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We would like to take a moment to introduce ourselves
to you. We are Right Brain Solutions (RBS) from
The Art Center Design College in Tucson, Arizona.

Right Brain Solutions believes marketing starts with
a great concept. Using that great concept as our
touchstone, we fuse authentic research-backed
marketing fundamentals with dynamic creative to
produce compelling campaigns for our clients. The
strengths of our agency include a mix of creative
backgrounds and passionate people who understand
the importance of using both sides of their brain. We
are enthusiastic about The Century Council (TCC)
challenge and want to thank you for the opportunity to
work on such an exciting and signi cant project.

This plans book details our research, insights and the
communications strategy that will get noticed by the
target. We look forward to sharing our vision with you
and hearing your feedback about our concept!
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EXECUTIVE SUMMARY

College students today have a lot on their mind; they re busy,
stressed, and trying to tin. These are some of the reasons college
students use to justify excessive drinking. In addition, the issue of
binge drinking in college has permeated our culture. Many orga-
nizations have attempted to curb college binge drinking before;
unfortunately, these attempts have had little to no effect.

This led us to ask the question, Why is it so dif cult to get
college students to drink responsibly? Drinking and college-life
are synonymous; it is a college ritual to get hammered and most
everyone accepts this fact. That is why there has been no change
in the incidences of binge drinking on college campuses in the
last 20 years. In fact, the consequences of binge drinking are
getting worse.

In this campaign, Right Brain Solutions discovered what college students

really think about college life and drinking.

Through extensive research, we discovered college students

de ne extreme drinking by a person s behavior, not by the number
of drinks someone has in an hour. College students also believe
there is a point where drinking can and does get out of control.
Not surprisingly, most college students said they do not like being
completely out of control.

To succeed in connecting with this target we must approach them
from the standpoint of respect and equality. College students do
not want to be told what to do or be judged for their actions. This
insight led RBS to create a campaign that resonates with the target
by acknowledging that they are mature enough to make their

own decisions.

RBS found most college students do not have any idea what their
personal tolerance levels for alcohol are and consequently have
no idea at what point their drinking goes from fun to out of control.
What if we showed them they could avoid the vulnerability that
comes with extreme drinking?

Instead of positioning extreme drinking as taboo or telling the tar-

getto justsay no, RBS campaign will educate college students

about their drinking tolerance levels. This strategy empowers them
to make their own decisions about how much they drink and what
consequences they are willing to accept.

RBS approach respects the target s perception that partying

in college is their rite of passage. At the same time, it provides
practical applications to teach each individual student how much
they can drink, so they can have fun, stay in control and avoid the
consequences associated with extreme drinking.

With our campaign, the target will want to know the answer to
the question, What happens to me if | have one more drink?

WHAT'S ONE MORE? ————



RESEARCH

Just as the most powerful advertising engages both the left and
right sides of the brain, the most powerful market research must
also do the same.

Right Brain Solutions combined non-traditional qualitative
research models such as collage projective, word association
and perceptual mapping with traditional research methods

Primary Research

oooooooo

Right Brain Solutions conducted over 550 surveys from
college students in 21 states to gather insight into the target s
attitudes, values and behaviors associated with college life,
Greek life, college athletics, partying and extreme drinking.

such as focus groups and surveys to create all-inclusive
research results. IFOCUS GROUPS

RBS analyzed over 58 hours of focus group data and video

gathered from 39 participants. Focus group members included

college-aged students of both genders and from diverse
. S - R .- sections of college life freshmen to seniors, Greek af liates,
NI00I0000I0000000000000N000I0000000000000000000 ' rege ! ' !

. college athletics and those living both on and off campus. We
make decisions _ : o
gained a deeper understanding of the target s motivations to

drink, discovered how often they drink and how they de ne

and feel about extreme drinking.

Objectives

A
drinking and college life

oiooooomooooioooaon
RBS moderated four online focus groups with 33 participants
at universities across the country. The semi-anonymous
format allowed for greater privacy of the respondents.
This insight gave us valuable information about the negative
consequences the target experienced while drinking and
highlighted the fears the target has about being out of control.

0I00000OI00I00N000I0I0000000D000mO0o0nm
binge drinking

0000000000000 00n000000000000000i000t0OInem 0
drinking patterns

T

with the target norobootnooooomooo

RBS conducted 24 one-on-one 45-60 minute interviews to
acquire information about the target s personal opinions,
beliefs and values. The loosely structured format allowed
for exibility in exploring ideas introduced by the target.
The lack of social pressure and group dynamics ensured
un lItered responses.
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RESEARCH

Non-Traditional
Research Models

01 o

RBS conducted four collage projective technique groups where we

W were able to identify the target s deeply held beliefs about drinking. We
discovered perceptions some respondents were not even aware they had
about extreme drinking, college life and their individual social behaviors.

I A

RBS facilitated word association sets to uncover underlying
beliefs, positions and feelings the target had about socializing
and drinking with the opposite sex.

Secondary Research

RBS pored over 275 published articles on a range of subjects
related to the challenge: college students, college life, brain
development research, alcohol use, The Century Council,
addiction and treatment options, binge drinking, marketing
trends, personality traits and research methodology.

