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Background

Public health campaigns which aim to educate individuals regarding the
potential harms of alcohol and how to drink in a responsible manner are
one of the first lines of defence against alcohol-related harms. However,
no research to date has explored whether such changes in knowledge,
belief or intention actually achieve their aim of making prospective
drinking behaviour ‘more responsible’.

In a series of studies, utilising a simulated bar environment, we
explored the effects of context and RDM media materials on young
drinkers’ alcohol intake. The materials used were taken from a current
national campaign in the UK, funded by the Drinkaware Trust. From
2011 onwards, this campaign is the only nationwide mass media
campaign in the UK aiming to reduce alcohol-related harm amongst
young people.

Method

Participants: Undergraduate students were recruited from a London
University campus (Study 1: N = 35, Mg, = 23.2, SD = 3.5, all female;
Study 2: N = 80, Myg, = 21.4, 8D = 1.5, 30 male, 50 female)

Setting: Studies took part in a purpose-built simulated bar environment,
with a separate lab room used in study 1 to allow for a comparison of
the effects of environment on alcohol consumption.

Measures: The dependent variable in the study was volume of alcohol
consumed during a Taste Preference Task (TPT). This involved
participants tasting a range of different beverages (e.g. beer, wine) and
then rating each according to a number of features. Participants were
not aware that the true objective of the study was to determine the total
volume of alcohol consumed during the study.

In study 2, half of the pariicipants were also asked to read some brief
information on the Drinkaware Trust website, which supplements the
poster campaign. This allowed us to examine the effects of both
elements of the Drinkaware Trust responsible drinking campaign.
Procedure: In both studies participants were invited to take part in a
research project evaluating taste preference for various products,
including beer and wine. On arrival to the laboratory, participants were
randomly allocated to one of the study four conditions (Study 1: Bar &
Posters; Bar & No Posters; Lab & Posters; Lab & No Posters. Study 2:
Posters & Online Advice; Posters & No Advice; No Posters & Online
Advice; No Posters & No Advice). All participants were asked to
complete the TPT, and a funnelled debriefing protocol was utilised at
the end of each study to determine whether participants were aware of
the study's true aim (i.e. to monitor volume of alcohol intake). Any
participants who had realised the true aims would have been excluded
from further analysis, though none were.

London South Bank University study

Counterintuitive effects of responsible drinking public health messages
An evaluation of the UK Drinkaware ‘Why Let the Good Times Go Bad?’ campaign
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' Department of Psychology, London South Bank University, 103 Borough Road, London SE1 0AA
2 National Addiction Centre, Kings College London, 4 Windsor Walk, Denmark Hill, London, SE5 8AF
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Figure 1: Effects of context and posters on alcohol consumption
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Figure 2: Effects of posters and brief advice on alcohol consumption
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Findings

Study 1 (see Figure 1)

A significant effect of context was found [F(1, 31) = 18.3, p<.001, 95%
Cl =521 to 146.9ml], with participants drinking more in the bar than the
lab.

A si effect of the Dril Trust posters was also found [F(1,
31) = 5.5, p <.05, 95% CI = 7.09 to 101.91ml], with participants drinking
more when the Drinkaware posters were on display.

There was no significant interaction between context and the
Drinkaware posters [F(1,31)=0.006, p >.05], suggesting each factor
independently influenced drinking.

Study 2 (See Figure 2)

A significant effect of the Drinkaware Trust posters was found [F(1, 76)
=127, p < 001, 95% CI = 16.1 to 56.9ml|, replicating the findings in
Study 1 that the Drinkaware posters led to increased consumption.
Presentation of brief online information had no significant effect on
drinking [F(1, 76) = 0.76, p > .05, 95% CI =-11.5 to 29.3ml].

A significant Drinkaware poster x Online information interaction was
identified [F(1, 76) = 5.67, p < .02]. Exploration of this interaction using
simple effects analysis demonstrated that there were no significant
increases in drinking when both the Drinkaware posters and brief online
advice were presented, but the presentation of enline information alone
did not decrease alcohol intake.

