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EXECUTIVE SUMMARY

In the YOU KNOW. BE THERE. campaign, Capitol Advertising from The George Washington University utilizes the strength of already 
established college friendships to combat the dangerous over-consumption (DOC) of alcohol by college students. It does this by amplifying the 
budget through its strategic partners who have a vested interest in our campaign. To shape our strategy, we used a variety of research methods 
ranging from traditional secondary research to ethnographic research. Using empathy instead of fear, the campaign:
	 • Reminds college students that they already know the signs their friends show when heading down a dangerous path.
	 • Encourages them to act when they recognize the signs of dangerous over-consumption.
	 • Provides them with additional tools to prevent and combat dangerous over-consumption.
	 • Reaches students at every stage of the drinking process.  

YOU KNOW. BE THERE. leverages the strength of already-existing college friendships, using empathy instead of fear to combat dangerous  
over-consumption. It reminds students that they already know the signals their friends show when leading down a dangerous path,  
encourages them to act when they recognize the signs, provides them with additional tools to prevent and combat DOC. Since students are 
always with friends, YOU KNOW. BE THERE. hits them at every stage of the drinking process. A majority of ads will placed earlier in the 
process in order to halt DOC before it even starts.

Greeks, athletes, and freshmen hold the strongest friendship bonds while also being the most at-risk for dangerous over-consumption of 
alcohol, which is why they are our primary target market. Student leaders hold a unique ability to spread our message; they are our secondary 
target market. Finally, because all college students have the potential to dangerously over-consume, the remaining student body is our tertiary 
target market.  

We executed our strategy through a variety of traditional and non-traditional tactics. Our direct tactics focus on delivering our message and  
driving traffic to our website. Our website allows our target market to interact with us, enables users to interact using social media, reinforces our 
underlying strategy through various digital features, provides additional information on how to both recognize and intervene in dangerous 
over-consumption scenarios, and finally provides a means for anyone to bring a customized version of the campaign to their campus. 
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RESEARCH METHODS
The Challenge:
Define dangerous over-consumption of alcohol on our campus and nationwide.

Establish the scope of dangerous over-consumption of alcohol on college campuses.

Combat dangerous over-consumption of alcohol by college students.

Guiding Research Questions

1. What defines dangerous over-consumption of alcohol according to George Washington University students?

2. What stages do students go through when over-consuming?

3. What will make college students reduce dangerous over-consumption of alcohol?

4. Who/what are the most believable sources of information to reduce dangerous over-consumption of alcohol 	
    among college students?

100+  
in-depth  

interviews

Secondary 
research 

and content 
analysis

Ethnographic  
research,  

participant  
observation

6
Focus Groups

35  
Participants

Nationwide
survey of 

1,047  
students

120
in-depth

interviews to 
test creative

After conducting secondary research and a content analysis of past anti-drinking and other social campaigns, we conducted six 
targeted online focus groups with Greeks, freshmen, and seniors who reported drinking heavily in the past week. This helped us to 
develop an online survey among students at GWU and nationwide. These, along with over 120 in-depth interviews and hours of  
observational research, provided us with key insights that drive our strategy.  

Key 
Insights

&
Big Idea
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	 KEY RESEARCH INSIGHTS

Friends become “family” at college: making, communicating with, and keeping friends are integral parts of the  
college experience, especially among “bonders” such as Greeks, athletes, and freshmen. Friends pride themselves in  
knowing their friends well. 

Friends intuitively recognize signals in friends’ behavior that they know will lead to dangerous  
over-consumption, but they often let them slip by without responding adequately.

Students assume responsibility for their friends when drinking and report that they want to be there to keep 
them out of danger.

Past anti-drinking campaigns failed because they used fear tactics and preachy messages to reach drinkers at 
the wrong time. “Friends Don’t Let Friends Drive Drunk” worked because it empowered friends to intervene. 

Dangerous over-consumption is primarily defined by dire negative consequences such as  
hospitalization or even death, both at GWU and nationwide. The amount consumed is considered to be less important, 
and the levels differed slightly between GWU and the rest of the country. At GWU, it is 8 or more drinks for men and 6 or 
more drinks for women in two hours. Nationwide, it is 10 or more drinks for men and 6 or more drinks for women in two 
hours. Since students only categorized drinking as dangerous once these extreme levels are met, they don't realize they've 
reached that point until it's too late. 

The drinking process can be seen as a series of decisions college students make throughout the day. 
Friends are the key influencers in these decisions and have the opportunity to intervene at any stage. 
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YOU KNOW WHEN YOUR FRIEND HAS  
HAD TOO MUCH TO DRINK. HE TURNS 
INTO A TOUGH GUY AND WANTS TO  
FIGHT EVERYONE AT THE BAR. CALM  
HIM DOWN AND ENJOY YOUR NIGHT.  
BE THERE.
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Inspiration
Students wake up, check for text or voice messages on their phone, and head to class. They have lunch with friends, run errands, go to the 
gym, and study. Throughout this daily routine, anything can inspire them to go out drinking--from celebrating the end of midterms, to trying to 
forget a bad breakup, to “It’s Thirsty Thursday.” 

Planning
Planning begins the moment the decision is made to drink and ends with the first sip. Planning involves discussing where, when, and with 
whom to drink. Thanks to instant messaging, texting, social media, or emailing, it can happen anywhere, even while sitting in a class lecture.

Partying  
Once the party begins, fun is often measured by the amount of alcohol consumed. Whether the party is in a frat house, a dorm room, or a  
local bar, when friends get buzzed the inside jokes and drunken stories begin. 

	          	          	          
	          Danger Zone
	            In the Danger Zone, a drinker’s judgment is severely impaired. Friends get annoyed, embarrassed, and worried. Students  
	            measure danger in terms of going home with the wrong person, being physically harmed, or becoming so sick it 		
     	            requires hospitalization. Greeks, freshmen and athletes reach this stage more often than others. 

	          Recovery	          
	            This stage comes after a night of heavy drinking. Fun is replaced by sickness, shame, and embarrassment as friends tell  
	            stories about what happened and what’s posted online.

Good Morning 
This is everyone’s “ideal” next day. There’s no sickness, no loss of dignity, no embarrassing pictures on Facebook, and no trips to the dry 
cleaners!

According to our research, college students make a series of decisions throughout the day about drinking. Friends are the key  
influencers in the process and have the opportunity to intervene at any stage.

Plan 4 
Tonight?

THE DRINKING PROCESS
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TARGET MARKET BREAKDOWN

Primary Target Market

BONDERS & BOOZERS   
45% of targeted population  

450,000 students  

Student leaders are responsible for identifying, selecting, and advocating the socially responsible causes  
adopted by their organizations. Networking with school administrators and organizing events, they’re invested 
in the success of their groups. They’re active drinkers among their circles of friends, and peers look up to and 
rely on them as leaders and friends.

