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Parents: Still Powerful After All 
Th Y
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Roper Youth Report 2007

These YearsThese Years
Roper Youth Report 2007

What are the greatest influences on your
decision to drink alcohol?decision to drink alcohol?
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Focus Group Research:
Wh A ’ P U i

Focus Group Research:
Wh A ’ P U iWhy Aren’t Parents Using

Their Influence?
Why Aren’t Parents Using

Their Influence?
• Focus groups conducted 

in Rural and Urban cities 
Oin Oregon

• Tested knowledge, 
practices and message 
graphics

• Reviewed national focus 
group research for 
“Parents The Anti-Drug ”Parents. The Anti-Drug.  
campaign



Focus Group ResultsFocus Group ResultsFocus Group ResultsFocus Group Results

• Parents treat middle and 
high school youth 
differentlydifferently

• Most parents didn’t 
b li th i hildbelieve their child was 
drinking

F t t ll• Few parents actually 
articulate a rule against 
underage drinkingunderage drinking 
because it is “a given” 



Focus Group Results (cont.)Focus Group Results (cont.)Focus Group Results (cont.)Focus Group Results (cont.)

• There was great reluctance to monitor youth 
activities “unless there’s a problem”activities unless there s a problem

• Most parents do have rules against drinking 
d d i i b t t th l i th idand driving, but set those rules in the mid-

teen years

• Parent discussions rarely involve 
consequences of drinking other than driving



Key Campaign MessagesKey Campaign MessagesKey Campaign MessagesKey Campaign Messages

Three Messages:
• Your child could be drinkingg
• All children need rules against underage 

drinkingg
• Alcohol harms young minds

Target Audience:
• Parents of children 10-14 years of age



Initial Media Strategy: Ads in 
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Youth Developed AdsYouth Developed Adspp

TV Ad th t•TV Ads — youth teams 
in Portland & Medford

•40 new radio ads 
developed.  Thirty-three p y
of the ads developed 
and voiced by youth; 8 
i S i hin Spanish

•All ads available for•All ads available for 
reuse in media library



Current Media StrategyCurrent Media Strategy
• Continue radio ads using material 

f di lib

Current Media StrategyCurrent Media Strategy

from media library

• Place TV ads on U-Tube

• Place print ads and write articles 
for parent/family-oriented tabloids

• Develop “small market radio ad 
program” to help local prevention 
staff access local media

• Develop new “packages” for use 
by groups influential with parents



New Poster and Focus on 
“Al h l H Y Mi d ”

New Poster and Focus on 
“Al h l H Y Mi d ”“Alcohol Harms Young Minds”“Alcohol Harms Young Minds”



New Parent Tip CardsNew Parent Tip CardsNew Parent Tip CardsNew Parent Tip Cards



Print ProgramPrint Program
• Focus print ads on 

“parent and familyparent and family 
publications”:  Metro 
Parent, Portland 
Family News RogueFamily News, Rogue 
Valley Family and 
Central Oregon 
F ilFamily

• Ads and articles 
( thl i(monthly in 
publications); now 
available for reuse inavailable for reuse in 
article library



Packages for Targeted GroupsPackages for Targeted GroupsPackages for Targeted GroupsPackages for Targeted Groups
Doctors’ Offices andDoctors  Offices and 
Health Organizations:

• Oregon Medical 
Association is a partner

• Article in November OMA 
newsletter

• Package for Doctors’ 
offices (brain poster and 
parent tip cards withparent tip cards with 
plastic holder)



Packages for Targeted GroupsPackages for Targeted GroupsPackages for Targeted GroupsPackages for Targeted Groups

Faith Organizations
Ecumenical Ministries of• Ecumenical Ministries of 
Oregon is a partner

• Package includes one-page 
flyer, parent tip card sized 
f h h b ll ti b ifor a church bulletin, brain 
poster and article on 
alcohol and brainalcohol and brain



Materials in OLCC Liquor StoresMaterials in OLCC Liquor Stores
• Posters and parent tip cards 

Materials in OLCC Liquor StoresMaterials in OLCC Liquor Stores
p p

placed in selected stores 
beginning in February

• Bottle hangers – from Utah’s 
Parents Empowered Campaign
P t h i d f t• Press event emphasized fact 
that underage drinkers now 
prefer hard liquor versus beer

• Parents are urged to keep 
track of their home alcohol 

lisupplies



New Campaign in Liquor Stores New Campaign in Liquor Stores 
Focuses on Adult FurnishingFocuses on Adult Furnishing



Website ProvidesWebsite Provides
Recommended ResourcesRecommended Resources



Help for Local Prevention Help for Local Prevention 
Groups Groups 

• Workshops to provide 
suggestions and ideassuggestions and ideas

• Small radio market 
program

• Local print ads/flyers• Local print ads/flyers

• Translated materials 
into Spanish



Provide Local SuppliesProvide Local Supplies

• Customizable for 
l l tilocal prevention 
groups



Contact InformationContact Information
Oregon Partnership: 

503 244 5211503-244-5211
Pamela Erickson - consultant

971-244-1364 pam@pamaction.com

Judy Cushing - President and CEO
503-244-5211

Danny Slifman - Creative Director 
dslifman@orpartnership.org


