Module Seven

The Media and Prevention

The anticipated time for the module is four hours.

Participants will be able to:
e Understand the significant influence of mediain prevention
Apply media advocacy principles to a case study
Analyze alcohol and tobacco ads
Describe the basi ¢ principles associated with social marketing
Identify and challenge campai gns based on principles of scare tactics

M aterials and Preparation

1. Prepare an overhead projector or LCD projector with the appropriate slides.
2. Beready to use the following information and worksheets:

e Media Advocacy Tools

e Gaining Accesstothe Media

e Media Advocacy Case Study

e Deconstructing Media M essages

e 4P'sof Marketing

o Effective Media Messages

e Social NormsMarketing Case Study

e MediaPrevention Internet Resources

Have handy a chart pad and markers

Use a videocassette recorder and monitor to show avideo of alcohol and tobacco
advertisements, substance abuse public service announcements and avideo on media
literacy, such as M edia Shar p or Drinking It In: Mixing Alcohol | mages and Kids.

Format of Facilitator Notes

Trainer instructions areinitalics. Suggested narrative isin normal font.

A w

I ntegrating the SPF throughout the SAPST

The Media is a powerful medium which can be utilized by preventionists as an environmental
strategy and is likely to be more effective when utilized in concert with other strategies.

Under standing the nature of the ATOD-related problem being targeted, as well as the population
targeted by the media efforts is crucial in planning the media based intervention.
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The Role of Mediain Prevention

Side 1
Show the slide, The Media and Prevention.

Slide 2

Show the dlide, Prevention and the Media: Why study the media? and review it.

The Mediais a powerful medium which can be utilized by preventionists as an environmental
strategy. Environmental strategies address the shared community environment where young
people and families live. They reach greater numbers of people, tend to focus on groups rather
than on individual s, can make significant impacts on substance abuse across individuals, and
support citizens to realize their full potential by improving the shared community environment
where they live. These changes are realized by implementing strategies aimed at changing the
physical, socia, economic and/or legal environment that affects substance use by implementing
institutional, community, and public policy initiatives. Community coalitions often favor
implementing environmental strategies since they are efficient, cost-effective, and can show
results fast. In the public health model, environmental strategies make the link between the
environment and substance use clear; with needs assessment, strategies and policies can be
targeted in areas that will make a difference based on that needs assessment. Mediais a powerful
tool in implementing such strategies and policies.

Slide 3
Show the slide, Activity and debrief the optional evening homework assignment if given the
previous day.

This optional homework assignment involves having participants observe during their evening
activities the media messages for tobacco, alcohol or other drugs or media prevention messages
and reporting their observations to the group at the beginning of this section.

Side4

Use of the media can influence changes in the environment. In an outcome-based approach, the
use of media can be very challenging. Aswe will discuss, new ways and strategies of working in
thisareaare evolving.

Brainstorm the following (recording participants’ responses on easel paper):
¢ Inwhat ways are media and marketing used to promote or discourage behavior related to
substance abuse?

Ways that media and marketing are used to promote substance abuse might include direct
mar keting of tobacco or alcohol products to particular sub-populations. Alcohol and tobacco
industries may also purchase product placement in movies to promote their product and
normalize smoking and drinking in subtle ways.

Ways that media and marketing are used to discourage substance abuse might include health-

related public service announcements that promote a desirable objective like reducing substance
abuse or increasing family communication. Products that are associated with healthy life-styles,
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such as running shoes or low-fat foods, may also support the values of health and of not abusing
substances.

(NOTE: An alternative method of facilitating this activity is to instruct participants to engage in
this brainstormin pairs and to debrief it with the entire group.)

Show the dlide, Big Business of Marketing.

If media and marketing did not influence behavior, then companies would not be spending so
much money on advertising their products. The bottom lineis that advertising works to influence
people's behaviors—including the purchase or use of substances.

Brainstorm the following (recording participants’ responses on easel paper):
e How bigof anissueis media, realy?

Media and marketing play very largerolesin our lives because of the “ dosage,” or number of
times that we are exposed to promotional messages encouraging substance use, compared to
competing messages promoting non-use. This powerful role of marketing and media is often
subtle and infused into our culture through sponsorship of sporting events, logo saturation, and
strategic product display.

Slides 5,6 and 7

Brainstorm the following (recording participants’ responses on easel paper):
e What are the different media channels and ways that people are exposed to pro-alcohoal,
tobacco and other drug messages?
e What are the different media channels and ways that people are exposed to anti-alcohoal,
tobacco and other drug messages?

Show the slides, Communication Channels and Alcohol Advertising to Youth. Make a summary
statement about the nearly unlimited potential for communication.

Side 8
Show the slide, Prevention and the Media.

During this section, we will learn about three concepts related to media: media advocacy, media
literacy, and social marketing.

Briefly define each term and explain that more details will be given about each term throughout
the section.

Media Advocacy

Prepare for this section by reading Media Advocacy in Public Health: Power for Prevention by
L. Wallack, Lori Dorfman, David Jernigan, and Makani Themba (Sage Publications Inc., 1993)
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or News for a Change: An Advocate' s Guide to Working with the Media by L. Wallack, K.
Woodruff, L. Dorfman, and I. Diaz, (Sage Publications Inc., 1999).

Display the slide, Media Advocacy, and discuss it.

For many years, the role of mediain prevention has been to build general awareness of the
problem and direct messages at individuals to change behavior regarding alcohol, tobacco and
other drug use. Media advocacy, however, shifts the message from individual behavior change to
collective change in the community or environment. Community groups can use media advocacy
to communicate stories in their own words for the purpose of influencing or evaluating changes
in the tax laws, school rules, industry promotional practices, community norms, and other issues
associated with substance abuse. Media advocacy is based on the public health model which
includes implementing prevention strategies not only focused on the individual (such aslife
skills or parenting classes) but also strategies that impact the environment (such as clean-indoor
air ordinances). The goal of media advocacy is not media coverage but a change in laws, norms,
and policies. One example is Mothers Against Drunk Driving who used the mediato advocate
for achange in Driving While Intoxicated laws.

