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overview: 
Alcohol has become a large part of the college experience, but in a 2009 

survey 1,700 college students died from alcohol-related accidents. With statistics 

increasing the Century Council allowed The Capstone Agency, University of 

Alabama’s student run PR firm, to launch LessThanUThink (fight drunk driving and 

underage drinking) campaign. After initial research, converge crafted the 

LessThanUThink Campaign to reach college students about the social 

consequences of binge drinking by using humor. Converge determined the target 

audience called “The Mix,” was made up of students from all cultural sub groups: 

rockers, nerds, academics, athletes, Greeks and more. All the groups had one trait 

in common: they didn’t relate to a numerical definition of binge drinking. 

LessThanUThink was born. The campaign targeted 18-24 year olds who over 

consume alcohol and students at the university. The LessThanUThink campaign 

aimed to increase awareness of the undesired results, situations and consequences 

with over consumption of alcohol among University of Alabama students by 20 

percent. Throughout the campaign the firm used many different advertising methods 

in order to reach the array of groups that populate the campus. The 

LessThanUThink campaign has been successful in increasing awareness of the 

definition of binge drinking from seven percent to 29.49 percent. The campaign 

helped students recognize when others were taking part in binge drinking.  



situational analysis:  

internal environment: 
 The Century Council is a not-for-profit organization funded by distillers that 

was founded in 1991 with a goal to fight drunk driving and underage drinking.  

According to the Century Council website, it works with all members of the 

community in the fight against drunk driving, including law enforcement, public 

officials, educators, parents and students. 

 The Century Council partners with many organizations such as the NCAA, 

National Alcohol Beverage Control Association, Big Brothers, Big Sisters and the 

National Transportation Safety Board just to name a few.  Every member of the 

community is a public of the Century Council, especially law enforcement, parents 

and students.   

 The goal of The Century Council’s integrated efforts is to bring new focus to 

an old problem, bring forth fresh information for discussion and help students find 

their own voice about drunk driving and underage drinking. ‘Accomplishing this goal 

means engaging new partners, tapping new sources of information, and questioning 

the conventional wisdom. We hope our work will inspire new thinking, facilitate 

additional research and, ultimately, discover new solutions’ (CenturyCouncil.org, 

2011). 

historic milestones: (CenturyCouncil.org, 2011) 

• 1991- Inception of the Century Council  



• 1993- Michigan Liquor Control Commission and the Boys and Girls Clubs of 

Southeast Michigan partnered with the Century Council to develop a program 

to help adults discuss alcohol with children at an early age 

• 1997-the Century Council launched the National Hardcore Drunk Driving 

Project  

• 2002- the National Association of State Judicial Educators developed a 

judicial reference for judges in drunk driving cases 

• 2009- the Hardcore Drunk Driving Prosecutorial Guide was launched for the 

Century Council  

swot analysis: 

strengths: 
• Support of Century Council and initiative partners  

• The Capstone Agency is student run  

• Alcohol consumption is a known problem on college campuses 

• Century Council support creates legitimacy in the minds of American people 

weaknesses: 
• The target audience is out to have a good time 

• The publics do not recognize the danger in binge drinking 

• Hard to implement such a large campaign run by students 

• Criteria required by the Century Council restricted what the Capstone Agency 

could do 



opportunities: 
• Large student team with endless ideas 

• Takes place on a college campus 

• Local cause is able to get people involved 

• Array of public with great potential to get results 

• More people are noticing over consumption 

• Campaigns like MADD (Mothers Against Drunk Driving) have helped bring 

attention to binge drinking and driving. 

