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• Binge drinking was reduced from 48% in 2008 to 40% in 2011

• 30% of heavy drinkers experienced serious consequences as a 
result of drinking in the past year

• 9% of Navy respondents reported heavy drinking (more than five 
drinks on the same occasion at least once a week)

• There are a number of serious issues and consequences 
associated with binge drinking:

o failure to fulfill major responsibilities at work, school, or home

o legal and financial problems; sexual assault and/or domestic violence

o alcohol-related illness and death

o depression and suicide

• The 2006 Navy Inspector General’s Alcohol Abuse Prevention 
Study found that the Navy’s “Right Spirit” campaign, launched in 
1995, was dated and ineffective 

BACKGROUND AND ISSUE
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• Fewer programs concentrated on preventing abuse compared to 
advocating for abstinence

• Young adults prefer visual messages delivered through online vs. 
offline mediums (social media, multimedia)

• Smartphones were found to be underutilized as modes of alcohol 
abuse prevention efforts, but have shown promise in other types 
of health behavioral interventions

• Avoid “anti-drinking” messages that could be seen as 
prohibitionist or moralistic in tone, as well as messages that 
center too much on long-term health consequences (vs. more 
immediate job performance and career consequences)

• Evidence for use of the socio-ecological approach, addressing the 
multitude of factors that influence alcohol-related beliefs and 
behaviors

REVIEW OF LITERATURE
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• Primary Audience: 

Enlisted Sailors 

ages 18-24

• Secondary 

Audience: Navy 

Leadership

• Tertiary Audience: 

Community 

Partners (public 

and private)

SOCIO-ECOLOGICAL MODEL

Individual (Sailors)

Interpersonal
(Command)

Community (Fleet 
Concentrated Region

Institutional (Navy)

Public Policy 
(Uniformed Military 
Code of Justice)
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The National Cancer Institute (NCI) 
model is a science-based framework for 
health communications and social 
marketing, which is based on formative 
research, continuous evaluation and 
improvement

• Stage 1: Planning and Strategy 
Development (e.g., communications 
product audit, baseline media report, 
literature review, intercept interviews)

• Stage 2: Developing and Pretesting 
Concepts, Messages, and Materials 
(e.g., concept/message development, 
focus groups)

• Stage 3: Implementing the Program

• Stage 4: Assessing Effectiveness and 
Making Refinements (e.g., follow-on 
studies)

HEALTH COMMUNICATIONS MODEL

1. Planning & 
Strategy

2. Developing & 
Testing Concepts

3. Implementing the 
Program 

4. Assessing 
Effectiveness & 

Making Refinements
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RESEARCH & TESTING OVERVIEW

16 Focus Groups

Norfolk, VA

Great Lakes, IL

Bremerton, WA

Jacksonville, FL

▪ Literature 

Review

▪ Materials Audit

▪ Baseline 

Media Report

▪ 396 Sailor 

Intercept 

Interviews

▪ 17 ADCO 

Interviews

Baseline Research            Concept Dev.           Concept Testing             Final Concept                             
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• Sailors primarily drink because of stress related to the workplace, their 
families, and life changes (moving locations, new surroundings, new peers).

• Sailors indicated that their most significant consequence of alcohol abuse 
is Navy discipline (alcohol related incident, separation, loss of pay/rank).

• Affirmative messages/images combined with a reminder of what they could 
lose as a result of alcohol abuse resonated with Sailors of all ages and 
ranks.

• Sailors identified videos and mobile as the preferred methods of 
communication.

• The Navy’s alcohol abuse prevention efforts need to be locally driven.

• The campaign should use the desire to avoid negative, immediate job-
related consequences (vs. delayed, long-term health consequences) as the 
prime motivating factor to encourage to people to take positive health 
actions.

• Although the desired outcome (drinking responsibly) has health benefits, 
the connection to their job, not health, is effective in the message.

FORMATIVE RESEARCH FINDINGS
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• The effect of online interventions

on health behaviors offer 

promising, albeit preliminary, 

results in the area of serious

games for advancing health

• Double the impact: While the 

average public health campaign, 

done well, can impact roughly 5% 

of the target population’s behavior, 

online behavior change 

interventions can expect to impact twice that amount

• Offer an advantage of lower costs and larger reach

• Most effective when they employ behavior change strategies in 

combination with persuasive design strategies

ONLINE INTERVENTIONS 
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PIER PRESSURE MOBILE APP
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• Grounded in multi-disciplinary 
research from the behavioral 
psychology, persuasive technology, 
mHealth, and serious game domains

• Integrates best practices in software 
design and game mechanics with 
public health theories and cognitive behavioral research insights

• Takes a “show, don’t tell” approach, enabling Sailors to explore the 
consequences of alcohol-related decisions and behaviors on their job 
performance and career attainment 

• Provides a novel, entertaining, and safe medium

• Core persuasive ingredients of gamification: dialogue with non-player 
characters, leaderboards, and the alternate reality of mini-games 
representing the work-life and the play-life of a Sailor avatar

• Fun + function: game plus real-life responsible drinking tools

PERSUASIVE INGREDIENTS
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• Video PSAs displayed at point of purchase

• Liquor store shelf ads, general store mailer

• Leadership messaging and talking points

• Safety and awareness trainings

• Virtual summits for partners

• Implementation guide and 

event-in-a-box

• Hands-on support at select 

bases

SECONDARY OUTREACH ACTIVITIES
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METRICS OF SUCCESS

EVALUATION METRICS SNAPSHOT

(April 1, 2013 – 2017): 

• 209 articles with more than 1.01 billion 

impressions

• 27 videos with more than 15,600 views 

• 64,000+ website unique visitors

• 62,500+ Flickr imagery views

• 37,000+ social media engagement actions 

(comments, likes, retweets) 

• 17,900+ downloads of campaign materials from 

the website  
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METRICS OF SUCCESS

BEHAVIOR CHANGE METRICS: 

• Following the campaign launch, the Navy announced a 51% decrease in alcohol 
incidents from Memorial Day through Labor Day compared to the same period 
the previous year

• About 1 in 3 respondents reported noticing a positive change in behavior 
towards drinking over the past year

• Encouraging responsible drinking is now seen as the focus of leadership 
messaging (54%) as opposed to discouraging drinking in general (16%)

• Sailors specifically mentioned an increase in awareness of safe ride programs 
(45%), which were also viewed by Sailors as the most effective measure

• 95% of respondents had seen or heard alcohol abuse prevention messaging in 
the Navy, and 76% had heard of the Keep What You’ve Earned campaign

• 31% of respondents were motivated by the Keep What You’ve Earned campaign 
to perform a desired action (e.g., decrease consumption, talk to a Sailor)

• 80% of respondents said the campaign is very effective or effective
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