave rage  r e sponse .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Simple ,  s t r a i g h t f o r w a r d  language .  

More compe l l i ng  t h a n  s e v e r a l  p r i o r  ads .  

PROBABLE EFFECTIYGNESS I N  INFLUENCING ATTITUDES 

Body copy ( i f  r e a d )  might  r a i s e  q u e s t i o n  i n  mind on 
w i f e ' s  d r i n k i n g .  

Depends l a r g e l y  on whe the r  ad i s  p e r c e i v e d  a s  
p e r s o n a l l y  r e l e v a n t  by r e a d e r .  

W i l l  p o s s i b l y  i n f l u e n c e  husband of irnbibing w i f e  
more t h a n  w i f e .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

The " t a l k i n g  t o  j u s t  one" i d e a  makes t a s k  seem less 
fo rmidab le .  



GENERAL COIQJBNTS 

S t r a i g h t f o r w a r d  p r e s e n t a t i o n  by a  " r e g u l a r  guyu--no 
h y s t e r i a ,  no blood-and-guts  warn ings ,  and no phony 
f i g u r e s .  

P e r s o n a l  r e l e v a n c e  q u e s t i o n a b l e .  The use  of  t i t l e  
"problem d r i n k e r "  i s  a  b i t  s t r o n g  and may induce  
r e a d e r  t o  r e j e c t  t h e  message. Unders ta tements  may 
b e  more e f f e c t i v e  i n  t h i s  s e n s i t i v e  a r e a .  

PROBABLE NEGATIVE S I D E  EFFECTS 

Feminine a c t i v i s t s  migilt o b j e c t .  

Readers  might  r e j e c t  message a s  o v e r s t a t e d ,  

Could cause  m a r i t a l  s t r i f e .  



Ad # 5 :  "My w i f e ,  a  problem d r i n k e r ?  D o n ' t  b e  
r i d i c u l o u s ! "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
6 
4 
3 

Response 

Ta lk  t o  spouse  r e g a r d i n g  d r i n k i n g  problem.  
Keep s p o u s e / f r i e n d  from d r i n k i n g  and d r i v i n g .  
Look f o r  s i g n s  of  problem d r i n k i n g  i n  f r i e n d s ,  

f a m i l y ,  e t c .  
Ta lk  w i t h  t h o s e  who d r i n k  s o  won' t d r i v e .  
Try t o  h e l p  any way I can .  
Cons ide r  AA. 
Write Congressman. 
Seek med ica l  h e l p .  
B e  consc ious  o f  d r i n k i n g .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good--all  s h o u l d  r e a d .  
Poor--what can you do a b o u t  it. 
Problem d r i n k e r s  d o n ' t  r e a l i z e  t h e y  have  a  problem. 
Keep drunk d r i v e r s  o f f  t h e  road .  
Good f o r  peop le  i t  r e f e r s  t o  i n  ad .  
Won't a t t r a c t  a t t e n t i o n ,  
Need b i g g e r  p r i n t .  
Something s h o u d l  b e  done ,  
May cause  good f a m i l y  a rguments .  
Beq n o t  t o  k i l l  each  o t h e r .  
p o i e n t i a l l y  s e r i o u s  p u b l i c  problem. 
I f  someone had  a d r i n k i n g  problem,  t a l k i n g  t o  them 

w o n ' t  n e l p .  
Are peop le  I know problem d r i n k e r s ?  
E a r l y  s i g n s  d e f i n e d .  
~ e e d -  more shock v a l u e .  
Might a f f e c t  someone. 
Makes you t h i n k .  
Won't r e a d  because  no problem d r i n k i n g  i n  my f a m i l y .  



No. - 
7 

WHAT DO YOU REGARD AS THE rUIN POINT OF THIS 
PARTICULAR AD? 

Response 

Spouse c o u l d  b e  a  problem d r i n k e r - - d o n ' t  ove r look  
t h a t .  

Don ' t  d r i n k  and d r i v e .  
I f  know problem d r i n k e r ,  t a l k  t o  them a b o u t  

d r i n k i n g  and d r i v i n g .  
Keep drunks  o f f  road .  
Most u n s u s p e c t i n g  can b e  a  problem d r i n k e r .  
Be aware o f  a l c o h o l i s m  problem. 
Face problem d r i n k e r s  i n  f a m i l y / f r i e n d s  and h e l p  

them, 
S o c i a l  d r i n k e r  n o t  h o n e s t  w i t h  s e l f .  
Not a l l  drunk d r i v e r s  a r e  drunks .  
Don' t have t o  b e  a  male t o  d r i n k .  
Problem d r i n k e r  t r i e s  t o  h i d e  t h e  problem. 
2-3 e x t r a  d r i n k s  may be  problem d r i n k i n g  s i g n .  
Aimed a t  s o c i a l  d r i n k e r  and t h o s e  who s a y  a l c o h o l i s m  

i s  a  s t i gma .  
J u s t  d r i n k  s o c i a l l y ,  d o n ' t  need t o  s t o p  d r i n k i n g .  
More i m p o r t a n t  t o  s o l v e  d r i n k i n g  problem t h a n  

d r i n k i n g  and d r i v i n g  problem. 
More r e l e v a n t  t o  g e n e r a l  d r i n k i n g  t h a n  d r i n k i n g  

and d r i v i n g .  
Hidden d r i n k i n g  problem. 
May n o t  know/understand t i e  problem. 
S o c i a l  d r i n k i n g .  



"I'be had a driver5 
license for 10 years. 
For9ofthoseyears 

Iwasa drunk" 
Fewer than 4% of all drivers on the road are 

heavy drinkers 
Yet heavy dr~nkers are involved in nearly 50% of 

all traff~c deaths 

The fr~ghtening truth is that drunks are the dead- 

l~est drivers ever let loose on the highways 
Knowing that, you'd think that our licensing offi- 

cials would take extraordinary measures to hunt 

down this small gang of k~llers and get them off the 

road 

And save 25,000 lives a year 
Well, think again The way thlngs are now, there's 

no effectwe way to take a drunk's llcense away be- 
fore he kills somebody 

With 25,000 lives at stoke, there must be a better 

answer than that 

Maybe ~t's a thorough physical examination 

For instance. in Pennsylvania a doctor must certify 

that every new driv~ng-license applicant 1s not an 

alcoholic 
Moybe there's a better way, but certainly what 

Pennsylvania does IS better than nothing 

And nothing is what all but a handful of states do. 

So if you're tired of bang a target, write to your 

!ccal I r_ .n l< l r~tnr<  ,-7 - - - - n n r i  - , . - demand !hC! !hey C;P! !hose 
drunken killers before they get you 

Not everyone should drive. 



Ad # 6 :  " I ' v e  had a d r i v e r ' s  l i c e n s e  f o r  t e n  y e a r s .  For  
n i n e  o f  t h o s e  y e a r s  I was a drunk."  

TECHNICAL QUALITY 

Large pho to ,  s h o r t  l e g i b l e  h e a d l i n e ,  and good w h i t e  
space--but  s m a l l  body type .  

Man i n  p i c t u r e  looks  t h e  p a r t .  

Has a compel l ing  v i s u a l  d e v i c e .  

FACTUAL ACCURACY 

About 50% of  a l l  f a t a l  a c c i d e n t s  show involvement  of  
a l c o h o l ,  b u t  n o t  heavy d r i n k e r s  o n l y .  The number 
25,000 i s  t h e r e f o r e  i n a c c u r a t e .  Also ,  a l c o h o l i c s  a r e  
n o t  " l e t  l o o s e "  and they  a r e  n o t  a gang o f  k i l l e r s .  

Ad s a y s  "drunks"  a r e  i n v o l v e d  i n  50% o f  f a t a l i t i e s  
and i t  a l s o  s a y s  you can d r i v e  i n  a drunken s t a t e  f o r  
n i n e  y e a r s  and n o t  have an acc iden t - - I  ag ree !  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

P o s s i b l y  because  one wonders abou t  t h e  t e n t h  y e a r ,  

Reader may be c u r i o u s  why i d e n t i t y  o f  s u b j e c t  i s  
hidden--and w i l l  r e a d  t h e  ad.  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORhlATION 

A s  f a r  a s  i n f o r m a t i o n  i s  conveyed it is  r a t h e r  
i n c o r r e c t .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

I doubt  i f  r e a d e r  w i l l  a g r e e  t h a t  a d o c t o r  can 
a c c u r a t e l y  a t t e s t  t o  a p a t i e n t ' s  d r i n k i n g  h a b i t s .  

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

No a c t i o n  i s  suggested--what i s  t h e  r e a d e r  supposed 
t o  do? 

Too s m a l l  a pe rcen tage  of  peop le  w i l l  be  prompted 
t o  wr i te  t o  t h e i r  Congressman i n  the b e l i e f  t h a t  he  
can do a n y t h i n g  a b o u t  t h e  problem. 

Ra i ses  a new i d e a ,  "Not everyone  shou ld  d r i v e .  " 



Poor connec t ion  between c a p t i o n  and rest  of  t e x t ;  no 
c o n t i n u i t y .  I don1 t l i k e  the i n c r i m i n a t i n g  and 
a u t h o r i t a r i a n  t o n e - - " l e t  l o o s e , "  " s m a l l  ganq o f  - - 
k i l l e r s , "  " b e f o r e  they  g e t  you ."  

S t r o n g  s t a t e m e n t  i n  h e a d l i n e  i s  n o t  s u p p o r t e d  by 
COPY 

PROBABLE NEGATIVE S I D E  EFFECTS 

P l a c e s  unneces sa ry  a d d i t i o n a l  burden  on a l c o h o l i c s .  

I t  w i l l  t u r n  o f f  anybody who does  n o t  l i k e  over-  
s i m p l i f i c a t i o n s  i n  t h e  s t a t e m e n t  of s o c i a l  problems.  

B a c k f i r e s  f o r  r e a s o n  n o t e d  i n  comment under  " F a c t u a l  
Accuracy.  I' 



Ad # 6 :  " I ' v e  had a  d r i v e r ' s  l i c e n s e  f o r  10 y e a r s .  
Fo r  9 of t h o s e  y e a r s  I was a drunk."  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. R e s ~ o n s e  

4 Wr i t e  a u t h o r i t i e s ,  make programs on s i t u a t i o n .  
2 S t o p  d r i n k i n g  and d r i v i n g - - p e r s u a s i o n .  
2 B e  a b e t t e r  h o s t .  
1 Need laws--drunk d r i v e r s  s h o u l d  go t o  j a i l .  
1 N o t i c e  how drunks  d r i v e .  
1 Watch o u t  f o r  drunk d r i v e r s .  
1 See  what  I can do.  
1 Suppor t  drunk d r i v i n g  laws .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
A l l  s h o u l d  r e a d - - e n l i g h t e n i n g - - i n t e r e s  t i n g - -  

i n f o r m a t i v e ,  
Not s u r e  w i l l  work,  d i s a p p o i n t e d ,  d e p r e s s e d ,  

u n i n s p i r i n g .  
Show a c c i d e n t s - - s  t i c k s  i n  mind b e t t e r ,  need  b e t t e r  

pho to .  
S c a r e s  t o  a t t e n t i o n - - s h o c k i n g .  
Doubt i f  peop le  w i l l  r e a d  and a c t - - t o o  a p a t h e t i c .  
D U I L  h a s  always been  a  problem,  
R igh t  t o  do a s  you choose .  
Good t o  b a l a n c e  l i q u o r  ads .  
Too much t o  r e a d ,  o t h e r w i s e  good. 
Many drunk d r i v i n g  d e a t h s ,  someth ing  can  b e  done.  
T rue ,  dangerous  t o  d r i n k  and d r i v e .  
Angry * 
Reminder t o  t h o s e  who may d r i n k  s l i g h t l y  and 

d r i v e .  
No m a t t e r  how good a  d r i v e r  you a r e ,  may g e t  h i t  

by drunk d r i v e r .  
Head l ine .  
Unnecessary t o  c a l l  them "drunk k i l l e r s " .  
Get  drunk d r i v e r s  o f f  t h e  road .  

WHAT DO YOU REGARD AS THE MAIN P O I N T  OF THIS 
PARTICULAR AD? 

8 Get drunk d r i v e r s  o f f  t h e  road--dangers  .of drunk 
d r i v i n g .  

7 Don ' t  d r i n k  and d r i v e .  
6 Everyone s h o u l d  do something.  
4 Drunk d r i v e r s  r e s p o n s i b l e  f o r  5 0 %  of  t r a f f i c  

f a t a l i t i e s .  



No. - 
2 
2 

Response 

Need more e f f e c t i v e  c o n t r o l  o v e r  drunk d r i v e r s .  
To c u r b  a c c i d e n t s  must s t o p  s m a l l  group o f  

h a b i t u a l  d runk  d r i v e r s .  
Not much i s  b e i n g  done a b o u t  problem o f  d runk  

d r i v e r s .  
50% of drunk d r i v e r s  c a u s e  d e a t h s  [ y e s ,  t h a t ' s  what  

h e  ( s i c )  w r o t e ] .  
S a f e  d r i v i n g .  
G e t  p u b l i c  s u p p o r t  n o t  a l l ow  problem d r i n k e r s  t o  

g e t  l i c e n s e .  
I l e lp  t h e  problem d r i n k e r .  
Not everyone  s h o u l d  d r i v e .  
Not a l l  g e t  c augh t .  
G e t  drunks o f f  r o a d  i n t o  mass t r a n s i t .  
Need b e t t e r  l aws .  
No e f f e c t i v e  way t o  t e l l  i f  p o t e n t i a l  d r i v e r  i s  

a l c o h o l i c ,  problem o r  s o c i a l  d r i n k e r .  
No p r e s e n t / f u t u r e  c u r e  may work--need i n d i v i d u a l  

e f f o r t .  
Smal l  number o f  problem d r i n k e r s  c a u s e  50% of 

d e a t h s .  
Get drunks  b e f o r e  t h e y  g e t  l i c e n s e s .  
Save 25,000 l i v e s / y e a r .  



How many people will 
somebodv's cocktail 
party kilrtonight? 

It  often depends on how on the couch. But don't let them 
many drinks those people have. drive. Even if they give you a' 

And that's up to you. hard time. 
A good hostess keeps Don't make your party 

the glasses full, but not the guests. their funeral. 
Remember - t hey have to Find out more about 

drive home with your booze in them. cocktails and cars. Write Let's 
The few who manage t Keep Our Friends Alive, P. 0. 

drink more than you planned 
to serve? 

Put 'em in a cab or 

'Z 

Let's keep our friends alive. 



Ad # 7 :  "How many people  w i l l  somebody's c o c k t a i l  
p a r t y  k i l l  t o n i g h t ? "  

TECHNICAL QUALITY 

S h o r t  l e g i b l e  h e a d l i n e s  and body copy, whi te  s p a c e ,  
photo  v i g n e t t e s .  

A good p r o f e s s i o n a l  ad. 

FACTUAL ACCURACY 

Doesn ' t  d e a l  i n  s t a t i s t i c s - - b u t  communicates 
e f f e c t i v e l y  abou t  what i t  does s a y .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

S h o r t  l e g i b l e  h e a d l i n e s  and body copy, w h i t e  space ,  
photo v i g n e t t e s .  

B e t t e r  than  average .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

No f a c t u a l  in fo rmat ion  i n  ad. 

B e t t e r  than  average .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Not a  c r e d i b l e  danger e x c e p t  t o  those  few who may 
have been p r e v i o u s l y  involved.  

People w i l l  a g r e e  wi th  t h e  ad--but w i l l  n o t  r e s t r a i n  
t h e i r  drunken g u e s t s  . 

PROBABLE EFFECTIVENESS I f J  ELICITING ACTION 

c l u e s  f o r  implementing t h e  in fo rmat ion .  

C l e a r  s t a t e m e n t  of what one i s  supposed t o  do about  
t h e  problem, 

People w i l l  a g r e e  w i t h  ad--but w i l l  n o t  r e s t r a i n  
t h e i r  drunken g u e s t s  . 

GENERAL COLQlENTS 

I f  r e i t e r a t e d  o f t e n  enough, m i g h t  p o s s i b l y  engender 
new t h i n k i n g  about  c o c k t a i l  p a r t l e s .  

I t ' s  a good s u b j e c t  t o  d e a l  w i t h ,  b u t  could  be  
handled more e f f e c t i v e l y .  There a r e  procedures-- 
such a s  t u r n i n g  o f f  t h e  booze e a r l y  and feed ing  
g u e s t s - - t h a t  can a l s o  produce d e s i r e d  r e s u l t s .  



I n s t r u c t i v e  , p e r s o n a l l y  r e l e v a n t  t o  most  r e a d e r s ,  
may snowba l l  i n t o  new s t y l e  o f  c o c k t a i l  p a r t i e s  
and /or  t r a n s p o r t a t i o n  a f t e r w a r d s .  One o f  t h e  
b e t t e r  a d s .  

I t  p o i n t s  t h e  a c c u s i n g  f i n g e r  a t  a  p a r t  o f  t h e  popu- 
l a t i o n  t h a t  I b e l i e v e  h a s  v e r y  l i t t l e  t o  do w i t h  t h e  
a l c o h o l - i n v o l v e d  t r a f f i c  d e a t h  problem. 

PROBABLE NEGATIVE SIDE EFFECTS 

Lose f r i e n d s .  

" F r i e n d s  I i n v i t e  t o  c o c k t a i l  p a r t y  do n o t  g e t  
drunk ! " 



Ad # 7 :  "How many peop le  w i l l  somebody's c o c k t a i l  
p a r t y  k i l l  t o n i g h t ? "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF R E A D I N G  - 
THIS AD? 

No. - 
8 

Response 

Watch f o r  d r u n k s  a t  p a r t i e s ,  h e l p  h o s t  g e t  them 
home okay. 

Think b e f o r e  d r i n k i n g  and d r i v i n g .  
Se rve  cof  f ee / f ewer  d r i n k s  p e r  hou r .  
Wr i t e  f o r  more i n £  ormat ion .  
Show ad t o  f r i e n d s  who need a  j o l t .  
Follow a d v i c e .  
Try t o  convince  peop le .  
B e  more aware of  own d r i n k i n g .  
Taper  o f f  d r i n k i n g  b e f o r e  go ing  home. 
Try t o  p r e v e n t  "h igh"  pe r son  from d r i v i n g .  

I N  GEldERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Makes you think--good e x p l a n a t i o n .  
T e x t  c o u l d  be  more c a t c h y ,  b e t t e r .  
Need more such  a d s .  
Not e n o u g h - - u n r e a l i s t i c .  
Ones who need most w i l l  i g n o r e  it. 
Good b u t  w o n ' t  a f f e c t  me. 
Good--how many peop le  w i l l  f o l l o w  i t ,  though.  
Emphasize s o c i a l  d r i n k e r  who i s  o f t e n  ove r looked .  
Should s a y  what  happens t o  drunk d r i v e r s .  
F r i e n d s  may b e  k i l l e d ,  
Too demanding- - te l l ing  what t o  do.  
Won ' t change any t h i n g .  
C a l l  a t t e n t i o n  t o  dange r s  o f  drunk d r i v i n g .  
Impor t an t  t o  show blame t o  h o s t / e s s  p a r t i a l l y .  
Doubt ad e f f e c t i v e n e s s .  
Needs s t r o n g e r  copy--keep g l a s s e s  f u l l  and n o t  

g u e s t s  loaded .  
Think a t  n e x t  c o c k t a i l  p a r t y .  
I f  enough r e a d  i t ,  may do some good. 
Dr ink ing  and d r i v i n g  a b i g  problem. 
Approp r i a t e - -no t  enough coverage  i n  pape r s  and 

newspapers and magazines .  



No. - 
12 

8 
7 
5 
4 
2 
2 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Response 

Don ' t  l e t  drunk g u e s t s  d r i v e .  
Inform h o s t / e s s - - t h e y ' r e  r e spons ib l e - -be  good h o s t .  
Help keep f r i e n d s  a l i v e ,  
Don' t d r i n k  and d r i v e .  
Cut  down number of  drunk d r i v e r s ,  t h e y  k i l l .  
S o c i a l  d r i n k e r s  d r i n k  t o o  much and cause  a c c i d e n t s .  
Keep drunk d r i v e r s  o f f  road .  
C o n t r o l  d r i n k i n g  t o  keep f r i e n d s  a l i v e .  
~ e a l i s t i c .  
Be c a r e f u l  r e g a r d i n g  d r i n k i n g  on s o c i a l  o c c a s i o n s .  
Must p o l i c e  s e l f .  
Don ' t  d r i n k .  
Don ' t  u rge  l i q u o r  on g u e s t s .  
N o t  t o o  c l e v e r ,  
Reminder of s e r i o u s  e f f e c t s  of drunk d r i v i n g .  
P a r t y  d r i n k i n g .  
A t t r a c t s  a t t e n t i o n .  
Don1 t have one f o r  t h e  road .  
Head l ine .  
Dangers of e x c e s s i v e  d r i n k i n g .  



Haveone for the road. Maybe two. After all, it is 

RULES: 
1 4 Continue that argument you and your wife 7 Keep your high beams on. That way, all those on. 

party time. And, besides, you know you're abet- started attheparty. Especially since you'reright comlng drunken dr~vers will be sure to  we you 
terdriver when you'redrinklnganyway. and she'swrong. and avoidan accident. 

2 Don't bother putting on your seat belt. All that 5 Ignoreall stop signsand traflc lights. It's solate Straddle the white divider llne at  all timak You 
drinking and eabng made you stuffy, and the there are probably no other cars around to make' never know when some ldlot will leave hi8 car 
beltwllonly make you moreunmmfortable. itdangerousanyway. parked too far out from thecurb. 

3 Keepall thewindoaaclowd and turn up the heat- 6 Don't stop for coffee. You're tired enough ss it is. Stay over the speed limit all the way. The less er full blast. The weather is freezing outaide and, And the longer you take to get home the more time you spend on the road, the less chance there 
after being parked allevening, yow car istoo. likely you are toiall asleep atthe wheei,  sth hat somenutw~llrunintoyou. 



~d # 8 :  "Win your  own chauffeured  l imousine t h i s  New 
Year ' s Eve. " 

TECHNICAL Q U A L I T Y  

S h o r t  l e g i b l e  head,  whi te  space ,  photo (good) ; 
s m a l l  body type  ( b a d ) .  

A good s t r a i g h t f o r w a r d  approach. 

FACTUAL ACCURACY 

Arguments seem f a c t u a l .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

The c o n t e s t  format  and l a y o u t  a r e  good. 

The shock e f f e c t  of t h e  p i c t u r e  and h e a d l i n e  shou ld  
a t t r a c t  t h e  r e a d e r .  

