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Above the Influence

 Company Dispatch
    

In 1998, the National Youth Anti-Drug Media Campaign, a government campaign conducted by the Of-
fice of National Drug Control Policy (ONDCP), founded the Above the Influence advertising campaign in 
response to the elevated levels of teenage substance use. The program uses television and print advertise-
ments to show the harmful e"ects of drugs and alcohol and increase awareness and prevention.

In September of 2011, we will implement changes to revitalize the Above the Influence advertising cam-
paign throughout the nation.

Specifically, we will revamp the advertisements we distribute as well as make greater use of social media. 
We will e"ectively position our advertisements in places where our target market will be reached.

Our target market is 12-17 year old teenagers, with a specific focus on 14-16 year olds, as well as parents of 
teens in this demographic. We chose this market based on the vulnerability of teenagers and their suscepti-
bility to succumb to peer pressure. We chose to target parents of these teens due to the lack of knowledge 
that parents may have about the realities of teen drug and alcohol use. We also want to educate parents on 
how to approach their teens about the dangers of using drugs and alcohol.

By means of the di"erent print, broadcast, social, and interpersonal media campaigns, we hope to direct 
teens and their parents to the Above the Influence web site. The web site provides an outlet for children and 
parents to get information about the consequences of drug and alcohol use and is a place for teens to 
encourage each other to stop using drugs and alcohol and pursue a healthier lifestyle.

Above the Influence advertising will be updated to keep up with current trends; our goal is to keep the 
campaign from becoming outdated. We will be changing the way we approach our advertisements, which 
includes making use of social media as well as using more interpersonal advertising. Above the Influence 
spokespersons will speak directly with teens about the dangers of using drugs and alcohol and motivate 
them to stay drug and alcohol-free.

We want to maintain the overall mission of keeping teens drug-free by promoting a more positive image 
for our cause than has previously been done. Research has shown that associating a brand with something 
positive creates a greater appeal than associating a brand with something negative. That is what we are 
incorporating into our “revitalization” campaign. Not only will we continue to show the dangers of drug and 
alcohol use, we will also incorporate the positive outcomes associated with living drug and alcohol-free. 
With these changes, we hope to maintain our organization’s e"ectiveness by increasing teen involvement 
in our campaign and continue to evolve in order to stay ahead in our fast-paced digital age.

Above the In!uence Advertising Team
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When it comes to drug and alcohol prevention and education, Above the Influence is at the head of the 
pack. No other anti-drug campaign has had the success that the O!ce of National Drug Control Policy has 
experienced on a national level. However, there are other programs out there that are strictly created for 
educational purposes and do not advertise their services. For example, the D.A.R.E program, which began 
in the Los Angeles area, has been in existence since 1983 but strictly educates America’s youth on drug use. 
D.A.R.E is only implemented in elementary schools as well as a few middle schools, whereas Above the Influ-
ence aims to reach mainly middle and high school students.

The ONDCP’s campaign preceding Above the Influence was the “My Anti-Drug” campaign. This campaign 
targeted parents and teens but was not as e"ective as Above the Influence has been. It also made it unclear 
that the campaign was addressing drugs and alcohol, not just drugs.

One campaign that directly competes with Above the Influence is The Truth campaign, which targets to-
bacco use.  Above the Influence has di"erentiated themselves from The Truth campaign because they target 
marijuana, methamphetamine as well as other drugs and alcohol use as opposed to just tobacco use.

Above the Influence

 Situational Analysis
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There is great deal of research suggesting that the National Youth Anti-Drug Campaign has had a signifi-
cant e"ect on both teen attitudes toward drug use and actual teen drug use.

Tracking study analyses have shown that awareness of the Above the Influence campaign has a signifi-
cantly positive impact on attitude and behavior. (Figure 1) As awareness of Above the Influence grows 
among youth, youth attitudes and beliefs against drug use and the importance of remaining drug-free 
have strengthened as well (see chart).  Further, tracking studies have shown that teens who have a greater 
awareness of the Above the Influence advertising campaign are more likely to hold stronger anti-drug beliefs 
compared to those who are unaware of the campaign.  Anti-drug beliefs and intentions are the best avail-
able predictors of such activities.

National independent surveys show a steady decline in youth drug use, which coincides with the presence 
of the Above the Influence campaign. While these surveys do not directly measure impact of the campaign 
specifically, they provide an important context for examining campaign performance.  

