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ABSTRACT 

A structured content analysis of major alcohol/safety public in- 

formation campaign materials was conducted. Television and ratio 

spots, print ads and pamphlets from 30 governmental, private, in- 

dustrial and voluntary campaigns conducted between 1970 and 1975, 
were analyzed. Trends in theme, message and audience characteristics 

were identified and discussed in light of current directions of the 

field. 





PREFACE 

T h i s  i s  t h e  f i n a l  r e p o r t  o f  a  s t u d y  conducted f o r  t h e  O f f i c e  

o f  D r i v e r  and P e d e s t r i a n  Programs, U .S . Department of T r a n s p o r t a t i o n .  

The s t u d y  was made p o s s i b l e  because c o n t r i b u t i o n s  f r o m  t h e  p r i v a t e  

and pub1 i c  s e c t o r  have m a i n t a i n e d  t h e  Pub1 i c  I n f o r m a t i o n  M a t e r i a l s  

C o l l e c t i o n  of t h e  Highway S a f e t y  Research I n s t i t u t e .  

Mrs. Ann Grimm, who c o o r d i n a t e s  t h e  M a t e r i a l s  C o l l e c t i o n ,  

deserves c r e d i t  f o r  f a c i  1  i t a t i n g  t h e  use o f  t h e  M a t e r i a l s  Col 1  e c t i o n  

as a  research  base. 

F i n d i n g s  and conc lus ions  based on t h e  a n a l y s i s  of  M a t e r i a l s  

C o l l e c t i o n  i tems a r e  o n l y  g e n e r a l i z a b l e  t o  t h e  p o p u l a t i o n  o f  such 

m a t e r i a l s  i n  t h e  HSRI c o l l e c t i o n .  We f e e l ,  however, t h a t  t h i s  s e t  

o f  i terns i s  s u f f i c i e n t l y  complete t o  p e r m i t  v a l  i d ,  s y s t e m a t i c  research  

w i t h  c a u t i o u s  g e n e r a l i z a t i o n s  . 

R ichard  L. Douglass 

P a t r i c e  M. Wadleigh 





1.0 INTRODUCTION 

I n  1974 a  c o n t r a c t  w i t h  t h e  N a t i o n a l  Highway T r a f f i c  S a f e t y  

A d m i n i s t r a t i o n  p e r m i t t e d  t h e  development o f  a  methodology t o  u t i  1  i ze 

t h e  M a t e r i a l s  C o l l e c t i o n  o f  t h e  P u b l i c  Communication P r o j e c t  as a  

research base. '  T h i s  s tudy  was made p o s s i b l e  because o f  t h e  p ro -  

cedure and methodolog ica l  f o u n d a t i o n  e s t a b l i s h e d  i n  1974. 

The M a t e r i a l s  C o l l e c t i o n  i s  an ongoing f u n c t i o n  o f  t h e  Publ i c  

Communication P r o j e c t ,  Sys terns A n a l y s i s  D i v i s i o n ,  Highway Safety  

Research I n s t i t u t e .  

The p r imary  purposes o f  t h e  P u b l i c  Communication P r o j e c t  a r e  

t o  f o s t e r  t h e  c o o r d i n a t i o n  o f  pub1 i c  i n f o r m a t i o n  campaigns and t o  

encourage coopera t ion  among o r g a n i z a t i o n s  p l a n n i n g  campaigns i n  

a l c o h o l  and t r a f f i c  s a f e t y .  The Publ i c  Communication P r o j e c t  main- 

t a i n s  a  m a t e r i a l s  c o l  l e c t i o n  o f  campaign m a t e r i a l s  f rom approx imate ly  

300 o r g a n i z a t i o n s  o f  a1 1  t y p e s - - i n d u s t r i e s  , governmental agencies, 

commercial and v o l u n t a r y  o r g a n i z a t i o n s ,  insurance f i r m s ,  and a  wide 

range of s t a t e  and l o c a l  programs and p r o j e c t s .  Recent ly  t h e  Publ i c  

Communication P r o j e c t  was des ignated as t h e  r e p o s i  t o r y  f o r  campaign 

m a t e r i a l s  produced by t h e  na t ionw ide  A lcohol  S a f e t y  A c t i o n  P r o j e c t s  

suppor ted by NHTSA. The c o l l e c t i o n  i s  p r i m a r i l y  i n tended  t o  a i d  i n  

t h e  des ign o f  f u t u r e  campaigns and t h e  improvement of c u r r e n t  

a c t i v i t i e s  by  making a v a i l a b l e  t o  those r e s p o n s i b l e  f o r  such programs, 

m a t e r i a l s  produced i n  p rev ious  campaigns. I n d i v i d u a l s  and groups 

who a r e  about t o  embark on a  new program a r e  a b l e  t o  use t h e  m a t e r i a l s  

c o l l e c t i o n s ,  as a  resource  f o r  consul  t a t i o n ,  t o  see what o t h e r  organ- 

i z a t i o n s  have c rea ted .  U t i  1  i z a t i o n  o f  t h e  c o l l  e c t i o n  i s  expected 

t o  a i d  i n  p r e v e n t i n g  mis takes t h a t  have been made i n  t h e  p a s t  and t o  

encourage more widespread use o f  i n n o v a t i v e  and e f f e c t i v e  ideas ,  A t  

t h e  p resen t  t ime  t h e  m a t e r i a l s  c o l l e c t i o n  con ta ins  approx imate ly  

600 j o u r n a l  a r t i c l e s  and research o r  e v a l u a t i o n  r e p o r t s ,  over  3000 

' ~ ~ ~ ~ l a s s ,  R.L., Robinson, E.A.R., and Johnston, P.A. ' A  Com- 
p a r a t i v e  Ana lys is  o f  25 Major  Campaigns i n  A lcohol  and Highway 
Sa fe ty " .  Volume I, P u b l i c  Communication Group M a t e r i a l s  Col-  
l ec t ion  Review. Highway Sa fe ty  Research I n s t i t u t e ,  The U n i v e r s i t y  
o f  Mich igan,  Ann Arbor,  Michigan. May 1974, p. 5. UM-HSRI-AL-74-5-1. 



promot ional  and o the r  campaign i terns such as pamphlets , t e l e v i s i o n  

and r a d i o  spots  and s c r i p t s ,  p r i n t  ads, e t c ,  ; and over  50 news le t t e r  

subsc r i p t i ons  f rom a  wide range o f  programs i n  t h e  U.S. and abroad. 