These are the remaining college students. They do not have the high risk of dangerous over-consumption that 
Bonders & Boozers have because they tend to live further from campus and are somewhat less social. They’re 
a large portion of the 85% of college students who drink. Despite a range of interests, friendship and drinking 
are still very important aspects of their college experience.

Secondary Target Market

MOVERS & SHAKERS 
10% of targeted population 

100,000 students  
Tertiary Target Market

THE REST OF THE PARTY  
45% of targeted population  

450,000 students  

Research shows that college students who actively seek social bonding are at highest risk to drink and hit the 
Danger Zone. This led us to select the 45% of the college market who are Greeks, athletes, and freshmen as 
our primary target market. We call them “Bonders and Boozers.”

Target markets were prioritized based upon risk levels.  The numbers are based on Capitol Advertising's initial 60-school roll out.

Greeks - 25% of targeted population
250,000 students
These brothers and sisters love their tight-knit “families,” have large social circles, and tend to go out four 
nights a week. Being a member is a lifelong commitment, but they only have their college years to party and 
they won’t waste it.

(Assume a 10% overlap within the groups)

Freshmen - 25% of targeted population
250,000 students
These dorm-dwellers crave acceptance, and drink when they’re bored. They’re loud, travel in groups, and lack 
confidence. They go to the closest parties with easy-to-get alcohol. Drinking recklessly, they’re most prone to 
hospitalization, but have said they would drink less if their peers cut back.  

Athletes - 5% of targeted population
50,000 students
These campus celebrities have their own entourage, inside jokes, nicknames, and are always together. The 
intense pressure of their schedules involves training, practice, and game day. With little time to relax, they  
work hard, but party harder, except on the night before a game.
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OBJECTIVES

aware that there is a grassroots effort to reduce the dangers of drinking on their campus.

support this cause as part of their organizations' socially responsible activities.

act as a grassroots “street team” on campus to spread the word about the campaign's message.

To  make:

99% Movers & Shakers
    (Secondary Target Market)

	

aware of signs in friends that indicate potential dangerous over-consumption is likely.

be there for their friends by choosing to avert danger through empathetic conversation, suggesting alternatives to 
drinking, and intervention.

To  make:

95% Bonders & Boozers
      (Primary Target Market)
 
	     AND

90% The Rest of the Party 
       (Tertiary Target Market)
	

To  reduce  
hospitalization by: 
6% Bonders & Boozers

1% Movers & Shakers

1% The Rest of the Party 
	

To  reduce alcohol  
related injuries by:
5% Bonders & Boozers

2% Movers & Shakers

3% The Rest of the Party 
	

To reduce regrettable  
sexual encounters by: 
4% Bonders & Boozers

2% Movers & Shakers

4% The Rest of the Party 
	

To reduce drunk  
driving fatalities by:
4% Bonders & Boozers

2% Movers & Shakers

4% The Rest of the Party 
	

To  reduce the number of  
alcohol-related infractions by:
5% Bonders & Boozers

2% Movers & Shakers

3% The Rest of the Party 
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	 CAMPAIGN POSITIONING

YOU KNOW. BE THERE.
Our research showed that friends recognize the signs of potential over-consumption of alcohol in one another. The YOU KNOW. BE THERE.  
campaign is built upon the subtle signs that students told us signal dangerous over-consumption. In focus groups, we heard the same  
stories again and again. We use them throughout traditional and non-traditional ads to engage and involve students so they recognize and act on 
the danger signs they already know. Friends are constantly reminded to BE THERE to prevent danger before it happens and to know what to do 
when it does. 

Our campaign capitalizes on the fact that friends are present at every step of the drinking process. The YOU KNOW. BE THERE. campaign 
strongly targets students with messages during their daily routine so that they can internalize the messages before drinking even begins. These 
ads are also strategically placed throughout the next stages of the drinking process by subtly reminding friends to BE THERE. 

Along with traditional ads, our campaign uses digital and social media as an extension of two-way human interaction rather than contrived,  
top-down messaging. Our digital media tactics appeal to college students because they thrive on constant communication. Our messages use 
empathy, rather than fear, to inspire friends to check-in and have conversations with each other digitally and face-to-face.  BE THERE tactics run 
the gamut from conversations to intervention.  They remind and instruct friends to prevent dangerous over-consumption when  
possible and to recognize and intervene when things have gone too far.

Friends are key  
to curbing  
dangerous  

over-consumption. 
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CREATIVE TESTING
 
Capitol Advertising conducted 120 in-depth interviews with students to determine what creative messages would resonate. Testing revealed that students 
think YOU KNOW. BE THERE. print ads are bold, fresh, touching, and witty. The simple yet relatable messages catch the attention of students and 
entice them to check out the campaign website. Matt, a senior in our target market, said it best: 

“I think the slogan is awesome. It definitely gets the message across. It doesn’t tell you to stop drinking entirely, and it doesn’t use fear or punishment to get 
you to stop either. It hints at the social implications of being a drunken fool and it challenges the connotation that drinking A LOT is ‘cool.’”

COLOR SCHEME TESTING 

Blue and red tested best of all the colors. College students said the eye-catching colors and bold font were able to break through the noise that they often 
filter out. Two students said it best: 

“Wow, the red totally caught my eye and made me really want to be there. It made the message more powerful, for sure!” - Jillian R. 

“I love the blue for the YOU KNOW. part of your messages because it’s not as harsh. It’s as though this part of the message is a friendly 	reminder, whereas  
the red is more hard-hitting, and attention grabbing.” - Matt T.

CREATIVE STRATEGY

Our campaign capitalizes on the strength of college friendships, reminding students that they intuitively know when their friends are on the path toward  
dangerous over-consumption (DOC), and encouraging them to act on their instincts to help prevent dangerous consequences. Our campaign also provides 
tools for students to prevent and combat DOC, so they don’t have to think twice if a dangerous situation arises.

The eye-catching print and innovative digital executions drive students to the campaign website, where they can access different applications with the tools 
to recognize, prevent, and combat DOC. Students know many of the specific things their friends do when they dangerously over-consume, but these tips will 
provide them with other important tactics they may not know. From the importance of drinking water to when to call 911, these tools cover every stage of 
the drinking process.

It’s important to note that neither our campaign nor messages condone underage drinking. We do, however, recognize that all college students drink, so we 
make these important reminders and tools available to all students to ensure a safer college experience.
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MEDIA OBJECTIVES

	 1. To reach 90% of the Bonders & Boozers market 1960 times/year.
	 2. To reach 99% of the Movers & Shakers market 2548 times/year.
	 3. To reach 90% of The Rest Of The Party market 1960 times/year.
 
Our campaign places strong advertising efforts on Bonders & Boozers and The Rest of the Party during times when students are 
most likely to dangerously over-consume such as spring break or at the start of the semester.  We continually hit our target market 
throughout their day to raise campaign awareness reminding them to be aware of the signs of dangerous over-consumption and  
giving them the tools to avert danger if needed.
 