Media advocacy can also be used to change unethical practices related to social norms. The
following excerpt illustrates this point:

A few years ago community members were concerned about an announcement at an
Oakland Athletics baseball game about a promotion for Bud Lite at afuture game. Small
flashlights with “Bud Lite” inscribed on them would be given away to anyone who came
to the ballpark who was 16 years of age or older although the legal drinking age is 21.
Community members decided to challenge Anheuser-Busch for promoting this particular
product to underage youth through the use of a novelty item — Bud Lite flashlights. Using
contacts with the media they raised public concern about the beer promotion and
Anheuser-Busch canceled its planned giveaway. Thisis one way of focusing on alcohol
policy through the media in away that contrasts with the traditional focus on behavior
change. It focused public attention on the policy issues. The question was, shouldn’t the
alcohol industry know when to say “when” in their efforts to promote alcohol to underage
youth (CSAP, 1993, p. 79)?

Display the dide, Environmental Strategies, and discussiit.

Media advocacy isatool to usein advancing environmental strategies. As was discussed in
Module 2, environmental strategies seek to reduce drug abuse in the general population by
focusing on the shared environment. The shared environment can support healthy behavior and
thwart risky behavior for al children, regardless of the influences within their individualized
environments. Furthermore, environmental strategies seek to impact the risk factors of
Availability of Drugs and Laws & Norms Favorable to Drugs (laws, rules, regulations, policies,
and norms.)
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Ask participants for examples of environmental strategy initiatives with which they are familiar
(e.g., policies pertaining to smoking in public places, designated driver promotions, etc.) and
discuss how media advocacy was used or could be used with their examples.

(NOTE: An alternative method of facilitating this activity is to show one segment of the video,
Environmental Prevention Strategies as an example of an environmental strategy initiative.)

Side 11
Display the slide, Media Advocacy Tools. Refer participants to the information sheets Media
Advocacy Tools and Gaining Access to the Media and discuss each point.

Slide 12

Have participants divide into groups of 4-6 people. Show the slide, Activity. Refer participants to
the work sheet, Media Advocacy Case Study. Explain that thisis a true case study. Have the
groups read the case study and determine how the media advocacy tools were used in the case
study. Have participants use the information sheet Media Advocacy Tools to complete the
assignment. Give participants 15 minutes to compl ete this task. Have each group report out,
adding only information that previous groups have not already reported, or you can have each
group report out by tool. For example, one group can report how “ knowing the research” was
applied and another group can report how “ issue framing” was applied, etc.

Media advocacy is an important tool that we can use to advance prevention laws, norms, and
policies, also called, “environmental strategies.”

Media Literacy

Side 13
Show the dlide, Media Literacy, and discussit.

Media literacy is another tool prevention professionals can use. Advertisers use many techniques
to persuade the consumer to purchase and use their products. Advertisers often glamorize and
normalize unhealthy lifestyles and behaviors. For example, tobacco and alcohol are frequently
portrayed as anormal and routine part of life. Additionally, advertising campaigns, movies,
videos, and television programs portray alcohol and tobacco users as fun, successful and sexy.
Medialiteracy is about educating young people and adults to “read” and critically analyze those
persuasion techniquesin order to minimize their impact and influence, in other words teaching
them to be “medialiterate.” Medialiteracy shows promise for hel ping reshape young people’s
interpretation of unhealthy behaviors portrayed in the media and can be easily incorporated into
existing youth programs (McCannon, 2000).

Slide 14
Show the slide, Deconstructing Media Messages, and refer participants to the Information
Sheet, Deconstructing Media Messages.

Answering these questions about advertisements will help young people understand how media
messages are designed to influence them and will further their process of becoming media
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literate.

Show a video, such as Media Sharp, Drinking It In: Mixing Alcohol Images and Kids or
another video that demonstrates the media literacy concept and discussit. Alternatively, you can
have participants discuss the messages that young people receive about alcohol and tobacco in
their community in venues such as college events, concerts, sports, cultural and other special
events. Focus the discussion on the premise that alcohol and tobacco advertising and

sponsor ship is designed to normalize and glamorize these products.

Divide participants into groups of 4-6 people. Show the slide, Activity. Give each group an
alcohol or tobacco magazine advertisement. Have participants analyze their advertisement by
answering the questions from the information sheet, Deconstructing Media Messages. Allow 10
minutes. Then ask each group to report out, providing a brief summary of what they discovered.

Prevention professionals can assist youth in rethinking the media messages they receive by
making them aware of the psychological motivations used to manipul ate their thinking and
behavior.

Social Marketing

Slide 16
Show the slide, Social Marketing, and refer participants to the Information Sheet, 4 P’ s of
Marketing and review it.

Social marketing is based on the premise that one can “sell” certain healthy behaviors, such as
avoiding acohol, tobacco, and other drugs, just as one would sell toothpaste. The term, "social
marketing," was coined in 1971 by Phillip Kotler, a professor at Northwestern University. Kotler
and Gerald Zaltman further defined social marketing as the “design, implementation, and control
of programs cal culated to influence the acceptability of socia ideas, and involving
considerations of product, planning, pricing, communication, distribution and marketing
research.” Socia marketing techniques are applied to social issues and are centered on afocus
audience. They include recognizing the need of a specific group, providing information to alow
people to make decisions, and offering programs or services that meet the needs. Socia
marketing is more complex than product marketing because the product being promoted isa
behavior or a belief.

Slides 17 and 18

Show the dlides, The Four P's of Marketing, describing and giving examples for clarification.