Monitoring the Future (MTF) results demonstrate a 25 percent decrease in overall illicit teen drug use 
since 2001 and a 25 percent drop in marijuana use, a drug that has been the focus of the National Youth 
Anti-Drug Media Campaign outreach, over the same time period. (Figure 2) While the MTF data does not 
attribute any one cause—including the media campaign—to these declines, the National Youth Anti-Drug 
Media Campaign is the single largest drug prevention program initiated during this time.

Research from the Substance Abuse and Mental Health Services Administration’s (SAMHSA) latest National 
Survey of Drug Use and Health (NSDUH) show that youth who have seen or heard prevention messages 
outside of school were significantly less likely to have used any illicit drug in the past month than youth 
who had not been exposed to such messages. (Figure 3)

Research has shown that the most powerful brand-name companies in the United States are ones that 
create positive feelings in consumers with their advertising. Rather than the current Above the Influence 
campaign, a more conducive campaign to reach out to adolescents would be one that is positive and 
promotes the attainability of core values rather than solely focusing on the possible negative side e"ects of 
drugs and alcohol.

Research has also shown that the teen media landscape has changed. Teens are spending more time on-
line and, for the first time, web surpasses TV among teens in terms of hours spent on each media outlet per 
week. Social media web sites like Facebook, Twitter, and YouTube have allowed teens to create, share, and 
amplify messages like never before. (Figures 4 and 5)

Above the Influence
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Figure 1

Source: Media Campaign In-market ad tracking
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Figure 3

Source: NSDUH, SAMHSA, Sept. 2008

Figure 2

Source: Monitoring the Future, 2008

!
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Figure 4

Source: Tru 2009Figure 5

Source: Tru 2009
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Above the Influence

 SWOT Analysis
    

Strengths: The current campaign’s major strength is awareness. Research in 2008 (through November) 
indicates that an average of 81 percent of the campaign’s target audience was aware of ATI advertising, an 
increase from 2006, when average awareness was at 65 percent.  According to our research, AbovetheInflu-
ence.com received 10 times the tra!c of American Legacy’s TheTruth.com, and generates a flash banner 
click-through-rate that is more than four times the industry standard.

Weaknesses: The current Above the Influence campaign does not address critical social factors that are 
associated with youth behavior, does not employ e"ective marketing strategies to its full potential (social 
media, e"ective television advertisements), and stigmatizes youth who use drugs. The current advertise-
ments will be outdated soon, especially since the coming generations are becoming increasingly skeptical 
of advertisements. Although we have high brand awareness, we need to update our campaign to maintain 
that awareness and to have an even larger influence on decreasing the percentage of teen drug use.

I feel like you should find ways to reach teens other than 
those stupid TV ads because they are so unrealistic.“ ”

If I’m super stoned out of my mind, I’m not going to do 
something foolish...like they aired in those Above the Influ-
ence commercials.

“
”

--Christine Johnson, 15

--Lucas Phillips, 16
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Source: ONDCP

Opportunities: Currently, the O!ce of National Drug Policy Control (ONDCP) is collecting new data that 
allows them to identify concrete statistics related to teen attitudes toward drugs. We intend to use this in-
formation to refine our future messages. Although this will prove to be a challenge, we believe it is essential 
to revamping our previous campaign and moving toward achieving our goals. By empirically evaluating 
outcomes and generating evidence-based messages, the ONDCP is taking a big step forward from their 
previous campaigns.  We need to revamp our new campaign to make greater use of social media (Face-
book and Twitter), providing a forum for teens to engage in the conversation and provide us with feedback. 
Along with showing the negative aspects associated with drug and alcohol use, we want to promote posi-
tive social ideas and behavior on an even larger scale than in the current campaign.

Threats: A major threat to the success of any current anti-drug campaign is the glorification of drugs and 
alcohol in popular culture. Web sites such as “Texts From Last Night” (TFLN) make it possible for teens to 
publish sent or received text messages that are usually centered around alcohol, drug, or sex-related situ-
ations. This sends a message to teens that it is acceptable, cool, and funny to be under the influence and 
to share those experiences with others.  Teens are also exposed to more advertisements promoting liquor, 
beer, and prescription drugs than advertisements related to our campaign. In order to have a greater share 
in the number of messages teens are exposed to we must increase our presence through those media 
vehicles. 
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Above the Influence

 Goals
    

The campaign’s main goals are to get teens to withstand the pressures of doing drugs, to promote the 
Above the Influence web site as an outlet for teens to share their own stories involving drugs and alcohol, 
and to o"er teens a chance to talk to someone if they are thinking about using.