	 Traditional Media
	 • Our traditional media uses posters, flyers, shuttle wraps, and bookstore bags to reach the target markets in their daily  
	     routine at a high frequency.

	 Digital Media
	 • College students thrive on being connected to each other and to the Internet, making our website and innovative digital 		
	     technologies essential elements of our campaign and a key driver in accomplishing our objectives.

	 Social Media
	 • Social media is the grassroots entry point for students to interact with the campaign. Students stay connected via online 		
	     social networks with the average college student spending 7 hours a day on Facebook. By hitting students through 			 
	     the networks they use every day, our campaign is likely to maintain high frequency.

	 PR
	 • PR projects, events, and contests increase brand awareness for the campaign and the partners. Our PR exposure will  
	     increase the prestige of the campaign and popularity among our partners, the government, colleges, and students.

	 Events
	 • Events are an opportunity to use PR to help raise awareness of the campaign and highlight our partnerships.  

We reach 1.1 million 18 to 22 year-olds college students with $10 million, plus $18 million with partners, spending $.16/person/day.

MEDIA OBJECTIVES & PLAN 
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CAMPAIGN ROLL OUT

CAMPAIGN ROLL OUT
YOU KNOW. BE THERE. will launch at 60 schools to reach 8% of undergraduate students, primarily located on the east coast.  
Schools were selected based on their rankings or reputation for being a big party, Greek, or athletic school. Several well known 
schools that are in support of the Amethyst Initiative were also included, as we know they are more likely to endorse a campaign  
that promotes safer drinking. Once our campaign is effectively established, we will  begin to roll out nationwide. 

SCHOOLS INCLUDE:
• Arizona State University
• Dartmouth College
• Duke University
• Lehigh University
• Miami University
• University of Notre Dame
• The Ohio State University
• The Pennsylvania State  
    University
• Purdue University
• Texas A&M University
• Towson University
• University of California-Los Angeles
• University of Michigan	
• University of Mississippi
• University of Wisconsin-Madison	
• Virginia Tech
• Wake Forest University

	 12
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CREATIVE: TRADITIONAL 

PRINT ADS
Posters, flyers, newspapers, shuttle wraps, and bookstore bags promote the campaign's message. They’ll be placed in high traffic areas such as dorms and  
student centers to spark initial interest and raise campaign awareness.

Why does this work? These ads work because they identify and engage the reader in the message in a stream of consciousness style.  Although we  
considered using photographs in the ads, research showed that the clean text pulled and engaged the reader better.

Posters will remind friends of the triggers that lead 
to dangerous over-consumption during their daily 
routine.

YOU KNOW YOUR 
FRIEND WANTS 
TO DRINK HER 
SORROWS AWAY 
AFTER BEING 
DUMPED.  
BE THERE.

TO LEARN WHAT YOU CAN DO TO BE THERE, VISIT US AT:  
WWW.YOUKNOWBETHERE.COM

During the Partying stage, ads reminding students 
to notice the signs of DOC in friends will be placed 
in bar and dorm bathroom stalls.

YOU KNOW THAT 
LAST SHOT WILL 
THROW YOUR 
FRIEND OVER THE 
EDGE.
BE THERE.

TO LEARN WHAT YOU CAN DO TO BE THERE, VISIT US AT:  
WWW.YOUKNOWBETHERE.COM

During the Planning stage, ads reminding athletes 
to notice the signs of DOC in friends will be placed 
in gyms, locker rooms, and athletic facilities.

YOU KNOW YOUR 
TEAMMATE WANTS 
TO HIT THE BARS 
HARD FOR LOSING 
THE BIG GAME.
BE THERE.

TO LEARN WHAT YOU CAN DO TO BE THERE, VISIT US AT:  
WWW.YOUKNOWBETHERE.COM
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CREATIVE: DIGITAL VIDEO

MINIMERCIALS AND WEBISODES
Minimercials and webisodes depict drinking scenarios where something embarrassing or dangerous almost happened, but didn’t. YOU KNOW. BE 
THERE. minimercials and webisodes show examples of what friends can do to keep each other from dangerously over-consuming by providing practical  
solutions for friends. These messages primarily hit students during the Inspiration stage, and will be recalled throughout all stages of the process. 

Every college student knows the same stories:
“Remember the time Andi got her heart broken and almost went on a drinking spree?”
“Remember the time Jordan got heated at the bar and almost got into a fight with that huge dude?”

Why does this work? These minimercials and webisodes will launch online at Hulu.com and ABC.com. Viewers will see these 
videos while watching their favorite TV shows, including Grey’s Anatomy, Lost, The Office, and Scrubs. Our messages are  
designed to be engaging and will be internalized and used by students who are already committed to helping their friends.  
The message communicates that friends should help one another avoid dangerous over-consumption by talking, sharing,  
and providing alternatives to DOC. These minimercials and webisodes suggest the natural use of social and digital media like  
Facebook, Twitter, and texting.  

Andi just got her heart 
broken. She tells her 
best friend Kate, “I got 
dumped. I can’t stay 
home alone tonight.”

Kate’s text to Andi reads, “I’m 
sorry! John wasn’t that hot  
anyway. Let’s talk over dinner.”

Kate knows the translation:  
“I need to get trashed and find 
someone to hook up with.”  
She knows Andi would regret 
that decision tomorrow, so she 
texts back in hopes of  
cheering her up.

Kate consoles Andi and talks to 
her about the breakup over a 
good meal. 

The end of the  
minimercial reads:  
YOU KNOW.  
BE THERE.

YOU KNOW WHEN 
YOUR SISTER SAYS 
“I GOT DUMPED, 
I’M MISERABLE, 
WE NEED TO HAVE 
AN AWESOME 
NIGHT!” BE 
THERE.

YOU KNOW WHEN 
YOU CALMED YOUR 
SISTER DOWN  
AFTER A BREAK UP 
AND SHE DIDN’T 
FEEL THE NEED TO 
GET TOO DRUNK. 
BE THERE.
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CREATIVE: WEBSITE
Our traditional media will drive people to the website where they will interact with the YOU KNOW. BE THERE. campaign. People reported 
an instant emotional connection with our message, and said they would visit our website to find out more about being there. Our web banners 
on high-traffic sites will also direct viewers to our website. College students are on the Internet all day, everyday and will keep coming back  
because of our interactive materials, like the Digital Wall and the Threadless T-Shirt and Viral Video contests. 

YOUR MESSAGE: “MY 
FRIEND IS ABOUT TO 
THROW BACK  
ANOTHER SHOT.”

OUR RESPONSE:  
"SUGGEST GOING TO 
YOUR FAVORITE PIZZA 
JOINT TO GRAB SOME 
FOOD BEFORE HITTING 
THE NEXT BAR.”
BE THERE.