• Mistakes that were made in previous campaigns can be corrected to make a 

more centralized message to reach the target audience.   

threats: 
• Can be hard to help people see a potential problem they might have 

• People do not want to admit there is a problem 

• People are reluctant to change or talk to others 

• Not all alcohol related problems can be solved without medical assistance 

  



problem statement: 
“The campaign encourages college-aged binge drinkers to reevaluate their 

current drinking patterns and define “binge drinking” in a way that, based on 

research, best resonates with the target audience.”  

research: 
In 2009, The Century Council and The American Advertising Federation 

(AAF) paired up for the National Student Advertising Competition (NSAC). For the 

competition, The Century Council charged student teams with the task of creating an 

integrated communications campaign to combat binge drinking on college 

campuses.  

The Century Council is a leader in the fight against drunk driving and 

underage drinking and promotes responsible decision-making regarding beverage 

alcohol. Founded in 1991 and funded by distillers, we are a national, independent, 

not-for-profit organization headquartered in Arlington, Virginia. An independent 

National Advisory Board comprised of distinguished leaders in education, medicine, 

government, business, and other relevant disciplines assists us in the development 

of programs and policies. 

We believe that collective action brings about lasting change. We work with all 

members of the community – law enforcement, public officials, educators, parents, 

and students – in our fight against drunk driving and underage drinking. 

In preparation for the NSAC, The University of Alabama Ad Team (Converge) 

developed the idea for the LessThanUThink Campaign. By conducting secondary 

http://www.centurycouncil.org/nationaladvisory
http://www.centurycouncil.org/fight-drunk-driving
http://www.centurycouncil.org/stop-underage-drinking


and primary research, the team determined the best way to reach college students 

about the topic of binge drinking was through a humorous perspective. Wit this 

research, they created a campaign to reflect the embarrassing social consequences 

that result from binge drinking. They developed numerous messages that appeared 

to be humorous on the outside but contained many serious undertone that was 

relatable for college binge drinkers.  

The target audience for the campaign is 18-24-year olds who over consume 

alcohol and students at the University of Alabama. With this target audience, it 

wants to encourage college-aged binge drinkers to reevaluate their current drinking 

patterns and define “binge drinking” in a way that based on research; best resonates 

with the target audience. The research was conducted through focus groups, 

observations, in-depth interviews, a survey and copy testing.  

objectives: 

awareness:  
To increase awareness of the undesired results, situations and consequences 

associated with over-consumption of alcohol among University of Alabama students 

by 20 percent by November 2010.  

attitude: 
To increase the number of students who will consider moderating their drinking 

habits by 10 percent by November 2010.  

 



other campaign objectives: 
media objective: 
Objective 1: To establish awareness of the LessThanUThink campaign among 50 

percent of University of Alabama Students by November 2010.  

Objective 2: To obtain at least six occurrence of media coverage as a result of the 

campaign by November 2010. 

Objective 3: To achieve 10,000 websites hits and acquire at least 300 Facebook 

fans and Twitter followers by November 2010.  

happy hour at the rec concurrent testing: 
Objective:  The Happy Hour at the Rec concurrent testing aimed to gauge students’ 

awareness of LessThanUThink. The survey tested the campaign’s presence on 

campus and the effectiveness of its message. It also aimed to measure students’ 

awareness of the negative health consequences that results from alcohol.  

campus email survey:  
Objective: The campus email survey aimed to gain knowledge of UA students’ 

knowledge and attitudes about drinking and alcohol consumptions in general. 

 campaign effectiveness survey: 
Objective: The student survey aimed to gauge students’ general knowledge of binge 

drinking and awareness of the LessThanUThink campaign’s events, materials and 

message. The survey tested the campaign’s effectiveness compared to other on-

campus campaigns and the most effective tactics used in the six-week campaign 

period, according to students’ opinions. The survey also was created to discover 



ways the campaign could have improved and students ‘ use of print and online 

media at The University of Alabama. 

in-depth interview:  
Objective: LessThanUThink aimed to gauge the success of the LessThanUThink 

campaign’s tactics and effectiveness according to the administration and staff at the 

University of Alabama.  

research recap-interviews with student leaders: 
Objective: LessThanUThink aimed to gauge the success of the campaign’s tactics 

and effectiveness according to the opinions of student leaders at the University of 