Would be b e t t e r  i f  p i c t u r e  were c l e a r e r .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORT4ATION 

L i t t l e  new information--well-known p r e s c r i p t i o n s .  

Good. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Reader w i l l  probably respond t o  good humor mixed 
wi th  good advice .  

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

( I f  r e a d )  g ives  enough 
s c r i p t i o n s  s o  t h a t  one 

s p e c i f i c  a c t i o n a b l e  pre- 
o r  more might be  implemented. 

I t  has  a s  good o r  b e t t e r  chance a s  most D/D ads 
I ' v e  seen .  

GENERAL COMMENTS 

Contes t  format  good; "b lack  humor" approach worth 
t e s t i n g .  

I commend it  f o r  speaking d i r e c t l y  t o  t h e  "problem 
d r i n k e r ,  " 
W i l l  be  r e j e c t e d  by a lmost  a l l  r e a d e r s  a s  i r r e l e v a n t  
t o  them. What i s  t h i s  ad supposed t o  do, anyway? 



Rather  on t h e  morbid s i d e .  The k inds  o f  people  who 
would read  t h i s  ad a r e  n o t  l i k e l y  t o  b e  t h e  k inds  
of persons  who would behave i n  t h e  manner sugges ted ,  
and v i c e  v e r s a .  Also seems t o  i m p l i c a t e  l i g h t  
d r i n k i n g :  Should have s a i d ,  "Have one more - f o r  t h e  
road ,  maybe two. " 

PROBABLE NEGATIVE SIDE EFFECTS 

The p u b l i c i t y  t h a t  r e l a t e s  smoking t o  cancer  and 
warns a g a i n s t  the use of  tobacco u s u a l l y  shows much 
b e t t e r  t a s t e  than  t h i s .  



Ad # 8 :  "Win y o u r  own c h a u f f e u r e d  l imous ine  t h i s  
New Y e a r ' s  Eve. I' 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF FlEADING - 
THIS AD? 

No. - 
9 
3 
1 
1 
1 
1 
1 
1 
1 
1 

Use r u l e s .  
Try t o  be  a  b e t t e r  d r i v e r .  
S t a y  home and d r i n k .  
Watch s e l f  c l o s e r .  
Won't r i d e  w i t h  d r i n k i n g  d r i v e r .  
Think a b o u t  ad  when a b o u t  t o  d r i n k  and d r i v e .  
Not d r i n k  t o o  much. 
L e t  someone e l s e  d r i v e  when I ' m  d r i n k i n g .  
Show ad t o  d r i n k i n g  f r i e n d s .  
Read more c l o s e l y .  

I N  GENERAL, HOW DO YOU - FEEL ABOUT THE AD? 

Good p o i n t  well p r e s e n t e d .  
Won't prompt a c t i o n  b u t  makes us aware of  problem. 
D i s g u s t i n g  . 
Clever/makes you t h i n k .  
Should  be  more s e r i o u s / n o t  s t r o n g  enough. 
Won't  a f f e c t  t h o s e  who need i t  most .  
Need l a r g e r  p r i n t .  
Thought-provoking . 
Catchy.  
O v e r s t a t e s  p o i n t .  
Too much copy. 
Hard t o  unde r s t and .  
Too s o p h i s t i c a t e d  f o r  g e n e r a l  p u b l i c .  
Many r e a l i z e  t h e n  f o r g e t .  
P e e r  p r e s s u r e  more e f f e c t i v e .  
P a s s i n g  laws won' t change problem. 
Good s a t i r e .  
Morbid o v e r t o n e  u sed  t o  good e f f e c t .  
Sake o f  good t ime  g e t  t h a t  'way home' ,  
P o i n t s  o u t  a l l  t h i n g s  s h o u l d n ' t  do.  
Though some s i c k  humor i s  i n f o r m a t i v e  and e f f e c t i v e .  
Good i f  r e a d  p a s t  t i t l e .  
S a r c a s t i c .  
Not s u r e  message w i l l  g e t  a c r o s s  i n  manner i n t e n d e d .  



No. - 
11 

4 
4 

WHAT DO YOU REGARD AS THE WIN POINT OF THIS 
PARTICULAR AD? 

Response 

Dr ink ing  and d r i v i n g  d o n ' t  mix. 
I f  f o l l o w  r u l e s  w i l l  go home i n  a  h e a r s e .  
Could d i e  because  of  own d r i n k i n g  o r  someone 

e l s e ' s .  
Get more t o  s t o p  d r i n k i n g  and d r i v i n g / c h a n g e  

a t t i t u d e s  . 
P o i n t  o u t  common misconcep t ions .  
F a u l t s  o f  d r ink ing /co~zsequences  . 
R e s p o n s i b i l i t y  r e g a r d i n g  d r i n k i n g  b e h a v i o r .  
T i t l e  i s  e y e - c a t c h i n g .  
Highway s a f e t y .  
Head l ine  m i s l e a d i n g .  
S t a y  a l e r t  under  a d v e r s e  c o n d i t i o n s .  
~ r i n k i n g  and d r i v i n g  on h o l i d a y s .  
Shows how r e a l l y  a c t  vhen d r i n k i n g .  
C a r e l e s s n e s s  i n  d r i v i n g ,  
Use common s e n s e ,  
P r i n t  t o o  s m a l l .  
Reminder r e g a r d i n g  l i m i t  of  d r i n k i n g  and d r i v i n g .  
Slow down and t a k e  i t  e a s y .  
Go ahead and k i l l  y o u r s e l f .  
Make d r i n k i n g  d r i v e r s  t h i n k .  
Dr ive  how you want  no m a t t e r  what  c o n d i t i o n  y o u ' r e  

i n .  
I f  d r i n k i n g  and d r i v i n g  w o n ' t  b e  around t o  t e l l  

a b o u t  i t ,  
What most  do a f t e r  a p a r t y .  
"Win y o u r  own" l i n e .  



Because over 50% of a!' autumobile fatalities are influenced by 
alcohol, the City of Department of Public Safety 

1s waglngan all-out war through 
Every night 21 pol~ce cars are patrolling the 

streets with the primary assignment of arresting drunk drivers 
So far this year, over 4,000 people have been arrested 

for dr~ving wh~le  ~ntox~cated. This compares w ~ t h  1,200 In 1971 

Realistically, many people enjoy drinking, but the 
problem is with the drunk who drives. He's a potential killer. 

suggests some ways to minimize the problem. 

1. Know your limit. 

2. Refuse to ride with a driver who is over the limit. 

3. Talk a problem drinker out of driving. 

4. Be a good host. A t  your next party, take the responsibility 
upon yourself to discourage your friends from excessive 

drinking and driving. Provide food to be eaten while drinking 

Help get the problem drinking driver off the road 
because he can't get himself off! 



Ad # 9 :  "Before  you d r i n k  t h a t  one f o r  t h e  road-- 
t h i n k  a b o u t  t h e  c h a s e r . "  

TECHNICAL QUALITY 

� gain a  r e a s o n a b l e ,  s t r a i g h t f o r w a r d  approach .  

FACTUAL ACCURACY 

" . . . o v e r  5 0 %  of  a l l  a u t o  f a t a l i t i e s  a r e  i n f l u e n c e d . .  . " - - a c t u a l l y ,  a r e  a s s o c i a t e d  w i t h ,  ( C a u s a t i o n  n o t  
p roven)  . 
50% i s  wrong. The term " i n £  luenced  by a l c o h o l "  i s  
t o o  g e n e r a l  and i n c l u d e s  a l l  k i n d s  of d r i n k i n g .  
Research has  shown t h a t  a l c o h o l  i n  moderate  amounts 
i s  n o t  r e l a t e d  t o  t r a f f i c  d e a t h s .  The ad assumes 
t h a t  one knows what  a  "problem d r i n k e r "  i s  and t h a t  
w e  a l l  might  be  a c q u a i n t e d  w i t h  such  " k i l l e r  d runks . "  
Even i f  t h i s  were  t r u e  I d o u b t  t h a t  w e  would admi t  
it. 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Good i n t e r a c t i o n  between v i s u a l  and h e a d l i n e .  

Good p i c t u r e .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

O K ,  though v i s u a l  and headl ine-body  copy f a l l s  down. 

S imp le ,  po in t -by -po in t  i n s t r u c t i v e  language .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Same a s  above: O K .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Gene ra l l y  s p e a k i n g ,  an  ad  h a s  a b e t t e r  chance o f  
i n f l u e n c i n g  a t t i t u d e s  t h a n  of e l i c i t i n g  a c t i o n .  

GENERAL COMMENTS 

Headl ine  i s  t r i t e ,  i l l u s t r a t i o n  h a s  no human i n t e r -  
es t ,  s m a l l  body type .  

T h a t  ad h e a d l i n e  speaks  t o  the r eade r - -bu t  t h e  body 
copy r e f e r s  t o  what  t h e  p o l i c e  and program a r e  do ing .  
The r e a d e r  s t o p s  i d e n t i f y i n g  w i t h  the message.  



One of  t h e  b e t t e r  ones .  The emphasis  upon i n c r e a s e d  
app rehens ion  l i k e l i h o o d  s h o u l d  a l s o  enchance  t h e  
e f f e c t  o f  t h i s  message.  

PROBABLE NEGATIVE SIDE EFFECTS 

C r e a t i o n  of n e g a t i v e  a t t i t u d e s  toward p o l i c e  
( p o r t r a y e d  a s  t h r e a t ) .  



Ad # 9 :  "Before  you d r i n k  t h a t  one f o r  t h e  road - th ink  
a b o u t  t h e  c h a s e r .  " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
4 
4 

Response 

Watch g u e s t s  when a  h o s t .  
D o n ' t  r i d e  w i t h  a  d r i n k i n g  d r i v e r / d o n l t  l e t  f r i e n d  

do  t h i s  e i t h e r ,  
D o n ' t  d r i n k  and d r i v e .  
Fol low s u g g e s t i o n s  . 
Serve  food.  
Re-read. 
Ta lk  w i t h  p o t e n t i a l  d r i n k i n g  d r i v e r .  
Know own l i m i t  and t e l l  o t h e r s .  
Moderate d r i n k i n g  and d r i v i n g .  
Take keys  from p o t e n t i a l  drunk d r i v e r .  
B e  c a u t i o u s ,  d i s c o u r a ~ g e  d r i n k i n g  and d r i v i n g ,  

I N  GENERAL, HOW DO YOY FEEL ABOUT THE AD? - 
Good t i t l e / g o o d  ad/good i n f o r m a t i o n .  
Not s t i m u l a t i n g / w o n ' t  a t t r a c t  a t t e n t i o n .  
Should  b e  more s c a r y / c a t c h y  . 
Might have some e f f e c t .  
T h r e a t e n i n g  b u t  e f f e c t i v e .  
Risk  o f  g e t t i n g  caugh t - - too  d e t a i l e d  b u t  c a t c h y .  
Need more such a d s .  
Should focus  on who g e t s  h u r t ,  n o t  g e t t i n g  caugh t .  
Usual  drunk d r i v i n g  ad.  
Mention d r i n k i n g  d r i v e r s  n o t  j u s t  drunk d r i v e r s .  
Won't  change my i d e a s .  
Focus on g e t t i n g  c a u g h t ,  n o t  on l i m i t i n g  d r i n k i n g .  
D o e s n ' t  show what  happens--not  a s  e f f e c t i v e  a s  

showing a  wreck.  
Emphasis on punishment ,  p o l i c e  d o n ' t  h e l p .  
Help g e t  drunk d r i v e r  o f f  t h e  road .  
People  who need  i t  won' t l i s t e n .  
Glad government i s  b e g i n n i n g  t o  a d v e r t i s e  

s i t u a t i o n .  
L a s t  l i n e  f a l s e - - o n l y  s e l f  can  i n f l u e n c e  s e l f  t o  

s t a y  o f f  road .  
G e t  t h e  drunk d r i v e r  o f f  t h e  road .  
People  might  shape  up i f  f o r c e d  t o  by s t r o n g  

programs.  



No* - 
2 4  

3 

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Response 

Don ' t  d r i n k  and drive--may be  caugh t .  
P o l i c e  w i l l  g e t  you sooner  o r  l a t e r / t h e y l r e  c h a s i n g  
drunk d r i v e r s .  
What you can do abou t  drunk d r i v e r s .  
W i l l  be  punished;  h e l p  s t o p  o t h e r s  from d r i v i n g  

drunk,  
Dangers of drunk d r i v i n g .  
Think b e f o r e  d r i n k i n g  and d r i v i n g .  
How much t o  d r i n k ,  
Make people  aware o f  drunk d r i v e r s .  
C i t i e s  a r e  c r a c k i n g  down on t h o s e  who d r i n k  and 

d r i v e .  
D e t e r r e n t  t o  drunk d r i v i n g .  
S t o p  d r i n k i n g .  
Threa ten ing  i n s t e a d  of a p p e a l i n g  t o  consc ience .  
Alcohol  causes  50 % dea ths /do  a n y t h i n g  p o s s i b l e .  
Being a f r a i d  t o  b e  s topped  by p o l i c e  s h o u l d  h e l p .  
May g e t  caugh t  w i t h  new d e t e c t i o n  f o r c e s .  
Alcohol .  
Think of someone b e s i d e  s e l f  when g e t  drunk.  
Never know when t o o  drunk t o  d r i v e .  
Punishment f o r  d r i n k i n g  and d r i v i n g .  
Get drunk d r i v e r  o f f  r o a d .  
Decrease number of  drunk d r i v e r s  on road  k i l l i n g  

people .  
Sugges t ion  a t  end of ad. 



It would be bad enough 
if drunk drivers only killed 
them selves. 

But the worst part is the sobering fact that 
they take thousands of innocent people 
along with them. 

Of the 56,000 deaths on our highways 
last year, nearly half werecaused by drunk 
drivers. Drunk drivers who smashed 
themselves into trees, houses and other 
drivers. Other Innocent drivers and their 
families. 

The ellrnlnat~on of dangerousdrunks from 
our roads is one of the top priorities of the 
Natlonal H~ghway Safety Bureau's sixteen- 
step safety plan. 

To implement this step, the Highway 
Safety Bureau has furnished a standard to 
helr, state law enforcement officials - ~ - - -  

determine which drivers are "legally drunk." 
Some states have already initiated this 
standard, which establishes a blood alcohol 
concentration of . lo% as "legally drunk." 

The Safety Bureau further proposes that 
each state pass laws requiring suspected 
drunk drivers to submit to clinical tests to 
establish whether or not they are drunk. 

We at strongly support all 
sixteen steps of the National H~ghway !Safety 
Bureau's program. We urge you to suppor 
them, too. 

Especially this effort to get drunk drivers 
off our highways. 

And keep their license to drive from 
becoming their license to kill. 



~d #10 : " I t  would be  bad enough i f  drunk d r i v e r s  only 
k i l l e d  themselves.  " 

PROBABLE NEGATIVE S I D E  EFF3CTS 

I disapprove  of t h i s  ad because i t  p re tends  t o  have 
a s o l u t i o n  which i n  f a c t  (even wi th  r eques ted  law) 
would n o t  work. This is an o v e r s i m p l i f i e d  s o l u t i o n  
t o  a very complex problem. 



Ad # l o :  " I t  would be  bad enough i f  drunk d r i v e r s  
o n l y  k i l l e d  t hemse lves . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
5 
3 
2 
1 
1 
1 
1 
1 
1 

Response a 

D o n ' t  d r i n k  and d r i v e  f o r  s e l f  and o t h e r s '  s a k e .  
Encourage d r i n k e r s  n o t  t o  d r i v e / t a l k  t o  d r i n k e r s .  
Think a b o u t  it. 
Repor t  drunk d r i v e r s  t o  a u t h o r i t i e s .  
Dr ive  more c a r e f u l l y  . 
Peop le  cove r  up d r i n k i n g .  
Suppor t  laws.  
Suppor t  a u t h o r i t i e s .  
Given f i n a n c i a l  s u p p o r t .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good/ef f e c t i v e .  
Could be  b e t t e r / n o t  a t t e n t i o n  g e t t i n g / t o o  low key/ 

t o o  long .  
Compassion f o r  v i c t ims - - ange r  a t  L lose  who d r i n k .  
Peop le  who need w o n ' t  r e a d .  
Aroused sympathy. 
Drunk d r i v e r s  s h o u l d  r e a d .  
Money cou ld  come o u t  of ga s  o r  t a x e s  f o r  t h i s  

program. 
P i c t u r e  makes you th ink - -g ive  a  chance  t o  l i v e .  
Good b u t  e f f e c t  wears  o f f .  
~ o e s n  ' t s a y  a n y t h i n g  don '  t a l r e a d y  know. 
More p r o v o c a t i o n  t o  g e t  p o i n t  home h a r d e r .  
S t o p  d r i n k  d r i v e r s .  
Making new p o i n t s  r e g a r d i n g  drunk d r i v i n g .  
Necessary .  
Scary  b u t  may n o t  remember when d r i v i n g .  
Won't  a t t r a c t  a t t e n t i o n / t o o  much i n f o r m a t i o n /  

won' t be  r e a d .  
P r e f e r  ads  aimed a t  s o l v i n g  problem. 
Didn'  t move me much. 
Could be s i m p l e r / q u i c k e r  t o  read/more s e r i o u s .  
I n n o c e n t  peop le  k i l l e d  by problem d r i n k e r .  
Most peop le  won ' t a c t .  
S t a t i s t i c s  n o t  s t r o n g  enough t o  shock p e o p l e  

t o  r e a c t .  



No. - 
6 
6 
5 
3 

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Response 

NHSB i s  do ing  someth ing .  
G e t  drunk d r i v e r s  o f f  t h e  r o a d .  
H u r t i n g  i n n o c e n t  peop le .  
Acc iden t s  caused  by drunk d r i v e r s  h u r t  o t h e r s .  
Head l ine  and photo .  
Drunk d r i v i n g  i s  dange rous .  
Dangerous drunk d r i v e r s .  
1/2 t r a f f i c  d e a t h s  caused  by drunk d r i v e r s .  
Drunk d r i v e r s  c o n t r i b u t e  t o  k i l l i n g  p e o p l e .  
One g e t t i n g  h u r t  u s u a l l y  someone e l s e .  
Dr ink ing  and d r i v i n g  i s  a t h r e a t .  
Need toughe r  laws .  
  egis la ti on t o  c u t  down on drunk d r i v e r s .  
G e t t i n g  number o f  a c c i d e n t s  r e l a t e d  t o  drunk 

d r i v i n g  reduced .  
New drunk d r i v i n g  laws .  
Vic t ims  n o t  a lways ones  who c a u s e  a c c i d e n t s .  
Death and d e s t r u c t i o n  by s e l f i s h  p e o p l e .  
Most r e a d  j u s t  t i t l e  and c a p t i o n .  
Emot iona l  pho to  t o  draw a t t e n t i o n  t o  dange r s  o f  

drunk d r i v i n g .  
T r a f f i c  d e a t h s  e f f e c t  a l l  of  u s - - e s p e c i a l l y  

c h i l d r e n .  
K i l l  s e l f  i s  want  t o  b u t  s p a r e  i n n o c e n t  k i d s .  
C r e a t e  a n i i - d r u n k  d r i v i n g  s p i r i t .  
A l e r t  peop le  t o  drunk d r i v e r  problem. 
 motional a p p e a l .  
Head l ine .  
R i g h t  t o  s u r v i v e  . 



* "  . "*,,.*, ~ " ,, 

In most countries, d m k  driving is not only a suclaf%Ei;skk ' ' 

it's also a major crime, I 

In our country, it's a topic for jokes. 
Despite the fact that drunk drivers kill more than 25,000 

Americans each year. 
They kill innocent men. Innocent women. Innocent children. 

Sometimes they even kill themselves. 
The problem isn't drink. It's drunks. Problem drinkers. 

Abusive drinkers. Sick people who need help. 
But, before they can be helped, they've got to be stopped. 

And only one person can do something about that. You. 
Start a petition. Involve other people. Write your 

governor. Your legislators. Your judges. 
Demand strict law enforcement. Call for tougher laws. 

Get mad. Scream your impatience. 
But, for God's sake, do something. It's do or die. 



~ d  #11: " I n  F i n l a n d ,  drunk d r i v e r s  g e t  t o  b u i l d  
a i r p o r t s  by hand. " 

TECH11 ICAL QUALITY 

I t  is a  competent ly  e x e c u t e d  ad .  

FACTUAL ACCURACY 

Seems a c c u r a t e  a s  f a r  a s  it goes .  

25,000 each  y e a r  i s  nonsense .  What was it i n  1965 
o r  1968? 

Use of  terms "25,000" and "drunk d r i v e r "  are b o t h  
wrong. I n  a d d i t i o n ,  t h e  ad  i m p l i e s  t h a t  t h e  drunk 
i s  more l i k e l y  t o  k i l l  someone else r a t h e r  t h a n  him- 
s e l f .  To t h e  c o n t r a r y ,  t h e  r e s p o n s i b l e  p a r t y ,  drunk 
o r  s o b e r ,  i s  more l i k e l y  t o  b e  k i l l e d  by a r a t i o  o f  
7 t o  3. I f  t h e  d r i v e r  i s  drunk t h e  odds a r e  even  
g r e a t e r .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

I t  h a s  a t t e n t i o n -  g e t t i n g  q u a l i t i e s ,  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

No new i n f o r m a t i o n  c o n t a i n e d .  

Reader s e n s e s  t h a t  c o p y w r i t e r  seems t o  have l o s t  h i s  
" c o o l " .  Copy i s  h y s t e r i c a l .  

PROBABLE EFFECTIVENESS INFLUENCING ATTITUDES 

Urgency o f  message t o  "do something" may i n c r e a s e  
concern  w i t h  problem. 

I doub t  i f  ad  would even i n f l u e n c e  a t t i t u d e s  i n  
F i n l a n d .  

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

S p e c i f i c  a c t i o n s  sugges t ed .  

H y s t e r i c a l  approach may i n f l u e n c e  c e r t a i n  t y p e s  of 
people--but  n o t  many. 



GENERAL COMMENTS 

I f  F i n l a n d  o r  any o t h e r  coun t ry  h a s  s o l v e d  t h e  D/D 
problem, I would b e  i n t e r e s t e d  i n  r e a d i n g  abou t  
t h e i r  program and t h e i r  s t a t i s t i c s - - c e r t a i n l y  I ' m  
n o t  t o  b e  i n f l u e n c e d  by a  h y s t e r i c a l  a c c u s a t i o n  t h a t  
somehow, " I ,  a l o n e "  can do something h e r e  i n  t h e  
U . S . A .  

