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Background

Alcohol Awareness Week took place over the weeks commencing 12th
and 19th October 2009

Different created communications campaign for AAW

Research conducted to evaluate the campaign in terms of:

= |Levels of awareness

= Message take out

= Impact on attitudes to drinking and drinking behavior



The Sample



The Sample

All were...
= C2DE
= Aged under 40

= Parents of children under 18 (at home)

Geography

Tees Valley

24%
Northumbe Tyne &

rland 23% Wear 29%

Base: 416

Gender

Female
53%

Base: 416

Social Class

Base: 416

Age

Base: 416
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Attitudes to personal drinking habits

I'm not worried about the
amount I drink

I probably need to drink
less often

I probably need to drink
less on the occasions I do
drink

I think I need help with
my drinking

B Strongly disagree m Disagree Agree m Strongly agree

Base: 416




Attitudes to personal drinking habits

97% of those interviewed in Tyne & Wear said they are not worried about the
amount they drink

35-40 year olds are most likely to disagree that they aren’t worried (12%)

Women twice as likely than men to agree they probably need to drink less
often (28% vs 14%)

Tees Valley (26%) and Northumberland (30%) residents most likely to agree
they probably need to drink less often, and that they should drink less on the
occasions they do drink (38% and 46% respectively)

One in four of those who say they are not worried about how much they
drink, still agree that they should probably drink less on the occasions that
they do drink

No men felt they needed help regarding their drinking (3% of women said
they did) and men were also more likely to strongly disagree that they need
help
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Advertising recall



Recall of Visual Advertising

Base: 416

Recall visual advertising?

42% in Tees Valley
had seen it

Don't know /
can't remember
2%




Recall of Radio Advertising

Base: 416

Recall radio advertising?

32% in Tees Valley
had heard it

Don't know /
can't remember
3%




Total Recall of Any Advertising

(visual or radio)

Base: 416

Recall any advertising?

No / Not sure
64%

56% in Tees Valley had
seen or heard an ad




Advertising Recalled

Didn't see or
hear any
Saw & heard ad 64%
9%

Heard ad only Saw ad only
9% 18%

Base: 416




What was the advertising telling you?

It affects your family / children / others

Cut down / stop drinking

Think of / spend more time with your loved ones
Check your units / watch your alcoholic intake
Drinking too much is bad for health / will Kill
Know your limits

Children telling adults not to drink

Antisocial behaviour / leads to stupid behaviour
Description of advert with girl going out drunk
Drink in moderation / sensibly / responsibly
Shock you into not drinking / making you feel guilty
Don't drink and drive / fine for drink driving
Advert with drunk father

Can't remember
Base: 149

About drinking to excess / drinking too much /..

Don't drink in front of children / drinking in front of children..

) 45%
) 16%
) 12%
) 9%
s 7%

) 7%

s 6%

) 5%

) 5%

) 5%

s 5%

el 3%

3%

& 2%

d1%

4%
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Perceptions of the Advertising



What did you think of the advertising?

® Excellent
Men more positive
Good .
about the advertising
B Average
= DK /Not sure
ICR

= Not very good

m Poor

Overall opinion Men

Base: All who have seen or heard advertising (149)
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To what extent do you agree / disagree that the
advert is...

: T&W least likely to say ads
More eye-catching are judgmental (5% agree)
for 18-24s: 97% and most likely to say they
agree are memorable (87% agree)
= Strongly
agree
Agree

= Don't know /

can't
remember
m Disagree
m Strongly
disagree
Eyecatching Easy to understand the Judgemental Very memorable
message

Base: All who have seen or heard advertising (149)
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To what extent do you agree / disagree that the
advert is...

Tees Valley least ...but are most 47% of people who think
likely to agree that | | likely to agree that they ought to drink less felt
ads stand out ads are different that the ads were aimed at
(57% agree) (84% agree) them
= Strongly
agree
Agree

= Don't know /
can't
remember

m Disagree

m Strongly
disagree

Really stands out Different to other ads Boring Aimed at someone like me

Base: All who have seen or heard advertising (149)
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To what extent do you agree / disagree that the advert ...

® Strongly agree

72% of those who feel

they ought to drink less
agree

|

66% of those who saw
AND heard ads agree

Agree

® Don’t know / can’t

remember
= Disagree
57% of 35-40 year olds
disagree
® Strongly disagree ' 2%
It communicated that drinking too It made me think about how much I
much alcohol not only affects you, it drink

affects the ones you love

Base: All who have seen or heard advertising (149)
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Impact of the Advertising on
Behaviour



Changes in Behaviour

Did you think or do anything as a
result of seeing the advertising?