It is also Above The Influence’s goal to provide a forum for parents to discuss how to approach their children 
about using drugs and alcohol. We want parents to explain the dangers of using and be well versed in the 
side e"ects of drinking and using drugs in order to better communicate with their teens.
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Above the Influence

 Objectives
    

(1) To reach 80 percent of parents of teens within one year of implementation

(2) To increase annual tra!c to the organization web site by 25 percent within 2 years of implementation

(3) To increase our presence in social media in order to support the goals of our campaign

 2011-2012 Twitter goal – 500,000 mentions

 2011-2012 Facebook “like” goal –200% growth rate  
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Above the Influence

 Strategy
    

Creative
Above the Influence will feature a new slogan in its advertisements starting September 2011: ‘Be the Influ-
ence.’ Through this slogan we hope to empower teens to be in control of their own lives and encourage 
them take the necessary steps to achieve their dreams while maintaining a drug and alcohol-free lifestyle. 
Through television and print advertisements, we will promote positive behavior using celebrities and 
historical figures who have been extremely influential in their day. These figures will function as role models 
for teens to prove that in order to be a leader they must not fall victim to peer pressure, but rather choose 
for themselves what kind of life they want to live.

be the influence.
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Media
The campaign will become more active in the social media realm by mentioning our Facebook and Twitter 
pages in our traditional broadcast and print advertisements. We will increase interaction with our audience 

via our social media web sites. Above the Influence banner ads will be placed on popular ws used by teens 
and their parents. In addition, the campaign will take an interpersonal approach by sending representatives 

give presentations about the dangers of drugs and alcohol use in high schools across the country. We will 
also have representatives make appearances at teen events like concerts and festivals across the United 

States; these representatives will give away promotional items bearing our logo.  
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Above the Influence targets youth ages 12-17, with an emphasis on ages 14-16, the critical transition years 
from middle school to high school when teens are most likely to initiate drug use. The Campaign balances 
broad prevention messaging at the national level with more targeted e"orts at the local community level. 
This approach allows the Campaign to continue to reach all teens across the country with a highly visible 
national media presence, while fostering the active engagement and participation of youth at the com-
munity level. National advertising of the Above the Influence brand will continue to build on the fact that 76 
percent of teens are aware of Above the Influence advertising and 82 percent recognize the brand logo. The 
campaign will leverage this high level of recognition with the teen audience to more broadly address those 
substances most abused by teens, including prescription drugs, marijuana, and alcohol.

The success of our campaign relies heavily on reaching the parents of teens because, despite popular 
belief, parents are still considered one of the strongest influences on their teens. This campaign needs to 
address parents in order to help them talk to their teen about the dangers of drugs and support them 
through their critical years of development and peer pressure.

Above the Influence

 Publics
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Above the Influence

 Tactics
    

Traditional Media: Like many social marketing campaigns, Above the Influence employs various media to 
deliver its message to teens.  Advertising on television, print, and the Internet delivers anti-drug messages 
to target audiences through more than 1,800 media outlets across the country, and is how the majority of 
teens are reached by this campaign. Additionally, Above the Influence banner ads will be placed in prime 
locations on web sites that our target audience frequently visits, including Pandora, Google, and KidsHealth.

Social Media: The national campaign will continue to include traditional media, such as television, Internet, 
and print, but will place a greater emphasis on social networking web sites such as Facebook and Twitter.

Interpersonal: In addition, we will begin an interpersonal approach by sending ATI ambassadors to middle 
schools and high schools around the nation. Research will show our organization that schools are most in 
need of an ambassador visit. These visits will highlight the dangers of drug use--and feature ex-drug users 
to establish credibility. They will also discuss how living a drug and alcohol-free life directly correlates to 
living a healthy and successful life.
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Above the Influence

 Budget
    

Above the Influence is asking for a budget of $70 million for the entire campaign, excluding campaign and 
evaluation research. This is an increase from the $45 million that the campaign used in 2010. An increase of 
$25 milion is needed to support the additional types of strategies that the campaign will implement this year. 
The breakdown of our proposed budget is as follows:

   Social Media 10%
   TV Ads 40%
   Print Ads (Magazines, Newspapers, Online ads) 25%
   High School presentations 20%
   Event Marketing 5%

!
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The National Youth Anti-Drug Media Campaign does not generate any revenue to base a “percentage of sale” 
budget o" of; nor does it exist in a market with other similar campaigns. Therefore, we are implementing an 
objective/task method for our budget. We are using the advertising campaign as a way to market Above the 
Influence to our audience. We have estimated the cost for each type of advertising outlet we will be using, 
and, based on our projections, we have broken down how much we will be spending in each area.