Alabama.  

community stakeholders:  

Objective: To gauge the success of the LessThanUThink campaigns tactics and 

effectiveness for community stakeholders in the Tuscaloosa.  

focus group: 
Objective: To evaluate the success and reach of the LessThanUThink Campaign’s 

advertisements, designs, events, media and promotions according to the target 

audience.  

programming: 
The LessThanUThink campaign employed numerous events and activities to 

increase awareness of the undesired results, situations and consequences with the 

over consumption of alcohol among the University of Alabama Students.   

the web & social media: 



The 2009 AdTeam chose LessThanUThink.org as the campaign’s official web 

address. The team included LessThanUThink.org or LTUT.org on all promotional 

items, posters, news releases and postcards to drive traffic to the site. Also, the 

campaign’s social media platforms would direct fans and followers back to the 

campaign website for any further details about contests, events and updates from 

the campaign. 

Due to the increased popularity of social media and the trend of blogging, the 

team created blogs for the campaign and give LessThanUThink its own voice. The 

created the LessThanUThink Lifestyle and the Team Blog. The LessThanUThink 

Lifestyle blog was written by the members of the team to promote students to live 

healthier and better lives and centered on the main goal of the campaign, which was 

moderation. Blogs were posted to the teams Wordpress account and then updated 

on LessThanUThink.org Lifestyle page. On the other hand, the Team Blog gave 

students a behind-the-scenes look at the campaign. It gave students at the 

University of Alabama the opportunity to get to know each team member and their 

personalities, which makes them more relatable to the audience.  

The most popular website among college students is Facebook, so it was 

necessary for the campaign to use this medium to reach as many students as 

possible. The team decided to use a Facebook fan page and used it to promote 

events, share news and connect with the students. One of the last events the 

campaign held was a photo scavenger hunt on Facebook. The event was held on 

Monday October 4, 2020 at 8 a.m. until Friday, October 8 at midnight. Students 

could post photos of promotional items all across campus any time during this 



period. To win the contest, students had to post the most photos of LTUT swag on 

campus on the Facebook page. Students were encouraged to take photos with their 

friends and classmates using the LessThanUThink merchandise. The winner, who 

posted at total of almost 480 pictures, won a free iPad.  

The team also created a Youtube account to act as a public archive for the 

campaign’s visual media and was used to give the audience a look into the 

background of the campaign and to offer videos of the campaigns events and 30-

second ad spots. The team created these 30-second spot videos that brought the 

LessThanUThink posters to life. The purpose of these videos was to present an 

actual awkward situation caused by alcohol consumption so that the students could 

relate and associate themselves with being “that guy” or “that girl.” The 30-second 

spots not only appeared on the Youtube channel, but because the team was able to 

coordinate with a local media company, they were able to get commercials on local 

television. To get the students more involved with their message, LessThanUThink 

created a video contest asking students to create their own commercial for a chance 

to win flip cameras and having their commercial aired on TV during the last week of 

the campaign.  

The newest social media platform, Twitter, is still in an infant state on the 

campus of the University of Alabama. Not many students have stumbled upon 

Twitter on the UA campus, but the team thought this social media platform was 

imperative to effectively communicate and interact with UA’s students.   The team 

updated twitter often with a variety of tweet styles, made weekly Twitter contests and 

recruited followers both on and offline.  



on campus events: 
The team held numerous events and activities on the University of Alabama 

campus August-October 2010 to get students excited and involved in the 

LessThanUThink campaign. 

The LTUT team wanted to get the message out to UA students as soon 

possible. One of the best ways to achieve this would be to participate in Get on 

Board Day 2010. GOBD at the University is an opportunity for students to learn 

about organizations on campus for fall and spring semesters. Thousands walked 

through the event set up, where organizations and vendors set up tables and talk 

with interested visitors.  