34% of those who saw

AND heard ads said yes Don't know

/ can't
remember
1%

Base: All who have seen or heard advertising (149)

What did you think or do?

Thought about how much I
drink

Decided to change the
amount I drink

Thought about how much
a family member / friend
drinks

Talked to my family /
friends about my drinking

Talked to a family member
/ friend about how much
they drink

J 4%

Base: All who thought / did something (25)

...equates to
5% of those
who were
exposed to
the campaign

Caution, small base size




Which of the following best describes you and your
drinking behaviour...

m Before seeing / hearing the advert

Those who SaW/ heard an ad After seeing / hearing the advert

Exposure to the campaign 50% m Ideally
driving greater aspiration to 405
(o] . .
drink less 349 36% Exposure to the campaign moving
30% 0% people further away from
21% dangerous drinking behaviour
5%
9% 9%
o) o)
‘. 3 /o 3% 3% 1% 1% 1% 1% 2%
I don't drink alcohol I rarely drink alcohol I drink alcohol regularly, I drink alcohol regularly, I drink alcohol regularly, None of these
but never / rarely to occasionally to excess often to excess

o excess
Base: All who have seen or heard advertising (149)

Those who did not see/hear an ad = Now
u |deally

350, 38% 34%

16% 18% 18%

9% 0
3% 1% 1%
| S
I don't drink alcohol I rarely drink alcohol I drink alcohol regularly, I drink alcohol regularly, I drink alcohol regularly, None of these
but never / rarely to occasionally to excess often to excess

excess

Base: All who had not seen or heard advertising (267)
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Awareness of Alcohol Awareness Week

Base: 416

Are you aware that 19-25 October is Alcohol
Awareness Week?

Don't know / not
sure
8%

39% of those who had seen and
heard advertising were aware




Summary



Summary

Recall

= Qver one in three of the target audience (36%) were exposed to the
campaign in some format; Tees Valley saw particularly high recall (56%)

= Qver a quarter (27%) had seen an ad; one in six (18%) had heard the
radio ad

= Roughly one in ten (9%) had both seen and heard the ads — there are
indications throughout the data that this level of exposure has more impact
than only seeing or only hearing an ad

= The message that drinking affects your loved ones was remembered
spontaneously by nearly half who had been exposed to the campaign
\

= Other messages recalled were typically more generic around drinking too
much, and reducing alcohol intake

N\



Summary

Perceptions of the Ads
= Generally, the ads were received positively:
= Almost three quarters (73%) said they were good or excellent

= The majority also agreed that they were....easy to understand (96%)....
eye-catching (88%)... very memorable (74%)... different to other ads
(72%)... really stand out (70%)

= Similarly, most (64%) disagreed that they were judgmental.....and

\ boring (77%)
W\ Three in ten (30%) felt the ads were aimed at them; this was higher (47%)
amongst people who feel they should drink less

N\



Summary

Impacts of the Ads

Half (50%) of those who were exposed to the campaign said that it had
made them think about how much they drink

Seeing and hearing the campaign increased this effect: two thirds (66%) of
this group agreed they’d thought about the amount they drink because of
the ads

Similarly, the majority (72%) who feel that they should drink less, said the
ads had made them think about how much they drink

A smaller proportion (17%) felt they'd actually done something as a result
of seeing or hearing the ads...this was, again, mostly around thinking about
alcohol consumption

However, 5% of those exposed to the campaign said they have decided to
change the amount that they drink
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Summary

Impacts of the Ads

= The group who have been exposed to the campaign show a greater desire
to cut down their alcohol consumption

= 64% of those who saw/heard the campaign say ideally they would not,
or would rarely drink alcohol

= 56% of those who did not see/hear the campaign say ideally they
would not, or would rarely drink alcohol

= ...and there are indications that behaviour has actually changed positively
\ for'a small minority who saw or heard the campaign :

2% fewer say that they drink regularly, often to excess

= 6% fewer say that they drink regularly, occasionally to excess

N\
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Final thoughts

The campaign has seen good levels of awareness, with the right
messages reaching the target audience

There are strong indications that hearing as well as seeing ads
increases the impact of the campaign

The ads were well received, although a significant minority did feel
they were judgmental

It is clear that the campaign has made people think about how much
they drink...

...and has encouraged a minority to drink less, or at least aspire to
rinking less
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