I n a c c u r a t e  i n f o r m a t i o n .  S e n s a t i o n a l  language .  M i s -  
l e a d i n g  p o l a r i z a t i o n  between t h e  bad (drunk)  and t h e  
good ( i n n o c e n t )  guys.  Tough laws have n o t  been 
shown t o  have any p o s i t i v e  e f f e c t  (U.K. i n c l u d e d ! ) .  

F a c t u a l  i n f o r m a t i o n  i s  i n c o r r e c t ,  and t h e  ad recom- 
mends a  h y s t e r i c a l  approach .  I t  i s  t h e  k i n d  of  
a c t i o n  t h a t  h a s  g o t t e n  us t o  o u r  p r e s e n t  s t a t e  o f  
a £  f a i r s .  I do t h i n k  t h e  a r t  work i s  good. 

PROBABLE NEGATIVE SIDE EFFECTS 

This  ad i s  a  pure  example of n o n d i r e c t e d  r a n t i n g  and 
r a v i n g ,  

People may b e  l e d  t o  b e l i e v e  t h a t  the s imple  
s o l u t i o n s  sugges ted  might  a c t u a l l y  h e l p .  



Ad #11: " I n  F i n l a n d ,  drunk d r i v e r s  g e t  t o  b u i l d  
a i r p o r t s  by hand. " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF R E A D I N G  - 
THIS AD? 

No. R e s ~ o n s e  

Write s e n a t o r s  and l e g i s  l a t o r s .  
Won't d r i n k  and d r i v e .  
Promote a n t i - d r u n k  d r i v i n g  program. 
Be more a l e r t  r e g a r d i n g  own d r i n k i n g  and d r i v i n g  

h a b i t s  . 
~ i n d  way t o  g e t  such  ads  c i r c u l a t e d  and  p u b l i s h e d .  
Not s u p p o r t  o r g a n i z a t i o n  s i n c e  it c a l l s  f o r  laws 

and punishment .  
S e t  myself  a s  an example.  
B r i n g  a t t e n t i o n  t o  o t h e r s .  

I N  GENERAL, 14OW DO YOU FEEL ABOUT THE AD? - 
A t t r a c t s  attention/effective/good/informative. 
Not s t r o n g  enough t o  move peop le  t o  a c t i o n .  
Good reminder  b u t  p robab ly  \ r i l l  have no  e f f e c t .  
Most w i l l  i g n o r e .  
Makes problem sound s e v e r e .  
Too l o n g  t o  r e a d  i f  i t ' s  a  b i l l b o a r d .  
Good b u t  t o o  f a c t u a l  t o  a t t r a c t  a t t e n t i o n .  
Need more s u c ! ~  propaganda vs .  d r i n k i n g .  
Dea l s  w i t h  symptoms n o t  c a u s e s  of  problem.  
Dr ink ing  d r i v e r s  c a n '  t b e  i g n o r e d .  
Reawakens s e l f  t o  problem. 
Not much humanis t i c  a p p e a l .  
D o n ' t  l i k e  s c a r e  t e c h n i q u e s  b u t  i s  e f f e c t i v e .  
Something s h o u l d  and h a s  been  done. 
Al ready  know t h i n g s  p r e s e n t e d .  
Dul l - -expec ts  a c t i o n  w i t h o u t  g i v i n g  enough 

i n f o r m a t i o n .  
Makes you t h i n k  b u t  won' t wri te  anyone. 
Good--I may b e  t h e  problem. 
I n t e r e s t i n g  ad.  
Good b u t  t h o s e  who need it w o n ' t  r e a d  it .  
D i d n ' t  a t t r a c t  a t t e n t i o n - - w o u l d n ' t  have r e a d .  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

4 I n n o c e n t  peop le  a r e  k i l l e d .  
4 Punishment  more s t r i c t  i n  o t h e r  c o u n t r i e s .  
4 Cure of drunk d r i v e r s / g e t  them o f f  t h e  r o a d .  
4 Don ' t  d r i n k  and d r i v e .  
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Response 

Get i n v o l v e d / t a k e  a c t i o n  now. 
Need s t r o n g e r  zict ion v s ,  drunk d r i v i n g  t o  make 

more d i s g r a c e f u l .  
Need s t r i c t e r  law en fo rcemen t  a g a i n s t  drunk 

d r i v e r s .  
Drunks k i l l  and s h o u l d  b e  pun i shed .  
B r i n g  problem t o  o u r  a t t e n t i o n .  
T i t l e / h e a d l i n e .  
Drunk d r i v i n g  s e r i o u s  problem,  b u t  p o s s i b l e  t o  

do sometil ing.  
Should  have  laws e n f o r c e d .  
Dr ink ing .  
Must change a t t i t u d e s  and t a k e  a c t i o n  v s .  drunk 

d r i v e r s .  
How b i g  i s  problem and wha t  i s  done e l s e w h e r e .  
Pe r suade  p e o p l e  t o  s u r r e n d e r  r i g h t .  
Cons i s  t e n t  d r i n k e r s .  
More drunks  t h a n  s o c i a l  d r i n k e r s  k i l l / k e e p  them 

o f f  t h e  r o a d ,  
Get f r e e  l a b o r  f o r  a i r p o r t s .  
Get i n v o l v e d .  
C a l l  a t t e n t i o n  t o  problem o f  drunk d r i v i n g .  
L e t ' s  do the same i n  o u r  c o u n t r y .  
Problem d r i n k e r s  a r e  s i c k .  
Work a t  h a r d  l a b o r .  
Arous ing  mora l  c o n s c i o u s n e s s .  
Problem d r i n k e r s  c a u s e  t o o  many f a t a l i t i e s .  
Drunk d r i v e r s  k i l l  25,000 p e r  y e a r .  
Drunk d r i v e r s  bad  problem-should b e  r e c o g n i z e d .  
Problem d r i v e r s  need  p s y c h o l o g i c a l  and med ica l  

t r e a t m e n t .  
America does  l i t t l e  r e g a r d i n g  i t s  drunk  d r i v i n g  

problem.  
I c o u l d  be  k i l l e d  by a  d runk .  
Drunk d r i v e r s  a r e  dangerous  t o  own h e a l t h  and o t h e r s  1 , 
Drunk d r i v e r s  a r e  s i c k ,  need  h e l p .  
Get r e a d e r  t o  a c t - - n o t  v e r y  i n s p i r i n g .  



Heb learning: to drive 
u 

and learning to drink. 
u 

He mav never finish 
the course. 

Teen-age drinking is illegal in almost every state, for a lot of good reasons. 
But the fact remains that some teens do drink. And when a teemager 

tries to handle liquor and a steering wheel both, terrible things can 
happen-because drinking and driving are both so new and unfamiliar 
to him. 

One study of young drivers who'd been killed in auto crashes shows 
that over 60% of them were drunk. 

Not just drinking-drunk. 
We owe it to our kids to keep automobiles and alcohol well separated 

in their lives. There are a few simple, effective things you 
can do to help. The first step is to get the strict drunk driving 
laws recommended by the National Highway Safety Bureau 
on the books (24 states now have these laws-does yours?). 
The next step is fair enforcement. 

Will you help? 
Write for a free copy of "The Drunk Driver May Kill You." 

This new booklet outlines the easy, dovable things 
you can do. 



~d # 1 2 :  "He's l e a r n i n g  t o  d r i v e  and l e a r n i n g  t o  d r i n k .  
H e  may n e v e r  f i n i s h  the c o u r s e . "  

TECHNICAL QUALITY 

OK.  

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

Seems r e a s o n a b l e .  

Mis l ead ing .  Among t h e  drunk d r i v e r s ,  t h o s e  between 
30 and 40 are o v e r r e p r e s e n t e d ,  n o t  t h e  young. 

The s t u d i e s  showing t h a t  60% of  youth  k i l l e d  i n  a u t o  
c r a s h e s  were drunk found t h a t  r e s u l t  among 20-24- 
yea r -o ld  d r i v e r s ,  r a t h e r  t h a n  t e e n a g e r s ,  as t h e  ad 
s t a t e s .  T h i s  i s  such  a g r o s s  e r r o r  t h a t  I s u s p e c t  
it i s  an o u t r i g h t  l i e ,  r a t h e r  t han  e r r o r .  A c t u a l l y ,  
among 16 t eenage  d r i v e r s  k i l l e d  i n  Vermont, 4 were 
d runk ;  among 34 k i l l e d  i n  Wayne County,  10 were 
drunk;  among 25 k i l l e d  i n  Ohio,  6 were drunk.  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

R e a l i s t i c  photo .  

P a r e n t s  a r e  u s u a l l y  concerned  abou t  t h e i r  t eenage  
c h i l d r e n ' s  b e h a v i o r ,  s o  they  w i l l  l i k e l y  r e a d  t h e  
ad.  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Average--s t r a i g h t f o r w a r d .  

PROBABLE EFFECTIVENESS II'J INFLUENCING ATTITUDES 

Ad f a l l s  o f f  i n  t h i s  r e s p e c t ,  because  f a v o r a b l e  
a t t i t u d e s  a r e  p robab ly  a l r e a d y  e s t a b l i s h e d .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

S u p p o r t i n g  l e g i s l a t i o n  i s  a  r e a s o n a b l e  r e q u e s t  t h a t  
most peop le  would acknowledge, b u t  probably  f a i l  t o  
fo l low through on. 

One can always e x p e c t  a c t i o n  when youth  and a l c o h o l  
a r e  i n v o l v e d .  Th i s  r e s u l t s  from moral  judgment and 
emot iona l  r e a c t i o n  r a t h e r  t han  r a t i o n a l  judgment. 



GENERAL COMMENTS 

Photo conveys speed ,  human i n t e r e s t ,  and danger  
w i t h o u t  t h r e a t e n i n g .  

I u s u a l l y  q u e s t i o n  a d v e r t i s i n g  t h a t  depends on 
a c t i o n  by t h e  r e a d e r .  Desp i t e  t h e  f a c t  t h a t  I p u t  
this ad i n  t h a t  c a t e g o r y ,  I f i n d  i t  a  b e t t e r  ad- 
t han  most.  

I t  enhances the tendency t o  blame t h e  young f o r  a  
l o t  of t h e  t r o u b l e s  of p resen t -day  s o c i e t y .  Easy 
t a r g e t !  But t h i s  ad o f f e r s  no meaningful  sug- 
g e s t i o n  f o r  a c t i o n .  

Poor.  I t  t ends  t o  widen t h e  gap between youth and 
o l d e r  a d u l t s .  Also ,  a l though  t h e  m a j o r i t y  o f  t een-  
a g e r s  d r i n k  o c c a s i o n a l l y ,  few of them d r i v e  a f t e r  
d r i n k i n g .  

PROBABLE NEGATIVE SIDE EFFECTS 

I t  h e l p s  people  t o  b e l i e v e  e r roneous  i d e a s  about  
a c c i d e n t s  and t h e i r  c a u s e s .  

I t  may widen t h e  gap between t e e n a g e r s  and t h e  
l a r g e r  s o c i e t y .  



Ad # 1 2 :  "He ' s  l e a r n i n g  t o  d r i v e  and l e a r n i n g  t o  
d r i n k .  He may n e v e r  f i n i s h  t h e  c o u r s e . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

Response 

Ta lk  abou t  it. 
Ta lk  t o  t e e n s ,  t r y  t o  i n f l u e n c e  them. 
Send f o r  b o o k l e t .  
Do n o t  d r i n k  and d r i v e .  
Coopera te  w i t h  p o l i c e ,  e t c .  
T e l l  k i d s  and hope t h e y  l i s t e n .  
Express  s e r i o u s  problem t o  l oved  ones .  
W r i t e  Congress  t o  g e t  new laws f o r  c o n t r o l .  
See f r i e n d s  and s e l f  n o t  d r i n k  and d r i v e .  
B e  more aware of problem--support  b i l l s .  
See a b o u t  own s t a t e ' s  l aws .  
Change l i q u o r  laws.  
S u p p o r t  program v s .  d r i n k i n g  d r i v e r s .  

I N  GENEPAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good/ef f e c t i v e / t o  t h e  p o i n t .  
Need more such  a d s .  
Not o n l y  t e e n s  d r i n k .  
Won1 t c i a n g e  my o p i n i o n / n o t  good. 
Not f l a s h y  enough f o r  s t r o n g  impac t .  
Problem of  t e n  ove r looked .  
Problem needs shock ing  f a c t s  impressed  on p u b l i c .  
S e t  example f o r  c h i l d r e n .  
Teenage d r i n k i n g  and d r i v i n g .  
S t r i c t  laws w o n ' t  help--more r e a s o n  t o  r e b e l .  
Overdone.  
D o e s n ' t  h e l p  much--people d o n ' t  know t h e i r  l i m i t .  
A t tempts  t o  u se  shock v a l u e .  
Too s o f t .  
P o i n t s  f i n g e r  a t  youth--more d runks  a r e  middle  age .  
E f f o r t  t o  a t t r a c t  a t t e n t i o n ,  n o t  s u r e  i f  succeeded .  
Need law en fo rcemen t ,  
P o i n t  w e l l  made i f  p e o p l e  pay a t t e n t i o n .  
Sca ry - - I  have  d r i v i n g  t e e n s .  
L ine  " f i r s t  s t e p . .  s t r i c t  drunk d r i v i n g  laws"  

o f f e n d s  me. 
J u s t  some t e e n s  d r i n k .  
I n  one e a r / o u t  t h e  o t h e r .  
P a r e n t s  try t o  run  o u r  l i v e s .  
Many k i d s  have s e n s e  n o t  t o  d r i n k  and d r i v e .  



No. - Response 

Hard f o r  t e e n s  t o  a c c e p t  t h i s  and s t i l l  b e  " i n "  
w i t h  f r i e n d s .  

Good b u t  w i l l  anyone pay a t t e n t i o n  i f  n o t  
expe r i enced .  

I f  r e a d  may t h i n k  b e f o r e  d r i n k i n g  and d r i v i n g .  
Ads a r e  i n e f f e c t i v e  i n  d e a l i n g  w i t h  problem. 

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

Gets  t e e n s  n o t  t o  mix d r i n k i n g  and d r i v i n g /  
d r i n k i n g  and d r i v i n g  d o n ' t  mix, 

Teen d r i n k i n g  and d r i v i n g  problem. 
P a r t  a l c o h o l  p l a y s  i n  t eenage  a c c i d e n t s .  
Over 6 0 %  of t e e n s  d r i n k .  
A lcoho l /d r iv ing .  
Teens c a n ' t  h a n d l e  c a r  and a l c o h o l .  
Need s t r i c t e r  d r i n k  d r i v i n g  laws.  
L iquor  e d u c a t i o n  and c o n t r o l .  
Takes p u b l i c  a c t i o n  t o  c o n t r o l  t eenage  s o c i a l  

problem. 
T i t l e  c a t c h e s  eye .  
Make s t r i c t  laws t o  keep k i d s  under  c o n t r o l .  
Help t e e n s  n o t  d r i n k  and d r i v e .  
Keep young d r i v e r s  from d r i n k i n g .  
Agree. 
F ind  o u t  how t o  g e t  r i d  of  t h e  problem,  
P robab le  d e a t h  o f  d r i n k i n g  t e e n s .  
Won' t work, 
Cau t ion  ado le scen t s - - shou ld  c a u t i o n  a l l  a g e s .  
A l l  ages  a f f e c t e d  by drunk d r i v e r s .  
Large l e t t e r s .  
If d r i n k i n g  and d r i v i n g ,  e x e r c i s e  c a u t i o n  i n  b o t h .  
Help drunk d r i v e r  b e f o r e  he  k i l l s  someone. 
P a r e n t s  s h o u l d  c o n t r o l  t e e n  d r i n k i n g  and d r i v i n g ,  

and work f o r  s t r o n g e r  laws.  
Ra i se  d r i n k i n g  age .  
C r e a t e  p u b l i c  awareness ,  
D o n ' t  g e t  c a r r i e d  away w i t h  d r i n k i n g  i f  d r i v i n g .  
Get  a l l  drunk d r i v e r s  th rough t e e n a g e r s .  



don't start driving. 

Most adult Americans drink. And most of them drive. 
While it is best not to drink before driving, experience 
proves that not everybody follows this advice. 

Recognizing this fact of life, many safety officials now 
say to motorists: "If you're going to drink, use common 
sense. Know your own limit, as well as the speed limit, 
and keep well within both." 

we, 
heartily support this stand. In fact, we've prepared a 
booklet called "Know Your Limits," which includes a 
handy chart for your guidance. It's yours for the writing. 

If you choose to drink, drink responsibly. 



Ad #13: " I f  you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  s t a r t  
d r i v i n g .  I' 

TECHNICAL QUALITY 

Good photo  and s h o r t  l e g i b l e  copy w i t h  l o t s  o f  w h i t e  
s p a c e .  

Well-executed ad.  

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

Accura t e  and r e a s o n a b l e .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

F r o s t y  d r i n k  seems i n v i t i n g .  

V i s u a l l y  ave rage ,  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

No new i n f o r m a t i o n .  

I f  r e a d e r  r e a d s  t h e  a d ,  e f f e c t i v e n e s s  s h o u l d  go up. 

C lean ,  f a c t u a l ,  s imp le .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

D o e s n ' t  c a l l  f o r  much change. 

Reader can i d e n t i f y  w i t h  s u b j e c t  of  ad  w i t h o u t  d i f -  
f i c u l t y ,  making i t  e a s i e r  t o  a c c e p t  t h e  a d ' s  
mess age. 

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

I n  this r e s p e c t  a t t i t u d e  and a c t i o n  are similar.  

Some o f  the guidance  s h o u l d  have been  s p e l l e d  o u t  i n  
t h e  ad .  People  o f t e n  do n o t  w r i t e  f o r  b o o k l e t s .  

Un l ike ly  t o  a f f e c t  t h o s e  who " c a n '  t s t o p  d r i n k i n g .  I' 

GENERAL COMMENTS 

One o f  t h e  b e t t e r  ads  under  c o n s i d e r a t i o n .  

Good i d e a ,  b u t  g u i d e l i n e s  n o t  s p e c i f i c  and i n -  
s t r u c t i v e  enough. High i n  p e r s o n a l  r e l e v a n c e  t o  
most r e a d e r s .  



S t r a i g h t f o r w a r d ,  f a c t u a l ,  ea sy  t o  r e a d ,  and 
a t t r a c t i v e .  

PROBABLE NEGATIVE SIDE EFFECTS 

Condoning of  d r i n k i n g  and d r i v i n g  may s e r v e  t o  
j u s t i f y  con t inued  d r i n k i n g  and d r i v i n g .  



Ad 813: " I f  you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  s t a r t  
d r i v i n g .  " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING 
THIS AD? 

No. Response - 
3 S t o p  d r i n k i n g  and d r iv ing - - encourage  o t h e r s  t o  

do same. 
3  Get b o o k l e t  ment ioned.  
2 Know own l i m i t .  
1 I f  combined d r i n k i n g  and d r i v i n g  and had  c h o i c e ,  

would n o t  d r i v e  s e l f  home. 
1 Be c a r e f u l  o f  own d r i n k i n g  and d r i v i n g .  
1 Try t o  r e a c h  o t h e r s  i n  h i g h  s c h o o l  r e g a r d i n g  

a l c o h o l i s m  and i t s  e f f e c t s .  
1 Look i n t o  problem more d e e p l y .  
1 Ta lk  w i t h  o t h e r s  and b e  n o r e  c a r e f u l .  
1 Sugges t  f o r  d i s t r i b u t i o n  and b i l l b o a r d s .  
1 Not have more t h a n  s i x  b e e r s  a t  a t ime .  
1 Take a  t a x i .  

I N  GENERAL, HOW DO YOU FEEL ABOUT TKE AD: - 
1 8  C l e a r  p o i n t / s t r a i g h t  f o r w a r d / c a t c h e s  eye/good 

a d v i c e .  
4 Should be  more e y e - c a t c h i n g .  
3 Photo n o t  a t t r a c t i n g  a t t e n t i o n .  

Reminder--should be  r e p e a t e d .  
Makes you t h i n k - - a t  l e a s t  f o r  s h o r t  time. 
Takes more t h a n  an ad ;  change p r i o r i t i e s .  
Need more s t a t i s t i c s .  
Photo  m i s l e a d i n g .  
Made by someone who d o e s n ' t  d r i n k .  
Not s t r o n g  enough f o r  such  a  s e r i o u s  problem.  
True s i n c e  9 9  o f  1 0 0  d r i n k  w i t h  d i n n e r .  
Knowing l i m i t  i s  e x t e n t  o f  o u r  r e s p o n s i b i l i t y .  
Does p u b l i c  s e r v i c e ,  e s p e c i a l l y  t o  new young 

d r i v e r .  
Agrees  w i t h  d r i n k i n g .  
Concern f o r  major  problem. 
Should r e l a t e  more t o  what drunk d r i v e r s  do on 

the road .  
Good--doesnl t s a y  t o  s t o p  d r i n k i n g  a l t o g e t h e r .  
Cap t ion  s t r o n g e r  t h a n  t e x t .  
Depends on r e a d e r ' s  a b i l i t y  t o  judge own l i m i t .  
Hope drunk d r i v e r s  l i s t e n .  
Promotes drunk d r i v i n g .  
Not e f f e c t i v e .  



WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Response 

D o n ' t  d r i n k  and d r i v e .  
I f  d r i n k  s t a y  i n  l i m i t  o r  d o n ' t  d r i v e .  
Use common s e n s e .  
Know your  l i m i t ,  
Be r e s p o n s i b l e .  
Keep p e o p l e  from d r i n k i n g  t o o  much. 
Not "don '  t d r i n k  and d r i v e ,  " now "know your  l i m i t " .  
B e  c o n s c i o u s  of  d r i n k i n g  h a b i t s  and c o n t r o l  t\em. 
Dr ink ing  and d r i v i n g  i s  dangerous- -mat te r  o f  s e l f  

c o n t r o l .  
T a c i t  a p p r o v a l  o f  s o c i a l  d r i n k i n g  and d r i v i n g .  
Peop le  w i l l  d r i n k  and d r i v e - - b u t  s h o u l d  b e  w i t h i n  

t h e i r  l i m i t .  
D r ink ing  and d r i v i n g  okay,  b u t  n o t  t o o  much. 
T e l l  drunk d r i v e r s  a b o u t  t h e  b o o k l e t .  
May h u r t  s e l f  and o t h e r s .  
Compromise s t i l l  n o t  t h e  answer .  
Warning. 



