Background for Corporate solicitation 

Media Campaign Goals 

The goal of the National Youth Anti-Drug Media Campaign is to reduce and prevent illicit drug use by youth. The goal flows from Congressional authorization of the Campaign as well as the National Drug Strategy, prepared and distributed by the Office of National Drug Control Policy each year. The President, through the National Strategy, has set forth a goal of a 10 percent reduction of illicit drug use within two years, and 25 percent within five years, for both youth ages 12-17 and for those ages 18 and up. As a part of the priority of stopping drug use before it starts, the Campaign is the nation's most visible effort to accomplish this bold goal. 

Campaign Overview 

The National Youth Anti-Drug Media Campaign is a fully integrated social marketing campaign that uses the best practices of the private sector in concert with proven public health communications strategies to change attitudes and behaviors of America's youth. It differs from traditional public service campaigns in many ways, including scope and scale, and has benefited from relatively large resource investment over the five years of Campaign history. 

The Campaign is anchored by a paid advertising effort targeted at changing attitudes and beliefs among youth, their parents, and other influential adults. The Campaign is designed to reach a broad range of ethnic and culturally diverse audiences. In addition to paid advertising, the Campaign reaches its audiences through both traditional and non-traditional means, through mass communications as well as through interactive approaches, involving partners from public health, education, the business and faith communities, and in other ways. 

Experts and expertise from a wide range of disciplines have shaped the Campaign, including marketing, advertising, public relations, behavior change, public health, and substance abuse prevention. The level of oversight and accountability (both strategic and financial) and public scrutiny associated with this Campaign is unprecedented. The evaluation of the Campaign is substantial at all levels (formative, process, outcome), and there are high expectations that the Campaign will be able to produce - and provide clear evidence of - youth behavior change, including reduced drug use, attributable to the Campaign. 

(Background documents on the Media Campaign, its history, strategies, messages, materials, evaluations, and related information, including links to other relevant sites, are available on Campaign website, www.mediacampaign.org. Additional information on the National Drug Strategy and ONDCP's mission and goals can be found at www.whitehousedrugpolicy.gov.) 

Campaign Objectives 

The overall goal of the National Youth Anti-Drug Media Campaign is to prevent and reduce drug use by America's youth. This goal is to be accomplished through efforts to: 

· Educate and enable the nation's youth to reject illegal drugs, especially marijuana. 

· Convince occasional users of these and other drugs to stop using them. 

· Enhance adult perceptions of the harm associated with adolescent use of marijuana and other substances. 

· Empower parents and other influential adults to actively involve themselves to prevent or halt their children's drug use by convincing them that their actions can make a critical difference, and providing them the tools they can employ using monitoring and early intervention techniques and other parenting practices. 

Target Audiences 
Drug use prevention messages are delivered to (1) youth age 11 to 18 with a major emphasis on those adolescents ages l4 to 16; and (2) their parents, and other inf1uential adults (e.g., school nurses, writers, coaches, employers, etc.). 

Scientific Basis and Key Facets of the Campaign 

More than a year of research went into the design of the Campaign. Experts were consulted in the fields of behavior change, drug prevention, teen marketing, advertising and communications, as were representatives from professional, civic, community organizations, and public health. Their recommendations and findings resulted in a comprehensive communications strategy that uses a variety of media and messages to reach young people, their parents, and other youth-influential adults. Further, the Campaign has evolved during five years of implementation and has incorporated learnings from various sources, including published literature of the field, evaluation results (formative, process, outcome), and insights provided by experts in media campaigns and youth drug prevention. 

Strategic Message Platforms. 

Currently, the strategic message platforms for general market audiences are: 

General Market Youth: 

Negative Consequences: to illustrate negative social, psychological, aspirational and health consequences. 

Positive Choices: to portray youth who have made their independent decision to be drug free, along with their own reasons. 

Early intervention - to motivate youth to recognize a responsibility to intervene on behalf of a friend or sibling who is using drugs, and give them the tools and skills to act. 

General Market Parents and Adult Influencers 

Efficacy/Monitoring - to encourage parents that their actions can make a difference in their children's lives and to encourage monitoring skills (rule-setting, staying involved, knowing their children's whereabouts and their friends). 

Early intervention - to educate and empower parents about the urgency of taking action if they know or suspect their child is using drugs, and to provide them supporting tools, skills, and referral information to get help if necessary. 