WWW.YOUKNOW

     WIDGET
The widget, downloadable to a computer 
or iPhone, lets students share drinking 
scenarios. For each situation entered, a BE 
THERE technique will be sent back in  
response. The mobile widget allows 
friends to learn and use the correct BE 
THERE actions during the Partying and 
Danger Zone stages.

DEAR KATE, 

YOU KNOW HOW MUCH I  
APPRECIATED YOU BEING 
THERE FOR ME  LAST NIGHT. 
ANYTIME YOU NEED ME, I’LL 
BE THERE

XO, ANDI

WWW.YOUKNOWBETHERE.COM

       E-CARD
The card features customizable messages they can 
communicate with friends. For example: “Thank 
you for being there last night.” Our campaign will 
learn from the messages students create in order 
to generate new material.

E

     SURVIVAL GUIDE
The BE THERE Survival Guide is a toolkit with techniques and solutions 
for helping a friend who has dangerously over-consumed. The tactics 
range from getting water for a friend to calling 911, so students know 
how to help friends who enter the Danger Zone. Students and/or uni-
versities can send the guide to organizations, hand it out at events, and 
post it in freshmen dorms.

Signs of Dangerous Drinking

 

YOU KNOW YOUR FRIENDS. PAY ATTENTION TO 
THEM AND NOTICE UNUSUAL ACTIONS. 

BE THERE FOR YOUR FRIENDS WHEN THEY 
NEED YOU MOST. KNOW THESE CRUCIAL SIGNS 
AND ACT! 

Signs of Dangerous 
Over-Consumption

Slurred Speech 
& Difficulty 

Hearing 

Feelings of 
Euphoria 
Shift to 

Unpleasant 
Feelings. 

Failure to Notice 
Cues in the 
Environment

Impaired 
Judgment &
Perception.

Changes in Behavior 

   *more aggressive
   * more sexual      
   * very sad. 

Mental 
Confusion, 

Stupor, 
or Coma

Slow 
Breathing

(Fewer Than 8 
Breaths 

Per Minute)

Vomiting

Seizures
Hypothermia 

(Low Body Temperature) 
Blueish skin color, Blue 
Lips, Clammy Hands and 

Feet

 *  * *

 *  * *

HOME

THE WALL

MY SCHOOL

VIRAL VIDEOS

CONTESTS

DOWNLOADS

SOCIAL MEDIA 
PORTAL

SWAG

PRESS 
RELEASES

BE THERE

PACKAGED DEAL

YOU KNOW. BE THERE. 

 
YOU KNOW 
YOU LOVE  
TO EAT 
FREE 
PANCAKES
AFTER A 
NIGHT OF 
PARTYING.
 
THE ALL-
YOU-CAN-
EAT-IHOP 
EVENT.
APRIL 24, 

E

     TELL A FRIEND
The Tell A Friend page enables users to send content from the website 
to their friends. Students leaders, whose schools are not on the roll out 
list, can also email their school’s officials asking them to adopt the 
campaign for their campus. 
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FACEBOOK 
The Facebook Fan Page will provide a link to our website, have event information, 
viral videos, and downloadable YOU KNOW. BE THERE. posters.  
Students will join to stay up to date with our videos and the campaign.  
 
Why does this work? Students view Facebook at least 5 times a day to make 
plans with friends, view pictures, and create social events. Our constant updates 
of videos and posters will keep them engaged as they get to vote and make  
comments on the ones they like. Also, our active wall will allow them to speak  
and meet other fans nationwide.

TWITTER
Twitter enables students to interact with celebrities who endorse our campaign. Celebrities, such as Justin  
Timberlake, will tweet their own YOU KNOWs that their Twitter followers will read. These celebrities will invest in the 
campaign because they or their friends have overcome DOC issues. By aligning with our campaign, they will be able 
to maintain a positive public image while gaining more exposure and followers.

Why does this work? Twitter’s popularity has made it the trendiest microblog, gaining over 2,400 new users a week. 
Students love to follow their favorite celebrities on Twitter, and on average, follow 15 people they admire.

CREATIVE: SOCIAL MEDIA

Web banners varying in size and shape  
continue to spread our friend-based  
message similar to the print ads. They  
will be implemented on:
•Perezhilton.com
•ESPN.com
•Facebook.com
•Youtube.com
•Pandora.com

WEB BANNERS

Why does this work?  While surfing the Internet, our target market will spot these bold web banners and click 
through to our site.

YOU KNOW YOU’RE LOOKING TO CREATE THE PERFECT PLAYLIST FOR THE PRE-
GAME TONIGHT. DANCE, HYDRATE, AND HAVE FUN WITH YOUR FRIENDS. BE THERE.

YOU KNOW WHEN YOUR FRIEND CAN’T MAKE IT OVER TO THE BAR TO WATCH THE  
CHAMPIONSHIP GAME BECAUSE HE’S TOO DRUNK. BE THERE.

YOU KNOW YOU DONT WANT YOUR FRIENDS TO BE LIKE ONE OF THOSE CELEBRITIES 
PEREZ BASHES ON. BE THERE.

YOU KNOW YOU DON’T WANT YOUR FRIEND TO WAKE UP IN THE MORNING AND SEE 
A VIDEO POSTED OF THEM HERE...WITH 1,000 HITS. BE THERE.

YOU KNOW HOW UGLY 
YOUR FRIENDS LOOK 
IN ALL THOSE TAGGED 
PICS OF THEM DRUNK 
ON FACEBOOK.  
BE THERE.

WWW.YOUKNOWBETHERE.COM

YOU KNOW 
WHEN YOUR 
FRIEND'S 
STATUS IS 
HINTNG AT 
GETTING 
SLOPPY. 
BE THERE.

WWW.YOUKNOWBETHERE.COM

Dave Samuels   John McMann: Hey man! I saw your status change, give me a call and 
let me know what’s up.John McMann is no longer listed in a relationship.

John McMann   Dave Samuels:  Yeah dude, it sucks! she wasnt’t into me anymore. 

Dave Samuels   John McMann: You were too good for her anyways. Wanna grab a 
burger later? 

about 5 minutes
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ILLEGAL ART™

CREATIVE: ILLEGAL ART ™

YOU KNOW. BE THERE. 

CLICK HERE TO POST YOUR OWN 
BE THERE. STORY 

ON OUR DIGITAL BOARD.

HOME

THE WALL

MY SCHOOL

VIRAL VIDEOS

CONTESTS

DOWNLOADS

SOCIAL MEDIA 
PORTAL

SWAG

YOU KNOW. BE THERE. THE WALL 

Last night my best 
friend was about to 
hook up with the 
ugliest guy! Good 
thing I texted her 
from across the bar 
to stop. She thanked 
me this morning :)

Our partner, Illegal Art™, is a “collaborative group of artists whose goal is to create interactive public art to inspire self-reflection, thought, and human  
connection.” Illegal Art™ will install life-size Post-It™ murals on our target campuses, so students can write personal messages about their YOU KNOW and BE 
THERE experiences with friends. For example: Kate could write how she successfully intervened with Andi after her breakup, or John could write how he stopped 
Dave from drunk dialing his ex. This grassroots approach allows our target market to generate unique messages that will resonate with their friends, who will in 
turn, generate buzz. 