RBS analyzed over 16 previously conducted surveys from
sources such as The Center for Information and Research
00I0I0I0I0C000I00000I00000000BIO000I00Iootmeo
Southern lllinois University at Carbondale, Monitoring the Future
0000000000010000000000000I000I0I00n000i0I00000n00n0an
Information from these surveys was invaluable and provided

a clear perspective of underage and extreme drinking.

RBS dissected 27 books ranging from Dying to Drink
to The New In uentials to provide a foundation for
qualitative research.

I A

RBS conducted various perceptual mapping sets to gather
perceptions about the types of messages and media that would
resonate with college students as well as how they felt about the
problem of extreme drinking on their campus.

“Curiosity about life in all of its aspects is still the secret of great creative people. ” - Leo Burnett

WHAT'S ONE MORE? ————



TACDC used a S.W.O.T. Analysis to evaluate the extreme drinking situation. This analysis provided

the information necessary to carve a communication niche that allows us to take advantage of

The Century Council s strengths in education and utilize camaraderie of the college campus communities.

s.W.0.t. ANALYSIS
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COMPETITIVE ANALYSIS

Primary Competitors

i0Doioiiiguigooigoinugnoooo
Students arrive at college, many living away from home for the rst time, greeted by on- and
off-campus parties, bars within walking distance of their dorms and a party culture that both
condones and encourages drinking to excess and out-of-control behavior.

gioioniboooo
$231 billion in annual spending and the prospect of attracting life-long brand loyal consumers
means that the college student segment is a hard one to resist for beer, wine and liquor
producers. Targeted marketing including sponsorships, promotions, special events and celebrity
endorsements all sell the idea that drinking is cool. Even innocuous seeming ads encouraging
the target to drink responsibly feature brand imagery linking fun with alcohol.

Jioooibooiooooot
Although recent changes in guidelines limit alcohol ads in college sports arenas and broadcasts,
over $68 million a year is spent to promote alcohol through college sports. In addition, the culture
of homecoming football games and March Madness basketball includes heavy drinking events.

0ioooiuiidouooiooboomoo
Many college campuses are using social norms campaigns to combat overconsumption, based
on the idea that college students want to act in a way that is considered normal by their peers.
Our target reported that not only do they not believe the statistics asserted in those campaigns,
social norms campaigns have caused them to tune out messages about responsible drinking.

0 R Y
The Amethyst Initiative calls for the legal drinking age to be lowered to 18 years old to promote
responsible alcohol use. The widespread media attention this idea has received has undermined

the seriousness of the extreme drinking problem for college students and has given the perception

to college students that many college administrators condone underage drinking.

0ioooioooogo
Music and movies encourage extreme drinking and promote alcohol use as the way to have the
most fun, tin, be popular with the opposite sex and enjoy college life. From movies such as Old
School and Beerfest to songs like The College Song and Blame It (On the Alcohol), college
students are constantly encouraged to drink to excess.

Secondary Competitors

N [
TARGET S PERCEPTIONS.

College students are busy and stressed
by their jobs, classes and their environment.
These facts add to the college students
desire to letloose on the weekends.
College students are in an environment
where they might feel socially isolated and
want to tin. This is one of the main reasons
college students drink excessively in their
rst weeks of college. College students view
drinking as what you do when you re in
college. They are going to drink because
they have earned the right to do so.

WHAT'S ONE MORE? ————



TARGET MARKET

College students in 2009 are constantly connected, in touch

24/7 with friends and family and information is always available

at their ngertips. College students are smart, savvy and they care
about the world they live in. Right Brain Solutions found they turn
to their peers and friends, even large groups of friends known
only through web connections, instead of of cial sources for
information and guidance.

Through research, we learned an empowerment through
000000000D00I0000I00DI0ID0noIOI0ND0roIo0O00bo0mono
had to determine what type of information would make the biggest
impact. We knew we had to start with basics when looking at
attitudes, beliefs and behaviors to uncover the truth about our
target. Brain research is where we began.

Brain Research

This research provided a clearer picture as to how college
students could make some of the decisions they do about
extreme drinking.

Next, RBS determined what the target thinks about extreme
drinking and we learned a lot from talking to college students
across the country.

RBS wanted to understand how the target makes decisions.
We found that the decision-making part of the brain does not
completely develop until sometime in the mid-20s. The
cerebellum and the pre-frontal cortex are responsible for all
the crucial elements needed to make logical and reasonable
decisions. The pre-frontal cortex alone controls impulses, risk
taking and planning.

This means the target s ability to plan, adapt to a social
environment and to imagine possible future consequences

of their actions is still developing during their college years.
Further research uncovered that brain damage from heavy alcohol
consumption can cause problems in the future, but it also has
signi cant immediate consequences, such as destroying brain
00I0I00000I0N00I00I000I00000i00 Dm0 00101000 O oiOman
learning and memory.