How to 
beat the 

Theamount of alcohol 11 takes tornake y ~ u  legally drunk dependson many lactors, 
but ma~nly on your we~ghl and lhe Sla:e you happen to be In In some States 
you're a drunken dr~ver 11 you have twl dr~nks and we~gh 140 pounds, In other 
States you're not Bbt Irr InoJ Slotea yuu l e  legally sober in the wh~tc area of 
the chart below Of course every d r  k you take Increases your chance of 
gett~ng n to  an accdent Wh~ch mean, jou can legally dr~nk yourself to death 

NUMBER OF 1 02. DRINKS 
1 L 2 1 3 i 4  5 6 \ ? ? 8 / 9 ' 1 0  

C] Legally s0.r (most states) 

C] Poss~bly intox~calert 

YOU re legally drunk 



Ad # 1 4 :  "lIow t o  b e a t  t h e  drunken d r i v i n g  laws."  

TECHNICAL QUALITY 

Good h e a d l i n e ,  b u t  s m a l l  body type .  

Average. 

FACTUAL ACCURACY 

Appears t o  be  very p r e c i s e ,  excep t  c h a r t  doesn '  t 
t a k e  i n t o  account  amount of t ime. 

Seems incomplete . 
Unclear .  No c l e a r  s p e c i f i c a t i o n  i s  made o f  how many 
d r i n k s  over  how much t i m e .  BAC l e v e l  would remain 
roughly c o n s t a n t  i f  someone drank one d r i n k  p e r  hour  
f o r  many hours .  

The c h a r t  i s  f a c t u a l l y  c o r r e c t  (a lmost )  --based on a  
formula. I n  r e a l  l i f e ,  such l imi ts  a r e  r a r e l y ,  i f  
e v e r ,  achieved on a  s p e c i f i e d  amount of a l c o h o l .  
For example, t h i s  p a s t  week, i n  demonst ra t ions  be- 
f o r e  t h r e e  l a r g e  groups of lawyers ,  I gave a  145-lb. 
person 8  oz. of 86 proof a l c o h o l  ( o r  6 . 9  oz .  of  100 
p r o o f ) ,  and he d i d  n o t  reach .08% BAC. He drank it 
i n  25 minutes a f t e r  a  h igh-pro te in  b r e a k f a s t .  The 
second s u b j e c t  weighed 1 7 0  lb. and had 9 oz.  of 86 
proof a l c o h o l  ( o r  7.7 oz. of 100 p roof )  , and d i d  n o t  
go over  .08% BAC. He drank it i n  one hour  a f t e r  a  
d i n n e r  of h o t  b e e f ,  mushrooms, and gravy.  The t h i r d  
s u b j e c t  weighed 195 l b . ,  had t h e  e q u i v a l e n t  of 9.5 
o z ,  of  1 0 0  proof a l c o h o l  i n  1 hour and 15 minutes ,  
and d i d  n o t  go over  . 1 1 0 %  BAC. I n  o t k e r  words, t h e  
c h a r t  i s  based on an empty stomach and al though it - 
is supposed t o  al low f o r  t h r e e  hours ,  i t  d o e s n ' t .  
I t  i s  c a l c u l a t e d  on t h e  b a s i s  of  ins tan taneous  
i n g e s t i o n ,  a b s o r p t i o n ,  and d i s  t r i b u t i o n - - a  p r e t t y  
good t r i c k .  According t o  my c a l c u l a t i o n s ,  i f  a  
1 0 0  l b .  person could  consume, absorb ,  and d i s t r i -  
b u t e  1 0  oz .  of 1 0 0  proof a l c o h o l  i n  a  m a t t e r  of 
seconds ,  he would have a  BAC of .365% ( c l o s e  enough 
t o  t h e  .375% shown on t h e  c h a r t ) .  A t  t h e  end of 
t h r e e  hours a f t e r  he  s t a r t e d  d r i n k i n g  he would s t i l l  
be  a t  .330%. On t h e  o t h e r  hand, a  2 0 0  l b .  person 
could  d r ink  5  oz. of 1 0 0  proof a l c o h o l  and be  below 
.05% a t  t h e  end of t h r e e  h o u r s ,  r a t h e r  than  a t  .094% 
a s  shown on t h e  c h a r t .  



PROBASLE EFFECTImNESS I N  ATTRACTING ATTENTION 

People  l i k e  t o  p l a y  games. This  ad  g i v e s  us a  
chance t o  measure o u r s e l v e s  a g a i n s t  a  s t a n d a r d .  

"How t o  b e a t  t h e  laws" w i l l  do i t .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

" T e s t "  fo rma t  may i n t r i g u e  peop le  i n t o  l e a r n i n g  t h e  
s t a t e d  l i m i t s .  

Confusing.  

Q u e s t i o n a b l e .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Confusing.  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Confus ing ,  

D i f f i c u l t  t o  s a y .  The message i s  n o t  v e r y  c l e a r ,  
p r e c i s e ,  o r  s u g g e s t i v e  of a  p a r t i c u l a r  d e s i r a b l e  
b e h a v i o r .  

GENERAL COPLIUNTS 

Ad seems t o  be concerned  w i t h  i n a d e q u a c i e s  o f  
v a r i o u s  s t a t e  laws ,  h i g h l i g h t i n g  t h e  d i f f i c u l t y  o f  
l e g a l l y  p i n p o i n t i n g  a  s t a t e  o f  i n t o x i c a t i o n .  I 
agree--so? 

Good i d e a  b u t  poor ly  e x e c u t e d .  

Whoever adap ted  t h i s  c a r d  t o  i t s  p r e s e n t  u se  mis in-  
t e r p r e t e d  t h e  i n s t r u c t i o n s .  The need f o r  
s i m p l i c i t y  caused  them t o  l e a v e  o u t  i m p o r t a n t  
i n f o r m a t i o n .  A l so ,  peop le  do n o t  d r i n k  one-ounce 
s h o t s  of  100 proof  a l c o h o l - - l e t  a l o n e  c o u n t  them. 

PROBABLE NEGATIVE SIDE EFFECTS 

Most d r i n k s  a r e  one and one-ha l f  ounces.  I f  I 
d r i n k  f o u r  s t a n d a r d  1 1/2-ounce d r i n k s  I ' m  d runk ,  
b u t  on t h i s  c h a r t ,  i f  I d r i n k  f o u r  d r i n k s  I ' m  s o b e r .  
T h i s  may s e r v e  as j u s t i f i c a t i o n  f o r  c o n t i n u e d  d r i n k -  
i n g  and d r i v i n g .  



~d  #14: "How t o  b e a t  t h e  drunken d r i v i n g  laws ."  

No. - 
3 
3 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

Response 

Count d r i n k s  i f  you o r  someone e l s e  d r i v e s .  
Try n o t  t o  d r i n k  and d r ive - -o r  n o t  a s  much o r  have  

someone e l s e  d r i v e .  
Know l i m i t  a cco rd ing  t o  t h e  c h a r t .  
T e l l  o t h e r s .  
S u p p o r t  s t i f f e r  drunk d r i v i n g  laws .  
W r i t e  l e g i s l a t u r e ,  ask  t o  lower  BAC. 
Tear  o u t  ad--show f r i e n d s  how much it t a k e s  t o  g e t  

l e g a l l y  d runk .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
~ m p o r t a n t / i n f o r r n a t i v e .  
Gets  p o i n t  a c r o s s ,  makes you t h i n k .  
t lo t -eye-ca tch ing ,  t o o  s m a l l  p r i n t .  
Good b u t  might  n o t  a f f e c t  peop le .  
Not e f  f e c t i v e - - c o u l d  be  b e t t e r .  
Good. 
C h a r t  shou ld  be  l a r g e r .  
T y p i c a l ,  no s o l u t i o n s  o f f e r r e d .  
A t t e n t i o n - g e t t i n g  b u t  make p r i n t  l a r g e r .  
More s h o u l d  r e a d ,  
Headl ine  meaning u n c l e a r .  
Emphasis on wrong p o i n t .  
Emotional  impac t  t o  i n v o l v e  peop le .  
T a r g e t  heavy d r i n k e r s ,  t h e y  d o n ' t  c a r e  a b o u t  such  

a d s .  
Good b u t  c o u l d  l e a d  t o  " b e a t  t h e  c h a r t " .  
" ~ o w . . l a w s "  p a r t  a t t r a c t i v e ,  o t h e r w i s e  p r i n t  t o o  

s m a l l .  
Saw ad n o t  a s  a  warn ing ,  t o o  c a u g h t  up i n  gimmick. 
Good b u t  perhaps  m i s l e a d i n g .  
How much can d r i n k  and n o t  worry a b o u t  p o l i c e .  
Nothing new--learned i n  d r i v e r  e d u c a t i o n .  
O K ,  b u t  r e a l  problem i s  man h i m s e l f .  
Not s t r o n g  enough. 
Can ' t r e l a t e  t o  it. 
Miss p o i n t  i f  d o n ' t  r e a d  a l l  o f  i t .  
Could h e l p  peop le  n o t  d r i n k  and d r i v e  a s  much. 
T e l l  more r e g a r d i n g  w a i t i n g  a f t e r  d r i n k i n g .  
Poor--gives  l i m i t s ,  s hou ld  s a y  when a r e  a f f e c t e d  

by a l c o h o l .  
Graph h a r d  t o  r e a d .  



WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

Response 

Number o f  d r i n k s  it t a k e s  t o  g e t  d runk .  
Even i f  t h i n k  n o t  drunk may be .  
Number of d r i n k s / w e i g h t  i m p o r t a n t  t o  know. 
 on' t d r i n k  and d r i v e .  
Shows a£ t e r  what  p o i n t  s h o u l d n l  t d r i v e .  
Good i n f o r m a t i o n .  
Watch how much d r i n k  b e f o r e  d r i v i n g .  
How t o  d r i n k  enough w i t h o u t  d r i v i n g .  
E f f e c t  of f i r s t  impac t .  
Graph. 
People  w i l l  h o p e f u l l y  q u i t  d r i n k i n g  when o v e r  

t h e i r  l i m i t ,  
Don1 t know s e l f  when t o o  much t o  d r i n k .  
Giv ing  you chance  of  n o t  obeying  a c h a r g e  o f  

drunk d r i v i n s .  
Keep d r i n k i n g  i e v e l  below drunk .  
Try t o  c o n t r o l  d r i n k i n a .  J - 
L a s t  l i n e  " l e g a l l y  d r i n k i n g  s e l f  t o  d e a t h , "  
Can b e  k i l l e d  by even  one d r i n k .  
Be c a r e f u l  when you d r i n k .  
The more you w e i g h ,  more can  d r i n k  w i t h o u t  

g e t t i n g  drunk .  
Drink t o  l i m i t  o n l y  t o  a v o i d  laws .  
Laws on drunkenness  n o t  s t r o n g  enough. 
 id n o t  u n d e r s t a n d .  



The drunk driver. 
Alcoholics and other 

problem drinkers who make 
up a small minority of our 
population, are the most 
effective killers on our 
highways. 

They kill innocent men. 
Innocent women. 
Innocent children. 
And we all share in their guilt. 
Our indifference to the poYblem of alcohol on our 

highways results in 25,000 deaths each year. 
Year, after year, after year. 

It's time to do something. 
Write your governor. Your state legislators. Your judges. 
Tell them you support the National Highway Safety 

Bureau's plan to get drunk drivers off our highways. 
Get angry. Become obsessed. Scream your 

impatience. Demand legislation. 
It's do or die. 



~d #15: "The American d r i v i n g  a c e . "  

TECHNICAL QUALITY 

Average--or s l i g h t l y  b e t t e r  because  o f  g r a p h i c s .  

FACTUAL ACCURACY 

Seems b e l i e v a b l e  ( e x c e p t  f o r  p o s s i b i l i t y  t h a t  anyone 
who had  k i l l e d  f i v e  peop le  would c o n t i n u e  t o  d r i v e ) .  

Seems OK. 

PROBABLE EFFECTIVETJESS I N  ATTRACTING ATTENTION 

We a l l  want  t o  r e a d  a b o u t  someone who keeps  s c o r e  
o f  t h e  number o f  peop le  h e  k i l l s .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Copy d o e s n ' t  s u p p o r t  h e a d l i n e  and v i s u a l .  The copy 
i n f o r m a t i o n  i s  r e l a t e d - - b u t  t a n g e n t i a l .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Copy goes o f f  t h e  deep  end.  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Can you see me w r i t i n g  my governor  as a  r e s u l t  o f  
t h i s  message? I c a n ' t .  

GENERAL COMMENTS 

Same mistake a  number o f  these messages make: " I t ' s  
t h e  o t h e r  guy. " The ad makes t h e  r e a d e r  f e e l  s e l f -  
r i gh teous - -and  abso lved  from p e r s o n a l  g u i l t .  

I n a c c u r a t e  i n f o r m a t i o n .  S e n s a t i o n a l  language .  M i s -  
l e a d i n g  p o l a r i z a t i o n  between t h e  bad  (d runk)  and the 
good guys.  Tough laws have  n o t  been  shown t o  have  
any p o s i t i v e  e f f e c t .  

Poor:  B l a t a n t l y  a c c u s i n g  a l l  a l c o h o l i c s  o f  b e i n g  
" e f f e c t i v e  k i l l e r s "  i s  t o t a l l y  r e p r e h e n s i b l e .  The 
m a j o r i t y  of  a l c o h o l i c s  a r e  n o t  i nvo lved  i n  s e r i o u s  
c r a s h e s .  The a d v i c e  a t  t h e  bot tom o f  the ad sounds 
as though i t  came from t h e  p u l p i t  o f  a  f u n d a m e n t a l i s t  
church  deep  i n  t h e  h e a r t  of  D ix ie .  f gain i t  i s  
i m p l i e d  that drunks a r e  more l i k e l y  t o  k i l l  i n n o c e n t  
pe r sons  t h a n  themselves .  The r e v e r s e  i s  t r u e .  



PROBABLE NEGATIVE S I D E  EFFECTS 

Doesn ' t  work. 

People may be l e d  t o  b e l i e v e  t h a t  t h e  s imple  
s o l u t i o n s  sugges ted  might a c t u a l l y  h e l p .  

Ads l i k e  this i n s p i r e  w i l d e r  and w i l d e r  s t a t ements  
which w i l l  de lay  t h e  day when we can t ake  a 
r a t i o n a l  view of t h e  problem. Could d r i v e  
a lcohol ism back i n t o  the c l o s e t .  



Ad #15:  "The American d r i v i n g  a c e . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS  AD? 

Wr i t e  l e g i s l a t o r s .  
Ob ta in  more i n f o r m a t i o n .  
Be more c a r e f u l  when d r i n k i n q  n o t  t o  d r i v e .  
Keep s e l f  and o t h e r s  from d r i n k i n g  and d r i v i n g .  
Not d r i n k  and d r i v e .  
Get p o l i c e  i f  s e e  drunk d r i v e r .  
Get  i d e a s  on what  I can  do t o  h e l p .  
T e l l  husband t o  s t o p  d r i n k i n g  and d r i v i n g .  

IS GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Ef f e c t i v e / g e t s  p o i n t  a c r o s s .  
Conc i se ,  makes you t h i n k .  
More shou ld  see i t .  
Ca tches  e y e ,  f o r c e f u l ,  makes a l o t  o f  s e n s e .  
S t r o n g  impac t .  
Good. 
Not e f f e c t i v e ,  maybe change photo .  
Not s c a r y  enough/s t rong  enough. 
P i c t u r e  ambiguous,  s o  h u r t s  impac t .  
Show t h a t  d r i n k i n g  and d r i v i n g  c a u s e s  a c c i d e n t s .  
Good b u t  c o u l d  b e  b e t t e r .  
H e l p f u l  i n  promoting s a f e t y  l e g i s l a t i o n .  
T i t l e  m i s  l e a d i n g .  
Good p o i n t  b u t  how much w i l l  i t  e f f e c t  d r i v e r s .  
Worthwhile.  
Good, makes you r e a d  a l l  o f  i t .  
Message a l l  i n  p r in t - -mean ing le s s  i f  skimmed. 
See t o o  many l i k e  i t - -p rovokes  no a c t i o n .  
Ads d o n ' t  s o l v e  problem--psychology and medic ine  

w o n ' t  h e l p  e i t h e r .  
Good b u t  n o t  much someone my age can  do.  
Gives good a d v i c e  r e g a r d i n g  how l e t h a l  drunk 

d r i v e r s  a r e .  
Too d u l l  f o r  g e n e r a l  p u b l i c .  
B e t t e r  t h a n  food /ca r  a d s .  
Won't help. 
People  who need w o n ' t  r e a d  it. 
Address o r  two would be h e l p f u l  t o  emot iona l  a p p e a l .  
Too long  t o  g e t  message a c r o s s .  
Won't a r o u s e  people - -expec ts  t o o  much from r e a d e r s .  
Needs a c t i o n ,  b u t  n o t  s t r o n g l y  mo t iva t ed .  
D o e s n ' t  h i t  home--not i m a g i n a t i v e .  
D i s l i k e .  
Not i n f o r m a t i v e .  



No. - 
7 
5  
5  
4 

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

Response 

Act  t o  s t o p  drunk d r i v e r s .  
Something has  t o  b e  done abou t  drunk d r i v e r s .  
Number of d e a t h s  due t o  drunk d r i v e r s .  
Gene ra t e  p u b l i c  s u p p o r t  t o  h e l p  g e t  drunk d r i v e r s  

o f f  t h e  road .  
Head l ine  and pho to .  
Need t o  s p u r  l e g i s l a t i o n  t o  a c t i o n .  
~ o n ' t  d r i n k  and d r i v e .  
Change laws.  
I n n o c e n t  f a t a l i t i e s .  
Problem d r i n k e r s  cause  l o t s  of t r a f f i c  dea ths - -  

need t o  do something.  
25,000 d e a t h s .  
Most w o n ' t  f e e l  l i k e  w r i t i n g .  
L a s t  p a r t .  
Make peop le  t h i n k  a b o u t  problem more o f t e n .  
A l l  must  a.ct on such  i s s u e s ,  
Urging of s a f e t y  l e g i s l a t i o n .  
I n n o c e n t  peop le  k i l l e d ,  e s p e c i a l l y  c h i l d r e n .  
No po in t - -peop le  have t o  be  t o l d  what t o  do.  
Need community a c t i o n  t o  s t o p  drunk d r i v e r s .  
Can g e t  drunk d r i v e r s  o f f  road  b u t  we must  do i t .  
People  a r e  t r y i n g  t o  be  concerned .  
Need t o  do someth ing  r e g a r d i n g  drunk d r i v e r s .  
Highways s h o u l d  b e  o f f  l i m i t s  t o  d r i n k i n g  d r i v e r s .  
Drunk d r i v e r s  a r e  k i l l e r s .  



IN MANY STATESI IT'S HARDER 
TO BECOME LEGALLY DRUNK 
THAN IT IS TO BECOME 
DEAD DRUNK. 

Over 25,000 Americans 
die each year from abusive 
drunk driving. Driving, 

4 . .  

which experts agree, 
becomes dangerously 
impaired at a blood alcohol 
level of just .lo%. 

Yet, in many states, it 
takes a blood alcohol level 
of .15% before you even 
become legally drunk. 

Find your own .15% 
"legal" limit on the chart. 
Judge for yourself. If you 

LEGAL DRINK LIMIT 
Number of 1112-oz. drinks 180 proof) consumed In one hour, requred thi ik .15% is far to0 high, 
to reach blood alcohol level of .15O/0 for overage person. Exact the National Highway Safety 
of food in stomach and other choracteristcs Bureau is with you. 

They're trying to get every state to adopt the more realistic, 
yet still liberal .lo% blood alcohol level as a "legally drunk" 
standard. A standard which, when properly enforced with 
modern breath-testing equipment, can reduce our record-high 
highway fatalities. - 

This standard is already law in some states. Make sure 
it becomes law in your state. Let your governor and 
state representatives know you want it. If your state 
has already adopted this .lo% blood alcohol level, let 
your police andejudges know you support their efforts to 
enforce it. 

Make it harder for any more drunk drivers 
to get away with murder. 



~d  #16: " I n  many s t a t e s ,  i t ' s  h a r d e r  t o  become l e g a l l y  
drunk t h a n  it i s  t o  become dead drunk.  " 

TECHNICAL QUALITY 

Average p r o f e s s i o n a l  e x e c u t i o n  of  ad-making c r a f t .  

FACTUAL ACCURACY 

Not o n l y  f a c t u a l ,  b u t  i t ' s  i n f o r m a t i v e .  

Each y e a r ?  Record-high a s  compared t o  what?  
Murder? 

2 5 , 0 0 0  f i g u r e  i s  wrong, and t h e  whole problem i s  
based  on d r i v e r s .  A l so ,  t h e  e s t i m a t e s  a r e  a  l i t t l e  
generous .  T h e o r e t i c a l l y ,  t hey  cou ld  s e t  t o  .15% 
BAC on less a l c o h o l  t h a n  shown. 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

The s t a r t l i n g  i n f o r m a t i o n  i n  t h e  h e a d l i n e  and t h e  
human i n t e r e s t  photos  a r e  good. 

Not ve ry  compel l ing .  The i d e a  i s  b e t t e r  t h a n  t h e  
e x e c u t i o n .  

I n t e r e s t i n g  p i c t u r e  . 
PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

I f  t h e  r e a d e r  b o t h e r s  t o  r e a d  t h e  a d ,  t h e  
i n f  o rmat ion  i s  reward ing .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

I t  might  e l i c i t  c u r i o s i t y  abou t  t h e  r e a d e r ' s  own 
s t a t e  law. 

I t  s h o u l d  b e  above ave rage .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Perhaps t h i s  a c t i o n  s h o u l d  have been made a  l i t t l e  
e a s i e r ,  e .  g .  , th rough  a  r e p l y  coupon. 

GENERAL COIWENTS 

The unusua l  f a c t  o f  r e d u c t i o n  i n  a c c i d e n t s  i s  a 
s t r e n g t h ,  b u t  it s h o u l d  have been  conveyed i n  t h e  
h e a d l i n e .  



I approve of  t h i s  ad .  I t ' s  a s t e p  i n  a  good 
d i r e c t i o n .  I t  communicates i n f o r m a t i o n  t h a t  adds 
i n s i g h t  i n t o  t h e  d r i n k i n g  and d r i v i n g  problem. 

P e r s o n a l ,  and thus  i n f o r m a t i v e ,  e x p l a n a t i o n  i n  
terms of  u n d e r s t a n d a b l e  y a r d s t i c k .  Good f o o t - i n -  
d o o r ,  b u t  what  i s  t h e  n e x t  s t e p ?  

Would b e  a p r e t t y  good a d ,  e x c e p t  f o r  t h e  u s e  o f  
the 25,000 f i g u r e  and blaming i t  a l l  on t h e  d r i v e r .  