“The Wall” link on the YOU KNOW. BE THERE. website will feature a college list for students to access their own campus’ digital version of the Illegal 
Art™ mural. Students will vote for the message that best resonates with their school, and the winning message will be the basis of a new advertisement.

PR
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CREATIVE: CONTESTS

CUSTOMIZATION: YOU KNOW our generation loves to be 
unique. 
The Threadless Loves  YOU KNOW. BE THERE. Contest  
allows students to tailor the campaign to their personal lives. 
Students will provide messages for friends to take the danger out  
of drinking.  

Entries will be posted on the website where the YOU KNOW.  
BE THERE. community will vote for their favorite message. The 
winning entry will be printed and available for the public to  
purchase. For every t-shirt sold, we will receive $5 to put back into 
the campaign.

VIRAL VIDEO CONTEST T-SHIRT CONTEST
EXPRESSION: YOU KNOW our generation loves to create their 
own content. 
The viral video contest is a chance for college students to create their 
own YOU KNOW. BE THERE. ads based on personal experiences. 
These videos will be placed on the website where students can  
comment and vote on their favorites. Celebrity judges such Justin  
Timberlake from mtvU will choose the top ten videos to be incorporated 
into the YOU KNOW. BE THERE. campaign. The winners will 
receive a free MacBook and YOU KNOW. BE THERE. sponsored 
event at their university.  

Why does this work? This works because students love expressing 
their creativity, commenting on videos, and watching celebrities on 
video platforms like YouTube.  

YOU KNOW 
THAT  
STUPID 
THING YOUR 
FRIEND 
DOES WHEN  
HE’S HAD 
TOO MUCH 
TO DRINK? 
BE THERE.

PRPR
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The YOU KNOW. The Sounds Concert is an mtvU sponsored awareness concert that will make noise at our  
target colleges, but will be open to neighboring schools. After the show, they will talk about their experiences 
with dangerous over-consumption and how they have been there for their friends, or how friends have been 
there for them.

Why does this work?  This works because performers are essential in our target market’s everyday lives. 
They’re always accessing blogs like Perezhilton.com, WWTDD.com, YoungBlackAndFabulous.com and  
FilmDrunk.com to find out more about their favorite celebrities. This is a way to keep our target markets  
entertained, engaged and interested in our campaign throughout the year.

CREATIVE: EVENTS

YOU KNOW. BE THERE. BAR AFFAIR
The Bar Text-Off is the opportunity for college students to send personalized YOU KNOW. BE 
THERE. messages to our promotional team, for quality control, who will then send them to big screen 
TVs throughout the bar. Friends will play games using Solo Cups and ping pong balls branded with YOU 
KNOW. BE THEREs. Print ads will be placed in bathroom stalls for maximum exposure, reminding  
students of our message during the party stage. 

The BE THERE. BEST EVENT. sponsored by mtvU and Solo, allows student leaders to get  
involved in our campaign. It will generate buzz on campus. Branded Solo Cups and condoms, so 
students have something to use while partying and something to take home. 

Why does this work? This works because students love cool and useful freebies. 

YOU 

KNOW
 

YOU KNOW 
THAT LOOK IN 
HER EYE. BE 
THERE

YOU KNOW YOUR 
FRIEND SHOULD 
DRINK A CUP OF 
WATER. BE THERE.

PR

PR

PR

BE THERE. BEST EVENT.

YOU KNOW. The Sounds Concert
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Why does this work?  After a night of partying 
with friends, students need water, but might not know 
it. By giving them water, a happier morning is almost 
guaranteed, and who wouldn’t want that?

CREATIVE: EVENTS

     IHOP "All You Can Eat" Event
IHOP "ALL YOU CAN EAT" Event is a free event where students can go fill up on pancakes after a night out. The Survival Guide will be distributed to  
remind them of the indicators that their friends are on the path to dangerous over-consumption - or have over-consumed - and ways to intervene. 

     BE HYDRATED. BE THERE. 
BE HYDRATED. BE THERE. is an event sponsored by Metroelectro where water bottles  
branded with our message will be distributed at bars and dorms to encourage students 
to stay hydrated. This tactic is important to avoid negative consequences associated  
with drinking and dehydration. 

Why does this work?  With a limited budget,  
students won’t miss a free meal, or an opportunity  
to finish the night with friends.

PR

PR

WE KNOW YOU’VE HAD A LONG NIGHT OUT. 
DRINK THIS FREE METROELECTRO WATER 
AND REHYDRATE YOUR BODY. 
DON’T FORGET TO GIVE ONE TO A FRIEND TOO!

SWEET DREAMS ON YOUR LEFT SIDE. 

P.S. NEXT TIME YOUR FRIEND IS DRINKING. 
GET WATER AND BE THERE.

 

FRONT

BACK

YOU KNOW YOU'VE HAD A LONG NIGHT OUT. 
DRINK THIS FREE METROELECTRO WATER AND 
REHYDRATE YOUR BODY. DON'T FORGET TO 
GIVE ONE TO A FRIEND TOO!

SWEET DREAMS ON YOUR LEFT SIDE. 

P.S. NEXT TIME YOUR FRIEND IS DRINKING, 
GET WATER AND BE THERE.
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PUBLIC RELATIONS

Our prime PR tactic, the Viral Video News Release (VVNR), is an extension of the traditional video news  
release. Don’t recognize it? That’s because we’ve created it!  

VVNRs aim to be not only informative like video news releases, but are intended to be passed along 
through networks of friends. Our public relations strategy is highlighted by purple circles throughout our 
creative events.

PR

Threadless T-Shirt Contest

What: Threadless press release

Where: Twitter Status, Facebook group,  
student newspapers, student news websites

IHOP All You Can Eat Event

What: press release, video news release 

Where: student newspapers, national  
newspapers, VVNR on Collegehumor,  
YouTube, and Facebook

You Know The Sounds Concert

What: mtvU press release, representatives 
appearances.

Where: student newspapers, Facebook group,  
Twitter status, participating artists announce  
support during talk show appearances

You Know Be There. Bar Affair

What: Solo press release, publicity from local bars

Where: student newspapers, text messages and  
emails about this event with our logo.
 

Be There. Best Event.

What: mtvU/Solo press release, student  
organization press release

Where: student newspapers, student news  
websites, student organization listservs

Illegal Art™

What: press release, VVNR

Where: student newspapers, Facebook group for  
each campus, student news websites.

Viral Video Contest with mtvU

What: mtvU press release, event advisory

Where: student newspapers, Twitter status,  
Facebook group

BE HYDRATED. BE THERE. 