TARGET DEFINITIONS OF

EXTREME DRINKING

We found the target s de nition of extreme drinking is based more on how

someone under the in uence behaves rather than how many drinks they actually

have. The college students we interviewed knew the accepted de nition of binge

drinking, but they did not believe it. They view a binge drinker as someone who
can t hold their liquor or who acts aggressive or overly sad when they drink.

Some students thought drinking until you vomit to be extreme while others
thought that extreme drinking was drinking until you can t remember what you did.
As you can see there is a wide gap in de nitions of out of control behavior.
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TARGET MARKET

Target Perceptions of Drinking

Right Brain Solutions discovered the target s motivations to drink
are rooted in some deeply held beliefs and emotions.

For example, college students believe freshman drink more,
fraternities, sororities and college athletes drink more, men drink
more than women, it s socially acceptable for a man to become
wasted, binge drinkers in college do not have signi cant alcohol
problems later in life, and that it is unlikely anything bad will
happen to them because of out of control drinking.

Many college students view getting wasted as an activity. They
believe drinking demonstrates their maturity and it is their rite of
passage to adulthood. Most college students see no real reason
to curb their drinking because as they said, everyone is doing it.

Despite their interest in drinking, we discovered that college
students do not like to be out of control. They do not want to
experience the negative consequences that come with extreme
drinking and only a small segment of drinkers plan to get so
drunk that they can t remember anything. Most students end up
extreme drinking (even though these were not their intentions at
the beginning of the evening) because they do not know how or
when to stop.

r | just can t imagine going out on a big night and not drinking.

“If you go out in big groups of friends, like I do, and everyone else

is drinking, you have to drink even if you don’t want to.

“Getting buzzed is fun.” “It’s good to get wild and crazy.

Target s Thoughts on Current Alcohol
Education Programs

The target does not pay attention to current alcohol education
programs because they feel they are preaching to them and
they do not want to be told what to do by people who are

obviously too old to remember what it is like to be young,
free and in college.

College students told us most of the alcohol education is usually
about abstinence, which not a reality in their world. They nd

the visuals and information boring and did not feel they learned
anything useful or new; they hated every minute of it. College
students said, the longer you ve been drinking the more you know
how much you can drink before you get wasted. The problem with
this statement is that statistics show that seniors drink more than
freshmen do. Again, this mind-set demonstrates that what college
students think and what the facts show are polar opposites.

Even if there s not a party, as long as you re 2 If you get drunk with your friends

wasted, you can turn a boring time into an you re cool: if you just sit in a corner

exciting one alcohol is always good because with no girls around, everyone is

it means you re enjoying yourself. going to think you re a nerd.

fn
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18-24 years old

Target Segmentation Target Demographics 32 million

#in College
18 million

This behavioral segmentation allowed RBS to create a campaign that would engage and
appeal to the different target groups. Although college students do share similar characteristics
and behaviors, their perceptions of extreme drinking are very different.

Even within a speci c target such as college students, there are smaller segments who

will respond in similar ways to information, media and messages. 2 3 0/

We segmented the target into three smaller groups based on speci c drinking behaviors.
Our research discovered succinct personality and behavior traits in each of the following

market segments.

5970
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SITUATION ANALYSIS

10

Extreme drinking has long been associated with college life.
Over the last 15 years, however, disturbing trends have
evolved which show dramatic increases in the negative
consequences experienced by college students while drinking.
These consequences include increased incidences of DUIs,
accidental injury, sexual assault and even death.

Even though college students believe these consequences are
real, they do not believe it could happen to them. Combine this
with the fact they think drinking is fun and you can get a picture of
why extreme drinking on college campuses seems nearly
impossible to remedy.

To college students, drinking is viewed as relaxing, socially

bonding and a way to escape from their high-pressure lives.

In addition, alcohol is extremely easy to access in the college
campus environment.

The Century Council, law
enforcement, parents and
college administrators have
responded to this public
health dilemma with a
myriad of tactics to
) Uniorunay et
“ f
| attempts have had
very little success.
RBS analyzed these
efforts and discovered a
signi cant approach that
has been overlooked.

Previous plans to curb extreme drinking did not engage the target
in the information, they were not interactive or interesting, and
consequently the target did not pay attention. Furthermore,

the target found these tactics to be parental, condescending

and judgmental.

College students want to participate in and in uence interactions
they have with a brand or message. They seek information from
trusted sources such as friends, fellow students and through their
internet connections, and are highly linked to each other and to a
plethora of social networking sites.

Most importantly, college students are inspired to seek information
they believe will have a direct bene t to their lives. When they
receive information in a shared neutral manner, college students
are more open to the message and more likely to believe what
they are hearing.

The best way to get college students to want to learn more about
extreme drinking lies in leveraging their already established
connections and providing information they want in an entertaining
and interactive arena.

Now all we have to do is create the arena.

WHAT'S ONE MORE? ————



UNIQUE SELLING  PROPOSITION

RBS uncovered an important angle not utilized in educating the
target about responsible drinking. We discovered that although the
target is hearing messages about extreme drinking from a variety
of sources, none address the target in a non-judgmental manner or
gives them the information they need to make their own decisions
about drinking.