The P u b l i c  Communication P r o j e c t  was i n i t i a t e d  i n  1970. To a  

l i m i t e d  e x t e n t  t h i s  r e p o r t  i s  in tended  t o  i d e n t i f y  any changes i n  t h e  

f i e l d  o f  pub1 i c  i n f o r m a t i o n  i n  a l coho l  s a f e t y  t h a t  have occur red  

du r i ng  t h e  p e r i o d  o f  performance o f  t he  P r o j e c t .  Obv ious ly  we a re  

n o t  suggest ing t h a t  t h i s  smal l  p r o j e c t  i s  r espons ib l e  f o r  any changes 

we m igh t  wish t o  c l a im .  We may, however, specu la te  about t h e  p a r t i a l  

c o n t r i b u t i o n  o f  t h e  p r o j e c t  i n  c e r t a i n  changing areas o f  t h i s  complex 

and dynamic f i e l d  s i nce  1970. 



2.0 METHODOLOGY 

The bas i c  methodologies o f  t h i s  s tudy  i n c l u d e  t h e  d e f i n i t i o n  

o f  a  research "popu la t i on "  o f  pub1 i c  i n f o r m a t i o n  campaign m a t e r i a l s  , 
t h e  i d e n t i f i c a t i o n  and s t a n d a r d i z a t i o n  o f  a n a l y t i c  v a r i a b l e s ,  cod ing 

and da ta  a n a l y s i s  methods and, f i n a l  1y , t h e  1  i m i t a t i o n s  and advantages 

of t h e  f i n a l  design. 

2.1 A Popu la t i on  o f  Campaiqn M a t e r i a l s  

W i t h i n  t h e  M a t e r i a l s  C o l l e c t i o n  of t h e  P u b l i c  Communication 

P r o j e c t  a r e  a  subset o f  campaigns which a r e  l a r g e  i n  comparison t o  

o t h e r  campaigns i n  t h e  1970-1975 t ime  pe r i od ,  The degree o f  complete- 

ness o f  these campaigns, determined by t h e  number of i tems i n  t h e  

c o l l e c t i o n  compared t o  t h e  t o t a l  number o f  i tems produced by campaigns, 

was used as a  p r i n c i p a l  e l i g i b i l i t y  c r i t e r i o n  f o r  i n c l u s i o n  i n  t h i s  

a n a l y s i s .  

The s e t  of campaigns f i n a l l y  se l ec ted  represen ts  major  a c t o r s  

i n  t he  f i e l d  f rom t h e  p u b l i c  and p r i v a t e  sec to r s .  The campaigns 

i nc l uded  a r e  l i s t e d  by sponsorsh ip  i n  Table  2.1. 

The m a t e r i a l s  produced by these campaigns which were i n  t h e  

M a t e r i a l s  C o l l e c t i o n  as of J u l y  1976 d e f i n e  t he  s tudy p o p u l a t i o n  o f  

i tems f o r  t he  p resen t  a n a l y s i s .  The l i m i t s  of t h i s  p o p u l a t i o n  w h i l e  

obvious, need t o  be s p e c i f i e d  t o  reduce any unadvisabl  e  general  i za t i ons  . 
F i r s t  t h e  p o p u l a t i o n  i s  o n l y  r e p r e s e n t a t i v e  of publ  i c  i n f o r m a t i o n  

campaigns w i t h  s im i  1  a r  sponsors hi^ budgets and auspices.  

Second t he  p o p u l a t i o n  i s  composed o f  those campaigns a c t i v e l y  

coopera t ing  w i t h  t h e  Pub1 i c  Communication P r o j e c t  by p r o v i d i n g  i tems 

t o  be i nc l uded  i n  t he  M a t e r i a l s  C o l l e c t i o n  on a  r o u t i n e  and on-going 

bas i s .  

We fee l  t h a t  modest general  i za t i ons  t o  t he  f u l l  un i ve r se  o f  

publ i c  i n f o r m a t i o n  programming a re  va l  i d  because t he  se lec ted  campaigns 



Table 2.1 

1970-1 975 Campaigns Inc luded  i n  Ana lys is  

Na t iona l  Programs 

A d d i c t i o n  Research Foundation, Toronto,  On ta r i o  

A1 cohol Educat ion Center, James town, Nor th  Carol  i na 

A1 l s t a t e  Insurance, Northbrook, 11 1 i n o i s  

American Automobi le Assoc ia t i on  (AAA) , Fa1 1 s Church, V i r g i n i a  

Canada Sa fe t y  Counc i l ,  Ottawa, On ta r i o  

D i s t i l  l e d  S p i r i t s  Counci l  o f  t he  Un i t ed  S ta tes  (DISCUS), Washington, D.C. 

General Motors, D e t r o i t ,  Mich igan 

Kemper Insurance,  Long Grove, I 1  1 i n o i s  

S t a t e  o f  Michigan, Department o f  Pub1 i c  Hea l th ,  Lansing, Mich igan 

Nat iona l  Counci l  on A lcohol ism,  New York, New York 

Na t i ona l  Highway T r a f f i c  Sa fe t y  Adm in i s t r a t i on ,  Washington, D.C.  