What: Metroelectro press release, VVNR, publicity  
from local bars.

Where: student newspapers, student news websites,  
Facebook group, text messages and emails about this 
event with our logo included.
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CREATIVE ROLL OUT

Our target markets are avid users of the Internet, which is exactly where YOU KNOW. BE THERE. can launch itself. Our website is both the sole receiver 
and distributor of content, powered by our markets, in the creation of media devices and advertisements that they already use. We casually, but effectively  
market by reaching multiple sources in 4 stages:

Stage One: ATTENTION. Print ads and emails attract attention and drive students to the website.

Stage Two: IMMERSION. Students become involved in the website, download useful applications and access social media portals to learn more about  
campaign events.

Stage Three: ENGAGEMENT. Target memebers create and personalize their own content.

Stage Four: RESPONSE:  Recognizing potentially dangerous behavior in friends and circumventing it becomes second nature and friends use social media 
organically to spread the word.

Our creative roll out strategy is:
     • Personal			    			    
      • Interactive						    
      • Self-perpetuating	

The unique quality is in our cyclical process. We will continue to serve our markets through messaging and other media outlets if we 
know that our markets will receive these and continue to respond with their stories and ideas.

Webisite

STAGE 1

STAGE 2 STAGE 4

STAGE 3
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CREATIVE EXECUTION

Schools and student leaders can customize the YOU KNOW. BE THERE. campaign to their campus. The quantity and types of  
messages in each package can vary based on population, target market breakdown, and budget. For example, a campaign for all  
college students, or just Greeks and athletes.

Student leaders who are not on the roll out list can also purchase print and promotional materials. They can not only bring the  
campaign to their campus but also email their schools from the website, asking them to adopt our campaign. This can be done from 
the Tell-A-Friend page.

PACKAGED DEAL

There are over 100 different messages for our target markets. Sample messages include:

Freshmen:  
YOU KNOW when your new roommate wants to go out the night before his first exam in college. BE THERE.
YOU KNOW the time you hid your new roommate’s wallet so he couldn’t go out before his first exam. BE THERE.

Greeks:  
YOU KNOW when your brother is about to become “that guy” because he’s so drunk. BE THERE.
YOU KNOW the time you brought your brother a non-alcoholic drink to keep him in check. BE THERE.

Athletes: 
YOU KNOW when your teammate is one drink away from blowing tomorrows big game. BE THERE.
YOU KNOW when you reminded your teammate ready to drink a beer that everything was riding on the next game. BE THERE.

Student Leaders: 
YOU KNOW when your student organization members are complaining about their drunk friends. BE THERE.
YOU KNOW the next time you need to choose a campaign for your student organization, pick YOU KNOW. BE THERE.

All College Students: 
YOU KNOW when your friend drunk dials his ex. BE THERE.
YOU KNOW the time you took your friends phone away when he was about drunk dial his ex. BE THERE.
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STUDENT PARTNERS

THE CENTURY COUNCIL SUMMIT
The Century Council will invite student leaders to participate in an annual summit. It will provide student leaders with the:
 	 •Opportunity to learn more about the campaign
 	 •Chance to work directly with TCC to improve the campaign
 	 •Tools to spread the campaign on their campuses
	 •Opportunity to network

The Century Council Summit’s key objective is to get student leaders to adopt YOU KNOW. BE THERE. as their organization’s cause because 
over-consumption affects 85% of college students. Students that serve as the campaign’s on-campus “street-team” will increase their organization's 
social responsibility and will be rewarded with organizational funding.

Because student leaders are connected with the university, they are the easiest segment to reach therefore crucial to our campaign. Working as our 
liasons on campus, they relay our message in ways that relate to student organizations and can be the most successful at implementing our  
campaign.

Student leaders will have a strong desire to be their school’s Century Council ambassador because of the prestige associated with the position, the 
networking opportunities, and the provided incentives.

Student leaders will spread the YOU KNOW. BE THERE. campaign in their organizations and across campus. They'll serve as on-campus "street 
teams," increase their organization's social responsibility, and increase their chance of attracting university funding.

DIRECT EMAIL 

Emails embedded with a campaign minimercial will be sent to student leaders at participating colleges. This minimercial can be passed along to their  
organizations and teams. Students can look for more minimercials by clicking the link to our website. 
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PARTNERSHIPS

PARTNERS WHAT’S IN IT FOR THEM? HOW MUCH $
COMPARABLE  
PARTNERS

An underground art group 
who displays murals on  
college campuses.

Recognition in the college 
student market, a market 
that they have only recently 
penetrated.

$50,000

Expand their brand recognition 
and increase their website  
traffic with voters and  
designers.

$640,000

A division of MTV Networks
that is available at more than 
750 college and university 
campuses nationwide.

Fortify their already existing 
image as a socially active 
company.

$4,000,000

Not  
Applicable

Colleges &  
Universities  
Nationwide

The educational institutions 
where our target markets 
spend the majority of their 
time.

A community-centered 
online apparel store run by 
skinnyCorp. 

Gain national credibility and 
prestige as a supporter of the 
YOU KNOW. BE THERE 
campaign.

An emerging micronutrient 
water company.

Gain exposure as a new brand  
to target markets.

$1, 400,000

A restaurant chain  
specializing in breakfast 
foods.

Increase patronage and gain 
national exposure on college 
campuses.

Manufacturers of the  
universal college drinking 
cup.

Support a socially responsible 
message.

$900,000

$1,300,000

America’s #1 condom 
company.

OBJECTIVES
To convey our message in an  
intriguing and innovative way.

To have an already established 
portal for our students to create 
YOU KNOW. BE THERE 
t-shirts via our competition.
To extend reach through  
existing connections with  
college campuses.

To interact with students on 
a daily basis.

To obtain free products to help 
our target market prevent  
sickness, hangovers, and 
dehydration
To reduce dangerous drinking  
consequences by providing food 
for partygoers after the party.

To provide message-branded 
cups that all college students 
will want to use.

To communicate our message 
when bad or unsafe sex could 
occur.

Increase brand awareness and 
loyalty.

$6,000,000

LOCAL 
EATERIES

STRATEGIES
Create BE THERE murals 
for college campuses.

Host our Threadless Loves 
YOU KNOW. BE 
THERE. Contest.

Create the YOU KNOW. 
Viral Video Contest, our  
parties and our concert.

Act as a liason between the 
campaign, student leaders and 
students to communicate our 
message and hold on-campus 
events.

Provide water bottles for 
partiers to rehydrate after 
drinking.

Provide free pancakes for 
an "All You Can Eat"  
Pancake Event.

Put our messages on cups, 
which can be customized 
to match the school colors 
of our target colleges.

Provide condoms with 
campaign messages on the 
wrappers.

These partners were chosen because college students know and trust these brands. These brands, in turn, can increase awareness of the YOU KNOW.  
BE THERE message. Partners were selected based upon their relevance to the campaign message.

