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I l ti  E i t l St t i  Implementing Environmental Strategies: 
Utilizing Data Driven Approaches to Address Underage Drinking 

Objectives – Presenters Will;

1)              Describe operational planning with state liquor enforcement and local law 
enforcement agencies in targeting adults and business in the provision of alcohol to 
minors. 

2) Illustrate collaborative relationships with District Attorney’s Office and 
interagency policy changes eliminating traditional gaps in judicial outcomes enabling 
greater accountability of punitive sanctions for offenders. greater accountability of punitive sanctions for offenders. 

3) Describe key elements and data used to create successful media 
campaign focusing on community awareness of underage drinking, education of 

f t ti iti  d  C ll t  A ti  li it ti   enforcement activities and a Call to Action solicitation.  



About us: Mesa County, Colorado

Located on the western border of Colorado

Encompasses 3,309 square miles  

Population approx. 130,000 County Wide

Approximately 72% is open public land (primarily U.S. Forest Service 
and Bureau of Land Management.)

Central Urban area surrounded by rural and wilderness areas

Creates unique challenge in patrolling and policing.  







Operational PlanningOperational Planning

1)    Planning starts approximately 1 month prior to a scheduled event (identify contact)

2)    Discussion with other agencies re: identifying scope of operation for target area                          
(t bl  t ) (trouble spots) 

3)    Obtain confirmation from other local law enforcement agencies on 
the # of officers they can providey p

4)   Modify template depending on operation (airplane/desert patrol, shoulder taps, party           
patrol)

5) Send out Ops plan ahead of time (allows agencies to review and make modifications) 

6) Meet at designated Command Post approx.  45 minutes prior to operation  
start time to discuss plan in detail (proper use of ICS)



One reason for a good plan!!One reason for a good plan!!



Get Creative with Resources
Airplane Patrol (Trouble Spot)

• Advantages
– Can see large areas
– Can cover large areas not seen from groundg g
– Less man power is needed to cover the large area
– Media loves this (good for getting our message out and public 

relations)
• Limitations

– Difficult to tell the difference between campers and actual underage 
drinking parties

– Sometimes difficult to give directions to officers (need GPS)– Sometimes difficult to give directions to officers (need GPS)
– Large parties are hard to disperse in safe manner (underage persons 

typically get into vehicle and take off through the desert)



Example:      Operational Plan



Example:     Operational Plan



Collaboration
Ask the question:  What’s really going on?

• We asked:  What are the barriers that prevent 
(l f t) f h i i ifi tus (law enforcement) from having a significant 

impact on enforcing underage drinking laws in 
our community?our community? 
– District Attorney’s Office may not pursue prosecution when the reports 

lack the pertinent and detailed information needed for proof beyond a 
reasonable doubt.

– (Perception) Historically, officers may not want to pursue charges 
(misdemeanor and felony contributing charges) because they thought 
the DA office would either drop the charges or plead them down.  



Examples of Barriers
These are from a book called Disorder in the American Courts

1)  Attorney: Doctor, before you performed the autopsy, did you check for a pulse?
Witness: No.

Attorney: Did you check for blood pressure?
Witness: No.

Attorney: Did you check for breathing?Attorney: Did you check for breathing?
Witness: No. 

Attorney: So, then is it possible  that the patient was alive when you began the autopsy?
Witness: No.

Attorney: How can you be sure, Doctor?
Witness: Because his brain was sitting in a jar on my desk.

Attorney: I see, but could the patient have still been alive, nevertheless?
bl h h l h b l lWitness: Yes, it is possible that he could have been alive and practicing law.



Examples of Barriers
These are from a book called Disorder in the American Courts

2)  Attorney: What gear were you in at the moment of the impact?
Witness: Gucci sweats and ReeboksWitness: Gucci sweats and Reeboks

3)  Attorney: Now doctor, isn’t it true that when a person dies in his sleep, he doesn’t 
know about it until the next morning?

Witness: Did you actually pass the bar exam?