Na t iona l  I n s t i t u t e  on Alcohol  Abuse and Alcohol  ism, Rockvi 11 e, Maryland 

Nat iona l  Sa fe t y  Counci l  , Chicago, I 1  1 i no i  s 

Rutger ' s  Center o f  A1 cohol S tud ies ,  New Brunswick, New Jersey 

Seagrams, New York, New York 

Seagrams, Montreal  , Quebec 

S t a t e  Farm Mutual Automobi le Insurance Co. , Bloomington, I 1  1 i no i  s 

V i  r g i  n i a  Highway Safety Department, Richmond, V i r g i n i a  

Local A c t i o n  Programs 

A1 cohol  T r a f f i c  Sa fe ty  P r o j e c t ,  A1 buquerque, New Mexico 

A lcohol  Sa fe ty  A c t i o n  P r o j e c t  (ASAP) ,Char lo t te ,  Nor th  Carol  i n a  

ASAP, Col umbus, Georgia 

ASAP, Col umbia , South Carol i n a  

ASAP, Denver, Colorado 

ASAP, F a i r f a x  County, V i r g i n i a  

ASAP, Hennepi n County, M i  nnesota 



Table  2.1 c o n t i n u e d  

ASAP, Nassau County, New York 

ASAP, P o r t 1  and, Oregon 

ASAP, K ing County, S e a t t l e ,  Washington 

ASAP, S ioux C i t y ,  Iowa 

ASAP, W i  c h i  t a  , Kansas 



are dominant a t  this  time. The fact  that the collection most validly 
represents only i t s e l f ,  however, should n o t  be disregarded and we 
w i  11 infrequently extrapolate any findings or conclusions beyond the 

rather conservative 1 imi t s  of the population of campaign materials, 



2.2 A n a l y t i c  Var iab les  

The a n a l y t i c  framework f o r  t h i s  s tudy was develooed and r e o o r t e d  
2 

i n  1974. The d e f i n i t i o n  conceptual  and o p e r a t i o n a l  , o f  v a r i a b l e s  

f o r  a n a l y s i s  i s  based on t h e  f o l l o w i n g  conceptual  model o f  pub1 i c  

i n f o r m a t i o n  m a t e r i a l s  : 

Campaign I t e m  = 5 (Medium, Theme, Message, Audience) 

Where d i s c r e t e  c a t e g o r i e s  o f  each key concept i n c l u d e :  

MEDIA: 

1  Radio Spot Ad 
2 T e l e v i s i o n  Spot Ad ( o r  s t o r y  board)  
3 Pamphlet 
4 P r i n t  Ad, Pos te r  o r  Bus Card 

THEME : Normati ve 

"Get (keep) t h e  problem d r i n k e r  ( e x c e s s i v e l y  
drunk d r i v e r s )  o f f  ou r  highways ( t h e  road)  ." 
"Urge problem d r i n k e r s  (any drunk person) t o  
n o t  d r i v e ;  keep them from d r i v i n g ;  d r i v e  a  
d r i n k e r  home. " 
" D r i n k  moderate ly ;  d o n ' t  be a f r a i d  t o  say ' n o '  ; 
i f  you chose t o  d r i n k ,  d r i n k  r e s p o n s i b l y ;  know 
y o u r  l i m i t s ;  1  i v e  w i t h i n  y o u r  1  i m i  t s ;  c u t  y o u r  
d r i n k i n g  s h o r t ,  n o t  y o u r  l i f e ;  i f  y o u ' r e  go ing 
t o  d r i n k  and d r i v e ,  use t h e  (BAC) c h a r t  f i r s t . "  
"He1 p s t o p  t h e  t r a f f i c  (drunk d r i v e r )  s l a u g h t e r ,  
Scream Bloody Murder; he1 p  change t h e  1  aws . " 
" L e t ' s  keep ou r  f r i e n d s  a l i v e . "  
" D o n ' t  d r i v e  when y o u ' v e  had t o o  much, d o n ' t  d r i v e  
dhen you  ' r e  drunk.  " 
" D o n ' t  l e t  d r i v e r s  g e t  drunk,  you  r e a l l y  c a n ' t  
ask a  d r i v e r  t o  have another  d r i n k ;  d o n ' t  ask 
a  man t o  d r i n k  and d r i v e . "  
" D o n ' t  d r i n k  and d r i v e ;  if you 've  had any th ing  t o  
d r i n k ,  d o n ' t  d r i v e ;  d r i n k ,  d r i v e - r a t i o n a l i z e . "  
"Cure t h e  a l c o h o l i c  d r i v e r ;  u rge problem 
d r i n k e r s  t o  g e t  he1 p."  

------------------- 
' ~ o u ~ l a s s ,  e t .  a l . ,  1974 op. c i t .  



1.10 "Be a  f r i e n d  f i r s t  and then  a  good hos t . "  
1.11 "Fr iends d o n ' t  l e t  f r i e n d s  d r i v e  drunk."  
1  . I 2  "Other" 

THEME AND MESSAGE: Non-normati ve 

Personal Threa t  ( cos t ,  e t c .  ) 
Soc ia l  Threa t  
Legal  Threa t  
Hea l t h  o r  L i f e  Threa t  
Value ( judgment)  
In fo rmat i ve ,  genera l  and behav io r  ( a c t i o n -  
i n t e r v e n t i o n  suggest ions)  
I n f o rma t i ve ,  s t a t i s t i c a l  
I n f o rma t i ve ,  1  egal f a c t s  
I n f o rma t i ve ,  a l coho l i sm,  e f f e c t s  o f  a l coho l  
consumption 
Feedback I n f o r m a t i o n  (addresss , t e l  ephone 
number) 
I n f o rma t i ve ,  drugs and e f f e c t s  o f  drugs 

Promot ional  

3.1 Campaign success t o  date,  "What we've done so f a r . "  
3.2 Campaign d e t a i l s ,  "What we w i l l  be doing, o r  a re  

do ing  now. " 
3.3 Sponsoring agent adve r t i sed .  
3.4 What (you)  can do t o  h e l p  t h e  campaign, s p e c i f i c  

suggest ions.  
3.5 "What you can do.. . con tac t  us f o r  more i n f o rma t i on . "  

AUDIENCE : 

General Pub1 i c  
Problem Dr i nke rs  and A1 cohol  i c s  
Soc ia l  Dr inkers  
Fami 1  i e s  and Fr iends o f  Probl  em Dr i nke rs  , 
A1 cohol i cs and Soci  a1 Dri nkers 

D r i v e r s  
Young People, Teenagers, Co11 ege-age Youth, 

Pre-teens 
Law Enforcement Personnel , Judges, Pol  i c e ,  

Cour t  Workers 
M i  n o r i  t y  Groups 
Businessmen and Employees 
Phys ic ians and Lawyers 
C i v i c  Groups, Re1 i g i o u s  Groups, Serv ice  

Organ iza t ions  
Other:  L e g i s l a t o r s ,  Government O f f i c i a l s ,  

Opin ion Leaders, t h e  Press,  e t c .  