Rotational Partnerships: This is just a sampling of the brands longing to reach college students. The YOU KNOW. BE THERE. campaign 
can establish a prestigious name, one that will bring future partners to us. 

	 25



CAPITOL ADVERTISING
THE GEORGE WASHINGTON UNIVERSITY

BUDGET BREAKDOWN

WITHIN $7 MILLIONWITHIN $3 MILLION WITHIN $10 MILLION

TCC COST PARTNER COSTS GRAND TOTAL % LEVERAGED

$2.283
MILLION

$6.910
MILLION

$9.934
MILLION

$3.340
MILLION

$7.740
MILLION

$9.090
MILLION

$6.223
MILLION

$14.650 
MILLION

$19.024
MILLION

112%

112%

92%

Website/Packed Deal/Direct email....................$120,000
Bookstore Bags.......................................................$170,000
Website/Packaged Deal/ Direct email...............$100,000
Bus Wrap..................................................................$360,000
Minimercials/Webisodes....................................$1,936,660
Print Ads...................................................................$338,000
Widget/E-Card..........................................................$100,000
Facebook & Twitter..........................................................FREE
Threadless.........................................................................FREE
			         Partner....................$640,000
Be Hydrated. BE THERE...................................................FREE
	  		       Partner..............$1,400,000
IHOP "All You Can Eat"....................................................FREE
			       Partner..................$1,300,000
Viral Video Contest.....................................................$25,000
 			       Partner.....................$950,000

Contingency Fund..........................................................$300,000
Research.........................................................................$120,000
Capitol Advertising.........................................................$300,000
Partnership................................................................$2,350,000
Grand Total..................................................................$5,482,060
Leveraged...............................................................................75%
	

	
	

	

	
	
	

Print Ads...............................................................$1,072,854
Survival Guide......................................................$1,897,500
Illegal Art..........................................................................FREE
		                           Partner........................$1,209,600
T-Shirt Contest.........................................................$640,000 
Website/Packed Deal/Direct email....................$120,000
Bookstore Bags.......................................................$170,000
Website/Packaged Deal/ Direct email...............$100,000
Bus Wrap..................................................................$360,000
Minimercials/Webisodes....................................$1,936,660
Print Ads...................................................................$338,000
Widget/E-Card..........................................................$100,000
Facebook & Twitter..........................................................FREE
Threadless.........................................................................FREE
			         Partner....................$640,000
Be Hydrated. BE THERE...................................................FREE
	  		       Partner...............$1,400,000
IHOP "All You Can Eat".....................................................FREE
			       Partner..................$1,300,000
Viral Video Contest.....................................................$25,000
 			       Partner.....................$950,000

Contingency Fund..........................................................$400,000
Research.........................................................................$160,000
Capitol Advertising......................................................$7,872,014
Partnership................................................................$3,560,240
Grand Total...............................................................$11,432,254
Leveraged...............................................................................45%
	

	
	

	

	
	
	

YOU KNOW. The Sounds Concert.........................$300,000
			      Partner..................$1,800,000
TCC Summit...............................................................$50,000
YOU KNOW. BE THERE. BAR AFFAIR....................$368,000
 			       Partner.................$1,250,000
BE THERE. BEST EVENT..........................................$228,000
		       	    Partner..................$1,350,000
Web Banners...........................................................$766,160 
Print Ads...............................................................$1,072,854
Survival Guide......................................................$1,897,500
Illegal Art..........................................................................FREE
		                           Partner...................$1,209,600
T-Shirt Contest.........................................................$640,000 
Website/Packed Deal/Direct email....................$120,000
Bookstore Bags.......................................................$170,000
Website/Packaged Deal/ Direct email...............$100,000
Bus Wrap..................................................................$360,000
Minimercials/Webisodes....................................$1,936,660
Print Ads...................................................................$338,000
Widget/E-Card..........................................................$100,000
Facebook & Twitter..........................................................FREE
Threadless.........................................................................FREE
			         Partner....................$640,000
Be Hydrated. BE THERE...................................................FREE
	  		       Partner..............$1,400,000
IHOP "All You Can Eat"....................................................FREE
			       Partner..................$1,300,000
Viral Video Contest.....................................................$25,000
 			       Partner.....................$950,000

Contingency Fund..........................................................$300,000
Research.........................................................................$120,000
Capitol Advertising....................................................$10,004,174
Partnership................................................................$7,960,240
Grand Total................................................................$17,964,414
Leveraged...............................................................................80%
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MEDIA FLOW CHART
Partners Capitol Advertising

Traditional
Print Ad -$                  1,070,195$                    
Bus Wrap -$                 360,000$
Bookstore Bags -$                  170,400$                       

Digital Media
Minimericals

The Office -$                  156,660$                       
Scrubs -$                  300,000$                       
Grey's Anatomy -$                  420,000$                       
Lost -$                  600,000$                       
Hulu -$                  450,000$                       

Webisodes -$                  10,000$                         

Website
Website/Packaged Deal/Direct Mail -$                  120,000$                       
Widget/E-Card -$                  100,000$                       
Survival Guide -$                  1,897,500$                    

Social Media
Facebook -$                  Free!
Twitter -$                  Free!
Web Banners -$                  776,160$                       

Illegal Art
Illegal Art's Installments 1,209,600$       1,209,600$                    

Contests
Viral Video Contest 950,000$          25,000$                         
T-Shirt Contest 640,000$          Free!

Events
YOU KNOW. BE THERE. Bar Affair 1,250,000$       368,000$                       
YOU KNOW. The Sounds Concert 1,800,000$       300,000$                       
BE THERE Best Event 1,350,000$       228,000$                       
IHOP's All-You-Can-Eat Event 1,300,000$       Free!
Be Hydrated BE THERE. 1,400,000         Free!
TCC Summitt -                    50,000$                         

Other
Contingency -$                  1,000,000$                    
Research -$                  400,000$                       

Total
Capitol Advertising Total -$                  9,841,515$                    
Partnership Total 18,282,012$     -$                              
Grand Total -$                  28,123,527$

JulSept Oct Nov Dec Jan Feb Mar AugApr May Jun
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ACCOUNTABILITY

What we will accomplish Tactics Measurements 
All creative tactics

Contest, Website,  
Tell-A-Friend, The  
Century Council  
Summit

All creative tactics

BE THERE. BEST EVENT.

1,120,000 unique hits at  
www.youknowbethere.com website

5,000,000 gross impressions at  
www.youknowbethere.com website

100,000 fans on Facebook

2,000 followers on Twitter

50,000 contest participants

100,000 downloads from  
www.youknowbethere.com website 

100,000 post on Illegal Art™ Mural 

300,000 messages sent to friends 
and/or universities.
180 student leaders attending The 
Century Council Summit.

