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SCOTTISH GOVERNMENT (SG) – COMMUNICATIONS FUNDING – DRUGS (08/09) – GRAMPIAN ALCOHOL & DRUG PARTNERSHIPS (ADP)  EVALUATION – “NOT TO BE SNIFFED AT” – VOLATILE SUBSTANCE ABUSE (VSA) CAMPAIGN

Background:

The three Grampian Alcohol & Drug Partnerships, Aberdeen City, Aberdeenshire and Moray received funding notification on 23 December 2008 of £8,558 covering the period April 2008 – 31 March 2009.
From discussions led on the findings of the recently published Grampian Youth Lifestyle Survey (2007) and the Scottish Schools Adolescent Lifestyle and Substance Use Survey (2006) including anecdotal evidence gathered from a number of partner agencies across Grampian, it was decided that volatile substance abuse (VSA or solvent abuse) should be the evidenced requirement of any communications/campaign work as priority by all three Partnerships.  
The figures, in particular those from the Youth Lifestyle Survey, indicated higher than expected prevalence of self-reported volatile substance abuse, and clearly identified a high level of ongoing use of solvents.  Given the explicit dangers inherent from experimental use of solvents, and this exacerbated by the evidence of a high percentage of continued use, it was clear that a specific and targeted VSA campaign was required.
Campaign Development & Key Messages:

The Grampian ADPs approached Re-solv Scotland and a partnership was agreed where both the national perspective and expertise of Re-solv in the area of volatile substance abuse would complement local ADP network knowledge.  
Subsequently, a campaign “Not to be sniffed at” was developed by Re-solv, the three ADPs in conjunction with Northsound and MFR radio.  The remit would be both an awareness raising and prevention message with the parental target group building on the context and branding of the Scottish Governments (Know the Score) message of “if you don’t talk to your children about drugs – someone else will”.

The branding for the local campaign as adapted from Know the Score:

“Solvent Abuse – Not to be Sniffed at”

 By giving your children the right advice on solvents, you can avoid them getting the wrong advice from someone else – Get the Facts”.

The following key messages were developed:

Prevalence:  To challenge the perception that solvent abuse could be considered ‘a thing of the past’ (particularly the view of 70s/80s ‘glue sniffing’) across the Grampian area and thus challenge the stereotype.  The specific evidence for local prevalence had been collated from both the SALSUS and Youth Lifestyle Surveys

Complexity:  Acknowledgement that over 2000 licit products can be abused with limited controls over sale/ownership.  Solvent abuse is often a hidden activity and the household is a key risk that parents would be given further information in order to fully appreciate and understand risks

Risks & Dangers:  Sudden Sniffing Death (SSD) which is unique to solvent abuse and can happen at 1st or 1000th episode of abuse.  Clarify and explain this and other risks/dangers inherent in solvent abuse
Awareness & Education:  Breaking the cycle.  The methodology of the campaign was to address solvent abuse through increasing awareness of risks and educating parents to ‘get the facts’, and thus feel more confident to discuss the issue with their children.  Thus the link to the ‘Know the Score’ parents campaign message was adapted, as this had prior extensive exposure, and parents would be then more able to understand and contextualise solvents within the wider message.  Further information, helpful tips about talking to children and sources of support also made explicit
During earlier discussions about solvent abuse within local partner agencies it had also become clear that an element of awareness raising and education with a range of professionals would be a likely requirement, particularly as a possible consequence of raising public awareness may include an increase in demand on services for both information and referral.

Between 4th & 7th March 2009, Re-solv Scotland delivered six half-day multi-disciplinary sessions across the Grampian area.  Eighty-four staff in total attended these sessions.  The mean ‘prior VSA knowledge’ of all participants was scored at 3.2 (from a 1-10 scale, 1=poor 10=excellent), and the ‘post VSA knowledge’ was scored at 8.5, clearly demonstrating the need to raise the profile, awareness and knowledge of professional staff prior to commencing the public campaign.  A full breakdown of the evaluation is contained at Appendix 1.
Radio Campaign Deliverables:

The Campaign commenced on 19th August and ran over a 4 week period.  The launch itself generated excellent publicity from both national and local radio and newspaper coverage.
Three specific campaign radio advertisements were designed by the partners and recorded by Northsound/MFR which encompassed all the elements of the key messages in an informative and engaging style.  The format for the messages allowed scope to advertise and incentivise the online element of the campaign, which featured more detailed interactive information about solvents in the context of the family home, including advice, further information and sources of support.  A short online survey regarding solvents and the effectiveness of the campaign messages and information was also included. 

The campaign in its four week duration delivered:
Impacts            1,351,482
Ratings             438.1
Reach              168,717
Reach (%)        54.69%
OTH                  8.01
Spots                84
Opportunity to Hear (OTH):  The average number of times the audience reached by an advertising schedule is exposed to a commercial. 
Reach:  The number of different people within the target audience who will hear at least one advertisement from a campaign (expressed in thousands or as a percentage). 
Impacts (Reach x OTH):  The total number of exposures to a schedule of advertisements and not a measure of the number of different people exposed to a commercial). 