When developing a social marketing campaign, prevention professionals need to keep the 4 P's
in mind: production, price, place, and promotion. Traditional product marketing techniques
include: marketing analysis, planning, and control, which includes market research, product
positioning and conception, pricing, physical distribution, advertising, and promotion - hence the
4 P s of marketing (Walsh, Rudd, Moeykens, & Moloney, 1993).
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e For acommercial marketer the product may be soap or cereal but for social marketing it
is a healthy behavioral change or a changed attitude. In substance abuse prevention the
product is the knowledge, attitudes, or behavior the focus audience should adopt.

e Thepricefor abar of soap may be $2.00 but for a healthy behavior the price iswhat the
person must give up in order to receive the benefits. For instance, the price may be the
cost of separating oneself from peers that use alcohol, tobacco, and other drugs.

e Thepromotion isthe overall strategy or message used to persuade the target audience to
pay the price for the product. It is the means for persuading the target audience that the
product is worth the price.

e Theplaceisthe communication channel, such as the mass media, schools, churches, or
work places. Some social marketers also define "place” as the location where the
audience can engage in the healthy behavior.

Slides 19 and 20

Show the dlides, The 4 P's Applied to Social Marketing Example A and Example B.

These examples illustrate how the 4 P's of social marketing can be applied to a media campaign:
Example A:
e Product: Pre-teens choose to abstain from alcohol in all situations
e Price: Not fitting in with one's peers (the price perceived by the pre-teens)
e Promotion: Most of us don't use alcohol
e Place: Mass mediain community and schools

Example B:

e Product: Native American pregnant teens choose to abstain from all tobacco use during
pregnancy

e Price: Self-denial, investment in the future generation

e Promotion: “(S)he breathes what you breathe” posters and fliers depicting Native
American pregnant teen surrounded by positive cultural symbols of health

e Place: Schools, public health department, tobacco shop, convenience store, local TV and
radio

(It isimportant to note that social marketing does not have to include mass media.)

Show the dlide, Activity and refer participants to the information sheet, 4 P’s of Marketing. Ask
participants to formtheir case study groups.. Ask them to devel op the outline of a social

mar keting campaign using the four P's for their community used in the case studies in previous
Modules. They can use chart pad paper and markersto actually create the campaign an-
nouncement. Allow 15 minutes.

Have the groups share their campaign idea with the large group for discussion.

For an example of a youth sponsored social marketing campaign, see www.thetruth.com.

Slide 22 and 23
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Show the slides, Challenges with Social Marketing, and review them.

There are challenges with socia marketing. First, isthe rigor of the process. As discussed earlier
and as demonstrated in the example above, each step of the campaign requires input from the
focus audience. This can be atime-consuming and labor-intensive effort.

Second, there is significant competition from highly financed al cohol and tobacco campaigns.
Lack of funding makes it practically impossible for government agencies and prevention
organizations to compete with the alcohol and tobacco industry's marketing efforts. For example,
in 1993 the alcohol industry spent $1 billion in advertising, while the National Institute on
Alcohol Abuse and Alcoholism's budget was $176 million (CDC, 1998).

A third challenge of social marketing is that the “product” must be presented in away that rein-
forces core needs. We can ook to human devel opment theory for clues as to the core needs of
youth, that it, what youth want and need. Some of the things adol escents need include safety,
belongingness, and esteem (Maslow), industry, independence, and personal identity (Erikson).
Since an adolescent seeks to be autonomous, using alcohol, tobacco, and other drugs may
superficially fulfill that core need, whereas the benefits of health and safety associated with
abstaining from these substances may require more intentional strategizing in order to reinforce
the core need to belong.

Fourth is the challenge of eva uating the campaign. Campaign developers usually stop at process
evaluation, only counting the number of times a person saw a message or assessing whether the
audience liked a message. It can be challenging to evaluate the impact of social marketing cam-
paigns on attitudes or behavior. As aresult, the case for social marketing essentially liesin the
established science of marketing.

A fifth limitation is that social marketing campaigns have traditionally focused on negative ap-
proaches. Messages have described the negative, sometimes exaggerated effects of alcohol,
tobacco, and other drugs, but they are largely ineffective in impacting or changing behavior.
These approaches have been popular because they appeal to emotions. However, the use of scare
tactics, fear arousal, and moral appeal s has been ineffective in causing behavior change.

Further, effectivenessin use of the mediafor prevention education is primarily demonstrated
when it is combined with other prevention strategies. When used a one the media's prevention
messages are largely ineffective in producing long-term behavior change. They can, however,
effectively help create and promote healthy norms in communities. Because socia marketing
usually focuses on individual behavior rather than environmenta conditions, socia marketing
campaigns need to be implemented along with other prevention strategies that impact policies,
laws, and norms at the community or environmental level.

Summarize by saying that the use of social marketing has been challenged by some researchers
who view socia marketing as ineffective. According to Wallack (1990) a proponent of media
advocacy, social marketing isatool that is contradictory to public heath because it applies the
principles of marketing, which fosters passivity, dependence on experts, and consumption. He
further explains that social marketing diverts attention from public policies and issues that
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promote and advance the unhealthy behaviors. For example, in underdevel oped countries, social
marketing strategies have focused on changing individual habits instead of working to ensure
clean and healthy water supplies (Wallack, et a., 1993). However, social marketing supporters
counter this by stating that social marketing promotes activism and partnerships, media literacy,
and development of skills.

Scare Tactics

Slide 24 and 25
Show the slides, Scare Tactics.

Another example of focusing on the negative is using “scare tactics.” What are some examples of
scare tactic media campaigns?

Although the intention is usually good— to reduce or prevent drug use— the science does not
support use of scare tactics as an effective strategy. Even if youth have an emotional response to
scare tactics, the developmental connection is not made to the thought, “ This could happen to
me,” or to behavior “I'm not going to use.”