Official data on alcohol consumption

Redestribute Capitol Advertising Survey

600,000 attendees

Awareness of our campaign

Spreading our message

Reduce negative consequencs of dangerous 
over-consumption

Student leader sponsored events
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FUTURE PLANS

YEAR ONE

The Initial Rollout  

In the next five years, Capitol Advertising will help The Century Council to spread the YOU KNOW. BE THERE. message to 
other universities and colleges, to collaborate with federal, state and local governments, and to expand the campaign to high 
school parents.

YEAR TWO

Reach another 8% of students nationwide by extending our tactics to other college  
campuses.

We will select universities to expand to based on interest in our campaign and recent 
alcohol-related incidents on campuses. 

Parents are the second greatest influence on college students next to friends.  To create 
longterm campaign success, we will align parents with our message by having them  
promote safe drinking instead of preaching the dangers of drinking.

YEAR THREE
Lobby for improved university reporting of alcohol related incidents

At year three, we will have built up reputation to make these efforts possible.

Petition for federal funding from the Center for Substance Abuse Prevention (SAMHSA)*

Universities avoid reporting negative alcohol statistics creating the illusion that dangerous over-consumption is not a problem.

*SAMHSA awards 130 grants of up to $125,000 for programs that work to reduce substance abuse for at least a 6-month period.

YEAR FOUR

Renew federal funding.

Apply for additional grants and fiscal support. 

Early exposure to the campaign will increase our effectiveness. 

Extend our strategic partnerships to high schools, adding our BE 
THERE campaign to health education classes.

YEAR FIVE

Renew federal funding.

Begin targeting parents of high school students.. 

Parental support of our message will increase its 
impact on high school students.
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WHY CAPITOL ADVERTISING?

Capitol Advertising has created a research-based campaign that is innovative and engaging. The 
YOU KNOW. BE THERE. campaign resonates with the college market because Capitol  
Advertising created it with the college market.  We learned that past campaigns failed because they 
preached and used fear appeals.  We learned that college students live for their friends and that by 
calling on them to recognize the signs of danger, they can be there for their friends. 

Unlike others, our campaign hits every step of the drinking process and realistically addresses the 
social considerations of our target markets. Our tactics are cohesive and can be scaled to different 
budgets. Additionally, we have defined strategic partners to bolster our budget and strengthen our 
message. By partnering with brands that our target markets trust, we will not only gain credibility, 
but we will have countless options for future partnerships, due to the large buzz our campaign will 
create. 

As a result of this campaign, college students will be able to recognize the signs leading to  
dangerous over-consumption as well as the necessary steps to keep friends safe.

At the end of the day, YOU KNOW Capitol Advertising will BE THERE to collaborate with you to 
ensure the success of your campaign.
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SURVEY

16. Please RATE the following list of behaviors which may describe 
“DANGEROUS OVER-CONSUMPTION” of alcohol. Drinking to the point 
where:
56.99% said that harming yourself or others completely describes it
73.09% said that ending up in the hospital completely describes it
42.22% said that engaging in sex that you later regretted describes it

17. Which of the following describe your parents’ knowledge of your 
drinking? (SELECT ALL THAT APPLY)
70.98% know how often they drink
44.06% know how much they drink
20.98% don’t know anything about their drinking habits  
4.09% know that drinking has affected their school work 

19. Think about the last time that a friend convinced you to drink less. 
At what point did your friend have the greatest effect?
46.17% have never had a friend convince them to drink less
6.99% have had a friend convince them to drink less after a 
few drinks 

21. In the past week, have you  
considered drinking less?
37.47% have considered drinking less in the past week

22. Following is a list of scenarios. Please rate the likelihood that 
each would lead you to reduce your drinking in the near future. 
53.69% would be very likely to reduce their drinking in the near future 
if they were arrested for an alcohol-related offense.

23. If you decided to drink less, how likely would you be to change the 
following behavior?
50.66% would be very likely to reduce the number of drinks they 
consume at a time

26. In a 2 hour time frame, what do you consider the MINIMUM  
number of drinks that MEN would have to consume to be  
“DANGEROUSLY OVER-CONSUMING”? 
21.90% said 8 drinks
22.43% said 10 drinks
20.84% said 12 drinks is dangerously overconsuming for men

20. The following are behaviors that 
often result from overconsumption of 
alcohol. Please RANK them 1-7. (1=Most 
Regrettable, 7=Least Regrettable)

43.80% said that losing a friendship is 
most regrettable

1. Please rate how likely you are to drink in the following places:
49.87% are very likely to drink at bars
44.20% are very likely to drink at house parties

4. The last time you were drinking, how many drinks did you  
consume EACH hour?
37.60% have 2 drinks in their first hour of drinking
37.60% have 2 drinks in their second hour of drinking  
74.54% have 0 drinks in their fifth hour of drinking

7. In the past week, how many days have you been drunk?
25.99% have been drunk once;  
20.98% have been drunk twice;  
13.85% have been drunk 3 times

8. What kind of drinker do you consider yourself?
50.40% consider themselves to be moderate drinkers;  
3.55% consider themselves to be heavy

11. How often do you do something you later regret while drinking 
and then blame it on being drunk?
34.96% sometimes blame it on being drunk; 40.11% rarely blame it 
on being drunk

13. One’s drinking limit is defined as “the line between losing your 
inhibitions and losing control of yourself.” How many drinks does it 
take for you to reach your limit?
31.81% said they reach their limit at 5-6 drinks
24.80% said they reach their limit at7-8 drinks 

14. When did you find your limit?
35.49% said in high school
34.96% said freshman year of college
7.12% have not found their limits

3. How likely are you to overconsume 
alcohol in the following situations?

30.61% are very likely to  
overconsume when hanging out with 
certain friends

42. How likely would you be to drink 
less in the following situations?

63.06% would drink less if their 
friend said that he/she was  
embarrassed to be out with them the 
night before due to their drinking.

27. In a 2 hour time frame, what do you consider the MINIMUM  
number of drinks that WOMEN would have to consume to be  
“DANGEROUSLY OVER-CONSUMING”? 
15.04% said 5 drinks
19.92% said 6 drinks
13.72 said 7 drinks
20.45% said 8 drinks

29. In the last month, how many people have you engaged in sexual 
activities with while under the influence of alcohol?  
38.65% have engaged in sexual activities while under the influence 
of alcohol

30. How often do you use each of the following social media?  
86.28% use Facebook daily

34. In the last hour, how many texts or BlackBerry messages did you 
send? 
62.14% sent up to 5 text messages or BlackBerry messages in the 
last hour

37. Please rate the following on their importance to you. 
80.87% said that getting a good job after college is very important

38. Following is a list of interests and activities. Please check all that 
you’ve done in the last month. 
73.84% maintain a healthy diet

40. Which of the following describe you? 
90.24% are friendly

41. Are you involved with a campus organization?
78.50% are involved with a campus organization

The following is a select list of survey questions and answers that helped uncover our key research insights:
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