Online Campaign Element & Survey:

A ‘landing’ page was created for the campaign whereby anyone following up on the radio advertisements or email/online prompts to visit the campaign would be directed.  
This page consisted of a ‘virtual’ house containing various rooms (e.g. living room, bathroom, bedroom etc) where respondents were directed in order to find out “how safe is your house”.  This element allowed respondents to scroll over various household products placed within appropriate rooms in the home, in order to gain specific information on the products and the key risks in relation to solvent abuse.  On ‘finding’ the various products within the virtual home, respondents were then asked to complete a short online survey in order to assist with the campaign evaluation and provide valuable feedback.

Also contained on the ‘landing page’ was a link to the NHS Grampian “Youth Lifestyle Survey” document, a panel giving information to parents on how to speak to their children (through hints/tips and advice) about solvent abuse, links to Re-solv Scotland and Know the Score websites and the story of a local mother who joined the campaign and related her experience through the death of her son from solvent abuse some years earlier.  This latter element was kindly provided by a parent who is an active campaigner for increased awareness and education around solvent abuse, and whose involvement with the campaign helped to increase local attention and media coverage across Grampian.
Survey Questions:

Sex
Male/Female

Age Range
(Bands) <25, 26-35, 36-45, 46-55, 56>

Area identifier (First 4 digits postcode only):
e.g. (AB11)


Did you already know about any of the risks posed from Solvents?
Options:  0-3 Scale (e.g. 0 None at all, 1 Some, 2 Most, 3 All)


Have you ever discussed the risks associated with solvents with your children/family?
YES/NO
If YES, from what age?

If NO, why?

Options: (Unaware of Risk, Unsure of Risks, Not Confident, Not Competent, Other)


Do you take any precautions (safety or otherwise) regarding access to hazardous household materials/solvents?  (Display ‘SACKI symbol)
Options: 0-2 Scale (e.g. 0 No precautions, 1 Some precautions, 2 All precautions)

Has the campaign information changed your opinions or views regarding solvent abuse?
**YES/NO (Comments box at end of Survey)

Do you intend discussing the information here with your children/family?
**YES/NO (Comments box at end of Survey)

Do you think there is a need for further information or resources to assist you in discussing the dangers of solvent abuse with your children?

YES/NO

If YES what:

Options: (more details about solvents/materials, more detailed information about risks, more information about spotting the signs of solvent abuse, more guidance about how to raise the issues)

  
Now that you have heard the campaign and read the available information, how would you rate any increase in your awareness and knowledge regarding solvent abuse?
Options:  0-5 scale (0 being no increase in knowledge, 5 being highest increase in knowledge)

Where did you find out about this Campaign and Survey?

Options:  (Radio Advertisements (e.g. Northsound, MFR), Local News, Internet, Workplace, Friend/Family, Other)


**Do you have any other Comments?

Comments Box:


In total – there were 818 completed online survey responses to the ‘Not to be Sniffed At’ Survey indicating a very healthy interest and follow through from the radio messages advertising the campaign.  

A full and detailed breakdown of all the survey questions and responses, complete with analysis is contained at Appendix 2.
Conclusions:

The campaign generated significant interest not just amongst the general public and in particular parents, carers and grand-parents, but also amongst professional groups often working directly with young people.  The campaign generated much media coverage across the region and the campaign was well received by the target group, both through initial use of focus groups to test the messages and formats and latterly through the campaign survey itself.  
The key findings from the campaign conclude that:

· 83% of parents agreed to discuss the information they had learned from the campaign with their children.

· Of the 17% who said they would not discuss the information they had learned with their children, this was in the majority of cases due to the age of the children being inappropriate for this material.  For example many children were either pre-school or were older and had since left home.

· Some 47% of respondents reported having no prior knowledge or understanding of solvent abuse.

· Although there would appear to be some ‘prior’ survey question ‘anomalies’ when comparing ‘knowledge’ of solvent abuse to knowledge of ‘risks’ as reported by respondents, this may be attributable to those individuals who were perhaps ‘reminded’ of facts or knowledge they may have neglected or forgotten in relation to solvent abuse reaffirmed by the campaign information. 

· Across all age bandings of respondents there was a significant post-campaign increase in awareness and knowledge regarding solvent abuse in general.  Across the entire sample (818) this represented a 56% positive increase in awareness, and a 38% increase in knowledge and understanding of the issue.

· Of those affected by the campaign, 33% reported changing behaviours in relation to the campaign information.
As such, the overall campaign (including an earlier awareness-raising and training phase) can be concluded to have been extremely successful in achieving both the delivery and understanding of the key messages regarding solvent abuse (or volatile substance abuse).

Recommendations:

· Follow up training requirements for VSA and ensure adequate findings from training phase influence local training development.

· Of the survey respondents, some 25% ‘monitor solvents’ within the home (the lowest of protective behaviours reported).  This of course may change in relation to the influence of the campaign, and would be followed up where possible in the future.

· Although few in the context of the survey, there were some negative responses regarding parental ability and confidence to discuss VSA with children and this perhaps highlights the need for a specific parental resource in this area.

· In relation to this, the ‘virtual house’ platform as designed for the campaign is still available online, and investigations will take place regarding its further development as a generic resource to raise awareness and education around VSA.

· The Grampian ADPs have expressed a desire to partner with Re-solv Scotland once more, in relation to the piloting and use of a new school’s based VSA resource as the campaign has led to much interest from various professionals in terms of the use of appropriate resources with young people.
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