College students view current alcohol education programs as
boring and parental. All they see are authority gures dictating
acceptable, responsible behaviors. As one student told us, he
just counted the agonizing minutes until his drinking education
was over. RBS talked to countless college students who all
recounted similar alcohol education experiences. These negative
experiences fostered resentment, lack of interest in the information
and a general pessimism towards the subject of learning to drink
responsibly or safely.

Conversely, we also discovered that college students do not like
the consequences of extreme drinking and they do not want to
experience the vulnerability that comes with being out of control.

R0t o T
they can drink and still stay in control; and at the same time, make
the information interesting enough for them to want it?

The answer is, “Edutainment.”

By combing education and entertainment, we have the unique
opportunity to address college students on their level providing
information they want in an innovative and interactive manner.

Qgoorg

EDUTAINMENT?

Edutainment is a form of education designed
to entertain or amuse while instructing the
audience. Often the information is embedded
in some familiar forms of entertainment-
television, video games, or websites.
Successful edutainment is recognized by

the fact that learning becomes secondary

to the fun and enjoyment the target is
experiencing. Engagement and amusement
cause the target to return repeatedly to the
education source, ensuring transmission of
the necessary information. Groups have used
edutainment successfully across the U.S.

to address health and social concerns like
I000000I00000000000I000I00I0000000000
and cancer prevention.
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EDUTAINMENT SITE

It is the reward, and not our own mission, that most effectively
makes the case to our audience to take action. - katya Andresen

12

bl p Winima =
Research shows 95% of the target

(both males and females) consider
themselves to be gamers. RBS
capitalizes on this statistic by creating
a game-style website that will promote
return visitors. Users simultaneously
interact with the environment and
other visitors. Because of this user
interactivity, students will want their
friends to join in the fun and can
invite them to join through MySpace
and Facebook. This peer-to-peer
interaction increases the number

of users through word-of-mouth.

Users can visit any of the locations
within the site and even play games
that promote responsible drinking.
Students can earn points that

they can cash in for prizes in the
website stores.

This edutainment site also provides
the opportunity for advertising
dollars to assist in subsidizing the
site in years to come. Advertisers
could purchase storefronts within
the environment.

What's One Mona?
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This application measures how many
drinks you can have before getting
to a level that would be considered
dangerous. It calculates the users
age, weight, sex, height, how much
they have eaten, and what they plan
to eat and drink in order to formulate a
recommendation for how many drinks
in an allotted period of time would be safe.

O o A
Users set up text-messages to themselves
or others before they go out for the night.
They will be able to determine the content
of the message and the time they want
to receive the texts before they leave their
house. This is an invaluable tool as it
allows the target to think ahead about their
night out and send themselves (or friends)
messages reminding them to think about
their actions.

Y 0 ¢
[ 000odiodaan
After uploading a photograph of themselves,
the target s appearance begins to change
based on how much alcohol they consume.

N
Discussion boards offer a way for the target
to communicate information pertaining to
local events. Each school has a separate
log-in and will be responsible for updating
relevant information.

I | o

Acting as an online confessional, this feature
allows users to upload a video of themselves
in which they can tell the story of an
experience they had drinking. Positive, as well
as negative experiences, are powerful ways to
communicate with and educate peers. This
peer-to-peer interaction allows the target to
learn from others experiences.

This feature helps the target see the affects
drinking has on his/her physical appearance.

Uio0ooiobomoo
By posting all the advertisements associated
with the campaign on the website and providing
a way for users to rate the ads in terms of
perceived effectiveness, we can better gauge
how successfully the ads communicate with
the target audience.
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EOUTAINMENT SITE

14

giogoog
On going narrative discussions allow for honest,
open and anonymous dialogue between peers in
order to raise awareness of and relate the dangers
associated with extreme drinking.

IioooOoooggomooo
This area of the website will announce and raise awareness
of promotions relevant to the campaign. Providing dates
and descriptions of promotions as well as links to
appropriate websites encourages and provides a means
for participation and involvement from website visitors.

gionoooo
Contains tabs that direct users to different pages within the site
or to partner-sites. An example would be a tab labeled Tips;
after clicking on the tab, a user is directed to a web page
outlining suggestions for how to be safe and have fun when
drinking alcohol with friends. Other tabs such as Educate
yourself about AA would link the user directly to the Alcoholics
Anonymous website.

Really Simple Syndication (RSS) feeds allow content from The
Century Council website to be syndicated to multiple sites that
students use on a daily basis, such as Myspace or Facebook.
The Century Council s RSS feed will populate the latest
information to students.

Cwitter

The use of Twitter by The Century Council is a great way to
release the latest information to students via the Twitter site or
SMS text messages. The Twitter messages can also be populated
to The Century Council website or social network sites.

You ()

000000 DID00I000000000000000D 010 0000i0 000 0000 oo0mo
allows the target to upload videos for contests and the online
confessional. Updates about contests or videos will be broadcast
via Twitter and RSS feeds.
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ioDooooo
When new users enter the site they are
prompted to create their own character. They
can choose from a standard avatar or upload
a photo of themselves to a speci ¢ body type.
Speci c information about each new user is
captured when they register.