PROBABLE NEGATIVE SIDE EFFECTS 

Some peop le  a r e  t u r n e d  o f f  by u n n e c e s s a r i l y  
e m o t i o n a l  l anguage .  



~d #16:  " I n  many s t a t e s ,  i t ' s  h a r d e r  t o  become 
l e g a l l y  drunk t h a n  i t  i s  t o  become dead  d runk . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING 
7 

TIlIS AD? 

R e s ~ o n s e  No. - 
2 Vote law change.  
1 Encourage o t h e r s  t o  know s t a t i s t i c s ,  t r y  t o  keep  

drunk from d r i v i n g .  
1 Write l e g i s l a t o r s .  
1 ~ i n d  o u t  own l e g a l  l e v e l .  
1 Not d r i n k  and d r i v e  and d i s c o u r a g e  o t h e r s .  
1 Drink fewer  t h a n  6 1 /2  d r i n k s .  
1 Watch s o c i a l  d r i n k i n g  c a r e f u l l y  when have t o  d r i v e .  
1 Discus s  a t  n e x t  p a r t y .  
1 Watch o u t  f o r  drunk d r i v e r s .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good. 
AS good a s  any ad.  
D i s l i k e d .  
D o e s n ' t  a t t r a c t  a t t e n t i o n - - n e e d s  more. 
Too wordy f o r  ave rage  r e a d e r .  
p i c t u r e  c a p t i o n  b e s t  p a r t ,  b u t  t o o  s m a l l  and e a s y  

t o  ove r look .  
Anlus i n g  . 
More c o u l d  be s t r e s s e d  t o  p r e v e n t  and h e l p  drunk 

d r i v e r s .  
I n f o r m a t i v e  and i n t e r e s t i n g .  
S t o p  w a s t i n g  money on ads  and g e t  drunk d r i v e r s  

o f f  road  and i n t o  j a i l .  
Should be  s e r i o u s .  
DO something t o  g e t  drunk d r i v e r  o f f  t h e  road. 
Seen s o  o f t e n  now i n s e n s i t i v e .  
Need more i n f o r m a t i o n  r e g a r d i n g  r e l a t i o n s h i p  of  

w e i g h t  t o  a l c o h o l  c o n t e n t .  
Good f o r  t h o s e  who d o n ' t  know drunk d r i v i n g  

s t a t i s t i c s .  
Need t o  lower  BAC. 
I nadequa t e  way o f  changing  l aws - -wr i t i ng  l e g i s l a t o r s  

t o o  much work,  
D o e s n ' t  s a y  how one i s  impa i r ed  a t  v a r i o u s  l e v e l s .  
T e l l s  l i m i t s  o f  d r i n k i n g  a c c o r d i n g  t o  w e i g h t .  
Agree.  
G e t s  p o i n t  a c r o s s .  



No. - 
10 

4 

WHAT DO YOU E G A R D  AS THE M A I N  POIlJT OF THIS 
PARTICULAR AD? 

Response 

.15% t o o  r i s k y ,  s h o u l d  b e  . l o % .  
Can d r i n k  more t h a n  enough and s t i l l  n o t  be  

l e g a l l y  d runk .  
Number o f  d r i n k s  t o  r e a c h  . 15%.  
Weight and b l o o d  a l c o h o l  l e v e l .  
Get l e g a l  l e v e l t o  . l o % - - s c a r e  p e o p l e  who d r i n k  

more t h a n  t h e i r  l i m i t .  
Out o f  d a t e  i n f o r m a t i o n ,  most s t a t e s  now . l o % .  
Need a  s t a n d a r d  law. 
Laws n o t  s t r i c t  enougn. 
. l o %  t o  be  l e g a l l y  d runk .  
G e t  drunk d r i v e r s  o f f  t l ~ e  road .  
E s t a b l i s h  un i form laws f o r  drunk d r i v e r s .  
Know l i m i t  and f o l l o w  i t ,  
Reduce number of  a c c i d e n t s .  
Too e a s y  t o  g e t  o f f  hook when l i m i t  i s  s o  h i g h .  
D o n ' t  d r i v e  i f  f e e l  a f f e c t e d .  
Dr ink ing  l imi ts  o f  p e o p l e .  
L i m i t  can b e  a t  b e f o r e  d e f i n e d  a s  d runk .  
Make h a r d e r  f o r  drunk d r i v e r s  t o  g e t  away w i t h  

murder .  
I f  d r i n k  a b o u t  .15% can  h a r d l y  walk l e t  a l o n e  

d r i v e .  
Don' t d r i n k  and d r i v e .  
Lower l e g a l  l i m i t .  
D i f f e r e n t  s i z e  peop le  t a k e  d i f f e r e n t  amounts o f  

a l c o h o l  t o  g e t  d runk ,  



MAY KILLYOU. 

The guy next door is probably a 
nice guy. Wife. Kids. House. Job. 
Car. And, for all you know, a 
drinking problem. 

No matter how nice he is, if 
he drives when he's drunk, he's a 
potential killer. Last year, problem 
drinkers killed 19,000 people in 
car accidents. 

They all live next door to 
somebody, and most of them 
wouldn't hurt a butterfly on purpose. 
But they didn't do it on purpose. 
They did it because they didn't 

know what they were doing. 
Most of them were very, very 

drunk. Like eight drinks in two 
hours. Like scotch for breakfast. 
And lunch. And dinner. 

The problem drinker is the 
problem. And we have to get him 
off the road because he can't get 
himself off. 

There are many things that 
can be done to help him and to help 
us. Stricter drunk driving laws, 
stricter law enforcement, 
scientific breath tests and court 

supervised treatment among them. 
There's a huge national highway 
safety project just beginning that 
needs you to understandand to help. 

Help. 
r - - - - - - - - - - - - - - - - -  

1 
I DRUNK DRIVER 2 I 
I BOX 1969 I 
I WASHINGTON. D.C 20013 I 

I l want to help. Please tell mehow. I 
I 

I ~y name 1s- I 
I I 
I Address- I 
I I 
I City - S t a t e z i p -  I 
L ------------,---- J 



~d #17: "Today your  f r i e n d l y  ne ighbor  may k i l l  you. I' 

TECHNICAL QUALITY 

No comments. 

FACTUAL ACCURACY 

The i n f o r m a t i o n  (19,000 k i l l e d )  seems i n c o n s i s t e n t  
w i t h  o t h e r  ads  and messages .  

" ~ i l l e d  19,000 i n  car a c c i d e n t s , "  i n c l u d i n g  them- 
s e l v e s ?  "The problem d r i n k e r  i s  t h e  problem." 
R e a l l y ?  

The 19,000 f i g u r e  c a n n o t  be  s u b s t a n t i a t e d .  I t  i s  n o t  
o n l y  based  on h i g h  e s t i m a t e s  b u t  a l s o  on p o o r l y  
i n t e r p r e t e d  r e s e a r c h .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Good h e a d l i n e  and human i n t e r e s t  pho to .  

Average o r  less.  

C u r i o s i t y - a r o u s i n g  p i c t u r e ;  e m o t i o n a l  c a p t i o n .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

I ' m  n o t  s u r e  many r e a d e r s  w i l l  g e t  beyond t h e  second  
pa rag raph .  

Er roneous  i n f o r m a t i o n .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Might i n c r e a s e  concern  w i t h ,  and l e a d  t o  c u r i o s i t y  
a b o u t ,  n e i g h b o r ' s  d r i n k i n g  h a b i t s .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

Convenien t  coupon. 

Conc re t e  s u g g e s t i o n  g i v e n .  

GENERAL COMMENT 

I t  r a i s e s  a new i d e a :  "Not everyone  s h o u l d  d r i n k . "  

The message c o n f u s e s  m e .  F i r s t  i t  s a y s  t h e r e  i s  a 
F e d e r a l  program t h a t  i s  d o i n g  someth ing  a b o u t  t h e  
drunk d r i v e r  problem.  Then it a s k s  m e  t o  help--  
by f i l l i n g  i n  a coupon. Maybe I s h o u l d  move. 



I n f o r m a t i o n  n o t  a c c u r a t e .  Ad s u g g e s t s  t h a t  i f  we 
o n l y  c o u l d  r i d  o u r s e l v e s  of  t h e  guys who d r i n k  
s c o t c h  f o r  b r e a k f a s t  e v e r y t h i n g  w i l l  b e  f i n e .  
0 S a n c t a  S i m p l i c i t a s !  

I m p l i e s  t h a t  t h e  s i m p l i s t i c  approach  of  s t i f f e r  
laws and s t r i c t e r  en fo rcemen t  i s  t h e  answer.  
A c t u a l l y ,  it i s  n o t  working.  

PROBABLE NEGATIVE S IDE EFFECTS 

Neighborhood p a r a n o i a .  



Ad #17: "Today y o u r  f r i e n d l y  n e i g h b o r  may k i l l  you."  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. Response - 
Send i n  coupon. 
C o n t r i b u t e  t ax -wi se .  
Pay more a t t e n t i o n  t o  problem.  
S t o p  d r i n k i n g .  
Try  t o  h e l p  r e l a t i v e  who i s  a drunk  d r i v e r .  
Slow down. 
Think b e f o r e  d r i n k i n g  on p l a n e  home. 
Make s u r e  laws a r e  f i r m .  
Get drunk d r i v e r s  o f f  t h e  r o a d .  
Think  b e f o r e  s econd  d r i n k .  
Think b e f o r e  d r i n k i n g .  
Speak t o  f r i e n d  a b o u t  h i s  problem.  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
1 3  Good. 

D o e s n ' t  g e t  much a t t e n t i o n - - n e e d s  more shock v a l u e .  
I n d i f f e r e n t .  
C l e a r  and t o  t h e  p o i n t .  
Good, b r i n g  home G i t h  i m p a c t  problem of  d r i n k i n g  

and d r i v i n g .  
L o t s  o f  i n f o r m a t i o n .  
Takes  o n l y  a v e r a g e  man t o  k i l l  when h e ' s  d r i n k i n g .  
S t r i c t e r  laws s h o u l d  b e  e n f o r c e d .  
P s y c h o l o g i c a l  e f f e c t  may do some good. 
I n f o r m a t i o n  s h o u l d  b e  i n  ad s o  n o t  have  t o  wri te  i n .  
I m p o r t a n t  t o  have such  a d s  where  p e o p l e  see them. 
~ o o d  t o  p o i n t  o u t  f a c t s  t o o  l o n g  i g n o r e d .  
Not gruesome enough,  w o n ' t  b e  r e a d  i f  n o t  

s e n s a t i o n a l .  
Problem d r i n k e r s  need  t o  b e  o f f  r o a d .  
M a i n t a i n s  awareness  o f  problem.  
Won1 t s o l v e  problem.  
New pho to  t o  draw a t t e n t i o n .  
 its home, may b e  guy n e x t  doo r .  
Shou ld  g i v e  s u g g e s t i o n s  f o r  s t r i c t e r  d runk  d r i v i n g  

laws. 
T y p i c a l  d runk  d r i v i n g  ad .  
Use of s t a t i s t i c s  i m p r e s s i v e ,  r e l a t e d  t o  p u b l i c .  
S e l l s  d r i n k i n g  problem s o l u t i o n s ,  way o t h e r s  s e l l  

l i q u o r ,  emphasis  on problem d r i n k e r .  
To t h e  p o i n t ,  e f f e c t i v e .  
Makes me s t o p  and t h i n k .  
Could be  w r i t t e n  b e t t e r .  



No. - 
1 
1 
1 

Need more such a d s ,  b i g g e r .  
A t t r a c t s  a t t e n t i o n .  
I n f o r m a t i o n  h e l p f u l  and new, perhaps  t o o  l o n g  

though.  
I m p o r t a n t  t o  c a l l  a t t e n t i o n  t o  p u b l i c .  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Don ' t  d r i n k  and d r i v e .  
F a m i l i a r i z e  r e a d e r  w i t h  problem d r i n k e r  and h i s  

e f f e c t  on i n n o c e n t  peop le .  
Next door  ne ighbor  may b e  problem d r i n k e r ,  c a n ' t  

h e l p  s e l f ,  
Problem d r i n k e r s  a r e  k i l l e r s  on t h e  highway. 
G e t  drunk d r i v e r  o f f  road .  
Watch o u t  f o r  o t h e r  guy. 
Concern s e l f  t o o ,  g e t  i n v o l v e d  i n  problem. 
Help t h e  drunk d r i v e r .  
Any drunk can h u r t  you. 
Death.  
Says anyone who d r i n k s  c a u s e s  a l l  a cc iden t s - -  

n o t  t r u e .  
T r a f f i c  a c c i d e n t  can happen when l e a s t  e x p e c t e d .  
S o c i a l  d r i n k e r  i s  h a z a r d  on highway. 
Dr ink ing  and d r i v i n g  d o n ' t  mix, 
Ob ta in  funds  f o r  f i g h t i n g  drunk d r i v e r s .  
Drunk d r i v e r s  a r e  dangerous .  
Head l ine .  
Even r e s p e c t a b l e  peop le  can b e  a l c o h o l i c s .  
Wake up peop le .  
19,000 peop le  k i l l e d .  
I m p o r t a n t  t o  unde r s t and .  
D r i n k e r s  t h a t  d r i v e  a r e  f a i r l y  common. 
Anyone can be  t h e  problem. 
My l i f e .  
Government l obby ing  e f f o r t  t o  sway t h e  s t a t e s .  
Encourage d r i n k e r s  n o t  t o  d r i v e .  
Get g e n e r a l  p u b l i c  t o  do something t o  h e l p  g e t  

drunk d r i v e r s  o f f  t h e  road .  
Death r a t e  due t o  problem d r i n k e r  and s t r i c t e r  

law enforcement .  
S t a t i s t i c s .  
Dr ink ing ,  
Enfo rce  laws.  
Are problem d r i n k e r s  a l l  around you. 
There  is a  problem and someone is t r y i n g  t o  

s o l v e  it. 
We a r e  o u r  own enemy. 



Urunlc drivers hring filmilies together. 

In hospital rooms and at f~inernls. 

Because that's TI-lie]-e the drunk clriyer's victims wind up. 
Drunk drivers are involved in at least 25:000 deaths and 800,000 
crashes every year. 

And what can you cio? 

Remember. the drnvk  rlrivel-, the ahusi~-e drinlier, the problem drinker 
may be sick and n ~ ~ d  V O L I ~  help. 

The first thins c vou J ccln do is get him off' the road. For his sake and yours. 

Do something. Trite the 
And vour voice will be heard. 

J 

Scream Bloody ?lo rtlr 1.. 



~d #18:  "Drunk d r i v e r s  b r i n g  f a m i l i e s  t o g e t h e r . "  

TECHNICAL QUALITY 

Average.  

YACTUAL ACCURACY 

Seems b e l i e v a b l e .  

25,000 and 800,000 seems c o r r e c t .  

Is it 25,000 ( t h i s  ad)  o r  19,000 (Ad # 1 7 ) ?  Is it 
e v e r y  y e a r ?  

25,000? D r i v e r s ?  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

I n c o n g r u i t y  of  p l e a s a n t  s c e n e  and d i s t u r b i n g  c a p t i o n  
i s  good. 

Compel l ing h e a d l i n e  and v i s u a l .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Dramatic  r e i n f o r c e m e n t  of what  w e  a l l  know--or 
p r e t e n d  t o  know. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

I can  see e v e r y  r e a d e r  s h a k i n g  h i s  a c c u s i n g  f i n g e r  
a t  e v e r y  o r  anybody e l s e .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

OK--"Do someth ing ,  " 

GENERAL COMMENT 

The s h o r t ,  s i m p l e  message i s  v e r y  l i k e l y  t o  be  r e a d  
e n t i r e l y .  

Bad ad! Ad i s  v e h i c l e  f o r  r e a d e r  t r a n s f e r r i n g  
g u i l t  t o  t h e  " o t h e r  guy ,"  

"Scream bloody murder" i s  n o t  v e r y  h e l p f u l  
emot iona l i sm.  

T h i s  would be  a good ad e x c e p t  f o r  t h e  poor  use  o f  
f i g u r e s  and t h e  l a s t  s e n t e n c e .  To "scream bloody 
murder"  i s  a l i t t l e  h y s t e r i c a l .  



PROBABLE NEGATIVE S I D E  EFFECTS 

Save money--don't r un  this ad.  

The f i n a l  s e n t e n c e  may v e r y  well  " t u r n  o f f "  many 
p e o p l e  whose a t t e n t i o n  was a t t r a c t e d  t o  this ad.  



Ad #18:  "Drunk d r i v e r s  b r i n g  f a m i l i e s  t o g e t h e r . "  

No. - 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

W r i t e  whom t h e y  a s k .  
R e e p f r i e n d s  from d r i v i n g  d runk .  
~ e e p  s e l f  i n  check when d r i n k i n g .  
Avoid d r i n k i n g  and d r i v i n g .  
I f  saw drunk would r e p o r t  him. 
P o i n t  o u t  ad  t o  k i d s .  
Won' t s t a r t  d r i n k i n g .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good. 
Not c l e a r  o r  w e l l  w r i t t e n .  
S t r o n g  and w e l l  done ,  
Ca t ches  i n t e r e s t ,  w e l l  d eve loped .  
E f f e c t i v e .  
Photo  and c a p t i o n .  
Good, t h o u g h t  s o  when saw on TV. 
Good t o  s a y  a l c o h o l i c  i s  s i c k  and needs  h e l p ,  n o t  

a  c r i m i n a l .  
C a n ' t  make a d u l t  of p e r s o n  by men ta l  s u g g e s t i o n .  
Good; i f  know someone would s u g g e s t  h e  g e t  h e l p .  
S c a r e  t e c h n i q u e  t u r n e d  me o f f .  
S e n s a t i o n a l  b u t  good cause .  
S tunned .  
Caught  a t t e n t i o n  b u t  somewhat p ropagand ized .  
S c a r e  t e c h n i q u e  e f f e c t i v e .  
Use o t h e r  pho to  of a c c i d e n t .  
Must t r y  t o  p r e v e n t  drunk d r i v i n g ,  
Could be  b e t t e r .  
I n s u l t  t o  i n t e l l i g e n c e .  
Humorous e n d i n g  "Scream. .murder , "  
I f  good program, would pay t o  s u p p o r t .  
P o s i t i v e ,  s i n c e r e  i n t e n t .  
Impact--£ r i g h  t e n i n g ,  ang ry .  
Good b u t  p e o p l e  who d r i n k  and d r i v e  w o n ' t  pay 

a t t e n t i o n .  
Ca tches  e y e ,  h a r d  f a c t s  make you t h i n k .  
More s h o u l d  s e e .  
Doesn' t c a t c h  e y e .  
C l e v e r  a d v e r t i s i n g ,  
Good shock v a l u e  t o  g e t  p o i n t  a c r o s s .  
E n l i g h t e n i n g .  
Graphics  h i t  home. 
Could be  s t r o n g e r .  



WHAT DO YOU E G A R D  AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

No. - 
7 
5 
3 

Respons e 

G e t  drunk d r i v e r  o f f  road .  
Drunk d r i v e r s  k i l l .  
What can do t o  h e l p  drunk d r i v e r s .  
Don ' t  d r i n k  and d r i v e .  
Do someth ing .  
P r o t e c t  good d r i v e r  from drunks- -ge t  them o f f  r o a d .  
B r i n g  a t t e n t i o n  t o  r e a d e r  of  drunk d r i v e r  problem. 
Death ,  
Drunk d r i v e r s  need  h e l p .  
I f  a r e  mature  s h o u l d  c o n s i d e r  o t h e r s  n o t  j u s t  s e l f .  
Drunk d r i v e r s  c a u s e  s i g n i f i c a n t  number o f  a c c i d e n t s .  
S t a t i s t i c s .  
S t a y  home when d r i n k i n g .  
A t t a c k s  drunk d r i v e r s .  
Number of  drunk d r i v e r s  i n v o l v e d  i n  c r a s h e s .  
Get problem o f f  road  because  of  number o f  a c c i d e n t s .  
S i t u a t i o n  n o t  h o p e l e s s ,  someth ing  can  b e  done. 
Drunk d r i v e r s  c a u s e  many d e a t h s - - g e t  them o f f  r o a d .  
Make p e o p l e  r e a l i z e  d r i n k i n g  i s  a r e a l  problem.  
Help a b u s i v e  d r i n k e r s - - t h e y ' r e  s i c k  p e o p l e .  
Excess ive  d r i n k i n g  i s  v i t a l  problem i n  s o c i e t y .  
S c a r e  o u t  of  drunk d r i v i n g  and do  someth ing  a b o u t  i t .  
Number a c c i d e n t s  caused  by drunk d r i v e r s ,  we don '  t 

r e a l i z e  t h i s ,  
Shock r e a d e r  t o  e m o t i o n a l  r e s p o n s e  t o  s e r i o u s  

problem. 
Tragedy f o r  everyone  i n v o l v e d  i n  D U I  a c c i d e n t .  
Even though drunk d r i v e r s  cause  t h e s e  a c c i d e n t s ,  

t h e y ' r e  s t i l l  on t h e  road .  
Discourage  peop le  from d r i n k i n g  and d r i v i n g .  
Death r a t e .  
Says a l o t ,  may h e l p  t h o s e  who need i t ,  
Shock p e o p l e  t o  emphasize  problem. 
D o n ' t  l i k e  s c a r e  h e a d l i n e .  
D r i n k e r s  o f t e n  need  h e l p ,  w e  can  h e l p .  
Wake up t h o s e  who d r i n k  and d r i v e .  
In fo rm non-d r inke r s  of  dange r s  o f  d r i n k i n g  and 

d r i v i n g  on f a m i l y .  



If they want to dnnk tonight, 
it's too late to stop them. 

They're on their own ton~gh t  
And a l~ t t l e  doubt clouds your s m ~ l e a s  you closethe Ideas about drinking are healthy and mature Then the 

door b e h ~ n d  them You told them to have a good t ~ m e  And chances are h ~ s  will be, too 
you meant ~t But now you hope that t h e ~ r  ~ d e a  of a good If  and when he chooses to d r~nk ,  t ' s  a good bet 
t ~ m e  is the same as yours h e l l  w a ~ t  u n t ~ l  he's of age He won't  mlx drivingand d r ~ n k -  

Teenagers, espec~ally in a group, areoften tempted Ing And he'll rea l~ze,  wthout  having to t h n k  ~t through, 
to do th~ngs  they m ~ g h t  not do on t h e ~ r  own Like takinga how to handle t h ~ s  grownup pleasure in  a sensble and 
drink when they know they shouldn't moderate way 

We're sure you're concerned about this problem, 
/:st as we are. But you won't have to worry much about ~t 

scnu've shown your youngster over the years that your 



~d  #19: " I f  t h e y  want  t o  d r i n k  t o n i g h t ,  i t ' s  t o o  l a t e  
t o  s t o p  them. " 

TECHNICAL QUALITY 

Average e x e c u t i o n .  

