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• Learn about the problem.

• Develop “command” of the topic. Develop expertise.

• Understanding of possible solutions = Desire  to take Action 



Before you can take action…

You need the SKILLS to do so.
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 Presentation Skills
 Media Production Skills
 Activism Skills
 Writing Skills
 Theatrical Skills
 Leadership Skills
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 Education

 Community Awareness

 Policy Change

 Media
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 Describe several projects and activities 
designed to challenge the Alcohol 
Industry that you can replicate. 

 Provide a detailed description of the 
common elements of a Counter-
Advertising Campaign.
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 Share ideas and resources that you can use 
right away – and later on. 

 Give you an approach to facilitate meaningful 
youth participation and empowerment in your 
efforts. 



Section I

What’s the Problem
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200+ million 
barrels of beer 

in 2017

Volume Sold in US:
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• AB-Inbev 40%

• MillerCoors 25%

• Corona/Modello 9%

• Heineken USA 4%

• Pabst Brewing 2% 

Over 5,000 other brewers and importers share the 
remaining 20%

It’s worth over $110 Billion in sales.



Center on Alcohol Marketing and Youth  Johns Hopkins Bloomberg School of Public Health   

The Problem

• In 2016, one in 5 people age 12 – 20 
drank alcohol in past 30 days. 
(NSDUH)

• 4.5 million people age 12 – 20 reported 
binge drinking (12%). (NSDUH)

• The earlier young people begin 
drinking, the worse the consequences 
are likely to be.
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The Problem

• 6% of the US population 
over 12 are classified as 
“Heavy Drinkers” (16.3 
million people). 

Defined as: Binge drinking at least 5 times per month.
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• AB-Inbev 40%

• MillerCoors 25%

• Corona/Modello 9%

• Heineken USA 4%

• Pabst Brewing 2% 

Over 5,000 other brewers and importers share the 
remaining 20%

It’s worth over $110 Billion in sales.



Appearance

Sports



Music

Sex



Electronics 

& Video



Doc Alcoholic 

Lemonade















http://www.budshop.com/budshop/product_list.asp?dept_id=627&subdept_id=712




Anheuser-Busch, makers of Budweiser 
said in a statement:

''We do not target our 
advertising toward 
young people, period.''

New York Times  April 8,1997
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Trick or Treat ?







Bud Train Set



Toy Beer Truck



Heineken Hot Wheels



Puppets





Can we compete with 
the Alcohol Industy’s
messaging?



Yes! We can get our 
message out – even 
with less money.  



Section II

What’s Our 

Message?
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Creating Your Message



Counter-Advertising 

is a Strategy

Who are you targeting?

 Why will your message cause them 

to change their behavior?



Your Goals & 

Objectives

Creating Your Message





Target Audience

 Who are you trying to 

influence with your 

media?

Creating Your Message



Who is the Target Audience?



Develop a Theme or 

Setting
 The scene or background 

situation that the media occurs in.

 It gets people’s attention.

Creating Your Message



What is the Setting?



Internal Strategy

Who are you targeting?

 Why will your message 

cause them to change their 

behavior?







Section IV

Message Strategies
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Health Message



Health Strategy



EXAMPLE: Health Message



Social Norming
 Makes target aware that “everyone 

is not doing it”.

 Often provides info about actual 

rates of binge drinking or other 

activity.





Social Disapproval Message





Social Approval
Message



Section V

Counter-Advertising 

As a Strategy
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Two ways to think about 

Counter-advertising or countering the 

Industry’s Messages:

Prevent/reduce exposure to the 

message.   

Attempt to minimize the impact 

(effectiveness) of alcohol 

advertising.  





Reduce Exposure: 

 Generally an environmental or 

policy change approach. 







Fox Run Mall Purchases

“Go Games” Store

14 years old



12 years old



Mall of NH Purchases

13 years old: 

Beer Keg 

Halloween 

Costume





Examples of “Gear” collected at a Gear Exchange. 







Two ways to think about 

Counter-advertising:

Attempt to minimize the 

impact (effectiveness) of 

alcohol advertising.  

Often a media literacy 

type of  approach.