4)  Attorney: The youngest son, the twenty one year old.  How old is he?
Witness: Uh, he’s twenty one. , y

5)  Attorney: Doctor, how many of your autopsies have you performed on dead people?
Witness: All my autopsies are performed on dead people.  Would you like to rephrase 

that?that?
6)  Attorney: All your responses MUST be oral, OK?  What school did you go to?

Witness: Oral



Collaboration
Ask the question: What is our part of the solution?

• We collaborated with the DA’s office to develop a form (cheat sheet) for officers 
to use during party patrols/liquor stings.to use during party patrols/liquor stings.  

• We also collaborated with the DA’s office and are developing a search warrant 
template for underage parties

• We listened when the DA requested the following for large gatherings to help 
with prosecution 

– Set up trailer with following equipment:
• dry erase board (write down name date of birth crime officer # and ticket #)• dry erase board (write down name, date of birth, crime, officer # and ticket #)
• camera (photograph suspect with liquor in hand as well as dry erase board



• DISTRICT / COUNTY COURT, MESA COUNTY, STATE OF COLORADO
• ACTION NUMBER 08SW_____________
• Mesa County (Colorado) Sheriff’s Department Incident 08L____________
•
• SEARCHWARRANTSEARCH WARRANT
•
• THE PEOPLE OF THE STATE OF COLORADO,
•
• TO: ANY PEACE OFFICER IN THE STATE OF COLORADO, INTO WHOSE HANDS THIS WARRANT SHALL COME, GREETINGS:
• WHEREAS, DEPUTY ________________________, a peace officer, has made Application and Affidavit for the issuance of an Search Warrant; and,
• WHEREAS, the Application appears proper and in conformity with the provision of Colorado Rule of Criminal Procedure, 41(b) and (c), for the following described 

property, to wit: 
______________________________________________________________________________________________________________________________________
______________________________________________________________________________________________________________________________________
__________________________________

•
• Believed to be located or situated at: 

______________________________________________________________________________________________________________________________________
____________________________________________________________________________________________________________________________________

d f h i l (b) l d l f i i l d lupon one or more grounds as set forth in Rule 41(b), Colorado Rules of Criminal Procedure, namely:
• (1) Which is stolen or embezzled
• (2) Which is designed or intended for use as a means of committing a criminal offense
• (3) Which is or has been used as a means of committing a criminal offense
• (4) The possession of which is illegal
• (5) Which would be material Which would be material evidence in a subsequent criminal prosecution in this state or in another state
• (6) The seizure of which is expressly required, authorized, or permitted by any statute of this state

(7) Whi h i k t t d i t i d t t d ld di d d i i l ti f t t t f thi t t d• (7) Which is kept, stored, maintained, transported, sold, dispensed, or possessed in violation of a statute of this state, under 
circumstances involving a serious threat to public safety or order, or to public health

•
• The names of person(s) whose affidavits have been taken in support hereof are:
• Deputy _______________________, Mesa County (Colorado) Sheriff’s Office
• and as I am satisfied that there is probable cause to believe the  property so described is located on the person(s), premises, or in the vehicle(s) described above, YOU 

ARE THEREFORE COMMANDED to search forthwith the person(s), premises, or in the vehicle(s) described above for the property described, any time, night or day, 
and to make return of this Warrant to ________________________ within 10 days of the date hereof, and to deliver to the person from whom the property is taken, 

f h i hi l th t i t k d i t t th l f hi h th t i t k d t d li t th H bl J dor from whose premises or vehicle the  property is taken, a copy and receipt at the place from which the property is taken; and to deliver to the Honorable Judge 
_____________________________ a written inventory of the property with the return of this Warrant.

•
• Dated this ___________ day of _____________, 200 ____ at__________hours, Mesa County, Colorado.
•
•
• ____________________________
• JudgeJudge                      
•









Collaboration
Ask the question:  What else?

Look for additional ways to strengthen the relationship and continue to strive  towards 
success. In Mesa County, we…success.   In Mesa County, we…

• Meet with State Alcohol, local law enforcement and the DA’s Office several times 
during the year.

• Secure involvement of prosecutors in liquor stings (get their buy in)

• We have had DA’s walk with us during large events (Country Jam, Rock Jam) 

• Communicate, communicate, communicate!!!!