~t i s  good t h a t  t h e y  use  a  p i c t u r e  o f  good wholesome 
m i d d l e - c l a s s  k i d s .  I f  you go t o o  f a r  i n  e i t h e r  
d i r e c t i o n  t h e  ad might  n o t  app ly .  

FACTUAL ACCURACY 

I q u e s t i o n  t h e  r e l a t i o n s h i p  between p a r e n t a l  example 
and t eenage  b e h a v i o r .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

I f  t h e  r e a d e r  h a s  c h i l d r e n .  

PROBABLE EFFECTIVENESS I N  C O N V E Y I N G  INFORMATION 

No new i n f o r m a t i o n .  

What i n f o r m a t i o n ?  
what  t h e y  want  t o  
a b o u t  i t ?  

Tha t  o u r  k i d s  a r e  go ing  t o  do 
do--and we can '  t do a n y t h i n g  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

I f  copy i s  r e a d ,  c o u l d  l e a d  t o  i n c r e a s e d  conce rn  
a b o u t  o u r  c h i l d r e n .  

I t  con f i rms  my f a t a l i s t  a t t i t u d e .  

Th i s  i n d i r e c t  a d d r e s s  t o  p a r e n t a l  a t t i t u d e s  and 
b e h a v i o r s  may n o t  b e  a  bad i d e a .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

I n  t h e  s h o r t  r u n ,  no v e r y  s p e c i f i c  p r e s c r i p t i o n s  
a r e  o f f e r e d .  

GENERAL COMMENT 

I n i t i a l  a p p e a l  i s  t o  p a r e n t s  o f  t e e n a g e r s ,  b u t  
message i s  d i r e c t e d  t o  p a r e n t s  o f  younger c h i l d r e n .  

Very obscu re  r e a s o n  f o r  p roduc ing  ad--why b o t h e r ?  



T h i s  ad  would have been good i f  t h e y  had d e l e t e d  
" h e ' l l  w a i t  till h e ' s  o f  l e g a l  a g e . "  Does anyone 
s e r i o u s l y  b e l i e v e  t h a t  k i d s  d o n ' t  d r i n k  because  it 
i s n '  t l e g a l ?  The ad  seems t o  be  t e l l i n g  p a r e n t s  
t o  t e a c h  t h e i r  k i d s  a b o u t  a l c o h o l  i n  t h e i r  home-- 
I hope s o .  

PROBABLE NEGATIVE S I D E  EFFECTS 

None. 



Ad #19: " I f  t h e y  want  t o  d r i n k  t o n i g h t ,  i t ' s  t o o  
l a t e  t o  s t o p  them." 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
5 

Response 

Try t o  t e a c h  k i d s  r e s p o n s i b i l i t y  o f  d r i v i n g  and 
e f f e c t s  o f  n o t  t a k i n g  i t  s e r i o u s l y .  

Make s u r e  c h i l d r e n  d o n ' t  d r i n k  and d r i v e ,  make 
them u n d e r s t a n d  what  it means. 

To have a  good t i m e .  
Show k i d s  r e s u l t s  i n  a c c i d e n t  caused  by drunk  

d r i v e r .  
S e t  example f o r  c h i l d r e n  a t  home. 
Make p a r e n t s  p r a c t i c e  what  t h e y  p reach .  
Remind t e e n s  t o  f o l l o w  o u r  r u l e s .  
Remind t e e n s  a b o u t  d r i n k i n g .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good, what  most t h i n k - - a c c u r a t e  . 
No impact /doesn ' t s a y  much. 
P a r e n t s  t e a c h  r i g h t  and wrong of  d r i n k i n g .  
Photo  o u t - d a t e d ,  won' t c a t c h  a t t e n t i o n .  
Demands ac t ion / though t -p rovok ing .  
V a l i d  b u t  won' t change h a b i t s .  
Good c o n t e n t ,  n o t  much e f f e c t  p robab ly .  
Won' t s c a r e  anyone.  
Teens won' t w a i t  t o  18 t o  s t a r t  d r i n k i n g .  
C r i t i c i s m  of  you th  n o t  a l c o h o l .  
Need more such  a d s .  
Alarmed. 
Wrong app roach ,  r e a c h  t e e n s  n o t  p a r e n t s .  
J u s t  because  o l d  enough t o  d r i n k ,  c a n ' t  h a n d l e  i t .  
Read t o  s e e  what p i c t u r e  i s  a b o u t .  
A t t r a c t s  a t t e n t i o n ,  n o t h i n g  new though. 
F i n a l  pa rag raph  bad--no s t a t i s t i c s  s u p p o r t e d .  
M i s l e a d i n g  way t o  t a l k  t o  t e e n s .  
Too upper  c l a s s - - c h r o n i c  o f f e n d e r s  are lower  and 

middle  c l a s s e s .  
Too l i t t l e  t o o  l a t e .  
G u i l t  f o r  t h o s e  who d r i n k  and d r i v e ,  
Anyone w i t h  c h i l d r e n  s h o u l d  be  i n t e r e s t e d .  
Too much s m a l l  p r i n t .  
Takes t o o  l ong  t o  r e a d .  



No. - 
12 

9 
5 
4 
3 
3 
2  
2 
2 
2 
1 
1 
1 
1 
1 
1 
1 
1 
1 

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Response 

S e t  good example. 
Teach c h i l d r e n  n o t  t o  d r i n k  and d r i v e .  
Teen d r i n k i n g / d r i v i n g  i s  dangerous .  
Dr ink ing  and d r i v i n g  d o n ' t  mix. 
S o c i a l  and p a r e n t a l  awareness .  
Nothing you can  do i f  t hey  d e c i d e  t o  d r i n k .  
S t o r y .  
Teen mature  a t t i t u d e  abou t  d r i n k i n g .  
Get t h o s e  underage n o t  t o  d r i n k  and d r i v e .  
Develop p r o p e r  a t t i t u d e s  e a r l y .  
Negat ive  a t t i t u d e  toward ad .  
Good, t r u t h f u l .  
Not s t r o n g  enough t o  make me r e a d  s m a l l  p r i n t .  
What i s  grown-up abou t  d r i n k i n g ?  
P a r t i a l  s o l u t i o n  i s  e d u c a t i o n  of  c h i l d r e n .  
R e s p o n s i b i l i t y  of  d r i n k i n g .  
Underage d r i n k e r s .  
D o n ' t  d r i n k  more than  can h a n d l e .  
Teens more l i k e l y  t o  d r i n k  and d r i v e  t h a n  a d u l t s .  





Ad # 2 0 :  "Boy, was I smashed." 

TECHNICAL QUALITY 

G r a p h i c a l l y  wel l  execu ted .  

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

S t a t i s t i c s  seem O K .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

Most r e a d e r s  w i l l  r e spond  t o  a v i s u a l  pun. 

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

What i s  t h e  message? 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Could c r e a t e  j u s t i f i a b l e  r e sen tmen t  (and t h u s  s o c i a l  
p r e s s u r e )  a g a i n s t  t h e  b r a g g i n g  d r i n k e r .  

A smug, s e l f - r i g h t e o u s ,  b lame-i t -on- the-other-guy 
a t t i t u d e  i s  r e i n f o r c e d .  

Th i s  k i n d  of pe r son  i s  n o t  l i k e l y  t o  f o l l o w  the 
s u g g e s t i o n  of t h e  a d ,  l e t  a l o n e  r e a d  it. On the 
o t h e r  hand ,  i t  does  come a c r o s s  w i t h  t h e  i d e a  t h a t  
we a r e  d e a l i n g  w i t h  "problem p e o p l e " ,  n o t  
n e c e s s a r i l y  "problem d r i n k e r s "  (meaning a l c o h o l i c s ) .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

I n c r e a s e  put-down on Lle  b r a g g a r t .  

GENERAL COMMENTS 

I t  would p robab ly  have no e f f e c t  on t h e  d r i n k e r  
h i m s e l f ,  b u t  a r o u s e  l a t e n t  n e g a t i v e  a t t i t u d e s  toward 
the b r a g g a r t  by o t h e r s .  

Th i s  k i n d  of ad  i s  b e t t e r  i f  it neve r  r u n s .  

Th i s  ad i s  i r r i t a t i n g .  Reference  t o  Vietnam i s  
i n a p p r o p r i a t e  and d i s t r a c t s  from t h e  main p o i n t .  
The term "murder" i s  s e n s a t i o n a l  and i n a p p r o p r i a t e .  
"You and you r  k i n d "  e x p r e s s e s  contempt  and the 
tendency  t o  s c a p e g o a t .  The numer i ca l  s t a t e m e n t  
(134,000 i n n o c e n t  p e o p l e )  needs  t o  be  backed up by 
f u r t h e r  conv inc ing  i n f o r m a t i o n .  The "ph i lo sophy"  
o f  the ad s u f f e r s  from an u n f o r t u n a t e  mi sconcep t ion :  
There  a r e  good guys and t h e r e  a r e  bad guys.  



P r e t t y  good ad  e x c e p t  f o r  i n f l a t e d  f i g u r e s .  

PROBABLE NEGATIVE S I D E  EFFECTS 

Dr inke r  would t end  t o  avo id  ad ( t h r e a t )  o r  f e e l  it 
d o e s n ' t  app ly  t o  him. 

A smug, s e l f - r i g h t e o u s ,  blame-it-on-the-other-guy 
a t t i t u d e  i s  r e i n f o r c e d .  

A d r i v e r  who h a s  been d r i n k i n g  b e f o r e  a  c a r  a c c i -  
d e n t  w i l l  n o t  a c c e p t  b e i n g  r e f e r r e d  t o  a s  "smashed 
Har ry ,  a murde re r , "  a s  "one of  a  d e s p i c a b l e  k i n d .  " 
R e s u l t :  He w i l l  p u t  i t  o u t  of h i s  mind. 



Ad # 2 0 :  "Boy, was I smashed." 

No. - 
4 
4 
4 
4 
1 
1 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

Response 

Dr ive  home drunk f r i e n d s - - h e l p  them. 
Won't  d r i n k  and d r i v e .  
Ta lk  w i t h  f a m i l y ,  convince  n o t  t o  d r i n k  and d r i v e .  
Think b e f o r e  d r i n k  and d r i v e .  
E v a l u a t e  s e l f  and o t h e r s '  h a b i t s .  
Do a l l  I can  t o  keep  r e c k l e s s  d r i n k e r s  o f f  t h e  r o a d .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good/need more/served purpose  w e l l .  
A t t r a c t s  a t t en t ion /makes  you t h i n k .  
C a l l s  a t t e n t i o n  t o  i g n o r e d  f a c t s .  
F a i r .  
People  proud of d r i n k i n g  don ' t know they  ' r e  

dangerous .  
Shock v a l u e .  
Sad ,  happens e v e r y  day ,  do someth ing .  
E f f e c t i v e  b u t  w i l l  f o r g e t  a f t e r  r e a d i n g .  
Some drunk may k i l l  me. 
Drunk d r i v e r s  s h o u l d  r e a d .  
Teach peop le  t o  t h i n k  of  o t h e r s .  
Won't  r e a c h  r i g h t  peop le .  
I f  d r i n k  and d r i v e  s a y  it c a n '  t happen t o  me. 
Takes p r o f e s s i o n a l  h e l p ,  an ad c a n '  t h e l p .  
P r i n t  and pho to  t o o  s m a l l .  
I n f o r m a t i o n  t o  non -d r ink ing  p e d e s t r i a n .  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

Don' t d r i n k  and d r i v e .  
Drunk d r i v e r s  k i l l  i n n o c e n t  peop le .  
People  who b r a g  abou t  d r i n k i n g  and d r i v i n g  c a u s e  

25,000 d e a t h s / y e a r .  
F ive  t imes  a s  many k i l l e d  a s  i n  Vietnam. 
G e t  drunk d r i v e r  o f f  t h e  road .  
Fun of  b e i n g  d runk ,  u s u a l l y  laughed  o f f  . 
This  cou ld  be  you. 
D r i n k e r s  c a n '  t h a n d l e  s i t u a t i o n .  
D r i n k i n g ' s  e f f e c t  on more t h a n  s e l f .  
Number of  d e a t h s  caused  by drunk d r i v e r s .  



No. - Re s pons e  

Headl ine .  
Drunk d r i v e r  i s  s e r i o u s  problem. 
Drunk d r i v e r s  cause  many a c c i d e n t s ,  watch own 

d r i n k i n g .  
P e r s o n a l  message t o  of f e n d e r s .  
People  who fo l low crowd a r e  i g n o r a n t .  
What s o c i a l  d r i n k e r  can  do t o  s e l f  and o t h e r s .  
Drunks sooner  o r  l a t e r  g e t  somebody. 
Drunk d r i v e r s  cause  rnos t a c c i d e n t s .  
A l e r t i n g  p u b l i c .  
Dr inking  n o t  an a s s e t ,  s h o u l d  wake peop le  up t o  

t h i s  f a c t .  
H i t s  home. 
G e t t i n g  smashed n o t h i n g  t o  b r a g  a b o u t ,  may k i l l  

someone. 
Phrase  we have a l l  used.  



One of the next 
50 drivers coming 
your way is drunk. 

But which one? 

His inhibitions are lessened. 
His confidence is bolstered. 
His field of vision is narrowed. 
Ordinary objects are dark to him. Dark 

objects may not be seen at all by him. 
His reaction time has slowed by at least 

15%. His behavior is erratic and unpre- 
dictable. He's 25 times more likely to cause 
a crash than when he's sober. 

He may kill you. 
Last year, 55,000 Americans died in auto- 

mobile crashes. At least half of the deaths 
involved drinking. 

A study reported to the Congress by the 
U. S. Dept. of Transportation shows that one 
driver out of 50 is drunk. Not drinking- 
drunk. 

The situation is almost out of control. But 
it is still possible to reverse the trend. If. 

If you agree that the drunk driver's license 
should be revoked. 

If you'll write your governor and legisla- 
tors that they have your support in getting 
the strong drunk-driving laws recommended 
ih the National Highway Safety Standards. 

If you support your judges, your prosecu- 
tors, and your police when they enforce 
drunk driving laws. Help stop the traffic slaughter. 



~d # 2 1 :  "One o f  t h e  n e x t  50 d r i v e r s  coming your  way is 
drunk.  " 

TECHNICAL QUALITY 

Good pho to ,  h e a d l i n e ,  body copy, l a y o u t .  

~ r o f e s s i o n a l  q u a l i t y .  

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

Is t h i s  50 t o  1 r a t i o  an ave rage  o r  does it va ry  
depending on t h e  t ime o f  day o r  n i g h t ,  o r  day o f  
week? Maybe a t  1 a.m. on Sunday i t ' s  10 t o  l ?  

Depends ve ry  much on time of  day and day o f  week. 
I f  "drunk" means a  BAC l e v e l  a t  o r  more t h a n  .08%,  
t h e n  1 t o  50 i s  a  very  c o n s e r v a t i v e  e s t i m a t e  a f t e r  
10 p.m. "A d e c r e a s e  o f  15% i n  r e a c t i o n  t ime"  i s  
p s e u d o s c i e n t i f i c  i n f o r m a t i o n .  The same i s  t r u e  f o r  
t h e  "25 times" i n c r e a s e  i n  a c c i d e n t  l i k e l i h o o d ,  

~t l e a s t  h a l f ?  One o u t  o f  e v e r y  50? The f i g u r e  
"25 times more l i k e l y "  p e r t a i n s  t o  c o l l i s i o n s  i n  
g e n e r a l  and t o  d r i v e r s  w i t h  BACs o f  .15% o r  more-- 
n o t  t o  t h o s e  w i t h  BACs o f  . l o %  o r  more, on which 
t h e  "one o u t  o f  50" s t a t e m e n t  i s  based .  The term 
" i n v o l v e d  d r i n k i n g ' '  i s  t o o  g e n e r a l .  I t  t e n d s  t o  
i m p l i c a t e  anyone who d r i v e s  a f t e r  hav ing  a  d r i n k .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

S t r o n g  empath ic  v i s u a l .  

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Highly e f f e c t i v e  i n  conveying i n  t h e  " 1  i n  50" 
i n f o r m a t i o n .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

No comments. 

GENERAL COMMENTS 

T h i s  ad  h a s  very  l i t t l e  t o  redeem i t s e l f .  I f  t h e  
copy p o i n t e d  o u t  that  t h e  c a r  i n  t h e  fo reg round  
(hands on wheel )  s h o u l d  b e  c o n s i d e r e d  a s  a  c a n d i d a t e  
d o r  t h e  1 i n  5 0 ,  it would be  b e t t e r .  The ad makes 
t h e  same m i s t a k e  a s  s e v e r a l  o t h e r s :  The f i n g e r  o f  
g u i l t  i s  p o i n t e d  away from t h e  r e a d e r .  



License  s u s p e n s i o n  h a s  neve r  been shown t o  h e l p  
ve ry  much. What i s  "drunk?" The u n f o r t u n a t e  
t h i n g  i s  t h a t  you c a n n o t  t r e a t  t h e  aud ience  a s  i f  
t h e y  w i l l  b e  n a i v e  f o r e v e r .  They won ' t .  

None of  t h e  " f a c t s "  a r e  f a c t s .  

PROBABLE NEGATIVE SIDE EFFECTS 

P i n p o i n t i n g  the r e s p o n s i b i l i t y  f o r  a l a r g e  pe rcen t -  
age o f  a c c i d e n t s  t o  o t h e r s  t h a n  t h e  ave rage  r e a d e r .  
Acc iden t s  a r e  pandemic a s  w e l l  a s  endemic.  



Ad # 2 1 :  "One of  t h e  n e x t  50 d r i v e r s  coming you r  way 
i s  d runk . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF R E A D I N G  - 
THIS AD? 

No. Response - 
5 B e  on d e f e n s i v e  f o r  drunk d r i v e r s .  
2 Won't  d r ink- -encourage  o t h e r s  l i k e w i s e .  
1 Need i n  magaz ines /papers .  
1 Think when d r i n k i n g ,  b e  l e s s  a p t  t o  d r i v e .  
1 Try t o  conv ince  p e o p l e ,  b u t  would t h e y  l i s t e n ?  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? 

Good/wel l -wri t ten/good f a c t s / g e  ts message a c r o s s .  
Emotion-evoking . 
I n c r e a s e s  awareness .  
Too much p r i n t ,  won' t draw a t t e n t i o n .  
Should b e  b e t t e r  p lanned .  
Good b u t  w o n ' t  make me a c t .  
Good, c a n ' t  a r g u e  w i t h  f a c t s .  
D i d n ' t  c a t c h  e y e .  
Makes me worry .  
Revoke drunk d r i v e r s '  l i c e n s e ,  i f  s t i l l  d r i v e ,  p u t  

i n  j a i l .  
Bo r ing ,  n o t  much e f f e c t  good o r  bad.  
Too many s t a t i s t i c s  b e f o r e  pr ime message.  
Same a s  a l l ,  need new approach .  
Good b u t  won' t s t a n d  o u t  enough. 
A t t r a c t s  a t t e n t i o n  b u t  t r i e s  t o  s c a r e  you. 
Could be  more shock ing .  
Can' t happen t o  m e ?  
I n d i f f e r e n t .  
Needs b l o o d  t o  make i t  and problem o f f e n s i v e .  
Most r e a d  t h e n  f o r g e t .  

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

5 Get  drunk d r i v e r s  o f f  road .  
5 Drunk d r i v e r s  s e r i o u s  problem,  p u b l i c  s u p p o r t  

needed t o  h e l p  s o l v e  t h i s .  
4 Drunk d r i v i n g  problem. 
4 One o f  50 d r i v e r s  i s  drunk .  
2 Need s t r o n g e r  l e g i s l a t i o n .  
2 More drunk d r i v e r s  on t h e  r o a d  t h a n  you r e a l i z e .  



No. Response - 
2 T i t l e .  
2 I cou ld  b e  h i t  by a  drunk d r i v e r .  
1 Don' t d r i n k  and d r i v e .  
1 Problem d r i n k e r s  a r e  a  t h r e a t  when d r i v i n g .  
1 There i s  a  p l a n  t o  s t o p  drunk d r i v e r s .  
1 Number o f  drunk d r i v e r s  i n v o l v e d  i n  a c c i d e n t s .  
1 Drunk d r i v e r s  cause  t o o  many a c c i d e n t s .  
1 Death and drunk d r i v e r s .  
1 Hazardous s i t u a t i o n ,  number of  peop le  a f f e c t e d .  
1 S i t u a t i o n  a lmos t  o u t  of  c o n t r o l .  
1 Shock i n t o  a c t i o n .  
1 Highway s a f e t y  f o r  drunks .  
1 Wr i t e  l e g i s l a t o r s  t o  g e t  them moving on c o n t r o l  

programs. 
1 Enforce  laws.  
1 E f f e c t  of  drunk d r i v i n g .  
1 Photograph.  



The party begins. 

Q & & ~ J U .  
2 drinks later 

J1&& \ 

After 4 drinks. 

After 5 drinks 

/ 

Still, people drink too much and then go out and 
expect to handle a car. 

When you drink too much you can't handle a car. 
You can't even handle a pen. 



~d # 2 2 :  " I  can  d r i v e  when I d r i n k . "  

TECHNICAL QUALITY 

E x c e l l e n t  example o f  admaking. 

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

The number o f  d r i n k s  i s  n o t  i m p o r t a n t .  The i d e a  i s  
n o n e t h e l e s s  d r a m a t i c a l l y  communicated. 

Seven d r i n k s  o v e r  how much t ime?  I f  f i v e  h o u r s ,  f o r  
i n s t a n c e ,  h a n d w r i t i n g  i s  n o t  a f f e c t e d  a s  much a s  ad 
s u g g e s t s  . 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

No comments. 

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

The g r a p h i c  form conveys more t h a n  words p o s s i b l y  
c o u l d .  

PROBABLE EFFECTIVENES INFLUENCING ATTITUDES 

No comments. 

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

What a c t i o n ?  

GENERAL COMMENTS 

An i n d i v i d u a l  w i t h o u t  p r e v i o u s  a c c i d e n t s  (most  of 
u s )  i s  u n l i k e l y  t o  f e e l  t h e  message a p p l i e s  t o  him. 
I t  may have been  more e f f e c t i v e  d i r e c t e d  t o  "the - 

o t h e r  guy. " 
The r e a d e r  can empa th i ze  w i t h  and b e  p r o p e r l y  
m o t i v a t e d  by t h e  message.  I g i v e  t h i s  ad  t h e  
h i g h e s t  r a t i n g  o f  a l l  I have  s e e n  s o  f a r .  