Thus, t he  conceptual  model o f  campaigns and campaign i tems was 

ope ra t i ona l  i z e d  by r e s t r i c t i n g  i tem assignments t o  app rop r i a t e  ca tegor ies  

w i t h i n  broad conceptual  groups. The ca tegor ies  t h a t  d e f i n e  campaigns 

and component i tems were developed by a  combinat ion o f  t h e o r e t i c a l ,  

p r a c t i c a l  and emp i r i ca l  dec is ions  i n  1974. The code values were up- 

graded f o r  t he  p resen t  ana l ys i s  t o  i n c l u d e  values t h a t  were unique t o  

t he  1974-1975 t ime  pe r i od  and, therefore,  n o t  i d e n t i f i e d  be fo re .  



2.3 A n a l y s i s  

Coded da ta  s e t s  f o r  each campaign were ana lyzed t o  i d e n t i f y  

t ime-o rde red  changes by campaign ausp ices ,  sponsorsh ip  o r  sponsorsh ip  

ca tegory .  I t  soon became c l e a r  t h a t  t h e  code va lues  were t o o  f i n e l y  

de te rm i  ned t o  p e r m i t  meani n g f u l  aggregated ana l  y s i  s  and sub-aggregates 

were c r e a t e d  by combining v a r i a b l e  c a t e g o r i e s .  S p e c i f i c a l l y  t h e  

f o l  l o w i n g  combinat ions  were used: 

Theme A n a l y s i s  Ca tegor ies  
* 

D i r e c t i v e  = C (1.1,  1.3,  1.4, 1.6, 1.8, 1 .9 )  

T h i r d  Person I n t e r v e n t i o n  = C (1.2, 1.5, 1.7, 1.11, 1 .12)  

Non-Normative = C (2.1, 2.2, 2.3, 2.4, 2.5) 

Normat ive  = C (2.6, 2.7, 2.8, 2.9. 2.11) 

Promot iona l  = C (3.1,  3.2, 3.3, 3.4, 3.5, 3.6)  

Audience A n a l y s i s  Ca tegor ies  

T a r g e t  Group = 2 (2,  3, 5, 6 ,  8 )  

T h i r d  Person Pr imary  I n t e r v e n t i o n  = C ( 4 )  

T h i r d  Person Secondary I n t e r v e n t i o n  = C (9 ,  10)  

Other  = C (1, 7, 11, 12)  

Message A n a l y s i s  Ca tegor ies  

I n f o r m a t i o n a l  Normat ive  = C (2.6, 2.7, 2.8, 2.9, 2.11) 

Non-Informat ional-Non-Normat ive = C (2.1, 2.2, 2.3, 2.4, 2.5) 

Frequency coun ts ,  by y e a r  f o r  t h e  t i m e  p e r i o d  1970-1975 were 

made f r o m  t h e  coded data .  Percentages o f  a n a l y s i s  c a t e g o r i e s  of 

t o t a l  annual m a t e r i a l  s  rev iewed were computed. Because NHTSA m a t e r i a l  s  

dominated s e v e r a l  c a t e g o r i e s  i n  t h e  ana lyses o f  themes and audiences,  

t h e  NHTSA c o n t r i b u t i o n  i n  terms o f  i t ems  was i s o l a t e d .  The s e p a r a t i o n  

o f  NHTSA from t h e  campaigns p e r m i t t e d  t h e  t e s t i n g  o f  c e r t a i n  hypotheses 

t h a t  c o u l d  o t h e r w i s e  have been obscured.  
.................... 

* 
Code va lues  r e f e r  t o  v a r i a b l e  c a t e g o r i e s  i d e n t i f i e d  i n  S e c t i o n  2.2. 



Four i n i t i a l  hypotheses were t e s t e d  i n  t he  a n a l y t i c  phase o f  

t h i s  s tudy.  These hypotheses inc luded :  

HI Non-Nonnati ve, Non- In format iona l  Themes and 
Messages became l e s s  common over t ime  among 
a l l  campaigns. 

He 
Campaign Themes and Messages have r e f 1  ected 
i nc reas ing  re1  iance  on t h i r d  person i n t e r -  
ven t i on  and p r imary  p reven t ion .  

Hg Promot ional  Themes and Messages have become 
l e s s  common over  t ime .  

H4 Audiences, Themes and Messages have become 
more s o p h i s t i c a t e d  and d i r e c t e d  toward t a r g e t  
groups and t h i r d  person i n t e r v e n t i o n s  i ns tead  
of toward t h e  general  p u b l i c .  

To an ex ten t ,  i f  supported, each hypothes is  i s  r e l a t e d  t o  t h e  

system o f  p u b l i c ,  p r i v a t e  and o f f i c i a l  programs t h a t  produce p u b l i c  

i n f o r m a t i o n  campaigns and t he  e x t e n t  t o  which these var ious  and 

heterogeneous o rgan i za t i ons  have lea rned  t o  cooperate and l e a r n  from 

each o t h e r  and f rom p a s t  inadequacies.  



3.0 FINDINGS 

The s p e c i f i c  f i n d i n g s  of t h e  c o n t e n t  ana lyses w i l l  be presented 

f i r s t ,  i n  o r d e r  o f  hypo thes is  p r e s e n t a t i o n ,  f o l l o w e d  by o t h e r  obser-  

v a t i o n s .  General impress ions t h a t  en te red  d u r i n g  t h e  s tudy  w i l l  be 

presented a f t e r  t h e  more d e t a i l e d  f i n d i n g s .  