Show video examples of negative substance abuse prevention Public Service Announcements,
and ask for audience analysis. Show the slide, PSA Analysis.
e Arescaretactics used? Why isthis approach so popular?
(The* scaretactics’ PSAs are those that use the emotional appeal of fear or disgust in an
attempt to frighten the target audience away from substance abuse. This techniqueis
entertaining and has a dramatic effect, arousing strong emotions. Such approaches have
been popular for the past 15 years and so audience members may be "numb” to their
effects and not be awar e of more effective prevention strategies.)

e Who do you think is the intended focus audience of the different PSAS?
(Different focus audiences include pre-contemplative teens, that is those teens who have
not yet considered using substances; contempl ative teens, that is those teens who have
not yet used but who might be considering use or do not see risks associated with use;
those young people who are experiencing problems with their usage and might want to
quit; parents of teenaged youth; specific sub-populations such as Latinos, Native-
Americans, inner-city youth, and specific gender groups.)

e What emotional reaction do you believe the producer (or prevention specialist) wants to
produce in the focus audience? Why?
(Some of the different emotional reactions that the producers might want to produce
could be fear, disgust, hope, empowerment and concern. Producers may be making a
number of assumptions when they attempt to produce emotional responses to their media
messages. They may assume that if people are frightened of the effects of using a
substance, then they will avoid using it; or if people understand that they had the power
to say "no" or to make other choices, then they will feel more empowered to do so; or if
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parents feel that their teens are vulnerable, then they will be more inclined to talk to their
kids about drugs. Many of these assumptions may be false.)

e What criteria should be used for defining success for these approaches?
(The criteria for the success of these different approaches should be a measured increase
in desired behaviors— efusing to use drugs when offered; delaying age of onset of use—
and a decrease in the negative behaviors, i.e., use of drugs, in the focus population or
audience. Success would be achieved if exposure to the media message resulted in a
reduction in substance abuse, not merely awareness of the ads or intentions not to use.)

e Could it bethat some of the PSAs are actually causing harm? How?
(Some of the approaches could be causing harm by increasing misper ceptions of how
prevalent and accepted drug use is, particularly among young people. For example, if
numerous ads are aired regarding marijuana use, teens may tend to exagger ate the
amount of use by their peers; research shows that such misperceptions can leave youth
mor e susceptible to using a substance if they believe "everybody elseis doing it." Media
messaged depicting young people engaged in thrill-seeking behavior may actually
increase their interest in drug useif they perceive it as a way to fulfill their core need of
risk taking. Further quality research is needed to ensure that we are not working against
our selves by increasing the acceptance of fal se substance use norms.)

e Why are these approaches so popular?
(These approaches are often popular because they are entertaining and reach us through
emotional reaction. It isa popular type of approach with the authorities funding PSAs.
Producers need accurate information regarding the ineffectiveness of such approaches
and suggestions for mor e effective ones.)

Slide 27

Show video examples of positive Public Service Announcements that show healthy behaviors or
nor mative education messages (“ Most kids my age don't smoke” ). Discuss why these messages
may be mor e effective. Show the slide, Effective Media Messages, and refer to the Information
Sheet, Effective Media Messages, and discuss the points, using the Information Sheet as your
guide.

Social Norms Marketing
Slide 28, 29, and 30

It isvital that we develop messages consistent with our prevention program goals. If our goad is
to increase the prevalence of healthy norms, we must communicate healthy normsin our press
releases. If we only focus on the negative behaviors, we may be our own worst competition.

Show and discuss the slides, I sthe Glass Half Empty or Half Full?
In prevention we want to focus on the positive. If we promote the fact that eighty-five percent of

youth in our schools have never tried marijuana, are we happy with that? Is this good enough?
Conclude that we want to connect the positive to our need for continued prevention work. Social
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Norms Marketing has been used to promote healthy behaviors practiced by the majority of the
public in order to focus on the positive while till bringing attention to the need for improvement.

Show the dlide, Social Norms Marketing.

Thisisastrategy used to promote the healthy behaviors practiced by the majority of the public.
The goal of social norms marketing isto change youth’s perceptions of how much alcohal,
tobacco, and other drugs their peers use. The assumption is that correcting misperceptions about
the rates of use will help decrease use by youth because it fulfills a core need to belong; they
want to be part of the crowd. If young people know that most of their peers do not engage in
unhealthy behaviors, and peer norms influence behavior, they may be more likely to engage in
healthy behaviors and avoid unhealthy behaviors themselves. For example, surveys conducted
across college campuses indicate that young adults on college campuses have a much higher
perception of acohol, tobacco, and other drug use by their peersthan is actually occurring
(Perkins, Meillman, Leichliter, Cashin, & Presley, 1999). Research a so indicates that young
adults typically underestimate the support for abstinence or moderate drinking that existsin their
social environment. As aresult, the perception of heavier ATOD use becomes, in part, a self-
fulfilling prophecy, and research indicates that that perception may actually increase ATOD use
among young people.

Refer participants to the information sheet, Social Norms Marketing Case Study, for an
example of a social norms marketing campaign. Ask participants to read the case study silently.
Then ask for their impressions.

For an example of a social norms marketing campaign, see www.mostofus.org.

Refer participants to the information sheet, Media Prevention | nternet Resour ces.

Slide 32

Show the final slide, The Media and Prevention, and ask participants to complete the section
evaluation. (Have a copy of the section evaluation for each participant.)
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INFORMATION SHEET

Media Advocacy Tools

For many years the main role of the mediain preventing a cohol, tobacco, and other drug
problems has been to build general awareness of the problem and to direct messages to the
individual to change behavior regarding the use of alcohol, tobacco, and other drugs. Media
advocacy, however, shifts the focus and the message from individual to collective behavior
change, that is, to norms and policies.

A working definition of media advocacy is “the strategic use of media as a resource for
advancing a social or public policy initiative.” This contrasts substantially with the traditional
mass media approach that focuses on individual behavior.

Asan example, afew years ago community members were concerned about an announcement at
an Oakland Athletics baseball game about a promotion for Bud Lite at afuture game. Small
flashlights with Bud Lite inscribed on them would be given away to anyone who came to the
ballpark who was 16 years of age or older, although the legal drinking age was 21.

Community members decided to challenge Anheuser-Busch for promoting this particular product
in this way. Using contacts with the media, they raised public concern about the beer promotion,
and Anheuser-Busch canceled its planned giveaway.

Thisis one way of focusing on alcohol policy through the media, in contrast to the traditional
focus on behavior change. The media was used to focus public attention on policy issues. The
message was, “ Shouldn’t the alcohol industry know when to say ‘when’ in their efforts to
promote alcohol to underage youth?’