WHAT'S ONE MORE? ————



POSITIONING STRATEGY

The majority of college students fall into one of three categories
of drinkers. RBS addresses each one of these segments through
messaging designed to attract their attention.

To nd out about their own personal alcohol tolerance levels to
discover how to stay in control.

College students want to be in control and avoid the
consequences that go with extreme drinking.

RBS created a variety of interactive and buzz-oriented memory
aids. These aids include numerous features such as the What s
One More application and the note-to-self texts that the

target sets up prior to going out. These texts send target-driven
reminders. For example, the target may want to remind themselves
they have a test the next day or to not drunk text their ex. In
addition, our Buzz\Vertising puts the message where they are
drinking to provide maximum effectiveness.

Campaign Timeline

0O0oooooimogoommoao

The What s One More concept has longevity and must continue
to educate the target all four years of college. The July 2009-June
2010 will be the year our campaign is initiated.

Rationale

RBS creates a strategy that approaches the target from a neutral
standpoint. We respect the target s need to make their own
decisions and provide invaluable information about how they can
be in control of themselves and avoid the dangers associated with
extreme drinking.

Recommendations

80% of high school seniors have already had experience with
drinking. Although the focus of this campaign is to decrease binge
drinking on college campuses, The Century Council s efforts

to decrease underage drinking could also bene t from RBS
campaign.

Utilizing the idea of edutainment, the What s One More website
could be expanded to teach high school and junior high school
students about the dangers of drinking. As they get older, they can
be granted access to learning about how to drink responsibly.

“Win the heart and the mind will follow.”

=Roy H. Williams, author Wizard of Ads
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CREATIVE STRATEGY
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Goals

Right Brain Solutions knows to reach our target, our creative
strategies must accomplish three goals:

00 o . o o v na na n m
can have and remain in control

0 T A
negative consequences

0 T 1
tolerance level

Messaging

The message of the campaign is simple when the target knows
their alcohol tolerance levels, they will be able to drink, have fun
and avoid the out of control consequences they do not want.

To ensure we are communicating with all the various types of
drinkers, the consequences depicted in the ads get progressively
worse. Research told us that college students have very different
perceptions of extreme drinking; therefore, we must visually
demonstrate outcomes that will capture the attention of all target
members. Ad headlines reinforce the visuals by asking questions
that connect with the target.

Visuals

Research shows that simple persuasive messages have a greater
impact when people are drinking. Our powerful thought-provoking
images create curiosity by startling the target into considering the
consequences of having one too many. Each ad must make the
proposition: nd out your personal one more and you will get the
speci ¢ bene t of keeping your night fun and in control.

WHAT'S ONE MORE?

BIG IDEA
Educate college students
to recognize the point
where their drinking goes
from fun to excessive to

dooomo

RBS takes advantage of this commonly
asked question to make an automatic
connection with the target. The strength
of our concept is that it acknowledges
and capitalizes on the fact that there is a
before and an after you have consumed too
much alcohol. There is a point where one

fewer drink would have made the difference deERR's-

between a fun night and a drama- lled

night of negative consequences. E
—

Assessment

To ensure our messaging strategy makes an emotional connection
with the target, RBS answered the following questions:

College students whose night out includes
drinking, having fun and staying in control.

Act on your desire to avoid negative conse-
guences that come with extreme drinking.

Know the point where your drinking gets
out of control.

to avoid the drama of negative consequences.

Because you don t like being vulnerable and
you are in charge of how your night ends.

That if you don t know your tolerance levels, you
might do something you Il regret.

0 1
drink responsibly and tell your friends.

Because you like drinking with your friends and want

WHAT'S ONE MORE? ————



CREATIVE EXECUTIONS
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CREATIVE EXECUTIONS
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BUZZVERTISING

RBS combined buzz marketing and advertising to create a unique media mix designed to
capture the target s attention where they least expect it we call it BuzzVertising.

With RBS BuzzVertising and Promotions events, we project the What s One More message
will receive nearly 500 million target impressions nationwide. It is expected that these
impressions will generate a minimum of 250,000 unique visitors to the What s One More
website each month.

Alternative

Alternative media placements and events in our top 10 DMAs ensure college students
get involved in the What s One More experience. BuzzVertising appears throughout the
2009-2010 school year in the wet environments surrounding colleges and on college
campuses. Students on these college campuses will be inundated with cool and unique-
looking messages that appear everywhere they are.

Traditional

Traditional media such as outdoor and radio will pulse throughout the school year (in 10
DMA cities) to create awareness and support campaign messaging.

National

National media placements focus on non-traditional avenues combined with magazines
speci cally chosen for their high reach and frequency.

“To be successful today you must touch base with reality and the
only reality that counts is what’s already in the target’s mind.”
=Al Ries and Jack Trout
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For the rst year of the Whats One More campaign, RBS
selected 10 college campuses to focus BuzzVertising

and promotions events. RBS considered three factors

in choosing the DMAs. We cross-referenced colleges
that have the largest undergraduate enroliments with
geographic location and the college s reputation for being
considered one of the top party schools in the country.