3.1 Fi.ndi ngs Assoc ia ted w i t h  O r i g i n a l  Hypotheses 

The f i r s t  hypo thes is  s t a t e d  t h a t :  

Non-Normative, Non-in forma t i o n a l  themes and 
messages became l e s s  common over  t i m e  among 
a11 campaigns. 

As shown i n  Tables 3.1 - 3.5, t h i s  hypo thes is  was v a r i o u s l y  t e s t e d .  

A  n o t i c e a b l e  decrease i n  Non-Normative, Non- In fo rmat iona l  messages 

was found among TV spo ts  over  t h e  1970-1975 t i m e  p e r i o d .  Concurrent  

t r e n d s  f o r  o t h e r  media, however, were l e s s  c l e a r .  A  r e l a t i v e  i n -  

c rease i n  I n f o r m a t i o n a l  -Normat ive messages i n  t h e  P r i n t  Ad medium 

can be observed, however t h i s  i s  o f f s e t  by a  decrease i n  t h e  volume 

o f  p r i n t - a d  p r o d u c t i o n  d u r i n g  t h e  same t i m e  p e r i o d .  

Hypothes is  2 s t a t e s  t h a t :  

Campaign themes and messages have r e f 1  ec ted  
i n c r e a s i n g  re1  iance  on t h i r d  person i n t e r v e n t i o n  
and p r imary  p r e v e n t i o n .  

Among t e l e v i s i o n  i tems a  modest i n c r e a s e  i n  I n f o r m a t i o n a l  -Normat ive 

messages; w i t h  t h e  most n o t i c a b l e  i n c r e a s e  among i tems produced by 

NHTSA w i t h  t h i r d  person i n t e r v e n t i o n  i n c r e a s i n g  f rom 33% i n  1973 t o  

100% i n  1974 and 1975. 

A  c l e a r  s h i f t  toward t h i r d  person i n t e r v e n t i o n  and p r imary  

p r e v e n t i o n  i s  apparent  between 1972 and 1975 i n  t h e  P r i n t  Ad medium. 

Again t h e  i t e m  a n a l y s i s  i d e n t i f i e d  NHTSA as t h e  p r i n c i p l e  f o r c e  i n  t h e  

medi um toward b e h a v i o r a l  l y - o r i e n t e d  themes and messages. 

The r a d i o  medium between 1970 and 1975 exper ienced a  genera l  

d r i f t  toward t h i r d  person i n t e r v e n t i o n ;  however, t h e  mix  o f  such themes 
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Table 3.3 CONTENT ANALYSIS OF CAMPAIGN THEMES BY YEAR 

1970 1971 1972 1973 1974 1975 - - - - - - 
Medium/Analytic Total NHTSA Total NRTSA Total NHTSA Total NIITSA Total NHTSA Total NHTSA -- -- 
Code Category N % N %  N % N %  N % N %  N % N %  N % N %  N % N %  

Television Spots 

Directive 

Third Person 
Intervention 

Non-Normative 

Normative 

Promotiona 1 

Totals 1 0 19 0 2 0  5 2 1 11 8 4 4 4 
-- 

Radio Spots 

Directive 10 100 --- --- 2 10 --- --- 37 53 --- --- 22 39 8 36 1 5  - - - - - - - - - - - - - - - - - -  
Third Person 
Intervention --- --- --- --- 6 11 2 33 10 48 10 100 7 39 7 100 6 39 --- --- --- --- --- --- 

Non-Norma tive - - - - - - - - - - - - 2 10 --- --- 2 3 --- --- 2 4 --- --- --- --- --- --- --- --- --- --- 
Normative --- --- --- --- 10 48 --- --- 22 3 1  --- --- 16 28 --- --- g 43 --- --- 5 28 --- --- 

Promotional --- --- --- --- 1 q --- --- g 13 --- --- 11 19 3 27 1 . 5  - - - - - -  33 --- --- 
Totals 10 0 2 1 0 7 0 0 5 7 13 21 10 18 7 



Table 3.4 CONTENT ANALYSIS OF CAMPAIGN THEMES BY YEAR 

1970 1971 - - - - 1972 1973 1974 1975 - - 
Medium/Analytic Total NHTSA NHTSA Total NHTSA NkITSA Total Total Total NRTSA Total - NHTS A 
Code Cat.egory N % N %  N % N %  N % N %  N % N %  N % N %  N % N %  

Print Ads 

Directive 

Third Person 
Intervention 

Non-Normative 4 33 --- --- 2 7 --- --- --- --- --- --- --- --- --- --- --- --- --- --- --- --- --- --.- 
Normative 3 25 --- --- 2 7 --- --- q 23 --- --- 1 4 --- --- --- --- --- --- --- --- --- --- 

1 4 --- --- --- --- --- --- --- --- --- --- Promotional --- --- --- --- 1 3 --- --- 8 21 2 25 
! 

Totals 12 0 3 3 0 39 11 2 3 2 8 4 10 4 

Pamphlets I 

Directive 

Third Person 
Intervention 

Non-Normative 

Normative 

Prornot iona 1 
-- -- --- -- 

Totals 4 3 14 1 36 0 48 9 2 2 0 8 0 
I 





and messages w i t h  o the r  con ten t  makes t h i s  t r e n d  i n  r a d i o  spot  p ro -  

d u c t i o n  l e s s  d i s t i n c t .  

Hypothesis 3 s t a t e d  t h a t :  

Promot ional  Themes and Messages have become 
l e s s  common over  t ime. 