In media advocacy, challenging conventional wisdom and public thinking isimportant. Mass
media becomes the arena for contesting public policies and for shifting emphasis from individual
behavior change to collective behavior change and policies. Media advocates ask themselves
how a media opportunity can best advance policy goals and shift the debate from individuas to
the collective decisions of policies and norms.

Using contacts with electronic or print media editors and reporters, advocates can generate public
interest in changing industry promotional practices, media policies, tax laws, law enforcement
practices, labeling laws, school rules, workplace policies, health care policies, community norms,
and other factors that may contribute to youth acohol, tobacco, and other drug use.

Reporters may not be aware of factorsin their communities that promote al cohol, tobacco, and
other drug use. By using specific media-related skills, prevention practitioners can provide them
with interesting information and stories that strategically support prevention agendas. Those
skills include research, creative use of epidemiology and statistics, issue framing, and gaining
access to media outlets.

1. Research

It isimportant for those using media advocacy to have current, relevant facts and figures on hand
and to be able to discuss their implications for alcohol, tobacco, and other drug issues. Reporters
and editors are more likely to contact people they know who have access to reliable facts when
they are researching a story. It isimportant to be able to back up positions with concrete
information and data.

Solid research in the acohol, tobacco, and other drug field is readily available to prevention
practitioners interested in media advocacy. One magjor resource is the Center for Substance
Abuse Prevention’s National Clearinghouse for Alcohol and Drug Information (NCADI). By
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calling toll-free (800) 729-6686, prevention practitioners can obtain resource manuals,
monographs, articles, and literature searches on any related topic. At the State level, Regional
Alcohol and Drug Abuse Resource (RADAR) Network Centers serve as local information
clearinghouses. RADAR Network Centers can be located by calling NCADI.

In addition to gathering research on topics of specific interest, media advocates must also
understand how local media outlets operate. Which reporters are most likely to cover health
issues? What are the names of relevant news editors? Who should receive anews release? This
information can be obtained by studying local media outlets and by tel ephoning the news
departments and asking for names. Learning how the media prefers to receive information pays
off by making the media advocate appear more professiona and therefore more trustworthy.

2. Creative Use of Epidemiology and Other Statistical Data

The creative use of epidemiology and other statistical datais a powerful strategy. It involves
tranglating the research from often dry or bewildering facts and figures into attention-grabbing
news. News must have some immediate relevance. In other words, facts must not only be
correct, they should be presented in away that brings the issue home to the reader.
For example, the fact that 12 million U.S. college students annually consume more than 430
million gallons of acoholic beveragesis not particularly attention grabbing. Expressed more
creatively, the information can be much more effective:

The annual alcohol consumption of college students exceeds the volume of an

Olympic-sized swimming pool for each of the 3,500 colleges and universitiesin

the United Sates.
This image enables the public to visualize how much students on local college campuses are
drinking. The public might then wonder what the college presidents and other officials are doing
about student drinking. Expressing datain such a graphic way can help capture the attention of
reporters and ultimately the decision-influencing public and opinion leaders.

3. Framing the Issue

Like the creative transformation of data, framing the issue, or influencing the terms of the debate,
isauseful strategy. With any issue, both sides attempt to frame the issue to make their positions
seem most reasonable. For example, when media advocates point out that advertising alcoholic
beverages to vulnerable populations should be limited by law, the alcoholic beverage industry
attempts to frame their position in civic terms. The debate shifts from “ Should children be
targeted by beer companies?’ to “Should beer companies have their First Amendment rights
protected?’

In addition to framing the issues, the alcoholic beverage industry triesto frame itself in a positive
light—by presenting itself as a supporter of sporting events, as a patron of local and national
artistic endeavors, as a prevention educator of young people, and as a protector of freedoms.
According to Lawrence Wallack, DrPH, a professor at the School of Public Health, University of
Cdifornia at Berkeley, prevention practitioners have two means of reframing issues that the
alcoholic beverage industry has framed to its own advantage. First, they can focus attention on
promotional practices in the environment as the primary problem, not the behavior of individuals
who drink. Second, they can address industry practices that appear unethical.
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4. Gaining Access to the Media

Gaining access to the media involves watching for opportunities to contact the media with timely
information. Contact may be established through a news release (with a follow-up telephone
call), aletter to the editor, a guest editorial, or atelephone call to build interest in a story angle.
Over time, media advocates can build credibility so that the mediawill contact them first when
the possibility of an alcohol- or other drug-related story arises.

Gaining access to the media can help groups gain community support for their efforts. For
example, when SeaWorld in San Diego, California, owned by Anheuser-Busch, announced its
intention to open a hospitality center where adult park patrons could get two free glasses of beer,
prevention practitioners used media advocacy techniques to bring their concerns to the attention
of the public. The resulting media coverage led other groups and individualsto join a prevention
coalition to continue SeaWorld protests and address other environmental issues.

Reference:

Center for Substance Abuse Prevention. (1993). Prevention primer: An encyclopedia of alcohol,
tobacco, and other drug prevention terms. (DHHS Publication No. SMA 94-2060). Rockville,
MD: National Clearinghouse for Alcohol and Drug Information.
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Gaining Access to the Media

Method

Tip

Monitor the media

Determine how an issueis being covered.
Observe main themes and arguments.

Determine who appears as the spokesperson, what solutions
are being presented, who is named as the problem solver, and
what facts could improve the advocate’ s side.

Determine which reporters cover certain issues.
Determine who the target audience is for each media outlet.

Determine which media outlet can provide the most in-depth
coverage of an issue.

Determine which media outlet is more likely to be
sympathetic to the advocate’ s issue.

Contact members of the media

Send out news rel eases. (Keep them short and to the point;
include all relevant information; and follow up with a phone
cal.)

Hold a press conference. (Use cautious y—the newsto be
announced at the conference should be newsworthy, dramatic,
significant, or controversial.)

Write aletter to the editor. (Make one point per letter.)

Host a newsworthy event. (Provide good photo opportunities.)
Write an op-ed piece or guest editorial. (Keep it smple, with
no more than three to four main points.)

Call individua reporters. (Send an introductory letter about
the issue(s) for which you can be aresource.)

