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U.S. Department of Education Grant:
“Changing Student Attitudes About the Acceptability of 
High-Risk Drinking at FSU”

National Social Norms Institute Grant:
“A Social Norms Approach to High-Risk Drinking at FSU”

U.S. Department of Education Federal Alcohol Reduction Grant:
“Reducing Florida Panhandle Teenage Alcohol Abuse”

U.S. Department of Education Federal Alcohol Reduction Grant:
“Reducing Alcohol Abuse in Northeast Florida Middle Schools”

Florida Department of Health
“A Social Norms Approach to Sexual Violence Prevention at FSU”

The Florida Center for Prevention Research (FCPR)

Institute of Science 
and Public Affairs

Who We Are

2000 - 2002

2002 - 2013

2005 - 2008

2008 - 2011

FSU Provost

Social Norms Marketing Experience

2009 – 2012 



What is Social Norms Marketing?

An Approach That Promotes Normative Messages  
Using Various Media and Other Promotion Strategies 
to Reach a Target Population and Promote its 
Accurate Norms of Health and Safety

 Students Overestimate Their Peer’s ATOD use

 The Perception That “Everyone’s Doing It” Fuels the Behavior

 Social Norms Marketing Uses a Variety of Media/Media 
Messages to Correct the Misperceptions and Reinforce the True 
Norm of ‘Non-Use’  



Collect/Analyze Data

Develop Messages That Highlight Positive 
and/or Protective Behaviors

Conduct Targeted Media Campaign

Source: The Higher Education Center for Alcohol and Other Drug Prevention

Social Norms Marketing - Process Steps



Social Norms Marketing Campaign - Event Timeline

‘Census’ Data Collection – Grades 6-8 Teen Norms Middle School Survey

Survey Data Analysis/Message Development/Creative Development

Media Campaign Begins

Oct - Nov

Oct Media Campaign Ends

Jan

Nov - Dec



Process Step:  Collect/Analyze Data

Individual Behavior
“Gap” Analysis

Perceived Behavior

Teen Norms Middle School Survey



During the Past 30 Days, on How Many 
Occasions Did  You…

Actual

Have at Least One Drink of Alcohol 15.9%

Actual and Perceived - 30 Day Alcohol Use
-All WCMS Students-

Source:  Teen Norms Middle School Survey, WCMS Combined Sample, November 2009 N=778

During the Past 30 Days, on How Many 
Occasions Do You Think the Typical Student...

Perceived

Had at Least One Drink of Alcohol 69.2%

PERCEPTION GAPS
Actual vs. Perceived

8 out of 10 WCMS Students Have Not Used Alcohol in the Past 30 Days 



Teen Norms Middle School Survey Results
-All WCMS Students-

Source:  Teen Norms Middle School Survey, WCMS Combined Sample, November 2009 N=778

Measure Self Reported
(Actual Norm)

Typical Student
(Perceived Norm)

Students Who Disapprove of Their Friends 
Drinking Alcohol

80.4% 64.7%

Students Who Disapprove of Pressuring Other 
Students to Drink

90.0% 76.2%

Students Who Disapprove of Parents who Provide 
Alcohol to Middle School Students

88.9% 75.2%

Students Who Typically Consume Alcohol When 
Hanging Our With Friends

3.8% 9.8%



2009 TNMS - 2008 FYSAS Comparison
30 Day Alcohol, Tobacco and Marijuana Use

Sources:  1) Teen Norms Middle School Survey, WCMS Combined Sample, November 2009 N=778
2) 2008 Florida Youth Substance Abuse Survey, WCMS Sample, Spring 2008 N=347 (weighted)

30 Day Prevalence Rates
Used Alcohol in 

Past 30 Days
Smoked Cigarettes 

in Past 30 Days
Used Marijuana 
in Past 30 Days

2008 FYSAS 'Statewide'             
Middle Schools 17.3% 4.7% 4.4%

2008 FYSAS 'Wakulla 
County' Middle Schools 23.4% 11.4% 11.1%

2009 TNMS 'Wakulla County' 
Middle Schools

“Actual”/ “Perceived” 15.9% / 69.2% 10.2% / 60.7% 11.4% / 47.2%



Student ‘Creative’ Feedback

Examples of Feedback on Creative Concepts 
From Students in Seven Counties:

 Respondents Suggested that the Cat
Illustration be Colored Purple

 Respondents Were Approving of Sports/
Basketball Motif

 Respondents Suggested Use of ‘Bright Colors’
in Illustrations and Posters

 Respondents Suggested Use of ‘7 Out of 10’
Versus ’70%’ for Messaging Purposes

Wakulla Middle 
Schools Included in 
2010 Focus Groups 
for Creative Concept 
Development



8 – 11” x 17” Posters Per School

2 – 8’ x 3’ Banners Per School

3 – 22” Vinyl Floor Adhesives Per School

Wakulla County Middle Schools Year-One Creative Materials 



Questions?
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