It is essential to devote 10 percent of our budget to social media since we are putting an emphasis on attract-
ing followers and fans for our Twitter and Facebook pages. Every “like” on Facebook will cost our organiza-
tion approximately $1.07.  We will also need to pay the employees who manage our social media presence. 
Additionally, we will need to pay for our banner ads to be placed in strategic locations on websites that are 
relevant to our target audiences.

We are spending 40 percent of our budget on TV ads because they are costly to produce and place. They o"er 
high frequency for specific segments and are accessible to a mass audience. We plan on placing our televi-
sion advertisements on relevant stations, some of which include MTV, CW, and VH1. They will air after students 
come home from school, between the hours of 3-5 P.M. 

Magazines and newspapers require 25 percent of the budget for very di"erent reasons. Since magazines have 
long life spans as well as long lead times, we decided to put our advertisements in more teen-appropriate 
magazines. Newspapers have short lead times and are great at reaching a mass audience, they are a perfect 
fit for our parent demographic. The print ads targeted at teens will be placed in popular teen magazines such 
as: Cosmopolitan, Seventeen, Teen Vogue, Sports Illustrated, ESPN Magazine. The advertisements targeted 
towards the parents of teenagers will be placed in newspapers including: The New York Times, The Washington 
Post, The L.A. Times and local newspapers all over the US, specifically in areas that have problems with teenage 
use of drugs and alcohol.

High School presentations will require 20 percent of our budget due to the costs involved with traveling 
around the country as well as paying the speakers involved in the presentations. This interpersonal tactic 
establishes a relationship between our campaign and its targeted teen audience and therefore these presen-
tations are an an important use of our budget. 

5 percent of the budget will be saved for event marketing. There may be concerts or festivals throughout the 
country that will present our organization with the opportunity to promote our campaign. This will likely not 
cost our organization a large portion of the budget since we will not be sponsoring these events, only estab-
lishing a presence. We will be giving away stickers, prizes, and other promotional items that bear the Above the 
Influence logo, slogan, etc. In doing this, we hope to promote campaign awareness and to provide teens with 
an everyday reminder to stay drug and alcohol-free.
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The goal of the outcome evaluation is to demonstrate how, and to what extent, the dissemination of the 
Media Campaign’s paid media messages and other Media Campaign activities have contributed to changes 
in awareness of the Media Campaign’s anti-drug messages as well as youth attitudes, beliefs, and intentions 
to use illegal drugs.

Television & Print: How many people were able to recognize our advertisements based on web site tra!c 
and surveys.

Social Media: If we have reached our objective for the number of Facebook “likes” we obtain, how many 
mentions we receive on Twitter, and if web site tra!c has increased. We can also evaluate overall success of 
campaign based on the feedback we receive from our social media pages.

School Presentations: After each presentation, students will be given two surveys: one that rates their inter-
est level of the presentation itself and one to see if students were less likely to use drugs and alcohol after 
the presentation. Presentations will be modified based on the feedback we receive from the students.

Event Marketing: Employees are required to obtain a certain quota of feedback from people at the events 
they attend, whether it be positive or negative about the event itself and whether they are less likely to use 
drugs and alcohol after talking with an Above the Influence representative. This way, the events can be modi-
fied based on the required feedback.

Above the Influence

 Evaluation
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Above the Influence

 Recap
    

We chose Above the Influence because drugs and alcohol are a very big threat facing teens today. The cur-
rent campaign is ine"ective because it is outdated and does not utilize new media. It also does not reach 
out to parents thoroughly.

Parents are the biggest influence on teens’ attitudes and behaviors. In addition to targeting teens, our 
campaign specifically targets parents and directs them to the Above the Influence web site where they can 
receive tips about how to talk to their teens about drugs and alcohol.

After conducting research, we found that teens and their parents are using di"erent media than they have 
in the past. In order to keep up with these changing trends, the campaign will utilize social media in a 
greater capacity than the current campaign.

We also found that positive campaigns generate a greater response than negative ones. Therefore, the cam-
paign will include high school presentations and event marketing that will put a positive spin on remain-
ing drug and alcohol-free. Going along the same theme, the campaign will also revamp TV commercials to 
show not only how to be above the influence, but to be one’s own influence.
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Above the Influence

 Print Ads
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