Develop relationships with journalists. For example, send

complimentary |etters to reporters about well-presented
stories.

Conduct interviews.

Develop two to three main points.
Develop severd key phrases.

State points and phrases regardless of
questions.

Avoid jargon and acronyms.

Anticipate questions and practi ce answering
them.

Be honest.

Reference:

Hogan, J., Gabrielsen, K., Luna, N., & Grothaus, D. (2003). Substance abuse prevention: The intersection
of science and practice. Boston: Allyn and Bacon.
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WORKSHEET

Media Advocacy Case Study

In California, the State legislature passed the “ Three Strikes and You're Out” law in 1994. The
law permits revocation of an alcohol license, if the licensee is caught selling a cohol to minors
three times in a 3-year period. The law gave community members concerned about sales to
minors a means to shut down retailers that would not comply with the law, and the law warned
business owners to take measures to prevent sales to underage young people if they wanted to
stay in business. In addition, that same year the California Supreme Court ruled that minors
could be used as decoys to conduct compliance checks on licensees. Further, the following year
the California State Department of Alcoholic Beverage Control (ABC Department) offered
grants to communities forming partnerships with law enforcement to reduce problems associated
with acohol. Communities used the mgjority of the grant money to establish minor decoy
programs. The minor decoy programs began to yield noncompliant retailers, and the three-strikes
provision began to pose areal threat to businesses selling to minors.

In 1998, a California State senator introduced Senate Bill 1696 in the legislature. The bill
allowed afourth violation in a 3-year period and restricted the ABC Department’ s grant funding
for decoy programs. The bill was supported by multiple food and beverage retail associations,
big breweries such as Anheuser-Bush and Miller, and the Wine Institute. However, when
prevention advocates learned about SB 1696, they mobilized and declared defeating it atop
priority.

The California Council on Alcohol Policy distributed legidative aerts around the State.
Members of the North City Prevention Coalition in San Diego wrote letters to their senator (the
author of the bill) opposing it. Members of the coalition also signed a petition opposing the hill.
Members of the San Diego Council on Alcohol Problems (SANDCAP) aso communicated with
the senator and demanded the bill be dropped or dramatically changed. Other prevention and
recovery organizations also opposed the bill and wrote letters and spoke to the senator. The
director of the San Diego Policy Panel on Y outh Accessto Alcohol urged itsinfluential members
from a cross-section of the community to work for the defeat of the bill. One prevention services
director estimated that the senator received more than 500 calls opposing the bill. California
alcohol policy activists met with the senator and wrote | etters to the members of the policy
committee.

Policy advocates used their relationship with a San Diego newspaper to gain public support in
San Diego for defeating the bill. The newspaper editor wrote an editorial describing the bill as
beneficial to a special-interest group and not to the public interest, which prompted many letters
to the editor. The newspaper ran eight more pieces on the topic within the next few months. The
newspaper articles alowed both sides to voice their arguments. However, alcohol policy
advocates made strong arguments. “What’ s our priority, industry profit or safety for our
children? The beer industry sells an estimated 1.1 billion cans of beer each year to junior and
high school students; kids already have ready access to booze. We should be making it more
difficult to sell to them, not easier. The industry istrying to ‘buy’ abill in the legislature to get
itself off the hook; it made $2.4 million dollars in donations in the 1996-97 legidlative year. Why
let these ‘three-strike’ violators off the hook? Prevention strategies should be implemented
without giving violators a break; 95 percent of Californians want stricter, not weaker,
enforcement” (Ryan & Mosher, 2000, p. 15). Thisloca media coverage and activism by San
Diego residents made it clear that the senator’s local constituency opposed the bill.

Module 7 — Facilitator’s Manual 7-16



Degspite all the attention and criticism in San Diego, the bill moved along with only minor
revisions. Policy advocates opposing the bill believed it was going to pass and decided to
strengthen their efforts in the mediato defeat the bill. The advocates knew the media across the
State would be interested in the story. They had data on the amount of money the alcohol
industry donated to political campaigns, and they “had a frame that would attract attention: The
industry was trying to protect their right to sell to kids’ (Ryan & Mosher, 2000). Although the
advocates had been reluctant to criticize the senator and the bill statewide because they didn’t
want to anger her and risk their ability to work with her in the future, they decided to be more
explicit. James E. Mosher, J.D., senior policy advisor, the Marin Institute for Prevention of
Alcohol and Other Drug Problems, sent an op-ed piece on SB 1696 to newspapers in Sacramento
and San Jose, outlining the principal reasons that this was a bad bill; the piece ran afew days
later. Soon, other major newspapers in the State were running stories and editorials about the bill.
The stories generated letters to the editor, mainly in support of defeating the bill. The mediatook
the frame and called it the “fourth-strike bill.” One headline in San Jose read, “Responsible
retailers don’t need SB 1696. And the community doesn’t need irresponsible retailers” (Ryan &
Mosher, 2000, p. 24).

Apparently the media coverage worked. The senator agreed to meet with policy advocates to
serioudy discuss their concerns. She amended the bill by removing the fourth-strike provision
and retaining the grant funding for the minor decoy programs. Grassroots organizing to generate
media coverage a the local level didn’t seem to be enough to defeat the bill. Nearly everyone
involved in defeating the bill felt it would not have been amended without the broad negative
media attention the bill received. The surprise victory for the acohol policy activists proved the
effectiveness of their media advocacy efforts and helped to strengthen their confidence and
commitment. Further, and most important, because of the relationships that were devel oped,
alcohol policy advocates now sit at the table with legislatorsto assist in drafting bills related to
prevention issues and continue to work with the media (Ryan & Mosher, 2000).

Reference:

Ryan, B. E., & Mosher, J. K. (2000). The campaign against SB 1696: No 4th strike for
California retailers who sell alcohol to minors. San Rafael, CA: The Marin Institute for the
Prevention of Alcohol and Other Drug Problems.
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Deconstructing Media Messages

Knowing the answers to these questions is key to understanding media
messages.

1. Who is communicating and why?

Every message is communicated for a reason—to entertain, inform, or persuade. However,
the basic motive of most media outletsis to profit through the sale of advertising space and
sponsorships.

