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Wihat\Wedll Coverlioday,

» Media Campaign goal and features

» Challenges to success

» Marijuana

> Audiences

= Early Intervention Initiative
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Viedia CampaignEeatures

Goal — to prevent and reduce teen use
Broad bipartisan support
“Paid” campaign, fully integrated

Ads prepared by Partnership for
Drug-Free America

Multicultural audience focus




Behavier ChangelViecel

ange Behavior
Sustain/Advocate

Increase Knowledge

NYAMC’s
learnings infor
each stage

3.
Change Intentions




National Youth Anti-Drug Campaign

COMMUNICATION STRATEGY

Integrated Communication Campaign

Interactive Entertainment .
Media Industry Pal d Zl;g iI:s Partnerships
Outreach Adve rtlsmg

Parent Youth Influential Adult
Audiences Audiences Audiences

EVALUATION ‘




Viessage: Plathiorms

* Marijuana — since September 2002

= Early Intervention — since January 2004

PARENTS

» Efficacy/Monitoring — since early 2002
= Early Intervention — since January 2004




WihayAViarjuana?

/NIiIaerv uSedu
/llicit drug among youth

= Teens starting use at younger age

= Among teen drug users, nearly 60%b
use marijuana only

* More teens are In treatment for
marijuana dependence than for all




Viarjuana: e Eacts

= Addictive
More potent than a decade ago

Affects learning & academic
achievement

Linked to risky behaviors




Challenges

* Normalization in pop culture

» Medical marijuana and
legalization campaigns

» | ack of prevention efforts

» Widespread ambivalence and
misinformation among youth




Challenges WithNparenits

\J - \/ . -/

“Feel powerless” due to pop culture,
peer pressure

“Not my kid”
Marijuana — no big deal

Hypocrite? Once used, so...




Challengeswitiy teens

= Sensitive topic — symbol of rebellion
= Perception of norms
* Dynamic media market

= “Agenda-driven” messages




Youth ReportViere Pre-Drug fihan
AnibEDrUgNVIessaeesianENPDIaES
Coriflrer |

= Teens overstate prevalence
of pro-drug messages

— In focus groups
estimated 70:30

= Diaries confirm uneven
balance

— Though not to the




Viest: Ereguent Pro= and ARtiEDrug
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Diaries showed that most frequent pro-drug messages came from conversations with friends
while most frequent anti-drug messages came from advertising

24 M Pro-Drug
© Anti-Drug
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EARLY INTERVENTION INFTIATIVE

Harnessing the Power of
Parents and Peers



Natienal YeuthrAti=Drug Viedia Campaign
AdVertsingiPevelepmeni/RESEarchi PHECESS

Qualitative

Research:

Consumer
Insights

National
Studies

Behavior
Change
Expert

Panel

Creative
Concept
Briefing

Subject
Matter
Experts

Before ad creation: Exploratory
Research

Creative
Development
of Campaign

Feedback Loop

Qualitative

Research:
Formative
Creative

Finalization
Evaluation

f
Copy .
Testing Creative
evelopimeri

Behavior
Change

During ad creation: Qualitative/Quantitative

Research/Expert Review

Media

Tracking
Planning

Study

Outcome
Evaluation

After ad creation:

Media Planning & Placement
On-Air/Tracking




EARLEY IINFERVENIFIOIN
PROCESS STEPS

Initial meetings with prevention and treatment
experts January 2003

Outreach to partner organizations that work
with youth and parents

Exploratory research with over 400 youth and
adults in eleven cities

Qualitative and quantitative testing of
advertising concepts and messages

Development of supporting brochures, posters,
postcards, online support




Eary intervention
@B EecVesHor Yeuill

Key Thought:

“1 have to do something to help my friend. It may
be hard, but getting involved is the only way to
help him/her with his/her marijuana/Zalcohol
problem.”

What the advertising intends to achieve

> Motivate kids to intervene on behalf of a friend
“In trouble”




Eary intervention
Qg|eeil/es for Pelfainfis

Key Thought:

“l1 have to step in and do something about my kid’s
drug and alcohol use. Though it may be difficult,
the positive impact it will have on his or her life is
worth it.”

