DISCOVER THE TRUTH ABOUT ALCOHOL
ADVERTISING AND OUR KIDS.

SEE WHAT SAM SEES.
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발표자
프레젠테이션 노트
Personal introduction
Balance, North East Alcohol Office
Aim is to reduce amount people drink so have healthier people living in safer communities
Do that through de-normalising alcohol consumption at excessive levels – an approach which has proved to be very successful in reducing smoking levels
Follow in footsteps of NE regional tobacco office Fresh which has reduced smoking levels in NE twice as fast as England average
If hoped I would talk about the detail of NAS – how to use EMROs and Night Time Levy – you’ll be disappointed
Aim today is to show how we can use the NAS – with all its imperfections – as a launchpad for the kind of changes that have seen smoking levels fall to around 20%
Do that by comparing how tobacco control colleagues got to where they are – and what we should be doing now to take the same journey


Balance, the North East Alcohol Office

Launched February 2009
Funded by NHS — now local councils

Dedicated ‘alcohol control’ office — following
tobacco control model

Aim to de-normalise excessive consumption

Small multi-disciplinary team — includes seconded
police officer

Treat alcohol as cross-cutting issue
Balance more than the team - movement
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Alcohol Harm in the North East

Highest rates 11-15 year olds
drinking

Highest rate U18 hospital
admissions

Highest rate in specialist alcohol
treatment services

Over 300% increase in liver
disease admissions amongst 30-
34 year olds in 10 years

Exposure to alcohol marketing
leads to earlier drinking and
Influences volume
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발표자
프레젠테이션 노트
Treatment Manager looking at Alcohol-related hospital admissions through Alcohol Health Commissioners Group – talk about segmentation later and some of High Intensity Users work – key issue for Balance

- Major drivers of new Government = efficiency, costs savings and more for less – pressure to drive down the increase in alcohol-related hospital admissions


Balance - what we do

Communications &
information

Policy, research
and advocacy

Sharing good
practice

Availability

Affordability

Desirability

<

Reduce
consumption &
harm
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See What Sam Sees:
The Campaign
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What the evidence says

“A substantial body of research has found that
alcohol advertising and promotion influences the
onset, continuance and the amount of alcohol
consumption amongst young people”

Under the Influence — BMA

“Reducing the impact of marketing, particularly on
young people and adolescents, is an important
consideration in reducing harmful use of alcohol”

WHO Global Alcohol Strategy

BAL ' NCE



What the industry does

On TV 10-15 year olds ‘were exposed to significantly
more alcohol adverts than adults’ ranp Europe

Carling: ‘... a great way to start the day’; ‘The first

choice for the festival Virgin’ ‘They’ll Drink Bucket Loads of the
Stuff’ - Prof Gerard Hastings

“Nearly four-fifths of pupils (79%) were aware
Carlsberg is an alcoholic drink. This was higher
than recognition of Ben and Jerry’s ice cream (74%)”

Making an Impression - Alcohol Concern Cymru
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발표자
프레젠테이션 노트
On availability a raft of measures available to local areas – Night time levy, EMROs etc
Includes consulting on PH objective for CIPs
Local authorities in NE currently working through the options – already heard some strong views
Many believe industry will still have too much influence


Campaign objectives

Understand need — health and social harms
Understand role of marketing — content and volume
Make link between marketing and harm to children
Understand role played by alcohol industry

Demonstrate current marketing restrictions
Inadequate

Build public and political support for marketing
restrictions

Empower public — sign petition
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Target audience - parents

Location SEG Age of children

1 Newcastle ABC1 Younger children
2 Newcastle C2DE  Older children
3  Middlesbrough ABC1  Older children
4 Middlesbrough C2DE  Younger Children
Phone Call Under the Influence Future Crushed

Taxi Sam Sees Zoom



Sam’s Sees - creative testing
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Sam Sees campaign plan

Sam film ‘banned’ by TV authorities
Online, outdoor, print campaign
Online advertising
mix of video ads and display
Regional geo-targeting of media sites
Social networks heavily featured
Outdoor:
48/96 sheets
Advertising on public buses
Print — regional press
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발표자
프레젠테이션 노트
Look in more detail at the evidence
On affordability, WHO Global Alcohol Strategy strategy states: (READ)
The WHO’s Framework Convention on Tobacco Control similar (READ)


Sam online film
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Sam Sees: PR tactics

Launch conference attended by 100+
Stakeholder toolkit

Briefing papers and presentations
Emotive case studies

YP project — ‘Sam for aday...’

Letter writing campaign — local MPs
On street engagement

Social media to promote campaign film
Media engagement

& & Alcohol
¥l Nation
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발표자
프레젠테이션 노트
On availability a raft of measures available to local areas – Night time levy, EMROs etc
Includes consulting on PH objective for CIPs
Local authorities in NE currently working through the options – already heard some strong views
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Ban for advert
that highlights

cccccc

Sam Sees campaign results

Reach Frequency Impact
Outdoor 70% 5.4 8.6m
Press 55% 1.8 2.2m
Online 65% 1.8 7.2m
Website visits per North is dying

: for a drink
day increased x15 —u

800 news items

AVE £850,000
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Sam Sees - campaign evaluation

7o what extent do you agree or disagree that...

Genergl Recall rDe%r;’ﬁ
RED FIGURES denote significant difference ng: glga:ézn C:‘/oma%arig: C;ma%iigg‘
There should be greater restrictions on alcohol
- 0 09 Y% )
Children are exposed to too much advertising about A% 5%
alcohol
|
Alcohol advertising and promotion encourage children to o
: : 239
drink younger and drink more 890 S5%
|
Alcohol advertising contributes to the fact that the NE
: : 0 205,97
has the highest rate of 11-15 year old drinkers 0% 45 /Q|

Alcohol advertising currently targets the under 18s 48906

\_45
N>
3

Alcohol advertising contributes to the fact that the NE has the
highest rate of under-18 alcohol-related hospital admissions

S

Base: all respondents: (432); Recall campaign (141); Don't recall campaign (291)



MUP campaign results

Over 6,000 signed petition calling for
advertising restrictions

Public opinion survey (1800 people);

53% agreed alcohol marketing targeted
under 18s (up from 45%)

71% supported TV ban before 9pm (up
from 65%)

77% want cinema restrictions
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발표자
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Sam visits Downing Street

Young people present
project findings in Houses
of Parliament

Petition delivered to
Downing Street
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Sam Sees - conclusions

Public want to protect their children

They underestimate power of
marketing

Feel powerless to change anything

Parents believe only option is to
provide one-to-one advice

Advocacy campaigns can raise
awareness and provide focus for

She rummson woa g, 2CHION

e —e Vulnerable groups provide reason for
action — more regulation AL ANCE
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