2. Who owns, profits from, and pays for media messages?

Media messages are owned. They are designed to yield results, provide profits, and pay for
themselves. Both news and entertainment programming are intended to increase listenership
or viewership to attract advertising dollars, and movies are intended to increase box-office
receipts. Understanding the profit motive is key to analyzing media messages.

3. How are media messages communicated?
Every message is communicated through sound, video, text, or photography. Messages are
enhanced through camera angles, special effects, editing, and music. Analyzing how these
features are used in any given message is critical to understanding how it attempts to
persuade, entertain, or inform.

4. Who receives media messages and what sense is made of them?

Messages are filtered through the “interpretive screens’ of our beliefs, values, attitudes, and
behaviors. Identifying the target audience for a given message and knowing the audience's
“filters” and the way it interprets media messages help make you media sharp!

5. What are the intended or underlying purposes and whose point of
view is behind the message”?

Behind every message is a purpose and point of view. The advertiser’s purpose is more direct
than the program producer’ s athough both may seek to entertain us. Understanding their
purposes and knowing WHOSE point of view isbeing expressed and WHY iscrucial to
being media sharp.

6. What is NOT being said and why?

Because messages are limited in both time and purpose, all details are rarely provided.
Identifying the issues, topics, and perspectives that are NOT included can often reveal much
about the purposes of media messages. In fact, this may be the most significant question; it
can uncover answers to the other questions.

7. Is there consistency both within and across media?

Do the political slant, tone, local/national/international perspective, and depth of coverage
change across media or messages? Because media messages tell only part of the story and
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different media have unigue production features, it helps to evaluate multiple messages on
the sameissue. This allows you to identify multiple points of view, some of which may be

missing in any single message or medium. Thisistypically referred to as the “multisource
rule.”
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4Ps of Marketing

When developing a social marketing campaign, prevention professionals need to keep the “4Ps”
in mind: product, price, promotion, and place. Traditional product marketing techniques
include marketing analysis, planning, and control; these techniques include market research,
product positioning and conception, pricing, physical distribution, advertising, and promotion—
hence the 4Ps of marketing (Walsh, Rudd, Moeykens, & Moloney, 1993).
For acommercial marketer, the “product” may be soap or cereal, but for asocial marketer, itisa
healthy behavioral change or a changed attitude. In substance abuse prevention, the product is
the knowledge, attitudes, or behavior the target audience should adopt (Linkenbach, 1998).
The“price” for abar of soap may be $2.00, but for a healthy behavior the priceiswhat the
person must give up to receive the benefits. For instance, the price may be the cost of separating
oneself from peers who use alcohol, tobacco, and other drugs.
The “promotion” isthe overall strategy or message used to persuade the target audience to pay
the price for the product. It is the means for persuading the target audience that the product is
worth the price.
The “place’ is the communication channel, such as the mass media, schools, churches, or
workplaces. Some social marketers also define “place” as the location in which the audience can
partake in the healthy behavior. It isimportant to note that social marketing does not have to
include mass media.
The following example illustrates how the 4Ps of socia marketing can be applied to amedia
campaign:

Product: Refusing to have a drink when offered one by peers

Price: Not fitting in with on€’ s peers (the price perceived by preteens)

Promotion: “Not drinking or using other drugs is smart and fashionable.”

Place: Mass media and community programs

Linkenbach, J. (1998). Health entrepreneurism. Promising practices. Campus alcohol strategies. Fairfax,
VA: George Mason University.

Walsh, D.C,, Rima, E.R., Moeykens, B.A., & Moloney, T.W. (Summer, 1993). Social marketing
for public health. Health Affairs, 104-119.
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Effective Media Messages

Are based on fact and focus on immediate consequences

The message must be meaningful and appeal to the target audience. It should be based on
fact and linked to the present rather than to the future, especialy if the focus audienceis
young people. For example, a message promoting nonsmoking can present messages
about the immediate consequences of smoking, such as bad breath, yellow teeth, or
reduced energy, rather than focusing on the future threat of cancer or emphysema. Scare
tactics, which include fear arousal, and messages addressing the most extreme
consequences of substance use should be avoided because they have failed to influence
long-term behavior change.

Clearly state the desired behavior and its benefits

The media message should clearly state the desired behavior or behavior change the
message is promoting and describe the benefits of adopting the new behavior. If the focus
audience is aready involved in the behavior to be avoided, then the message will be
different than if they are not yet involved (Breitrose, 1992). For example, a message to
smokers who want to quit smoking will be different than a message to smokers who think
smoking is cool and are not interested in quitting; it will also be different than a message
to nonsmokers.

Use positive emotional appeals

The arguments used to persuade the audience should be carefully considered. The
messages may appeal to emotions such as fear of social disapproval, self-esteem,
patriotism, and humor, but they are mor e effective if they appeal to positive emotions
(Breitrose, 1992). Social marketers can aso learn from traditional marketersin this area.
The persuasion techniques described in the media literacy section may be helpful in
developing messages to persuade young people to live healthy, drug-free lifestyles. For
example, an emotional appeal may be used to focus attention on the harmful effects of a
substance, humor can be used to describe the irony of using substances while
participating in sports, or group dynamics may be used to persuade young people that not
everyone is using drugs and that there is plenty of peer support for nonuse. The appeal
selected will vary depending on the focus audience.

If the focus audience does not yet care about an issue, then an emotiona appeal may be a
way to grab their attention. Although fear may be away to get the audience involved, fear
tactics alone are insufficient to change behavior. Therefore, if thistactic is used,
information about how people can avoid undesirable behavior and negative situations
associated with it must also be provided. Focusing on the advantages of engaging in
desired, positive behavior may be even more persuasive. Further, messages should avoid
eliciting such strong emotion that the audience reacts inappropriately, such as denying
thereis aproblem or believing that adverse consequences of the behavior will not happen
to them. If the emotiona arousal causes the focus audience to dismiss the message or to
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feel that nothing can be done to create healthy behaviors and avoid unhealthy ones, they
are unlikely to attend to the message. In general, the use of fear isunlikely to effect
behavior change and may reduce the effectiveness of subsequent health promotions
because these messages may lose credibility with the audience. Therefore, this appeal
should rarely be used (Soames, 1988).