Environmental Strategy: Community Education
Is what we’re doing working?

• Evaluate where you have been
• “Keep our kids alcohol free: Pass it on”

– Inconsistency in Ads 
– Lack of direction in message (Consequences for youth and adults, Health 

impacts, Brain Development, Long Term Impacts…etc.)
– Lack of funds to provide adequate saturation 

• What’s changed?   
• Colorado Prevention Partnership Grant – Strategic Plan supported 
through Implementation Phase Funding

• Collaboration with MCSO on 2 additional funding streams (LEAF 
Grant/EUDL Funds) 

• Build A Generation – Drug Free Communities FundingBuild A Generation  Drug Free Communities Funding



Environmental Strategy: Community Education
H    i ?How can we improve?

Next Steps:   
• Hired Marketing Company

• Television Ads – Choose Not Booze
• Youthisallthat.org Website
• Print Media – Media Folders, Rack Cards, Post Cards, Fact Sheets, 
Stationary

• Created a Communication Plan 
• A strategic manner in communicating with the public
• Asked ourselves:  What do we want to convey to the public? Who 
are we talking to? What medium do we use?  Will it be effective?  



Environmental Strategy: Community Education
H  d   k  it ill k?How do we know it will work?

Next Steps:   
• Pretesting Media Materials

• Story Board Television Ads – Choose Not Booze
• Evaluate Website prior to launching• Evaluate Website prior to launching 
• Evaluate Print Media – Media Folders, Rack Cards, Post 
Cards, Fact Sheets, Stationary

• Utilize Structured Focus Groups for feedback 
– both in our community and outside our community 



Environmental Strategy: Community Education
Wh t’  Mi i ?What’s Missing?

• We Have: 
– Youth Focus Group Data, 
– Health Kids Colorado Survey Data
– Youth Risk Behavior Surveyy
– Conducted Adult Focus Groups

• Adult Perception Data• Adult Perception Data
• Created a Community Survey for Adults for the purpose of 
obtaining a baseline to see if there will be a change in perceptions 
over time 



Environmental Strategy: Community Education
C it  Ad lt P ti  SCommunity Adult Perception Survey

Next Steps:   
C i S• Community Survey 
– Marketing Company Key to Outreach
– Designed Survey Tool
– Sent 10,000 surveys into community

– 38 sites
– Profession – Education, Medical, Construction, Consumer 

d d f lProducts, Service Industry, Law Enforcement, Financial Sector, 
and co

– Return rate of 29%



Environmental Strategy: Community Education
S  R ltSurvey Results

• Overall, 89% reported they are very concerned or concerned  about 
underage drinking in the community
83% did t thi k it t bl f th t t f• 83% did not think it was acceptable for youth to consume any amount of 
alcohol. 

• 72% of adults believe it’s easy for youth to obtain alcohol

• 66% of adults reported that enforcement efforts related to adult arrests 
would be the greatest deterrent to providing alcohol to youth.  Fines and 
Penalties came in at 65%.

• 78.4% of adults reported that parents/guardians have the greatest 
influence in preventing their children from using alcohol

• 64% of adults reported that elementary age is the most appropriate age 
to begin the conversation about underage drinking 

• 57.1% of adults reported television was the best medium to use , the 
next was radio at 42%



Community Survey Results Guides
M k ti  St tMarketing Strategy

Create Suite of Materials including 6 TV Ads focusing on: 
Community Awareness, Law Enforcement & Call to Action StrategiesCommunity Awareness, Law Enforcement & Call to Action Strategies

Community Awareness Ads
Created January 2008Created January 008

• Utilizing Local Youth for 
Voiceovers

• Sending message ofSending message of 
choosing healthy 
activities over drinking



Community Education: Enforcement AdsCommunity Education: Enforcement Ads

Enforcement Ads
Created April 2008

– Educating the
community about 
increased 
enforcement effortsenforcement efforts 
related to underage 
drinking.

– Utilizing dataUtilizing data 
about how teens 
access alcohol and 
informing adults 
about the legal
consequences of 
adult provision.  