PROBABLE NEGATIVE S I D E  EFFECTS 

None. 



Ad # 2 2 :  " I  can d r i v e  when I d r i n k . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No, Response - 
7 Watch how much I and o t h e r s  d r i n k  b e f o r e  d r i v i n g .  
2 T e l l  fami ly  and f r i e n d s .  
2 Try t o  h e l p  problem d r i n k e r .  
1 Have o t h e r s  d r i v e  i f  I'm d r i n k i n q .  
1 Try t o  g e t  people t o  s e e  d r i n k i n g  t o o  much unwise. 
1 Not d r i n k  and d r i v e .  
1 No more than two d r i n k s  when d r i v i n g .  
1 Write l e g i s l a t o r s ,  s t r e s s  need f o r  a c t i o n .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
In fo rmat ive /ge t s  p o i n t  a c r o s s .  
Good. 
E f f e c t i v e .  
~ h o u g h t - p r o v o k i n g ,  good p u b l i c  educa t ion .  
Good, n o t  t o o  wordy s o  appea l ing .  
Many don' t know t h e s e  f a c t s .  
More shou ld  read .  
Not t o o  eye-ca tch ing ,  b u t  s t a t e s  problem well. 
W i l l  t r y  a t  n e x t  p a r t y .  
Good, hope i t  does some good. 
Lack of s c a r e  technique  good. 
Excess of alcohol--what happens then .  
Read o u t  of c u r i o s i t y ,  
Doesn ' t  p o i n t  o u t  t ime f a c t o r s  and a t  n i g h t  l e s s  

c o o r d i n a t i o n  and a l e r t n e s s .  
Shows up s t r o n g  s o c i a l  d r i n k e r s ,  n o t  a l c o h o l i c s .  
How many w i l l  r ead?  
 isc concerting t o  r e a l i z e  e f f e c t  of  a l c o h o l .  
Too long and wordy. 
E f f e c t i v e  y e t  conc i se .  

WHAT DO YOU REGARD AS THE MAIN POINT OF THIS 
PARTICULAR AD? 

1 2  Alcohol  impacts  senses  cons ide rab ly .  
8 Don' t d r i n k  and d r i v e .  
7 Coordination. 
5 E f f e c t  of d r i n k i n g  d r i v i n g .  
4 I f  d r i v e r  can '  t w r i t e ,  how can he d r i v e .  



No. R e s ~ o n s e  

Dr ink ing  l e a d s  t o  l o s s  o f  c o n t r o l .  
F a c t s .  
Think b e f o r e  you a c t .  
Have someone else d r i v e .  
Save l i v e s .  
Dr ink ing .  
C a n ' t  f u n c t i o n  when d r i n k i n g .  
More consumed--less c o o r d i n a t i o n .  
Proves  good p o i n t .  
Dr ink ing  c a n '  t wr i te ,  how can  h e  d r i v e .  
Means of judging  s t a t e  of i n t o x i c a t i o n .  
What d r i n k i n g  does  t o  a b i l i t y  t o  p e r c e i v e  

and h a n d l e  o n e s e l f .  
t h i n g s  



THAT LAST DRlnH FOR THE ROAD 
COULD HELP YOU CRASH THE 

AllD OTHERS THIS HOLlDACl S€fWR* 
- - 

At this time last year, 5 peopte were killed in 

FIB automobile accidents, 4 of these accidents were alcoh~l - 
related! In the course of a year, over 50% of ail 

automobile fatalities are influenced by alcohol. Realistically, 
many people enjoy drinking, but the problem is with the 

drunk who drives. He's a potentiat killer. There are some ways to 
minimize the prob[em. This holiday season'. . . and 

forever,, , follow these suggestions: 

1. Know yourjimit. 

2. Refuse to ride with a d~iver who is over the Ilrnit. 

3. Talka problem drinker out of driving. 

4. Be a good host. At p u r  next party, take the responsibility , 
upon yourself to dismurage your friends from excessive 

drinking and dridng. Provide food to be eaten whilr drinking. 

Help get the probkm drinking driver off tfte road 
because he can't get Umseif df! ' , , 



Ad # 2 3 :  "That  l a s t  d r i n k  f o r  t h e  road could  h e l p  you 
c r a s h  t h e  n e x t  p a r t y . "  

TECHNICAL QUALITY 

Amateurish l a y o u t .  

Fragmented--the " p a r t y "  v i s u a l  on t o p  seems 
s u p e r f l u o u s .  

FACTUAL ACCURACY 

I t  i s  n o t  j u s t  " t h e  - drunk who d r i v e s . "  

The use  of t h e  term " i n f l u e n c e d  by a l c o h o l "  i s  
o b j e c t i o n a b l e .  Almost every  coroner  and medical  
examiner who keeps such records  w i l l  s a y ,  
"Alcohol was ' found i n ; '  ' p r e s e n t ; '  ' a  f a c t o r ; '  
' i n v o l v e d  i n ; '  e t c . ,  " i n  t h e  amount of %." I n  
doing s o ,  however, they  i n c l u d e  BAC l e v x s  below 
.08% and even below .05%. Although t h e r e  i s  very  
l i t t l e  r e s e a r c h  on t h i s  s u b j e c t ,  i n d i c a t i o n s  a r e  
t h a t  BACs below .08% a r e  n o t  r e l a t e d  t o  f a t a l  
c r a s h e s .  The s t a t e m e n t  " invo lved  a lcoho l"  impl ies  
t h a t  anyone who happened t o  have been k i l l e d  a f t e r  
having one b e e r  must have been a t  f a u l t  because he  - - 
was drinking! Very moral ,  b u t  n o t  very s c i e n t i f i c .  

How does one recognize  a "problem d r i n k e r "  s o  t h a t  
he  can t a l k  him o u t  of d r i v i n g ?  I n  some ASAP a r e a s  
anyone wi th  a BAC of . 0 5 %  o r  more i s  a "problem 
d r i n k e r .  " 

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

We a r e  a l l  i n t r i g u e d  by death--are we not?  

PROBABLE EFFECTIVENESS I N  C O N V E Y I N G  INFORMATION 

No comments. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

This  ad i s  unique i n  t h a t  it s u g g e s t s  doing some- 
t h i n g  abou t  t h e  problem. 

PROBABLE EFFECTIVENESS I N  E L I C I T I N G  ACTION 

I t  g ives  s p e c i f i c  p r e s c r i p t i o n s ,  which i s  good. 

I t  reminds t h e  r e a d e r  t h a t  he can taper  o f f  t h e  
d r i n k s  and s e r v e  food. 



~ e a n i n g f u l ,  " a c t i o n a b l e "  s u g g e s t i o n s  a r e  g iven .  

GENERAL COMMENTS 

The h e a d l i n e  i s  a d d r e s s e d  t o  t h e  r e a d e r ,  b u t  t h e  
body copy i s  a d d r e s s e d  t o  h e l p i n g  o t h e r s .  

A good ad  t h a t  g i v e s  t h e  r e a d e r  a meaningfu l  way 
t o  p a r t i c i p a t e  i n  t h e  problem, 

One o f  t h e  b e t t e r  a d s ,  b u t  t h e  s t i g m a t i z a t i o n  o f  
t h e  drunk d e s t r o y s  much of  i t s  q u a l i t y .  People  a r e  
n o t  l i k e l y  t o  l i s t e n  when they  a r e  r e f e r r e d  t o  a s  
d runks .  

PROBABLE NEGATIVE SIDE EFFECTS 

The " t h r e a t "  approach c o u l d  cause  avoidance  o f  t h e  
ad  r a t h e r  t h a n  o f  d r i n k i n g .  - 
None. 



Ad # 2 3 :  "That  l a s t  d r i n k  f o r  t h e  road  cou ld  h e l p  you 
c r a s h  t h e  n e x t  p a r t y .  " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. - 
5 
4 
2 
2 
1 
1 
1 
1 
1 

Response 

Be more aware--watch s e l f  and o t h e r s .  
Won't r i d e  w i t h  drunk d r i v e r .  
Discourage  g u e s t s  from d r i v i n g  drunk .  
Dr ive  more c a r e f u l l y ,  watch f o r  drunk d r i v e r s .  
Head s u g g e s t i o n s  . 
Won't d r i n k  and d r i v e .  
Favor  l e g i s l a t i o n  t o  s t o p  drunk d r i v e r s .  
S e r v e  food w i t h  h o l i d a y  c h e e r ,  
Be s o b e r  n e x t  t ime I d r i v e .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good. 
Common/heard i t  a l l  b e f o r e .  
Ca tches  a t t e n t i o n / m a k e s  you t h i n k .  
~ e m i n d e r  n o t  t o  d r i n k  and d r i v e .  
F a c t s  on d r i n k i n g  and d r i v i n g .  
Don ' t  want  t o  b e  i n  o r  p u t  anyone i n  h o s p i t a l .  
Gets p o i n t  a c r o s s .  
Could b e  more h a r d - h i t t i n g .  
I n f o r m a t i o n  r e g a r d i n g  problem d r i n k i n g  and d r i v i n g .  
D o e s n ' t  r e a l l y  focus  a t t e n t i o n  t o  t o p i c .  
Usua l ly  don1 t r e a d  ads .  
D o e s n ' t  g e t  t o  r o o t  o f  problem. 
Need on TV t o  show danger  o f  d r i n k i n g  and d r i v i n g .  
May wake up some b u t  won' t produce many r e s u l t s .  
W i l l  t h o s e  who need i t  r e a d  i t ?  
Too much f i n e  p r i n t ,  need t o  va ry  t y p e  f a c e .  
Doesn' t app ly  t o  me, I ' m  n o t  a  problem d r i n k e r .  
Need d i f f e r e n t  pho to ,  
No a t t i t u d e  change.  

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

15  Don' t d r i n k  and d r i v e .  
4 Don' t d r i n k  e x c e s s i v e l y / c a u s e  a c c i d e n t s  t h a t  way. 
2 Alcohol  and d r i v i n g  = p o s s i b l e  d e a t h .  
2 Get drunk d r i v e r s  o f f  t h e  road .  
2 Number o f  d e a t h s  caused  by drunk d r i v e r s .  



No. - 
1 
1 
1 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
I 
1 
1 
1 
1 
1 
1 
1 

Response 

S o c i a l  d r i n k i n g  i s  a  h a z a r d .  
Keep a c c i d e n t  down i f  c u t  down on h o l i d a y  d r i n k i n g ,  
Problem o f  drunk d r i v e r  and s u g g e s t i o n s  t o  keep  him 

o f f  road .  
P r e v e n t  d e a t h s  of  i n n o c e n t  peop le .  
Make peop le  aware.  
What s e l f  can  do  t o  h e l p  s o l v e  problem. 
Don ' t  d r i n k  t o o  much i n  one p l a c e  a t  one t ime .  
Same t h i n g  a s  always s a i d .  
Watch f o r  o t h e r  drunk d r i v e r s .  
Know own and f r i e n d s  ' l i m i t s .  
Reduce f a t a l i t i e s  and i n  j u r i e s .  
Person  on t h e  s t r e t c h e r .  
Death.  
Don ' t  ove r -d r ink .  
Drunk d r i v e r s  a r e  everyone '  s r e s p o n s i b i l i t y .  
Head l ine .  
Watch d r i n k i n g  d r i v i n g  d u r i n g  h o l i d a y s .  
50% a u t o  d e a t h s  r e l a t e d  t o  d r i n k i n g .  
Discourage  drunk d r i v e r s  from d r i v i n g .  
Get  problem d r i n k e r s  o f f  t h e  road .  
S t o p  d r i n k i n g .  
How t o  d e c r e a s e  a l c o h o l  r e l a t e d  t r a f f i c  a c c i d e n t s .  



,4 man who drinks too much, 
too often. risks his job, his 
marriage, and his health. But if he 
also drives, he risks his life. And a 
lot of other lives. 

Last year, the problem drinker 
managed to kill 19,000 American 
people in car accidents. Men. 
Women. Children. Babies. And 
half the time, himself. Not to 
mention the countless hundreds of 
thousands more who were injured, 

sometimes permanently. 
The problem drinker & the 

problem. And we have to get hlm 
off the road because he can't get 
himself off. 

There are many things that 
can be done to help him and to help 
us. Stricter drunk driving laws, 
stricter law enforcement, scientific 
breath tests and court supervised 
treatment among them. There's a 
huge national highway safety 

project just beginning that needs 
you to understand and to help. 

Help. 
r - - - - - - - - - - - . - - - - - "  1 
I DRUNK DRI\EK ? 1 
I BOX 1969 I 
I \YASHIIVGTOIV. D C 200 13 I 
I 
I I want to help. Please tell me how 

I 
I 

I My name IS .-. 
I 

I I 
I Address I 
I I 

GET THE PROBLEM DRINKER OFF THE ROAD. FOR HIS SAKE. AND YOURS. 



~d # 2 4 :  " H i s  d r i n k i n g  problem i s  n o t h i n g  compared t o  
h i s  d r i v i n g  problem. " 

TECHNICAL QUALITY 

Run-of- t h e - m i l l .  

Poor photo .  

FACTUAL ACCURACY 

The f i g u r e  19,000 i s  i n c o n s i s t e n t  w i t h  o t h e r  a d s .  

What i s  " h a l f  t h e  t ime?"  I n  one h a l f  o f  a l l  
a c c i d e n t s  i n  which somebody was k i l l e d ?  I n  one h a l f  
o f  19,000 c a s e s ?  

Problem d r i n k e r - a l c o h o l i c ?  19 ,000?  Hal f  t h e  t ime?  
Again,  d runks  a r e  much more l i k e l y  t o  k i l l  themselves  
t h a n  t o  k i l l  i n n o c e n t  p e r s o n s .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

No comments. 

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

No comments. 

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

No comments. 

PROBABLE EFFECTIVENESS I N  XLICITING ACTION 

N O  comments. 

GENERAL COMMENTS 

The pho to  d o e s n ' t  communicate ( h e  seems t o  b e  
i n s p e c t i n g  h i s  t i r e s )  . 
T h i s  ad  seems t o  b e  b a s i c a l l y  concerned  w i t h  
s o l i c i t i n g  s u p p o r t  f o r  F e d e r a l  programs r a t h e r  t h a n  
w i t h  t h e  drunk d r i v e r  program. 

" S t r i c t e r  laws" have n e v e r  been  shown t o  h e l p .  The 
problem d r i n k e r  is  on ly  p a r t  of  t h e  problem,  People  
s h o u l d  n o t  b e  ( m i s ) l e d  t o  b e l i e v e  t h a t  w i t h  h i s  
d i s a p p e a r a n c e  road  a c c i d e n t s  would d i s a p p e a r .  



PROBABLE NEGATIVE SIDE EFFECTS 

One more reason t o  b e l i e v e  t h a t  t h i s  type  of ad- 
v e r t i s i n g  i s  s l a n t e d  and b a s i c a l l y  u n s c i e n t i f i c ,  
a l though it supposedly r e f e r s  t o  r e s e a r c h  d a t a .  

I f  t h i s  ad had i t s  d e s i r e d  impact ,  a l l  a l c o h o l i c s  
and o t h e r  problem people who d r i n k  t o  excess  would 
be de- l icensed-- in  s p i t e  of t h e  f a c t  t h a t  t h e  
m a j o r i t y  of a l c o h o l i c s  a r e  n o t  involved i n  s e r i o u s  
c rashes  and a r e ,  i n  f a c t ,  f u n c t i o n i n g  i n  passab le  
f a sh ion .  Imagine what i t  would be  l i k e  i f  a l l  of  - 
t h e s e  people were depr ived of t h e i r  l i c e n s e  t o  
drive--because a  minor i ty  among them i s  involved 
i n  f a t a l  c r a s h e s .  



Ad # 2 4 :  "His d r i n k i n g  problem i s  no th ing  compared t o  
h i s  d r i v i n g  problem, " 

WHAT WOULD YOU PROBABLY DO AS A RESULT OF READING - 
THIS AD? 

No. Response - 
3 Not d r ink  and d r i v e .  
2 Send i n  form, 
1 Talk wi th  someone about  problem. 
1 Drive f o r  drunk f r i e n d .  
1 Think about  j eopard iz ing  o t h e r s ,  
1 Show t o  f r i e n d s .  
1 Help i n i t i a t e  programs t o  d e a l  wi th  drunk d r i v e r s .  
1 L e t  son know h i s  chances when d r i n k i n g  and d r i v i n g .  
1 Think about  it. 

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Informat ion  and message h e l p f u l .  
~ v e r a g e / b  land.  
To t h e  p o i n t .  
E f f e c t i v e  and t o  t h e  point/makes you t h i n k .  
One of the b e t t e r  ads/need more l i k e  it. 
Won't a f f e c t  those  who need i t ,  b u t  o the rwise  good. 
Good - could  be more f l a s h y  though. 
Scary. 
Help,  n o t  j a i l .  
H o w  problem d r i n k e r  a £  f  e c t s  s o c i e t y .  
Headline mis lead ing ,  wouldn ' t  r ead  ad. 
Good, I ' v e  seen  what a l c o h o l i c s  do on and o f f  t h e  

road. 
Good b u t  too  l azy  t o  f i l l  o u t  b lank .  
Problem b u t  no s o l u t i o n .  
Not a t t e n t i o n - g e t t i n g .  
Impl ies  any d r i n k e r  w i l l  become a  problem d r i n k e r .  
No t h r e a t  of drunk d r i v i n g  problem p e r s o n a l l y .  
~ l c o h o l i s m  i s  a  medical problem, p o l i c e  work w o n ' t  

s o l v e  anything.  

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

7 Get drunk d r i v e r s  o f f  t h e  highways. 
6 Get problem d r i n k e r  o f f  t h e  road.  
4 Get r e a d e r  involve .  



No. - 
3 

Response 

When problem d r i n k e r  d r i v e s ,  j e o p a r d i z e s  own and 
o t h e r  l i v e s .  

Don ' t  d r i n k  and d r i v e ,  
~ l c o h o l  i s  a  s e r i o u s  problem. 
~ r i n k i n g  and d r i v i n g  c a u s e s  a c c i d e n t s ,  
Help problem d r i n k e r  who c a n ' t  h e l p  h i m s e l f .  
Write away t o  h e l p .  
Help problem and s o c i a l  d r i n k e r s .  
Don ' t  l e t  problem d r i n k e r  d r i v e .  
Awareness o f  s o c i e t y .  
F a c t  t h a t  s o  many have been  k i l l e d .  
Dr ink ing  n o t  good f o r  you ,  e s p e c i a l l y  when d r i v i n g .  
S t a t i s  t i c s .  
Something must be  done.  
Asks p h y s i c a l ,  e m o t i o n a l ,  and f i n a n c i a l  s u p p o r t .  
Arouse r e a d e r  i n t e r e s t .  
En fo rce  e x i s t i n g  l aws ,  g e t  d r i n k i n g  d r i v e r s  o f f  the 

road .  
L ives  o f  15 ,000  peop le .  
Help drunk d r i v e r  t o  s a v e  you and m e .  
Drunk d r i v e r s  k i l l .  
Everybody ' s  problem,  most won' t do a n y t h i n g  though.  
Problem d r i n k e r s  most dangerous d r i v e r s .  



Let5 keep ourselves 
alive, too. 

Find out what alcohol I t  works on a wheel 
does to you. How many drinks principle. So, i f  you have some 
does it take for you to be trouble manipulating the thing, 
presumed under the influence? you know you shouldn't get 
How many more before you're behind the wheel of a car. 
completely stoned? You should have one. 

Most people don't know. Soon, they'll be available 
I t  depends on your size, in all the Local ABC stores. You 

how fast you drink, how much can pick one up free. 
you've had to eat, and how Or, i f  you want one 
efficient your system is at burning sooner, and also want to learn 
up the calories. more about keeping our friends, 

And we have this handy- - - - ,  and ourselves 
dandy slide graph which tells 
you most of these th in  

1 
\ 

Let's keep our Winds alive. 



Ad # 2 5 :  " L e t ' s  keep o u r s e l v e s  a l i v e ,  t o o . "  

TECHNICAL QUALITY 

Average. 

FACTUAL ACCURACY 

Seems b e l i e v a b l e .  

The ad a t t e m p t s  t o  p r e s e n t  i n f o r m a t i o n  i n  a s i m p l e ,  
s t r a i g h t f o r w a r d  manner. 

Except  f o r  peop le  w i t h  "bad l i v e r s , "  it i s  my 
unde r s t and ing  t h a t  b o d i e s  g e n e r a l l y  p r o c e s s  a l c o h o l  
a t  abou t  t h e  same e f f i c i e n c y .  Also ,  i f  I were t o  
g i v e  t h a t  wheel t o  a  group o f  judges o r  16-year-old 
h igh  s c h o o l  g i r l s  and found t h a t  t h e y  were hav ing  
t r o u b l e  man ipu la t ing  i t ,  cou ld  I assume t h a t  t h e y  
s h o u l d n ' t  d r i v e  a  c a r ?  T h a t ' s  what t h e  ad  s a y s .  

PROBABLE EFFECTIVENESS I N  ATTRACTING ATTENTION 

I t h i n k  peop le  respond t o  gimmicks. 

PROBABLE EFFECTIVENESS I N  CONVEYING INFORMATION 

Should make peop le  aware t h a t  t h e r e  i s  a  r e l a t i o n -  
s h i p  between d r i n k i n g  and d r i v i n g .  

PROBABLE EFFECTIVENESS I N  INFLUENCING ATTITUDES 

Should b e  f a v o r a b l e .  

PROBABLE EFFECTIVENESS I N  ELICITING ACTION 

People  l i k e  f r e e  g a d g e t s .  

I doubt  i f  many r e a d e r s  w i l l  s t o p  t o  p i c k  up a  
c a l c u l a t o r .  

GENERAL COMMENTS 

A f r e e  g a d g e t  m a y  be  ve ry  p o p u l a r .  

I t  i n v i t e s  r e a d e r  p a r t i c i p a t i o n  i n  a meaningful  way. 
I ' ve s e e n  many worse a d s .  

Th i s  i s  one of  t h e  b e t t e r  ones i n  t h e  s e r i e s .  

The i d e a  of d i s t r i b u t i n g  the c a l c u l a t o r s  i s  good, 
b u t  t h e  i d e a  t ha t  i f  someone couldn '  t man ipu la t e  
i t  he s h o u l d n ' t  d r i v e  i s  n o t .  



PROBABLE NEGATIVE SIDE EFFECTS 

Improper computation w i t h  t h e  graph could  mis lead  
and l e a d  t o  overdr ink ing .  

None. 