Implications

Our present analyses indicate that alcohol consumption is
ir d when rti s are P d to media promoting
responsible drinking in simulated drinking environments. Providing
participants with online information on responsible drinking prior to
drinking has no significant effect on drinking. Results from Study 2
show that while the effect of the overall Drinkaware campaign (i.e.
when posters and online information were presented) was not
negative, the participants who drank the least throughout these
studies were those who were presented with no responsible
drinking advice.

Our research suggests that more needs to be done to evaluate the
potential negative consequences of such public health campaigns,
and provides a novel methodology for doing so in a quick and cost
effective manner. While the present work is obviously limited to the
extent that the research was not conducted in the field, the findings
are nonetheless compelling enough to suggest that larger scale
evaluations of the current Drinkaware campaign are necessary, to
ensure that harm is not being increased by it.




Drinkaware documents

The following documents were provided by Drinkaware in response to specific questions asked by 23red.

Questions Folder Sub folder Sub folder 2 Sub folder 3 Documents received
1. Are the lists _of activities / campaigns / projects funded on the Question 1 - Activity on website
Drinkaware website comprehensive?
2. How does the relationship between Drinkaware and Department of
Health, DfT Home Office and DfE campaigns work. How does the N/A
relationships with other NGO campaigns work?
3. Are the O6Excusesd and o6dgdomg?ent so Question 3 - adult and parent campaigns 2013
Devolved administration agenda july 2010
4. _I—!ow d_oes Drinkaware coordinate with alcohol policies of the devolved Devolved administration minutes july 2010
administrations?
Question 4 - devolved administration
5. Can we have the further details on the range of stakeholders? How
many stakeholders are there on the database? How are stakeholder Stakeholder list
relationships managed?
6. For each Drinkaware campaign, can we see? Question 6 - Overview of Drinkaware campaigns
AUDIT 2012 - ADULTS INFORMATION
a. Behaviour change model AUDIT 2012 WLTGTGB INFORMATION
b.  Consumer insight research which  informed the audience Overview of Campaigns Info
identification and campaign strategy AUDIT 2012 PARENTS INFORMATION UPDATED
c. Campaign creative 2013 Campaign planning
d. Campaign strategy documentation Target audience customer journeys
e. Campaign media schedules and media buying reviews Campaign logo 4 x logos
f.  Campaign evaluations Campaign materials South Africa - 4 x campaign materials
UK - 12 x campaign materials
Hoof it game 2 x campaign materials
Hoof it tour videos 15 x campaign materials
Daily Star 2nd June 2010
Daily Star online 02 06 10
Press coverage Metro 2nd June 2010
National release draft - Gareth Southgate
Trade release draft
Screen grabs 6 x screen grabs
. . Archive - Hoof_it website unique code and driver headlines V5
Adults Hoof it' 2010 Creative = d