Taking Action – Presenting:

“8 Things About Alcohol” 
Module 3A-2





The Top 8 Things
The Alcohol Industry

Doesn’t Want You To Think 
About 

Can Leave 

you

vulnerable













Can They Handle 

the Truth???
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Alcohol Advertising as a Risk Factor

Forms of alcohol advertising and marketing that predict drinking onset among youth:

• Television beer advertisements (Collins, et al, 2007; Snyder, et al, 2006; 
Stacy, et al, 2004)

• Alcohol ads in magazines and on billboards (Collins, et al, 2007; 
Snyder, et al, 2006; Pasch, et al, 2007)

• In-store beer displays (Collins, et al, 2007)
• Beer concessions at sporting events (Collins, et al, 2007)
• Alcohol use in movies (Sargent, et al, 2006)
• Ownership of alcohol promotional items (MacClure, et al, 2006)



Background Info on Impact of 
Alcohol Advertising

Center for Alcohol 
Marketing and Youth

www.camy.org



Section IV

Media Production
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Counter-Advertising Message

When your media or other project 

alerts the target audience that the 

industry and its advertisers are 

trying to get you to use their 

product through… 



trying to get you to use their 

product through…

• Deceit

• Deception

• Trickery

• Lies, or

• Hiding the Truth 



Counteradvertising 

Message

Your media counters and exposes 

the efforts of the industry and its 

advertisers to avoid being honest 

with you about their product.







Emphasizes:

 More interested in $$$$ than the 

consequences on kids or adults.

$$$

$$$









Emphasizes:

 Targeting kids & teens as customers.





Emphasizes:

 Failure to warn about consequences.



Make it look like you’ll be 

more attractive & 

athletic; and…

http://www.budshop.com/budshop/product_list.asp?dept_id=627&subdept_id=712


…and have more 

friends; more fun; or 

more sex?



Do their ads make drinking 

look like harmless fun?



Emphasizes:

 Misleading, deceptive or untruthful 

messages.

Do their ads make 

their product seem 

like rock climbing and 

drinking go together?



Emphasizes:

 Misleading, deceptive or untruthful 

advertising.

 Failure to warn about consequences.

 More interested in $$$$ than the 

consequences on us.

 Targeting kids & teens as customers.



Section VI

C-A Campaign
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Long Term Campaign



What is a Campaign?
When we use the term 

CAMPAIGN, we mean: 

 A sustained effort > 1 

year



What is a Campaign?
 Usually multi-dimensional -

more than one type of 

activity.

For example: a combination of 

media elements, education, 

awareness projects, etc. - all 

carrying the same message



What is a Campaign?

 Focuses on a single core 

message or a narrow set of 

very related & compatible 

messages.  





Taking Action – Community Advocacy:

“Tell The Truth Campaign” 







Palm Cards









Taking Action – Presenting:

“8 Things About Alcohol” 
Module 3A-2





Taking Action:  Creating Media
• Recording a Radio PSA

– Using an existing script 
Module 3B-1 



We can compete with 
the Alcohol Industry’s 
messaging?





Section VII

Closing
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How we can be a resource:

Dana Mitchell
d.mitchell@dover.nh.gov
DoverY2Y@dover.nh.gov

603-516-3274
www.DoverY2Y.org

mailto:d.mitchell@dover.nh.gov
mailto:DoverY2Y@dover.nh.gov


www.DoverY2Y.org

• Annual Webinar Series on Youth 
Empowerment

– 4 or 5 webinars a year

– Various topics

– No charge
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• No Charge to email:
– A PSA script

– An mp3

– A skit  
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• No Charge to:
– Come to Dover and visit us – for those that are close 

enough. 

– Access our resources on our web site or YouTube 
Channel. 
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• We have to charge for:
– On-site training where we travel to you.

– Perhaps a small charge for a customized webinar. 

– The Toolkit 



The One Voice Youth Empowerment Toolkit:

– It’s a toolkit… 

– Not a curriculum 





Counter Advertising:

Can You Handle the

Truth?
www.DoverY2Y.org
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• Introduction 

• Getting Started (Part 1)

• Modules covering Knowledge & Skills  

• Modules for Action (Part 3)

• Evaluation information (Part 4) 

• Appendix

– Appendix G: commercial DVDs 

• Flash Drive (currently 17 gig of content)