The idea of the campaign was to create a buzz on the UA campus. One of the 

best ways, the team thought, was with guerilla marketing tactics to start 

conversations about LessThanUThink and direct people to the website. One of the 

events was to scatter 4,000 stress balls around campus for students to find. On the 

day of that event, the LTUT team arrived on the UA’s quad at 6 a.m. to scatter stress 

balls in designated areas. When the first classes of the day began, students seemed 

confused about what to do with the stress balls but team members were close by to 

encourage everyone to take one. By the end of that event there were only 600 out of 

4,000 stress balls left. The next event to use gorilla marketing was the flashmob, 

which was an up and coming trend where a group of people assemble suddenly in a 

public place and usually perform a dance for a brief time and then disperse after the 

event. On September 1 at 12 p.m. sharp, the music started in the student union of 

UA. The crowd gathered around to see team members, along with close friends and 



acquaintances who were recruited by participants on Twitter and Facebook, to see 

the mob dance to “We’re Not Gonna Take It” by Twisted Sister. 

During the planning stages of the campaign, the LTUT new that one of the 

most important target audience of any college campus is the Greek system, which 

has a large presence at UA. The team decided to drop goodie boxes of free items 

such as, game day shakers, foam yellow hammers, sunglasses, cups, gum and 

koozies, at each Greek house before each home football game during the 

campaign. Because the Greeks cover an entire section of the football stadium with 

block seating, it created a large game day presence and spread the 

LessThanUThink name across a large audience. 

The LTUT team wanted to find a way to collaborate with other organizations 

on campus. The next event on campus was a LifeSouth blood drive. The team 

posted promotional flyers for the even around campus and gave the LifeSouth blood 

donation workers stress balls, koozies and t-shirts to give students who donated 

blood.  

College football is a huge part of the UA college experience and binge 

drinking can affect all students. During the summer planning session, the 

Department of Health Promotion and Wellness asked LessThanUThink to co-host 

the official student tailgate, the Rising Tide Student Tailgate with its department, the 

Student Union and the Student Government Association before the Alabama vs. 

Florida game on October 2, 2010 from 3 p.m. to 6 p.m. The organizations typically 

partner for three alcohol-free tailgates during football season, where they provide 



free food, live music and space for the students to just hang out before the games 

kick-off.  

bar initiatives: 
The LessThanUThink campaign wanted to use bar initiatives to create more 

interaction among students and measure students; knowledge of binge drinking in 

general.  

To launch the campaign, the LTUT team hosted a Kick-Off Party at Innsfree 

Irish Pub, a popular establishment in Tuscaloosa. This event gave the campaign the 

opportunity to create awareness of the campaign and engage the students’ nightlife.  

The LTUT team decided to use the Insfree Irish Pub as the venue because the 

venue offered an ideal location in downtown and did not admit underage patrons. 

The owner of the Pub agreed to promote the campaign by refusing sale to obviously 

over served patrons and allowing the campaign team members to talk with its 

customers about the campaign. The team members also decided that none of them 

would consume alcohol during the event to focus on interacting with the patrons and 

maintain a positive image for their campaign.  

Another event co-hosted by the LessThanUThink campaign and the Innsfree 

Irish Pub was trivia night on September 29, 2010 and October 6, 2010, presenting 

teams with a chance to win five $25 iTunes gift cards along with LessThanUThink t-

shirts. The team planned to host two trivia nights during the last few weeks of the 

campaign to test the campaigns impact on students’ knowledge of binge drinking.  

 



evaluation: 
The LessThanUThink campaign had two main objectives.  The first was “To 

increase awareness of the undesired results, situations, and consequences 

associated with the over consumption of alcohol among University of Alabama 

students by 20 percent by November 2010.   