Website and hero copy

Alcohol and the beautiful game final

Bust a gut

Final facts

FINAL Hoof it Campaign Copy for partners FINAL

FINAL Hoof it Campaign Copy V10

Hoof it campaign facts v4

Kickabout final

Moobs

Pies

Scott

SIGNED OFF DA hoof it interface designs Cv5

Tackle




Questions Folder Sub folder Sub folder 2 Sub folder 3 Documents received
Units
Hoof it agency evaluation
Evaluation Hoof it campaign evaluation
Hoof it campaign summary and evaluation
Insight Hazardous Drinkers 25-44 updated presentation
Media schedule Filming and video schedule
Autumn and World Cup football campaign
Strategy and brief - P palg
Drinkaware update 16 Nov 09
Alcohol and redundancy leaflet
Creative Alcohol and redundancy poster
5 x campaign jpgs
ég%%hol and redundancy Evaluation Alcohol and redundancy 1 pager
Insights YouGov survey results for alcohol and redundancy
Alcohol and Redundancy Campaign plan
Stratey and brief — Y palon P
Spokesperson briefing alcohol and redundancy
2 x mp3s
Creative P -
2 x creative pdfs
. Drinkaware Resolutions campaign evaluation 150310
Evaluation -
. Young adults and adults evaluation March 2010
Drink less be more 2010 - n -
Insight Hazardous Drinkers 25-44 updated presentation
Media strategy Resolutions Media Plan
Resolutions Brief
Strategy and brief " -
Resolutions Campaign proposal
. 2 x creative movies
Creative
1 x poster
Agency evaluation 4th August
. Drink Less Miss Less Campaign evaluation
Evaluation - -
Drink less miss less Drinkaware DLMLqual debrief Newcastle
2009 Drinkaware DLML qual debrief
Insight Research for DLML campaign
Media schedule Media schedule for Drink Less Miss Less
Drink Less Miss Less Campaign plan
Strategy - " .p g P
Drink Less Miss Less music brief
Creative 4 x campaign materials
Adult campaigns case study final 2011
Adult excuses evaluation 2012
Evaluation Drinkaware Logic model Adults 25-44
MyDrinkaware and Excuses JulyAugust evaluation
MyDrinkaware Excuses evaluation 031011
Adults full summary insights
Excuses January 2012 PR survey
Excuses 2011-2012 Insight Excuses vision critical PR survey
PR survey results ICM May 2012
Target audience customer journeys adults
Adult 'excuses' 2012 media schedule
Media strategy December CPA dashboard
Final media plan 2011
Creative 2 x campaign materials
Social media . 3 x social ecosystems monthly reports
Evaluation

5 x social insights monthly reports




Questions Folder Sub folder Sub folder 2 Sub folder 3 Documents received
Social report October 2012
Insight Drinkaware Adult insight report 25-44 FULL

Strategy and brief

Adults Social Content Strategy 16 Aug

Social brief adults

Summary doc insights and strategy Drinkaware

Strategy and briefs

2011 Channel strategy 'Excuses’' campaign

Adult brief 2011

Adult strategy

Adults 2012 plans

Adults CRM brief

Client Brief adults 2012

Drinkaware adults PR proposal Jun 2011

Socail brief adults 2012

Drinkaware units calculator DM campaign evaluation

Evaluation - . - -
January direct mail campaign evaluation

January mailing 2011 Insight Hazardous Drinkers 25-44 updated presentation
Media strategy Direct Mail door drop schedule
Strategy Adult strategy
Creative 2 x banners

Ibs and pence 2011 Evaluation MyDrinkaware and Excuses JulyAugust evaluation
Strategy Approach to MyDrinkaware launch 04Apr
Creative 5 x campaign materials

. Adults Christmas 2009 Campaign Evaluation
Evaluation n - -
o Christmas campaign evaluation

Yr\{iza(t:iriBsrtlrtﬁlans lizré)rz)lgng Insights Christmas campaign ICM omnibus research

Media plans Copy of What's Britain drinking this Xmas media plan

Strategy and brief

Christmas campaign brief

xmas screen proposal

Parents and YP

Guardian 2009-10

Creative

Articles

ARTICLES - Final article 22nd May

Final Guardian article 24th April feature

Final newspaper article

Final article 22nd May

DrinkawareAdFeb2010

Final ad to advertise 24th April feature

Strategy

Drinkaware Trust - Attitude's to alcohol - parents proposal 9th December

Event

Attendee list with questions

Final letter re event for Dawn Primarolo

Guardian attendee list with questions

Letter re thanks for participation

link to video of event

Panel biogs

Final drinkaware synopsis

Have fun be careful

Creative

Brook December poster final

Brook January poster final

Final oyster top up card

Oyster wallet with white border

Evaluation

Have fun be careful campaign summary

Strategy

Final brief for Christmas campaign 09




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

Newquay 2010

Creative

Guardian ad and feature

Overview of all collateral

Posters and cards

Evaluation

Board update - The Guardian Newquay campaign summary and evaluation

Drinkaware report of Newquay safe activity

Independent PSB Newquay evaluation

Newquay safe awards

Strategy

10.04.06 Newquay safe Communications Plan V4

Final agency brief for summer youth campaign

Parents strategy

DRINKAWARE PARENTS STRATEGY 2010

Drinkaware Trust youth strategy 2009-2013

Summary of 2009 youth campaigns

Summary of 2010 youth campaigns

Summary of Drinkaware youth strategy

Ultimate Day 2009

Creative

Email banner ultimate day

Final a5 flyer ultimate day

Ideas screen grab pg updated

Ultimate day video storyboard

Evaluation

Campaign summary ultimate day with winner photo slide

Ultimate day 2009

Strategy

Final ultimate day brief

Your kids and alcohol

2011

Creative

Creative

Evaluation

All agency campaign evaluation 2011

Campaign evaluation DA Board paper

The Nursery parents campaign evaluation

Insight

COI Alcohol insight highlights

Media plans

Drinkaware parents 2011 Schedule

Drinkaware parents report (dashboard)