UNIVERSITY
OF SOUTHERN
CALIFORNIA
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College Wet Environment

0i0ooiooo

RS 0 1

students. The cutouts will be placed at various outdoor locations
round campus. These life size versions of our ads will
demand attention and spark curiosity.

0oooinooo

Red cups are synonymous with college parties and
tailgates. Putting the message on the bottom of these cups
keeps the message in the mind of the target when they are in the

drinking environment.

THE

CENTURYCOUNCIL

FIGHTING DRUNK DRIVING & UNDERAGE DRINKING

21



BUZZVERTISING

“Advertising is a team Sport.” — sruce Bendiger

0Ioooooboooimo
College students wear a temporary tattoo of the message on
their head for a week at a time. This advertising gets the
message into all the places traditional advertising cannot go.
The buzz generated by this medium is intense and shows that

other students are already invested in our message. . .
oloooibooLoog

Bar runners are adhered to the top of the bar.
The target cannot miss bar runners placed in the
wet environment.

OIooooomoooaa
Table tents are placed on campus in dining halls and cafes as

H,E” ﬂuES Ywn well as in restaurants and bars surrounding campus. Messages
on the table tents will vary according to the venue.
",wr Our 0
In an increasingly visual world, sometimes bigger is better in
rm" Mﬂ A getting and keeping the targets attention. Projecting large
images onto multiple campus, city and wet environment area
buildings with our message will reach thousands in the target
",WIMME? with powerful impressions. Arresting still visual images, as well
L as full motion videos will create curiosity and drive the target

to download the What s One More application.

Fnd ot & wees whaisonEmone org _.-'""

-
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BUZZVERTISING

r

0ooooooboooo

Placing our message on university scoreboards
will de nitely get the target s attention. Our
message will appear on game screens at

major college sporting events during football
and basketball season.

01

L 8 A

with the campaign. Posters placed around campus create
curiosity and drive students to the website.

Hiok EM Horeis

N A
Every student we talked to said they read bathroom
ads. This advertising will capture the audience in the bar
environment. Advertisements will be placed in the interiors
of stall doors and above urinals to spark curiosity and
initiate conversation.

liooiogdoioooodoooo
Research shows that 96% of students read their college
newspapers regularly. Our campaign will place Whats One
More advertisements in college newspapers to bring
awareness to our message and to highlight upcoming
campus promotions.

— ooinog

What s One More will sponsor student section T-shirts for
football season at our top schools. T-shirts in university
colors will feature the school mascot as well as our
message and web site. The target will not only be
supporting their team, but spreading the message as well.
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— 0i00ooooot
Coasters will keep the What s One More message fresh
in the target s mind while they are in their favorite bar.
Often coasters are taken home by the target, further
extending our reach into house parties and Greek life.

s N

aow wawt DRINKS ooes m e
For YOUR westt 10 60 Faow

| BUZZED 1o BRUTAL?

WHATSONEMORE.ORG
| W—

uiooubiiooingg

Unconventional not only describes our target but it also
describes how to reach our target. Wallets will be dropped
around well-traf cked hot spots in wet environments and
around campus. The target, nding a wallet on the ground,
would want to see what s inside. When the wallets are
opened, in place of photos or money will be our message
and coupons from local vendors.

ioiooooooog
Billboards are an effective way to get our advertisements noticed
near College campuses. Billboards will also extend our message
to older and younger targets in the city.

iotoofiooioaoo
Our advertisements will be made into static clings that will be
scattered throughout the wet environment. Static clings will
appear in the windows of bars and clubs around campus to
give surrounding establishments the opportunity to show they
support the What s One More campaign.

oinooooo
We will de nitely catch the target s attention with oating logos.
Flogos are made of soap and helium. These combined materials
can be shaped into customized logos or messages that resemble
clouds and can oat at varying heights depending on the amount
of helium added. Our Whats One More message will oat
around campus at selected football tailgates.

WHAT'S ONE MORE? ————



BUZZVERTISING

0 0 Y
College students love to get mail. Therefore, each year before
school starts, students will receive a direct mail piece that
addresses the types of drinking activities they may be exposed
to in their speci c year of college.

For example, freshman might receive tips from peers on how to
drink without getting sick. Each year the information will become
more sophisticated to continue to give the target information
relevant to their year in college

L 8 1 0 A
[ O0n0BIo000ntroIb0oonoei000Ib000000000Inb00I0 0000000000

recipient s name. For example, the student will be directed to the
website www.whatsonemore.org/joesmith. This type of
marketing is very successful in creating curiosity with this target.
When the target goes to the their personalized website, they will
complete a survey about what type of additional information they
want to receive.

0 O Y
Campus transportation is an excellent way to reach a captive
audience. The message and web address will appear on the interior
and exterior of zero-fare shuttles that run around campus.

oliooDOoooooono

1 000000000 0n0I0C 00000 0000 OMo0n00i0m0m00I00000m0nn 0

T Tl )
hands as they enter a bar or event. This stamp will be a
repetitive reminder that will go home with the target.
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Hinbogoogo

ioioogo
Movie preview ads are a great way to reach a captive target.
College students make up 40% of the 1.4 billion moviegoers.
000001000000 00I0000000000000 0 000I0me0000morootoal
across targeted states to coincide with the launch of the website.

uiooom

Advertising on local radio will deliver our message directly to our
target. What s One More ads will pulse in two week ights on
contemporary, popular, hits and hip hop radio stations in
targeted states.