I t  might s u g g e s t  t o  people  t h a t  they  i n c u r  no e x t r a  
r i s k  a s  long a s  they s t a y  a t  o r  below t h e  l e g a l  
l i m i t .  Hunt has  shown o the rwise .  



Ad #25:  " L e t ' s  keep  o u r s e l v e s  a l i v e ,  t o o . "  

WHAT WOULD YOU PROBABLY DO AS A RESULT OF R E A D I N G  - 
THIS AD? 

No. Response - 
18  Send f o r  c a l c u l a t o r .  

5 T e l l  f r i e n d s .  
2  S t a y  s o b e r ,  encourage  o t h e r s  t o  do l i k e w i s e .  
1 Main ta in  own s a f e  l i m i t ,  encourage  o t h e r s  l i k e w i s e .  

I N  GENERAL, HOW DO YOU FEEL ABOUT THE AD? - 
Good. 
A t t e n t i o n  g e t t i n g ,  a t t r a c t i v e ,  e d u c a t i o n a l .  
Not i n t e r e s t e d ,  
Promotes d r i n k i n g ,  how much can  d r i n k  and s t i l l  

n o t  b e  d runk .  
Who w i l l  t h i n k  o f  ad when d r u n k ,  o r  u se  c a l c u l a t o r ?  
Peop le  who need c a l c u l a t o r  won' t g e t  i t .  
Could be  more a t t e n t i o n - g e t t i n g .  
Need c o l o r  t o  c a t c h  your  eye .  
Not s e r i o u s  o r  s i m p l e  enough, most  w o n ' t  a c t .  
Wheel c o n f u s i n g .  
T r i e s  t o  b e  c u t e .  
Expand on m u l t i p l e  dange r s  of a l c o h o l .  
Would l i k e  t o  have a  c a l c u l a t o r .  
Anything w i l l  h e l p  make peop le  aware o f  t h e  problem. 
Not f o r  me b u t  good f o r  t h e  " o t h e r  guy." 
Need more s t r i c t  laws l i k e  t h o s e  f o r  young p e o p l e  

and d r u g s ,  
L ike  t o  s e e  a l l  d r i n k e r s  r e a d  it. 
Good i f  r e a d ,  b u t  t o o  long .  
Need b o l d e r  t i t l e ,  
Too wordy. 

WHAT DO YOU REGARD AS THE M A I N  POINT OF THIS 
PARTICULAR AD? 

10 Knowing when s e l f / o t h e r s  t o o  drunk t o  d r i v e  ( u s i n g  
s l i d e  g raph)  . 

8 D o n ' t  d r i n k  and d r i v e .  
3 Amount of a l c o h o l  i n f l u e n c e s  p e r c e p t i o n  and awareness .  
3 Should  know l i m i t  and n o t  u se  j u s t  i n t u i t i o n .  
2  Know your  l i m i t .  
2 May b e  under  t h e  i n f l u e n c e  and n o t  know it. 
2  T i t l e .  
2 Number o f  d r i n k s  t o  g e t  l e g a l l y  drunk .  



No. - 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 

1 
1 
1 
1 
1 

Being a b l e  t o  d r i n k  and s t i l l  d r i v e .  
How much a l lowed t o  d r i n k .  
Show s e l f  how much a l c o h o l  consumed. 
Keep t h o s e  n o t  i n  c o n t r o l  o f f  t h e  road .  
D o e s n ' t  h i t  h a r d  enough. 
I f  c a n ' t  work c a l c u l a t o r ,  had t o o  much t o  d r i n k .  
Get a  c a l c u l a t o r .  
More t o  drunk d r i v i n g  t h a n  most p e o p l e  know, 
Method of measur ing  a l c o h o l  consumption.  
What a l c o h o l  does  t o  you. 
Make p e o p l e  aware of d r i n k i n g ' s  a f f e c t  on them. 
Don ' t  assume a l l  can t o l e r a t e  t h e  same amount o f  

a l c o h o l .  
Ad won' t change any th ing .  
You can  do something t o  h e l p  y o u r s e l f .  
S a f e  d r i v i n g .  
Make peop le  aware of d r i n k i n g  and d r i v i n g .  
C a r i n g ,  conce rn ,  and g e t t i n g  i n v o l v e d .  



APPENDIX B Ad I D :  - 
APPRAISAL OF PRINT ADVERTISEMENT ON D R I N K I N G  AND D R I V I N G  

RATINGS 

H I G H  - LOW - 
5 4 3 2 1  

1. T e c h n i c a l  q u a l i t y  

Comments : 

2 .  F a c t u a l  accu racy  5 4 3 2 1  

Comments : 

3. P robab le  e f f e c t i v e n e s s  i n  a t t r a c t i n g  
a t t r a c t i n g  a t t e n t i o n  5 4 3 2 1  

Comments : 

4. Probab le  e f f e c t i v e n e s s  i n  
convey i n f o r m a t i o n  5 4 3 2 1  

Comments : 

5 .  P robab le  e f f e c t i v e n e s s  i n  
i n f l u e n c i n g  a t t i t u d e s  

Comments : 

6 ,  P robab le  e f f e c t i v e n e s s  i n  
e l i c i t i n g  a c t i o n  

Comments : 

7 .  O v e r a l l  r a t i n g  5 4 3 2 1  

Comments ( n o t e  p a r t i c u l a r  s t r e n g t h s  and weaknesses)  : 

8. Note any p r o b a b l e  n e g a t i v e  s i d e - e f f e c t s  o f  this ad :  



APPENDIX C 

The f o l l o w i n g  i s  a  copy o f  t h e  5-page q u e s t i o n n a i r e  

d i s t r i b u t e d  t o  t h e  1 , 5 1 3  members o f  t h e  l a y  a u d i e n c e .  



HSRI P r o j e c t  J S 7 j  

O L ) L N I O N  SURVEY O N  D R I N K I N G  AND D R I V I N G  Form A 

I n  t h e  fo l lowing q u e s t i o n s  we a r e  i n t e r e s t e d  i n  your own op in ions  about t h e  
problem of  d r i n k i n g  and d r i v i n g .  P l e a s e  answer i l l  t h e  q u e s t i o n s  even i f  you 
h a v e n ' t  thought  much about t h i s  s u b j e c t .  

1. I n  g e n e r a l ,  ou t  of  every  100 t r a f f i c  a c c i d e n t s  i n  which someone i s  k i l l e d ,  
how many would you guess  invo lve  a  d r i v e r  who has  been d r ink ing?  

2 .  Would you th ink  t h a t  more t r a f f i c  dea ths  a r e  caused by t h e  many " s o c i a l  d r i n k e r s "  
o r  by t h e  r e l a t i v e l y  few "problem dr inkers"?  

more caused by s o c i a l  d r i n k e r s  - more caused by problem d r i n k e r s  

3 .  I f  t h e r e  were an expanded program which could  c u t  down a l c o h o l - r e l a t e d  t r a f f i c  
a c c i d e n t s  by as  much a s  o n e - t h i r d  o r  o n e - h a l f ,  how much more would you b e  w i l l i n g  
t o  pay i n  t a x e s  each y e a r  t o  suppor t  such a  program? 

none $1-$5 $6-$10 $11-$25 - $26-$50 -- - over  $50 

4 .  What would you say  a r e  t h e  chances t h a t  i n  t h e  coming y e a r  you w i l l  be  
i avo lved  i n  an a c c i d e n t  caused by a  d r i v e r  who has  been d r ink ing?  

For each s t a tement  below, show your opinion by checking one o f  t h e  f o u r  s p a c e s :  

Agree 
s t r o n g l y  

5 .  Far t o o  much f u s s  i s  made about t h e  
. . . . . . . . . .  dangers  o f  d r i n k i n g  and d r i v i n g  

6. A good h o s t  a t  a  p a r t y  should  t r y  t o  s e e  
t h a t  g u e s t s  who must d r i v e  home do no t  
d r i n k  too  much . . . . . . . . . . . . . . . . . . . . . . . . . . .  

7 .  Most drunk d r i v i n g  i s  no t  d e t e c t e d  by 
t h e  p o l i c e  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

8 .  F a t a l  a c c i d e n t s  would go way down i f  
drunk d r i v e r s  were more s t r o n g l y  punished.  

9 .  Breath  t e s t s  t o  d e t e c t  d r i n k i n g  should  be  
used i n  a l l  r e p o r t e d  a c c i d e n t s  . . . . . . . . . . .  

10. Dr ive r s  conv ic ted  of  drunk d r i v i n g  shou ld  - 
. be r e q u i r e d  t o  g e t  medical  t r e a t m e n t . . . .  

11.  The government should  h e l p  keep drunk 
d r i v e r s  o f f  t h e  roads  even i f  i t  means 
spending money t o  p rov ide  medical  and 

. . . . . . . . . . . . . . . . . . . . . . .  psycho log ica l  h e l p  

12. No m a t t e r  how much e f f o r t  i s  i n v e s t e d ,  
t h e r e  i s  n o t  l i k e l y  t o  be much e f f e c t  
on t h e  drunk d r i v e r  problem . . . . . . . . . . . . . ,  

13. P o l i c e  shou ld  c a r r y  o u t  random road checks 
t o  c a t c h  d r i v e r s  who have drunk t o o  much. 

14 .  Drunk d r i v e r s  shou ld  b e  p u t  i n  j a i l  . . . . . .  

Agree Disagree  Disagree  
somewhat somewhat s t r o n e l v  





The party begins. 

2 drinks later 

After 5 drinks, 

JAL*~-  7 dmks in all. 
C 

The more you drink, the more coordmation you 
lose. That's a fact, plain and simple, - 

Still, people drink too much and then go out and 
ex~ect to handle a car. 

When you drink too much you can't handle a car. 
You can't even handle a pen. 





Ad ID: 

15.  I f  you were read ing  a  newspaper o r  magazine and came a c r o s s  t h e  ad you j u s t  
saw, would i t  a t t r a c t  your a t t e n t i o n ?  

- y e s ,  d e f i n i t e l y  j r o b a b l y  p r o b a b l y  n o t  no - 

16. /low much of  t h e  ad would you be  l i k e l y  t o  read? 

- a l l  of  i t  most of  i t  - - some o f  i t  none of  i t  - 

17 ,  Did you f i n d  t h e  ad i n t e r e s t i n g ?  

very  f a i r l y  s l i g h t l y  n o t  a t  a l l  

- i n t e r e s t i n g  - i n t e r e s t i n g  - i n t e r e s t i n g  -- i n t e r e s t i n g  

18.  Was t h e  ad c l e a r  and easy t o  unders tand? 

very c l e a r  f a i r l y  c l e a r  - somewhat u n c l e a r  - very u n c l e a r  

19.  Do you regard  t h e  message i n  t h e  ad a s  impor tan t?  

very  f a i r l y  somewhat not a t  a l l  
important  important  - unimportant  - important  

20.  Did t h e  ad c o n t a i n  in fo rmat ion  t h a t  was new t o  you? 

- a  g r e a t  d e a l  - some very  l i t t l e  none 

21. Do you f e e l  t h a t  t h e  ad was i n a c c u r a t e  o r  mis leading? 

n o t  a t  a l l  - s l i g h t l y  q u i t e  a b i t  - a  g r e a t  d e a l  

2 2 .  Would you be  l i k e l y  t o  - do anything as  a  r e s u l t  of  r ead ing  t h i s  ad? 

22a. ( I f  "yes") What would you probably  do? - 

2 5 ,  I n  g e n e r a l ,  how do you f e e l  about t h e  ad? - - 

2 4 .  What d o  you regard  as t h e  main p o i n t  of this p a r t i c u l a r  ad?  





I n  t h e  q u e s t i o n s  below, we a r e  a sk ing  aga in  f o r  your o p i n i o ~ i s  about t h e  problem o f  
d r i n k i n g  and d r i v i n g .  P l e a s e  do - n o t  r e f e r  back t o  t h e  answers you gave e a r l i e r ,  

2 5 .  What would you say a r e  t h e  chances t h a t  i n  t h e  coming y e a r  you w i l l  b e  involved 
i n  an a c c i d e n t  caused by a  d r i v e r  who has  been d r i n k i n g ?  

2 6 .  I n  g e n e r a l ,  out  o f  every  100 t r a f f i c  a c c i d e n t s  i n  which someone i s  k i l l e d ,  how 
many would you guess invo lve  a  d r i v e r  who h a s  been d r ink ing?  

2 7 .  I f  t h e r e  were an expanded program which could  c u t  down a l c o h o l - r e l a t e d  t r a f f i c  
a c c i d e n t s  by a s  much a s  o n e - t h i r d  o r  one-ha l f ,  how much more would you b e  
w i l l i n g  t o  pay i n  t a x e s  each y e a r  t o  suppor t  such a  program? 

none -- - $1-$5 - $6-$10 $11-$25 -- $26-$50 - over  $50 - 

2 8 .  Would you t h i n k  t h a t  more t r a f f i c  dea ths  a r e  caused by t h e  many " s o c i a l  d r inkers"  
o r  by t h e  r e l a t i v e l y  few "problem dr inkers"?  

more caused by s o c i a l  d r i n k e r s  - more caused by problem d r i n k e r s  - 

Fcr  each s t a t e n e n t  below, show your  opinion by checking one o f  t h e  f o u r  s p a c e s :  

Agree 
s t r o n g l y  - 

Most drunk d r i v i n g  i s  no t  d e t e c t e d  by 
t h e  p o l i c e  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  -- 
No m a t t e r  how much e f f o r t  i s  i n v e s t e d ,  
t h e r e  i s  no t  l i k e l y  t o  be  much e f f e c t  
on t h e  drunk d r i v e r  problem . . . . . , . . . . . . ,  -- 
F a t a l  a c c i d e n t s  would go way down i f  
drunk d r i v e r s  were more s t r o n g l y  punished.  

A good hos t  a t  a  p a r t y  should  t r y  t o  
s e e  t h a t  g u e s t s  who must d r i v e  home 
do n o t  d r i n k  too  much . . . . . . . . . . . . . . . . . . .  

. . . .  Drunk d r i v e r s  should  be  p u t  i n  j a i l .  

Breath  t e s t s  t o  d e t e c t  d r i n k i n g  should  
. . . . . .  be used i n  a l l  r e p o r t e d  a c c i d e n t s .  

The government should  h e l p  keep drunk 
d r i v e r s  o f f  t h e  roa,ds even i f  i t  means 
spending money t o  p rov ide  medical  and 
psycho log ica l  h e l p  . . . . . . . . . . . . . . . . . . . . . .  -- 
P o l i c e  shou ld  c a r r y  ou t  random road checks 
t o  c a t c h  d r i v e r s  who have drunk t o o  much. 

Far  t o o  much f u s s  i s  made about t h e  
. . . . . . . . .  dangers  o f  d r i n k i n g  and d r i v i n g  

D r i v e r s  conv ic ted  o f  drunk d r i v i n g  shou ld  
b e  r e q u i r e d  t o  g e t  medical  t r e a t m e n t  . . . .  

Agree Disagree  Disagree  
somewhat somewhat s t r o n g l y  





I : ina l ly ,  we would l i k e  t h e  fo l lowing  pe r sona l  informat ion f o r  u s e  i n  ana lyz ing  
responses  t o  t h e  e a r l i e r  q u e s t i o n s .  

3:). Your age:  under 20 - - 20- 2 5  24-35 36-50 over  50 

4 0 .  Sex: male - female 

41.  Educat ion:  n o t  a  h igh  school  g radua te  
f i n i s h e d  high school  
- some c o l l e g e  

f i n i s h e d  c o l l e g e  - " 

- s t u d y  o r  degree  beyond c o l l e g e  

42. About how many o r g a n i z a t i o n s  do you p a r t i c i p a t e  i n  a c t i v e l y ?  

none - 
one o r  two - 
t h r e e  o r  f o u r  
f i v e  o r  more 

4 3 .  Do you ever  d r i n k  a l c o h o l i c  beverages  ( b e e r ,  wine,  o r  whiskey)? 

43a.  ( I f  "yes") About how o f t e n ?  

- s p e c i a l  occas ions  ( s e v e r a l  t imes a  y e a r )  
s e v e r a l  t imes  a  month - 
two o r  t h r e e  t imes a week 
every  day - 

44.  Have you e v e r  d r i v e n  a f t e r  d r i n k i n g  what you f e l t  was t o o  much f o r  s a f e  d r i v i n g ?  

no - 
once o r  twice  
- s e v e r a l  t imes  

many t imes - 

45.  Have you e v e r  been a r r e s t e d  f o r  drunk d r i v i n g ?  

46. Do you know anyone p e r s o n a l l y  ( l i k e  a  r e l a t i v e  o r  c l o s e  f r i e n d )  who h a s  a 
s e r i o u s  d r i n k i n g  problem? 

Thank you very  much f o r  your coopera t ion  i n  t h i s  s t u d y .  P l e a s e  r e t u r n  t h e  
q u e s t i o n n a i r e  t o  t h e  person who gave it t o  you. 









ADDENDUM t o  Repor t  E n t i t l e d :  

"A STUDY OF 25 P R I N T  ADVERTISEXENTS ON 
DRINKING AND DRIVING''  

Bottom F i v e  Ads on Each Dimension 

D E F I N I T E L Y  ATTRACT ATTENTION 

21.5. Before  you d r i n k  t h a t  one f o r  t h e  road-- 
t h i n k  a b o u t  t h e  c h a s e r .  

21.5. How t o  b e a t  L l e  drunken d r i v i n g  laws .  
23. If you d r i v e  a f t e r  d r i n k i n g . . , t h e n  h e r e  a r e  

some t h i n g s  t o  c o n s i d e r .  
24. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  
25. L e t ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  

LIKELY READ ALL OF AD 

21.5.  He ' s  l e a r n i n g  t o  d r i v e  and l e a r n i n g  t o  d r i n k .  
He may n e v e r  f i n i s h  t h e  c o u r s e .  

21.5.  The drunk d r i v e r  adds  $ 2 4 0  a y e a r  t o  your  
c o s t  of  l i v i n g .  

23. One of  t h e  n e x t  50 d r i v e r s  coming your  way i s  
drunk.  

2 4 .  I f  you d r i v e  a f t e r  d r i n k i n g  ... t h e n  h e r e  a r e  
some t h i n g s  t o  c o n s i d e r .  

25. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up t h i s  
y e a r ?  

AD VERY INTERESTING 

20.5.  He's l e a r n i n g  t o  d r i v e  and l e a r n i n g  t o  d r i n k .  
He may n e v e r  f i n i s h  the c o u r s e .  

20.5. L e t ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  
22. How t o  h e a t  t h e  drunken d r i v i n g  laws, 
23.5,  Before  you d r i n k  t h a t  one f o r  t h e  road-- 

t h i n k  a b o u t  t h e  c h a s e r .  
23.5.  I f  you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  s t a r t  

d r i v i n g .  
25. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  

CLEAR AND EASY TO UNDERSTAND 

20. L e t ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  
20. I n  many s t a t e s ,  i t ' s  h a r d e r  t o  become l e g a l l y  

drunk t h a n  i t  i s  t o  become dead  drunk.  





AD VERY CLEAR AND EASY TO UNDERSTAND ( c o n t ' d . )  

20. I f  you d r i v e  a f t e r  d r i n k i n g  ... t h e n  h e r e  a r e  
some t h i n g s  t o  c o n s i d e r .  

22. The drunk d r i v e r  adds  $240 a  y e a r  t o  y o u r  
c o s t  o f  l i v i n g .  

23. I f  t h e y  want  t o  d r i n k  t o n i g h t ,  i t ' s  t o o  l a t e  
t o  s t o p  them. 

24. How t o  b e a t  t h e  drunken d r i v i n g  laws .  
25. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  

MESSAGE VERY IMPORTANT 

21. The drunk d r i v e r  adds  $240 a  y e a r  t o  you r  
c o s t  o f  l i v i n g .  

22. I f  t h e y  want  t o  d r i n k  t o n i g h t ,  i t ' s  t o o  l a t e  
t o  s t o p  them. 

23. Le t ' s  keep  o u r s e l v e s  a l i v e ,  t o o .  
24. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  
25. How t o  b e a t  t h e  drunken d r i v i n g  l aws .  

AD HAS A GREAT DEAL OF NEW Ii4FOE4ATION 

22. My w i f e ,  a  problem d r i n k e r ?  Don ' t  b e  
r i d i c u l o u s !  

22. He's l e a r n i n g  t o  d r i v e  and l e a r n i n g  t o  d r i n k .  
H e  may n e v e r  f i n i s h  t h e  c o u r s e .  

22. I f  you c a n ' t  s t o p  d r i n k i n g ,  d o n ' t  s t a r t  
d r i v i n g .  

22. -Drunk d r i v e r s  b r i n g  f a m i l i e s  t o g e t h e r .  
22. T h a t  l a s t  d r i n k  f o r  the r o a d  c o u l d  h e l p  you 

c r a s h  t h e  n e x t  p a r t y .  
25. How many p e o p l e  w i l l  somebody's  c o c k t a i l  

p a r t y  k i l l  t o n i g h t ?  

AD NOT AT ALL MISLEADING OR INACCURATE 

21 .  Drunk d r i v e r s  b r i n g  f a m i l i e s  t o g e t h e r .  
22. Win you r  own c h a u f f e u r e d  l i m o u s i n e  t h i s  New 

Y e a r ' s  Eve. 
23,  How t o  b e a t  t h e  drunken d r i v i n g  laws.. 
24. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  
25. Be fo re  you d r i n k  t h a t  one f o r  t h e  road-- 

t h i n k  a b o u t  t h e  c h a s e r .  





L I K E L Y  TO D O  S O M E T H I N G  A S  R E S U L T  OF R E A D I N G  A D  

21 . How t o  b e a t  t h e  drunken d r i v i n g  laws. 
22. H i s  d r i n k i n g  problem i s  n o t h i n g  compared t o  

h i s  d r i v i n g  problem. 
23. Today your  f r i e n d l y  ne ighbor  may k i l l  you. 
2 4 .  I f  t hey  want t o  d r i n k  t o n i g h t ,  i t ' s  t o o  l a t e  

t o  s t o p  them. 
25. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  

SUMMARY R A N K I N G  

21. Before you d r i n k  t h a t  one f o r  t h e  road-- 
t h i n k  abou t  t h e  c h a s e r .  

22. One of t h e  n e x t  50 d r i v e r s  coming your  way 
is drunk.  

2 3 .  If they  want  t o  d r i n k  t o n i g h t ,  i t ' s  t o o  l a t e  
t o  s t o p  them. 

2 4 .  How t o  b e a t  t h e  drunken d r i v i n g  laws.  
25. How much a r e  d r i n k i n g  d r i v e r  a c c i d e n t s  up 

t h i s  y e a r ?  
.- 