What the advertising intends to achieve

» Extend parenting monitoring message




= Home = ContactUs

STEP UP

Ste p U p DRUG FACTS YOUR STORY IN THE NEWS MY ANTI-DRUG

reevibe Asks
eens to “Step Up’ HAVE A FRIEND THAT NEEDS HELP?

if fri ends have a g% ¥ B Friendship requires one thing above all else: honesty. If you
have a friend that is using drugs or alcohol, you may be the only
person who can help them. It's never easy to tell someone that

rObIem Wlth . they need help but that's what being a good friend is all about. keed o

Its important that you take responsibility and build up the

rugs O r al CO hOI p. 4 ;onunrl?%;ehtgﬂlllr;n them about their drug use or drinking. If you Free;ibe NE,_;E_I

help a frien

HELP YOUR FRIEND WHAT TO SAY EXPERT ADVICE DID YOU KNOW
LSD and PCP can change

If your friend is using drugs or How you say something is Meed expert advice or
aloohol, you CAN help them. just as important as what you someone to talk to right S - E p
Freevibe's Action Guide say. Click here for actual now? Click here. T

will give you ideas for conversations you can iy

helping a friend with a with a friend using drugs or Yai've Got the Power o HElF Al
[FIEEE: ElErial or Sibling Who Drinks or Uses Drugs

)‘; IM to a friend

gedl Stories » |
H \ Blsend to a friend
Users and their friends 3 Download our posters and
talk, Listen and read., g i _" postcards
Poster




P A R E N T S [IHU INFDHM;.:I'.I--UN--:

TWE ANTI-DRUGB.

Drug Information | Advice | News | Is Your Teen Using? | Community | Get Involved | Partners

A R L e

WHAT'S INSIDE

l\ , . ety . | Qur New Anti-Dirug Ads B
- Hawve you seen our new anti-drug campaign ads?

h L - A b
il ! ¥ ! ! | If not, watch them here.m= -
I # ; [ 4 {photo courtesy of the PDFA)
ai K _ ! ]

TIPS FOR MON ITDHI NG YOUR TEEN

Be more involved in your child’s life. Know who your child is spending Gat Advice on Monitoring Your Teen
“time with, and understand the risks ﬂ:-uutrnﬂiﬂu. Make clear rules. Learn to listen. Be more involved in your child’s life. Get
Get more tips hera. more tips in the Advice secticn

Enow the Signs & mptoms of Drug Use

Viatch for the signs of drug use and get updated cn the drug trends
happening today. Read more in the s Your Teen Using? section.

Get More Information About Drugs
Test your knowledge about marijuana, alcohol and other illegal drugs. Visit the
Drug Information section.

ADVICE & INFORMATION

g Maonitor Your Teen By Asking the Tough Questions
Help vour employees Find educaticnal A dreg prevention Know where they are, who theyre with and what theyre doing at all times.
keep their kids drug- rescurces and guide for faith leaders.
free. classroom activities Be Firm If Your Teen |s Lising
here. Read these tips on how to approach your teegn about their drug use or

underage drinking.

Learn to Listen & Talk With Your Teen
Read these hints on what to say if your teen is in troubla.

More InTormation Omn... == Email a Friend

1. Monitoring Tips Spread the word and tell vour Think You Know Your Teen?

2. Teen Drugged Driving friends to visit Test yourself. Answer these guestions and find out.
3. Over-the-Counter Drug Abuse wasnw. ThesAntiDrog.com.

Be More Involved: Advice For Parents of Athletes
To win, teens must be drug-free. Educate yourself about the risks of using
drugs, stercids and alcohol.

Hear From Famiies Who Have Besn Throwgh It
Many families have been through recovery. Hear their advice and what made

the difference for them.

FEATURED PARTNER
MNational
L]

Mational PTA is a supporter of the Early Action
Initiative.

everychild. onevoice?




I-marketiracking Stuay

= Significantly moved crucial youth beliefs and
Intentions, compared to baseline established
prior to launch, to step in and do something

» “l should approach a friend who iIs having a
problem.”

» “l should tell them they have a problem.”
» “l would want to step in and do something.”
> “l should tell them I am concerned about




In=marketiacking Stuey,

= Significantly moved crucial parent beliefs
and intentions, compared to baseline
established prior to launch, to step in and
do something.

» “l would be likely to take action if | found my
child had a problem.”

> “l feel confident that I could try to stop usage.”




Campaign Evaltatien

101actory
Copy Testing
In-Market Tracking

Consumer Response (web hits, toll-free
calls, e-mail feedback)

Campaign Outcomes

National trends (attitudes, prevalence




EeKk EUrther Infeormation

(for Parents)

(for Youth)