Hooi oot

Uiooaoomoao
Our target reads magazines to keep up with the latest information
on fashion, sports, trends and celebrity news. We will place our
advertisements in the top rated magazines for men and women in
the target. Full page, full color advertisements run in Maxim

and Glamour.

0

Ad frames are a media rich advertisements that will instantly
engage the target. RBS has designed a transparent micro site
that showcases our message without irritatingly interrupting the
site the target was on. Research shows the target is more likely to
click on a micro site when their current site in not interrupted.

W CORL '

WAT™S [ WERE T
R LI i
———— -

oiooomoo

We know that our target uses the Internet for everything.
Advertising will appear throughout the campaign on the top social
networking sites MySpace, Facebook and Twitter as well as
OooOoool

oiooooooo

Cell phones and mp3 players provide the versatility and portability
that make them an important communication tool for the on-the-
go lifestyle of the target. The target can download and create
multimedia les like webcasts from the What s One More web site,
including audio and video for playback on their mobile devices.

oodiaomoooo

Point roll advertising is an engaging, media rich technology that
allow the target to instantly interact with online ads. A simple roll
over of the cursor will activate our ads, bringing them to life. The
ads will begin interacting with the rest of the page. This non-
intrusive advertising will immediately engage the target without
interrupting their web sur ng.

WHAT'S ONE MORE? ————



BUZZVERTISING

UliooobOooiobboobmiod

Pre-roll advertisements will appear before episodes of our

0 0000IOI0000IDI00No0O0o0I0nno0 0000 0nnoonno0i;moam
Online television is increasingly important to the target and pre-
roll advertisements cannot be fast forwarded.

*
0000000 00I000000I0000000 D0no0NoIDoo O 0noIooooomann 0000000000100 0010 00000000000 0I00000000000I00000000000000000000 0000100000000 0 0000000000000
into hand. and drunk. 0I000NOOM00INI00NI0000I000000 into waiting hand. and drunk.
0000010I00I0/00000000000000 0I00OnO00I00000I0000I00000] background sound of bar. 00000r0I00I0:00000000000000 0I000NOO0N0000000000100000
sound of bar. of bar. sound of bar. of bar.
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empty glass.
0I000IO0MDOI0I000I0000000000m
background sound of bar.

0 O
shots, What s One More?
000000000000000000000000000000

hits empty glasses.
010000000I0000100000I0000000000
together, background sound of bar.

JI00M0000I0000I000000000000
take for your drinking to go from
buzzed to brutal?

showing negative consequence.
M0000000000000000000000000T
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liooogomioomooao
The target listens to their peers more than any other group. With
this in mind, RBS created the Campus Task Force. Comprised
of a select group of student in uentials on each college
campuses, The Task Force, aided by campus administration,
will decide which promotions would work best on their respective
campuses, how to encourage involvement with programs and
promotions, and what media would have the most extensive reach
and impact on their students.

N O A
The What s One More Tunnel is a guided sensory experience
that utilizes sound, visual media, acting and small group dialogue,
in a series of rooms, to build awareness about our message.
It is designed to engage and educate college students to
understand the degrees of separation between fun, excessive
and dangerous drinking.

! I0DO0000OCDO0Imoomg
More than half of all college freshmen nd their
rst opportunity to binge drink within their rst week on

campus. The College Survival kit is another opportunity
for us to get the What s One More message in front
of the target early in their college career. It includes:

What s One More themed items, food coupons and

campus-themed information.

Jli0D00oooonOg
RBS found that while our target pays the most
attention to their peers when looking for
advice, immediately next on their list are family
members. The care package allows parents
and advocates to introduce their college
student to the What s One More message.
The care package is ordered for a one-time
fee of $35 and send to the target at school.
Included will be a T-shirt, coupons for free meals
at restaurants around campus, snacks, movie
tickets, and acknowledging the target will drink, a bottle opener,
red cups, coasters and napkins.

Jjoguuoooudio
In keeping with our overall concept of education, the What s
One More campaign will sponsor a scholarship contest. College
students will create videos about the What s One More concept

L 8 0 0 A

voted on by their peers. The top 10 winners will
receive college scholarships.

I O O O Y
Right Brain Solutions creates pro le pages on
the top eight sites the target frequents to link the target with our
web site, speci ¢ promotions on their campuses, information,
self-reminders and networking with their friends who care.

WHAT'S ONE MORE? ————



measurement

DDOI0DI0bOIdooboioioboobony

Until now, the only way to measure the success of initiatives to
decrease binge-drinking was to rely primarily on target surveys.
Although surveys are signi cant in measuring the target s
perceptions of their behavior, we know the information gathered
is subjective. Therefore, RBS developed a qualitative and
quantitative approach to measure the target s engagement in,
interactions with, perceptions of and reactions to the What s One
More campaign.