Strategy

DRINKAWARE PARENTS STRATEGY 2010

Parents audience brief to Oglivy

Parents campaign plan

Parents creative brief

2012

Creative

Digital advertising and interactive video

Evaluation

Drinkaware Behavioural Change Creative development debrief - FINAL

Evaluation Campaign parents final

Media plans and
schedule

2012 Parents Digital Media Plan v11

2012 - Media Schedule

Drinkaware Parents report (dashboard)

Strategy

Drinkaware 2012 planning all audiences

Drinkaware client brief Parents

Parents fusion slide

2013

Strategy

Drinkaware clientbrief parents FINAL 2013 to agencies

Parents 2013 Strategy

Post Nursery consumer testing parents fusion slide

Strategic plans presentation

Social reports

Drinkaware - Parents - social Insights report NOVEMBER 2012

Drinkaware - Parents - Social Insights report OCTOBER 2012




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

Drinkaware - Parents - Social Insights report SEPTEMBER 2012 final

WLGTGB

2009

Briefs

p10 interactive element_draft 2

Consumer insight

6. Changing attitudes to alcohol

Diageo IRR shame research

Creatives

Baguette, Magic Taxi Driver and Coke

Digital

Angel Demon

Media buy

Streettalker locations

PR

Project 10 PR plan

Strategy and briefs

Campaign briefing

PR plan

Testing and evaluation

2009 creative testing (AMV & Firefish)

2009 report

CAMPAIGN DIGITAL PERFORMANCE

Firefish qual debrief 2009

Millward Brown debrief

Play your cards right Facebook activity WLGTGB

Why let the good times go bad report final

2010

Briefs

Comms brief AMV

Qual research brief (pre)

Quant research brief (post)

Consumer insight

Drinking habits 18-24 Millward BrownP

Iris Segmentation 18-24

Media consumption research - appendix

Creatives

19 x creative images

Digital

Good Times, Great Mates on facebook - creative

WLGTGB digital results Oct 10

Evaluation

2010 Annual report

2010 Cosine Campaign Summary report

Millward Brown Full report with follow ups

Pre Campaign Focus Groups Debrief Firefish

Summary Evaluation

WLGTGB Board Report Nov 2010

Media buy info

Drink Aware Campaign Review

Drinkaware Booking Confirmation

JC Deaux 2009 vs 2010 summary

Strategy

Overall campaign strategy - 3 campaigns

September plans

WLGTGB strategy 2805

Why waste your
weekend being wasted

Summary and evaluation

2011-12

Behaviour change

Behaviour Change Model (Ogilivy 2011)

Fusion 18-24 (2012)

Briefs

2011

18-24s Social - client brief (2011)

Client tast brief on & off trade (2011)

Drinkaware pitch brief final 151210 (2011)

NUS research brief (2011)

Ogilvy social media response (2011)

Revised social content plan - Ogilvy response (2011)

WLGTGB 2011 Agency brief

2012

Ogilvy briefing for 2012

10




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

Consumer insight

Campaign development Firefish 18102012

Content strategy insight presentation (2012)

PSB consumer messaging research (2011)

Creatives

2012

5 x poster jpgs

All campaign creatives 2012

7 x poster jpgs

All artwork

All poster types

drinkaware Katy Perry parody

Katy Perry screengrabs

Digital

Mobile app (2011)

Activating the good times App Final

Drinkaware app proposal for 2012 Final 30.11.11

Mobile app strategy

6 x photos

1 x iphone 4 jpeg

Scope of work for mobile app update 2012

Social - client brief (2012)