I n  general  a  s h i f t  away from promot ional  themes i s  n o t i c a b l e  

among a l l  media, however t h i s  i s  l ess  c l e a r l y  i n t e r p r e t e d  because 

t h e  vo l  ume o f  a1 1  m a t e r i a l  has decreased a long w i t h  t he  r educ t i on  

i n  promot ional  i tems over  t ime. The peak yea r  f o r  promot iona l  themes 

was i n  1972 w i t h  a  steady reduc t i on  i n  such themes among t e l e v i s i o n ,  

r a d i o  and p r i n t  ads through 1975. Pamphlets have n o t  demonstrated 

a  decrease i n  promot ional  themes d u r i n g  t he  t ime per iod ;  p robab ly  

because t h i s  medium i s  w e l l  s u i t e d  t o  p u b l i c  r e l a t i o n s  and o rgan i za t i ona l  

promot ion. Also t he  l i m i t e d  involvement o f  those sponsors w i t h  a  

major investment i n  t h i r d  person i n t e r v e n t i o n  themes and messages 

( u s u a l l y  i n  o t h e r  media) he lps e x p l a i n  t he  l a c k  o f  change over  t ime  

i n the  pamphl e t s  . 
Hypothesis 4, t he  f i n a l  i n i t i a l  hypothes is  proposed t h a t :  

Audiences, themes and messages have become more 
s o p h i s t i c a t e d  and d i r e c t e d  toward t a r g e t  groups 
and t h i  r d  person i n t e r v e n t i o n s  i ns tead  o f  toward 
t he  general  p u b l i c ;  w i t h  r e l a t i v e l y  l ess  depen- 
dence upon f e a r  arousal  and more emphasis on 
behav io ra l  change. 

I n  the  media o f  p r i n t  ads and t e l e v i s i o n  t h e  i t em  con ten t  ana l ys i s  

demonstrated an increase i n  t he  use of s p e c i f i c  t a r g e t  groups. Th is  

was gene ra l l y  t r u e  f o r  t he  o t h e r  media. However t h e  general  decrease 

i n  the  volume o f  m a t e r i a l s  somewhat confounds t h e  i n t e r p r e t a t i o n  o f  

t h i s  increase.  To some e x t e n t  t he  inc rease  i n  t a r g e t  g roup -spec i f i c  

audiences i n  P r i n t  Ads and T e l e v i s i o n  Spots has been a t  t he  expense 

of o t h e r  audiences. I n  a l l  media except pamphlets, Target  Groups and 

T h i r d  Person ( f o r )  Pr imary Prevent ion and I n t e r v e n t i o n  have rep laced  

general  pub1 i c  ( f o r )  promot ion and o the r  non-behavioral  l y  d i r e c t e d  

purposes. 



The r a p i d  development of NHTSA t e l e v i s i o n  spots i n  1974 and 

1975 i n t o  behav io ra l  l y - s p e c i f i  c, pr imary i n t e r v e n t i o n  themes and 

messages w i t h  c r e d i b l e  t h i r d  p a r t y  i d e n t i f i c a t i o n  i s  one o f  t he  o n l y  

s t r i k i n g  f i n d i n g s  o f  t h i s  ana l ys i s .  I t  i s  q u i t e  apparent t h a t  t he  

t e l e v i s i o n  i tems produced f o r  NHTSA stand apa r t  from the  f i e l d  i n  

degree o f  s o p h i s t i c a t i o n .  

Equal l y  apparent, however, i s  t h e  absence of t e l e v i s i o n  

m a t e r i a l s  produced by o r  f o r  o t he r  o rgan iza t ions  w i t h  s o p h i s t i c a t i o n  

comparable t o  t he  1974 and 1975 NHTSA campaigns. Th is  phenomenon 

cou ld  be due t o  a  ready acceptance and adopt ion o f  NHTSA m a t e r i a l s  

i n  l i e u  o f  independent p roduc t ion ,  o r  a  waning o f  i n t e r e s t  by o t h e r  

o rgan iza t ions  i n  t he  t e l e v i s i o n  medi um. 

The gene ra l l y  h i ghe r  l e v e l  o f  s o p h i s t i c a t i o n  seen i n  NHTSA 

t e l e v i s i o n  spots i s  a l s o  found, b u t  l e s s  d r a m a t i c a l l y ,  i n  r a d i o  spots .  

No durab le  t rends a re  n o t i c a b l e  i n  pamphlets which a re  g e n e r a l l y  

unchanged i n  audience, message, and theme con ten t  s i nce  1973 when 

pamphlet p roduc t ion  reached a  maximum volume, 

Hold ing NHTSA m a t e r i a l s  cons tan t  t he re  a re  few c l e a r  t rends 

among t h e  t o t a l  group o f  o t h e r  sponsor ing o rgan i za t i ons '  m a t e r i a l s .  

A cons tan t  presence o f  Normative themes i n  between 22% and 48% of 

a1 1  i tems charac te r i zes  t he  f i e l d  which can h a r d l y  be considered as 

progress.  I t  i s  suggest ive t h a t  t he  f e a r  arousal  norms i n  media 

m a t e r i a l s  p roduc t ion  o f  t h e  1950 's  and 1960's has been rep laced 

by l e s s  dramat ic,  b u t  equa l l y  tena t ious  Normative themes i n  t he  

1970 's .  



3.2 Other F ind inas o f  t h e  Content Ana lys is  

I nspec t i on  o f  Tables 3.1 - 3.5 un i fo rm ly  r evea l s  a general  

decrease i n  t h e  volume of m a t e r i a l s  produced by t he  f u l l  s e t  o f  

campaigns s i nce  1973. Th is  nega t i ve  t r e n d  i s  i n  p a r t  an a r t i f a c t  

i n  t h a t  severa l  o f  t h e  ASAP campaigns and o thers  have been concluded 

s i nce  1973 and o the r  campaigns, o f  comparable s i ze ,  have n o t  en te red  

t he  scene. 

The general  decrease i n  m a t e r i a l s  i n  1974 and 1975, however, 

a l s o  r e f l e c t s  a  r educ t i on  i n  t he  investment o f  severa l  o rgan i za t i ons  

t h a t  were p r e v i o u s l y  deeply i nvo l ved  i n  publ i c  i n f o rma t i on  i n  a1 cohol  

s a f e t y  and a1 cohol problems. 