Our campaign strategies set up a prime opportunity to gather
insight into what drives the target s behaviors. The Century Council
will not have to rely solely on what the target tells us, we will also
record their thoughts, feelings and experiences through the user-
generated content opportunities on the What s One More website.

Where do we begin?

Il We know the target s current perceptions of their drinking
behavior, so no pre-campaign survey is necessary.

[l surveys of bars and businesses in the college wet
environment will create a starting point to measure against.
Respondents will report incidences of vandalism, ghts, police
interactions, etc. as a result of college students extreme
drinking behaviors.

You gotta know the territory. — the music Man

What do we do during the campaign?

RBS will constantly monitor target interactions with the website
through the following measurements each month:
0100I000I0I0No00moI0 0000000 00000000

0 o
e e o
010000000 00000000000 000010000onan
010000000I000000IN0I000000I00000

To gather insights into target perceptions, feelings and
behaviors, RBS will evaluate the user-generated content
added to the website:

0 A
0 T
0 T A

0 Tt [

0 T

0 T A o A S | ([

0 T

What happens when it is over?

0 0
What s One More website

0 0 0
campus committees.

What do we expect?

[[Decrease in number of student drinking-related incidences
reported to campus police and administrators.

[[students reporting they had fewer extreme drinking experiences
per semester.

[180% of students who visit the site recall whatsonemore.org.

THE

CENTURYCOUNCIL

FIGHTING DRUNK DRIVING & UNDERAGE DRINKING

29



MEDIA

Campus/Wet Environment
2009 2010
July Aug Sept Oct Nov Dec Jan Feb Mar Apr May

T-Shirts :
Cardboard Cutouts N at|0na| 2009 2010

. Jul Au Sept Oct Nov Dec Jan Feb Mar Apr Ma
Head-vertising ] Magazines y _Aug _Sep p y
Coasters - - Glamour
Red Cups Maxim
Bar Runners - - Ad Frames/PopUps

Social Networking Sites
Table Tents g

Podcast

Hand-vertising Point Roll
Bathroom Ads Online TV
Building Illuminations
Lost Wallets
Scoreboards Qnooioooagn 2009 2010
Email Blasts July Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Outdoor Transportation Cinema

Shuttle Exterior Radio

Interior Frames

Stair Facings .
College Newspapers Promotions 2009 2010
Campus Posters July Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Direct Mail Task Force

Postage Whats One More T}mnel
outdoor Billboards gz:':g‘:csk‘;r;’;‘f' Kt
Flogos Website
Static Clings Scholarships
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BUDGET

ON0iooon:
Units Cost/Unit Total Cost Impressions
Cinema 12,000 $30.00/  $360,000.00 3,288,337
Radio 515 $350.00/ $180,250.00 144,200,000
$540,250.00
Campus/Wet Environment
Units Cost/Unit Total Cost Impressions

T-Shirts 100,000 $4.00( $400,000.00 4,500,000
Cardboard Cutouts 1,200 $159.00|  $190,800.00 60,000,000
Head-vertising 400 $800.00|  $320,000.00 400,000
Coasters 500,000 $0.17 $85,000.00 404,761
Red Cups 1,000,000 $0.16| $160,000.00 2,300,000
Bar Runners 4,000 $4.75 $19,000.00 1,400,000
Table Tents 200 $96 for 300 $19,200.00 1,990,000
Hand-vertising 8,000 $4.99 $39,920.00 9,600,000
Bathroom Ads 4,800 $24.87| $119,376.00 835,200
Building llluminations 40 $10,000.00/  $400,000.00 1,920,000
Lost Wallets 16,000 $2.95 $47,200.00 80,000
Scoreboards 160 $2,000.00|  $320,000.00 788,671
Qutdoor Transportation

Shuttle Exterior 900 $80.00 $72,000.00 2,232,000

Interior Frames 4,500 $8.00 $36,000.00 750,000

Stair Facings 7,200 $8.00 $57,600.00 750,000
College Newspapers 320 $1,320.00| $422,400.00 9,853,760
Campus Posters 240 $150.00 $36,000.00 1,488,000
Direct Mail 375,562 $0.64| $240,359.68 375,562

Postage 375,562 $0.41| $153,980.42
Outdoor Billboards 320 $3,465.00| $1,108,800.00( 144,000,000
Flogos 160 $3,500.00|  $560,000.00 2,400,000
Static Clings 5,000 $1.83 $9,150.00 1,750,000

$4,816,786.10

Promotions _ ,
Units Cost/Unit Total Cost
Task Force 10 $5,000.00 $50,000.00
Whats One More Tunnel 20 $2,000.00 $40,000.00
College Survival Kit 88,178 $8.00| $705,424.00
Care Packages Cost deferred by parent purchase
Website $250,000.00
Scholarships 30 $5,000.00/ $150,000.00
$1,195,424.00
Praduction ,
5 10000 - TI% Toisl Budget: §10.000,000
Eviibamtan
150 000 - 1%
Promotons
E7a D00
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