Social strategy July 12

Media plan and
dashboard

2011

Final 2011 Dashboard

Final media plan

2012

Dashboard (not final - to 15th DecO

Final media plan 21.12

Strategy

Oglivy response

Young Adults Strategy for 2011

Testing and evaluation

2011

Cosine - 2011 Cosine Campaign Summary Report

Cosine - 2011 report

Cosine - Drinkaware 2011 Campaignh summary 20111005

2011 annual report (Drinkaware)

Millward Brown final presentation

NUS research - final report

witgtgb Evaluation process

2012

Addition to Millward Brown (Drinkaware)(2012)

Millward Brown evaluation 2012 final

2013

Handover from project
10

Young Adults Strategy 2012 FINAL

CFSD pres - Richard Evans

Transfer agreement for handover from CFSD to drinkaware

7. Is there any existing available data on brand awareness and equity
(e.g. brand tracking)?

11-040137-01 Appendix D 2012 KPI report - FINAL - 040113

Draft new template dashboard report 040113 INTERNAL CLIENT USE
ONLY

Drinkaware presentation 8th Feb 2012

KPI slides 170113 - FINAL - Brand awareness

Question 7 - Brand awareness

8. Can we see the web stats? Profile of users, interaction with content,
registered vs. active users of tools? Results from the existing user survey
on the website? Can we see social media stats for facebook, Twitter etc

Annual data 2008-2012

Question 8 - 2006-2009

Question 8 - Drinkaware website and tool performanc overview FINAL

9. Can we see alist of all research conducted to date?

Question 9 - List of research (NB in Q8 drop box)

10. Is a transcript / report of the January 2012 annual conference

Question 10 - Drinkaware Annual Conference

11




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

available?

2011

Evaluation report

Presentations - ALL

2012

Annual Conference 2012 Debate Henry Ashworth

Annual Conference 2012 Debate Prof Gilmore

Annual Conference 2012 Drinkaware update

Annual Conference 2012 Irwin Turbitt

Annual Conference 2012 Proj Jeff French

11. We have now seen an extract of the Deloittes audit report. What
action has been taken as a result of the report? Can we see the report?
Can we see a list of those individuals interviewed a copy of the discussion
guide and also the transcripts? Can we see a list of other documents that
were drawn upon by Deloittes to prepare the review?