There a re  some ser ious  imp1 i c a t i o n s  o f  t h i s  nega t i ve  t r e n d  i n  

campaign development by t h e  m a j o r i t y  o f  sponsors, concur ren t  w i t h  

mainta ined i n t e r e s t  and c o n t r i b u t i o n  by a  few l a r g e  sponsors. F i r s t ,  

t he  c r e d i b i l i t y  o f  t he  co re  group o f  sponsors t h a t  have p a r t i c i p a t e d  

a c t i v e l y  i n  t h i s  f i e l d  f o r  severa l  years  w i l l  be cha l lenged i f  o the r  

o rgan i  za t i ons  f a i  1  t o  j o i n  i n  a  mu1 t i - sponso r  e f f o r t  r ep resen t i ng  

t he  f u l l  range o f  i n t e r e s t s  and v iewpo in ts  i n  a l coho l  s a f e t y .  There 

w i l l  be a  tendency over t ime  f o r  t h e  m a t e r i a l s  t o  be s tereotyped 

and dismissed by t he  p u b l i c  i f  t h e  apparent base o f  suppor t  f o r  

a l coho l  s a f e t y  i s  t o o  narrow. 

Second, and i n  a sense more was te fu l ,  t h e  u t i l i z a t i o n  o f  

research f i n d i n g s  and research and development t o  c r e a t e  behav io ra l  l y -  

s p e c i f i c  m a t e r i a l s  t h a t  a re  designed t o  promote p reven t i on  and t h i r d  

person i n t e r v e n t i o n  a re  c h a r a c t e r i s t i c  o f  a  ve ry  smal l  m i n o r i t y  of 

p a r t i c i p a t i n g  sponsors a t  t h i s  t ime .  If i t  i s  t r u e  t h a t  t he  more 

sophis t i cated m a t e r i a l s  a re  be ing d i f f u s e d  t o  o t h e r  campaigns where 

research c a p a b i l i t i e s  a re  sma l l ,  then t h e  publ i c  w i l l  be exposed 

t o  h i gh  q u a l i t y  m a t e r i a l s  w i t h  r e l a t i v e l y  homogenous themes and 

messages. On t h e  o the r  hand, if t h e  apparent decrease i n  o rgan i za t i ona l  

p a r t i c i p a t i o n  suggested i n  t he  con ten t  ana l ys i s  i s  r e a l  and assoc ia ted  

w i t h  d imin ished p a r t i c i p a t i o n  of pas t  sponsor ing o rgan iza t ions ,  then 

t he  bes t  m a t e r i a l s  i n  r ecen t  years  w i l l  be i s o l a t e d  and p o t e n t i a l l y  

o f  reduced e f f ec t i veness  . 



3.3 General Observations 

There a re  some general  developments i n  t he  1970 t o  1975 

pe r i od  t h a t  should no t  go unrepor ted i n  t h i s  review. These develop- 

ments a re  bo th  p o s i t i v e  and nega t i ve  and w i l l  be mentioned, b u t  n o t  

d e t a i l e d  here.  

Fear arousal  and h i g h l y  emotional normat ive campaign themes 

and messages a re  i n f r e q u e n t l y  found among campaigns developed between 

1970 and 1975. Whi le t he  argument o f  t he  e f f ec t i veness  o f  f e a r  

arousal  i n  heal t h  behav ior  remains inconc lus ive ,  t h e r e  i s  general 

concurrence t h a t  t h i s  approach has f a i l e d  t o  reap l a s t i n g  r e s u l t s  

i n  a lcoho l  safety.  

The " r e s p o n s i b i l i t y "  theme t h a t  has been t he  standard o f  t he  

D i s t i l l e d  S p i r i t s  Counci l  o f  the  Un i ted  S ta tes ,  I nc .  (DISCUS) has 

had remarkable success, f i n d i n g  i t s  p lace  i n  p u b l i c ,  p r i v a t e ,  and 

vo lun ta r y  campaigns bo th  n a t i o n a l l y  and a t  t h e  l o c a l  l e v e l .  A number 

of d i s t i l  l e d  s p i r i t s  and t he  a lcoho l  i c  beverage producers have 

inc luded  suggest ions o f  moderat ion,  respons ib i  1  i ty - t o -o the rs  when 

d r i n k i n g  and o the r  messages w i t h  t h e i r  a d v e r t i s i n g  s ince  1970. Th is  

development was very uncommon i n  years  p r i o r  t o  1970. 

I n  t h i s  t ime pe r i od  severa l  o rgan iza t ions  have i n i t i a t e d  j o i n t l y  

sponsored campaigns w i t h  mutual b e n e f i t s .  These coopera t i ve  e f f o r t s  

inc lude :  

a. NHTSA and Nat iona l  I n s t i t u t e  on Alcohol  
Abuse and A1 coho1 i sm (NIAAA) 

b.  Nat iona l  Counci l  on Alcohol ism, I nc .  w i t h  
bo th  NHTSA and N I A A A ,  

r,. NHTSA, NIAAA, and Law Enforcement Assistance 
Adm in i s t r a t i on  (LEAA), ( i n i t i a t e d  by con- 
ference i n  1972; however no campaign resu l  t )  

d. Exchanges o f  m a t e r i a l s  among Alcohol  Safety  
Ac t i on  P ro j ec t s  

e. U.S. Jaycees and NIAAA 

f .  Cooperat ive e f f o r t s  o f  t he  U.S .  Brewer 's 
Assoc ia t ion,  t h e  Cal i f o r n i a  Wine I n s t i t u t e  
and D I S C U S .  



There have been increased exchanges o f  m a t e r i a l s ,  ideas and 

campaign components i n  t h e  developmental stages o f  bo th  l a r g e  and 

smal l  campaigns. Th is  was c i t e d  as an o b j e c t i v e  i n  t h e  1970 con- 

fe rence  on Pub1 i c  I n f o rma t i on  on Alcohol  and Highway Sa fe t y  he1 d  i n  * 
Ann Arbor ,  Michigan and has, t o  a  1  i m i t e d  extent, become a  r e a l i t y .  