Appeal to logic and reason and use humor

Effective media messages a so appeal to logic or reason. A logical or reasonable
approach may be effective if the target audience aready cares about or isinvolved in the
issue or behavior. A logical or reasonable approach may include proving that using
alcohol, tobacco, and other drugs should be avoided; this approach may also include
showing ways to say no to drug offers or ways to avoid drug use in risky situations that
are common to the focus audience. Humor, when used effectively, can also be an
effective way to engage an audience. It isimportant to remember that humor is shaped by
culture and context, and that the message should be funny to the focus audience and
should not be offensive.

Model desired behavior

Media messages modeling desired behavior are effective ways to influence behavior. A
message that shows a positive behavior, as opposed to one that shows a negative behavior
that the audience is warned to avoid, ismore likely to be successful (Breitrose, 1992). For
example, if you want the focus audience to avoid smoking cigarettes and drinking
alcohol, avoid showing young people engaging in that behavior in the advertisement;
rather, show them engaged in attractive activities. Positive modeling shows the focus
audience that people do practice the healthy behaviors. Models used in such media
messages should have attributes similar to the focus audience. If models are too different
from the intended audience, the audience is likely to discount the message because the
possible benefit being extolled will not seem germane to their personal situations. For
example, if the audience is teenage boys living in rural areas, then 30-year-old malesin
an urban setting should not be delivering the media message.

Breitrose, P. (1992). PSAs that work: Guidelines to help you select or produce effective health
promotion public service announcements. Palo Alto, CA: Health Promotion Resource Center &

Office for Substance Abuse Prevention.

Soames Job, R.F. (1988). Effective and ineffective use of fear in health promotion campaigns. American
Journal of Public Health, 78, 163-167.
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Social Norms Marketing Case Study

An example of asocial norms marketing campaign is provided by Northern Illinois University
(NIU). The NIU Health Enhancement Services conducted a student survey and discovered that
fewer than half of the students had engaged in binge drinking during the past 2 weeks. However,
the students believed that more than two out of three were binge drinkers. After receiving
information from the students about the best communications channels and testing the materias
and messages, the campaign organizers placed news stories and advertisementsin the college
newspapers and posters around the campus. The message that more than half of NIU students did
not binge drink when they partied saturated the university. The same messages appeared in
classified newspaper ads, a newspaper column, press releases, and flyers. Other parts of the
campaign included giving money to students who knew the correct rate of binge drinking and
informational flyersto those who did not. Students were also given $5.00 to put up campaign
postersin their dorms (student office workers were used to find the posters). NIU Health
Enhancement Services staff spoke in classrooms, the residence hall, and sorority houses and
conveyed the message about the correct binge drinking rate (Haines, 1996).

After the campaign, another survey was conducted. Students’ perception of the binge-drinking
rate was closer to reality, and the rate of binge drinking had declined. There was an 18-percent
reduction in perceived binge drinking and a 16-percent reduction in actual binge drinking.
Further, surveys revealed a 5-percent reduction in alcohol-related injury to self and a 33-percent
reduction in acohol-related injury to others. Five years after the campaign started (it was
implemented each year), the binge drinking rate fell by 35 percent (Haines, 1996).

The 4Ps apply to socia norms marketing campaigns. In this example, the “ product” was to stop
binge drinking; the “price” wasfitting in with one’s peers; the “promotion” was that most
students at NIU do not binge drink; and the “place” was the college newspaper and other
locations on campus.

Haines, M. (1996). A social horms approach to preventing binge drinking at colleges and universities.
Newton, MA: The Higher Education Center for Alcohol and Other Drug Prevention.
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Reducing Underage Drinking Internet Resources

Policy Changes to Restrict Alcohol Sponsorship/Marketing

Center for Science in the Public Interest

http://cspinet.org/booze

(fact sheets, surveys, Liquor Ads Community Action Packet)

Center on Alcohol Marketing and Y outh

WWW.camy.org

The Marin institute

www.marininstitute.org

(database of articles and research on underage drinking, information about the child-proof
ads letter campaign)

The Trauma Foundation

www.tf.org

University of Minnesota, Alcohol Epidemiology Program

www.epi.umn.edu/al cohol

(how to’s of proposing local ordinances, descriptions of what other communities have
done, information about reducing underage drinking through coalitions)

Educational/Advocacy Materials on Underage Drinking Issues

Ad Busters

www.adbusters.org

(examples of acohol counter-ads, information on creating your own counter-ad)
Facing Alcohol Concerns Through Education

www.faceproject.org or (888) 822-3223

(research-based media materials for changing community norms about acohol, linksto
alcohol industry Web sites, information about media development and training, product
catalog)

Join Together

WwWwW.jointogether.org

(online news and feature stories, funding information, community norms strategies,
advocacy tips)

Mothers Against Drunk Driving

www.madd.org

(statistics on alcohol-related car crashes, fact sheets on underage drinking)

Media Literacy

University of Washington, Early Childhood and Teen Telecommunications Project
www.teenheal thandthemedia.net

(information for young people, parents, and educators about medialiteracy asa
prevention tool; medialiteracy paper describing medialiteracy projectsin Washington
State and nationally; information about Teen Futures Media Network)

Module 7 — Facilitator’'s Manual 7-24



New Mexico Media Literacy Project
www.nmmip.org

Social Marketing

“Most of Us” Campaign

www.mostofus.org

Higher Education Center for Alcohol and Other Drug Abuse and Violence Prevention
Center

www.edc.org/hec

Hobart and William Smith Colleges Alcohol Education Project

http: //academi c.hws.edu/al cohol/Social Nor msPrimer.html

Central CAPT

http: //captus.samhsa.gov/central/resour ces/books.cfm

Technical Assistance

Pacific Ingtitute for Research and Devel opment
wWwWw.pire.org
(free publications on research-based strategies to reduce underage drinking)
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