07 - Strategic Review

2009 Audit report

Question 11 - Deloitte report

Strategic review Appendices v4

Trustee meeting at Drinkaware office 010512

12. Can we see the board papers, committee papers? Including those for
the Medical Advisory Board

Board meetings

2007

Minutes and papers from seven board meetings

2008

Minutes and papers from seven board meetings

2009

Minutes and papers from three board meetings and four conference calls

2010

Minutes and papers from five board meetings

2011

05-Apr-11

00 Agenda April 2011

00 Cover sheet

03 Board Minutes 8 Feb 2011

05 Vision 2020

06 Education Strategy

07 KPI review

08 Responsibility Deal April Board paper

09a CEO update February 2011

09b CEO update March 2011

10a Feb Management accounts

10b Feb Management accounts narrative

10c Feb projected cash flow

10d Summary of 2010 Audit

11 Drinkaware 2010 Report and Accounts SENT TO TRUSTEES

11 Drinkaware 2010 Report and Accounts

Appendix A Parents panel ToR

06-Sep-11

03 Board Minutes 7 June

05 Vision Paper

06 Campaign Strategy Review

07 2012 Review and 2013-2020 business plan proposal

08 Unit guidelines

09 KPI measurement and evaluation

10 CEO update

11a Management accounts narrative final

11b July management accounts revised rounded final

11c cash flow & balance sheet at 31.07.2011

12 VAT review

13 November meeting and 2012 board dates

2011 09-00 Agenda

Appendix 1 item 7 PQQ for audit

Appendix 2 item 10 November workshop

Appendix 3 item 10 January conference

Appendix 4 item 12 VAT review August

12




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

Appendix 5 item 11 Detailed I&E against budget

Drinkaware Logic model Adults 25-44

Drinkaware Logic model Young Adults 18-24

Drinkaware Logic model Young people and parents

07-Jun-11

00 Agenda June 2011

03 Board minutes 5 April

05 KPI review

06 Campaign Board Paper

07 CEO update

08a Balance sheet

08a Income and expenditure at 30.04.11

08b Management accounts narrative

08-Feb-11

00 Agenda February 2011

03 Minutes 2 Nov 2010

05 Presentation of Gill Valentine - Do as | say or Do as | do MC

06 KPI board paper

07 Strategy the future of Drinkaware

09 Logo usage funding recommendations

10 WLTGTGB Board paper

11 CEO update

12 Management accounts narrative

12 Management accounts

Appendix A updated KPI summary

Appendix B drinkaware KPI report

Appendix C WLTGTGB Drinkaware full report

Appendix D Healthy Lives Healthy People White Paper - new doc

Appendix E Behavioural insight

Appendix F Nov 2nd Board meeting strategy workshop

Appendix G initial findings interview questions

Appendix H Landscape appendix

08-Nov-11

03 Board Minutes September

04 Board minutes 7 June

06 A&R Consultant brief

07 Steering Group Proposal

08a 2012 budget paper

08b 2012 budget paper

09 2012-2013 strategic plan

09 2020 presentation November board

10 bribery act paper

11 CEO update

12a Management accounts narrative

12b Cash flow & Balance sheet

12c Income & expenditure

12d Income due

13 FAGPC minutes 4 October 2011

2011 11 November Board agenda

2012

03-Apr-12

00 2012 April board agenda

03 Board minutes 7 February

05 Stakeholder relations

06 April board audit and review status report draft

07 Board paper - Pay and benefits Review March 2012

08 April 2012 KPI Evaluation report

09a CEO update february 2012

09b CEO update March 2012

09c dashboard feb 12

10a Feb Management accounts narrative

10b february cash status & balance sheet

10c Feb income and expenditure

11 Drinkaware 2011 Report & Accounts v0.8

13




Questions

Folder

Sub folder

Sub folder 2

Sub folder 3

Documents received

Appendix 1, item 5

Appendix 2, item 5

Appendix 3, item 5

Appendix 4, item 5

Appendix 5, item 5

Appendix 6, item 6 - Drinkaware Review timeline

Appendix 7, item 7 - Renumeration

Appendix 8 Drinkaware report 18-24s

Appendix 9 Drinkaware reprot 25-44

Appendix 10 Drinkaware report parents and kids

04-Sep-12

00 agenda

00 Cover sheet

03 Drinkaware Medical Advisory Panel report

04 Board minutes 12 June

08 public donations policy

09 Approval levels

10 Publications review

11 Intuition Board paper

12 2013 Campaign plans

13 2012 forecast update and 2013 outline budget

14 Licensing MyDrinkaware for use by Drinkwise

15a 2020 business case covering note

15c Intuition RD board paper

2013 Campaign Planning presentation

Appendix A 2012 forecast

Appendix B 2013 outline budget

Appendix C terms of reference

00 Agenda A3

00 agenda for Nov board meeting

03a Board minutes 4 September

03b Progress on actions from last board meeting

03c FutureBoardAgendasnov12

05a SMT update September 2012

05b September dashboard

06a Sept ManagementAccountsCommentary

06b Sept cash status and balance sheet

06¢ Sept Income and Expenditure

07 FGPC minutes 10 October 2012

08 Financial management policy

09a 2013 Draft budget narrative

09b 2013 Draft budget

06-Nov-12 09c 2013 Draft budget analysis
10 Agency review paper
11 Intuition Board paper Nov
12 Intellectual property
13a Business case covering note Nov 2012
13b Drinkaware review Nov 2012
13c Drinkaware strategy and local initiatives
13d Drinkaware stategy and workplace education
15 Draft 2013 Dates for Board & FGCP Meetings
Appendix 1, item 10 2012 Agency Search and Selection consultancy support
Appendix 2, item 10 2012 Agency Search & Selection criteria
Appendix 3 item 11 Intuition timeline
Appendix 4, item 13 Deloitte external Campaign review
Trustee Plans 6 Nov 12
Trustee Terms Office 6nov12
00 2012 February board agenda
07-Feb-12 00 Cover sheet

03 Board minutes 8 November
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