Before the campaign, LessThanUThink looked at surveys done by the APR 

592 and found that only 7 percent of students knew the correct definition of binge 

drinking and half of the students believed alcohol was vital to college life.  After the 

campaign, the 7 percent grew to 42.71 percent and 42.71 percent of those students 

claimed they knew the definition because of the LessThanUThink campaign.  When 

the campaign did their own survey concurrent with the previously stated one, 31.5 

percent of students at a health and wellness center knew the correct definition of 

binge drinking. 

 In an email survey similar to the APR 592 research, the percent of students 

who believed alcohol in an important part of college culture decreased 13 percent 

from the original 51 percent. There was an 8 percent increase in the percent of 

students who thought alcohol did not make the user more attractive.  This helps 

support the success of the objective to increase awareness about binge drinking.  

Post-campaign research also showed that LessThanUThink has helped 41.61 

percent of students be able to recognize binge drinking in others. 

 Even though the campaign did not reach its statistical goals, many students 

that took part in focus groups and interviews said that they know the campaign and 



understand that it is not telling them to never drink, but to do so in moderation.  They 

also stated that this campaign was more successful at spreading the idea of 

moderation than previous campaigns. One interview with a client showed that the 

LessThanUThink campaign generated more buzz about binge drinking than any 

other campaign. 

 Overall, the campaign may not have gotten the exact numbers that they 

wanted, but they did increase the awareness and find ways to get through to a group 

that has the stereotype of being crazy partiers and alcohol obsessed. This is a 

success in almost any sense of the word and it would be no surprise future 

campaigns looked at this one as a model. 

 The second objective the LessThanUThink campaign had was “to increase 

the number of University of Alabama students who will associate over consumption 

of alcohol with negative social and physical consequences and will consider 

moderating consumption by 10 percent by November 2010.  

 Before the campaign, the APR 592 survey found 74 percent of students felt 

that getting drunk was an important part of deciding whether or not to drink.  That 

same percent of students also said that they drink to celebrate.  Post-campaign 

research shows a 12 percent drop in the percent of students who felt that getting 

drunk was an important part of deciding whether or not to drink and a 13 percent 

drop in the percent of students who said they drink to celebrate. In a different 

effectiveness survey, 41.61 percent of students said the LessThanUThink campaign 

has gotten them to think about the social consequences of binge drinking. 



 The same effectiveness survey paired with an email survey showed that the 

LessThanUThink campaign reached its statistical goal in the attitude objective, 

though the research also shows that they achieved this objective in awareness.  In 

an interview, a student even recalled other students reminding him about the 

LessThanUThink campaign while out drinking.  This proves that they campaign did 

stick in students minds. 

 Overall, the results from this objective were very similar to the results of the 

first campaign objective.  Because the goals for attitude were lower rates of change 

than the awareness objective, the attitude objective’s statistical goals were met. A 

campaign cannot be judged solely by statistics.  The bigger picture must also play a 

part in determining the effectiveness.  The fact that a student reported hearing about 

in while out drinking, when there were no signs or promotional activities happing 

shows that this campaign did change people attitudes and awareness.  

recommendations: 
The implementation of the LessThanUThink Campaign provided a lot of 

insight into the knowledge and awareness of binge drinking among college students 

at the University of Alabama. Not only was it accepted with open arms on campus, 

but it received a lot of media coverage on campus and statewide. The UA AdTeam 

did a great job at creating a successful and creative campaign and we believe they 

should continue on with their on campus and bar initiatives, their ads involving “been 

there, done that” scenarios that all college students can relate to and reaching out to 



their target audience using all social media networks.  Overall, the campaign was 

able to successfully reach its target audience and achieve its goal.  

A few recommendations made by our team to help future success of a 

campaign like this one. This campaign was such a success, but for a short period. If 

the campaign could have been implemented for a longer period of time, the AdTeam 

could have found more ways to get the message spread not only statewide, but 

nationwide. This was a success on the University of Alabama, but it could have been 

a success on college campuses across the nation if the AdTeam would have had 

the time to distribute their plan and train the AdTeams of other campus on how to 

implement the campaign. 
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