P a r t i c u l a r l y  i n  t he  1972-1973 p e r i o d  t h e  homogeneity and compl imentary 

charac te r  of a  spectrum of  campaigns c o n t r a s t s  w i t h  c o n f l i c t i n g  

and incompat ib le  m a t e r i a l s  o f  t h e  1968-1970 per iod .  

There a re  s t i l l  campaign m a t e r i a l s  t h a t  r e f l e c t  t h e  l e v e l  o f  

s o p h i s t i c a t i o n  o f  t h e  1960 's  and e a r l i e r .  'It i s  n o t  uncommon 

t o  f i n d  campaign i tems w i t h  t echn i ca l  e r r o r s ,  i naccu ra te  t a r g e t  

group i d e n t i f i c a t i o n  and themes t h a t  con f l  i c t  w i t h  t h e  behavior-change 

o r i e n t a t i o n  o f  t h e  mid-1970's.  I t  i s  p o s s i b l e  t h a t  reduced f und ing  

l e v e l s ,  non-d i f fused  research f i n d i n g s  and p o o r l y  d i s t r i b u t e d  

e v a l u a t i o n  research conc l  us ions have a1 1  c o n t r i b u t e d  t o  t h e  occas ional  

appearance o f  p o o r l y  designed m a t e r i a l s  and (p robab l y )  i n e f f e c t i v e  

campai gns . 

* P u b l i c  I n f o rma t i on  Programs on Alcohol  and Highway Sa fe t y :  Pro- 
ceedi  ngs o f  Na t iona l  Conference o f  Governmental , Commerci a1 and 
Vo lun ta ry  Organ iza t ions .  E d i t o r s  : James W .  Swinehart  and Ann C .  
Grimm. Highway Sa fe t y  Research, I n s t i t u t e .  1972. 



4.0 SUMMARY 

From t h e  s t r u c t u r e d  a n a l y s i s  and o t h e r  observa t ions  i t  has been 

determined t h a t  t h e  p o p u l a t i o n  o f  pub1 i c  i n f o r m a t i o n  campaign m a t e r i a l s  

has become somewhat more s o p h i s t i c a t e d  s i n c e  1970 i n  terms o f  behav io r -  

a l  l y - s p e c i  f i c  themes and messages and we1 1 t a r g e t t e d  audiences designed 

t o  e f f e c t  t h i r d  person i n t e r v e n t i o n  and p reven t ion .  T h i s  general  

t r e n d  has been most apparent  by NHTSA i n  t h a t  most o t h e r  campaign 

sponsors have reduced invo lvement  i n  a1 coho1 / s a f e t y  o r  con t inued  i n t o  

1974 and 1975 w i t h  m a t e r i a l s  n o t  g e n e r i c a l l y  d i s t i n c t  f rom those o f  

1972 and 1973. 

It has been suggested t h a t  promot iona l  themes have decreased i n  

t e l e v i s i o n ,  r a d i o  and p r i n t  ad m a t e r i a l  w h i l e  pamphlets have con t inued  

t o  be p r i m a r i l y  promot iona l  i tems.  Fear Arousal  and o t h e r  n o n - d i r e c t i v e  

themes have been general  l y  rep laced  w i t h  more e f f e c t i v e  c o n t e n t  i n  

t h e  g r e a t  m a j o r i t y  o f  campaigns reviewed. 

There i s  evidence o f  i nc reased  coopera t ion  among campaign 

sponsors; howevec t h e r e  i s  a l s o  evidence t h a t  t h e  s t a t e - o f - t h e - a r t  

i s  n o t  adequate ly  d i f f u s e d  t o  a l l  p a r t i c i p a t i n g  o r g a n i z a t i o n a l  sponsors. 



5.0 RECOMMENDATIONS 

I n  1  i g h t  o f  t h e  analyses and observat ions above we suggest 

t he  f o l l o w i n g  recommendations : 

A. Greater  u t i  1  i z a t i o n  o f  sources of i n f o r m a t i o n  

about campaign design, m a t e r i a l  development and 

eva lua t i on  would b e n e f i t  apparen t l y  i s01  a ted  

and/or smal l  sponsor ing o rgan iza t ions ,  We recommend 

t h a t  c lear inghouses and c o l l  ec t i ons  o f  such i n f o r -  

mat ion be made known t o  a  broader base o f  campaigns 

a t  t h e  app rop r i a t e  s t a f f  l e v e l s  t o  improve u t i l i z a t i o n  

o f  c u r r e n t  p r a c t i c e  and knowledge. 

B.  I f  our  d e t e c t i o n  o f  an apparent decrease i n  

mate r i  a1 development i s  assoc ia ted w i t h  ac tua l  

decreases i n  o rgan i za t i ona l  involvement and/or 

publ  i c  exposure t o  a l c o h o l / s a f e t y  publ  i c  i n f o rma t i on ,  

a c t i o n  should be taken t o  reverse  t h i s  nega t i ve  

t rend .  

C .  Measurements need t o  be made o f  t h e  e x t e n t  t o  

which behav io ra l  l y - s p e c i f i c  m a t e r i a l s  w i t h  p reven t i on  

and i n t e r v e n t i o n  o b j e c t i v e s  have been u t i l i z e d  by 

campaigns o the r  than those NHTSA ( o r  NHTSA a f f i l i a t e d )  

d i r ec ted .  I t  i s  necessary t o  determine t h e  com- 

parab i  1  i t y  o f  pub l  i c  exposure t o  publ i c  i n f o r m a t i o n  

o f  va r ious  sponsors and assess t he  l e v e l  o f  

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

o f  t he  c u r r e n t  s tudy o n l y  r e f l e c t  t h e  m a t e r i a l s  produced 

by r ecen t  campaigns. These f i n d i n g s  a re  t o t a l l y  

independent of t h e  u t i l i z a t i o n  o f  campaign i tems i n  

t he  f i e l d .  