Community Education: Enforcement AdsCommunity Education: Enforcement Ads

Enforcement Ads
Created April 2008

– Educating the
community about 
increased 
enforcement efforts 
related to underage 
drinking.
– Utilizing data 
about how teens 
access alcoholaccess alcohol 
through liquor 
establishments and 
informing 
businessesbusinesses  
about the legal
consequences of 
Selling to minors.  



Community Education: Call to Action Ad

Call to Action Ads
Created  Aug. 2008

• Utilizing Data to 
inform the 
community about 
Developmental 
stages and youth 
perception of 
alcohol use .

• Providing strategies• Providing strategies 
for parents to 
engage  in a
conversation, even 
at early ages about 
alcohol usealcohol use. 



Campaign Kick Off

Next Steps:                                    p
– Print Media, Website Introduction 

• www.youthisallthat.org (average of 2300 hits per month)

• 12,970 postcards mailed to Mesa County Households

• Choose Not Booze Community Awareness Rack Cards were 
distributed at 83 locations around Mesa County monthlydistributed at 83 locations around Mesa County monthly

• 130 Choose Not Booze Community Awareness Commercials 
were running each month 



Environmental Strategy: Community Education
Ch N t B C i E l tiChoose Not Booze Campaign Evaluation 

• 4 Yes/No Questions asked
– Did you receive a Choose Not Booze Postcard in the Mail?
– Have you seen the Choose Not Booze Commercials on 
Television?

– Did either the postcard or the commercial prompt you to visit 
the youthisallthat.org website?

– Have any of these prompted you to have a conversation 
about Underage Drinking with someone?about Underage Drinking with someone?

• Divided evaluation in quarterly assessments 
• Random calls made to households/business



Environmental Strategy: Community Education
Choose Not Booze Campaign EvaluationChoose Not Booze Campaign Evaluation 

1st Quarter Results

• 1st Qtr – April  2008
• 16.89% reported receiving a postcard
• 35.13%  reported seeing commercials.  Television 
Commercials had the greatest response rate for the 1st

t ltquarter results.  
• 2.02% reported visiting the youthisallthat.org website after 
seeing the commercial or receiving a postcard.  (7,916 total 
hits)hits)

• 25.67% reported the television ads, post cards or website 
did prompt them to have a conversation with someone 
about underage drinking



Environmental Strategy: Community Education
Choose Not Booze Campaign EvaluationChoose Not Booze Campaign Evaluation 

2nd Quarter Results

• 2nd Qtr – July  2008y
• 8.47% reported receiving a postcard
• 49.15%  reported seeing commercials.  Television 
Commercials had the greatest response rate for the 1st & 2ndCommercials had the greatest response rate for the 1 & 2
quarter results.  

• 20.33% reported visiting the youthisallthat.org website after 
seeing the commercial or receiving a postcard.seeing the commercial or receiving a postcard.  

• 45.61% reported the television ads, post cards or website 
did prompt them to have a conversation with someone 
about underage drinkingabout underage drinking



Environmental Strategy: Community Education
Wh t N t?What Next?

• Continue with Evaluating Choose Not Booze Campaign 
• Continue until we have a year’s worth of Campaign 
Evaluation Data.

• Complete another Community Survey in the fall of 2009 
(2 years later)(2 years later)

• Healthy Kids Colorado Survey in Mesa County School 
Districts



Implementing Environmental Strategies: 
Utilizing Data Driven Approaches to Address Underage Drinking

Review  Objectives

Objectives – Presenters Will;

1)              Describe operational planning with state liquor enforcement and local law 
enforcement agencies in targeting adults and business in the provision of alcohol to 
minors. 

2) Illustrate collaborative relationships with District Attorney’s Office and 
interagency policy changes eliminating traditional gaps in judicial outcomes enabling 
greater accountability of punitive sanctions for offenders. greater accountability of punitive sanctions for offenders. 

3) Describe key elements and data used to create successful media 
campaign focusing on community awareness of underage drinking, education of 

f t ti iti  d  C ll t  A ti  li it ti   enforcement activities and a Call to Action solicitation.  



Questions?Questions?

• Please Complete Class EvaluationPlease Complete Class Evaluation 

• Thank you 


