
Pssst! … be alcohol aware

Targeted  Social Marketing in Liverpool



• Nationally the drinks industry 
generates 1 million jobs

• North West pubs and 
breweries have an estimated 
annual turnover of £8 billion

• 1,875 licensable premises in 
Liverpool

• The effects of alcohol misuse 
cost the NHS in the North West 
£400m each year

• 73,000 crimes per year in the 
North West are attributable to 
alcohol

• 28% of Liverpool residents are 
estimated to be binge drinkers

• The national cost of crime and 
anti-social behaviour linked to 
alcohol is £7.3b

Alcohol
What alcohol provides 
for economy

What alcohol costs



A unified brand is born

• 6 months of negotiations

• Competing priorities; e.g: regeneration based 
on bars/ restaurant’s, aspiration to promote 
city centre living, public health, crime & 
disorder

• Partners with differing resources, objectives 
and own brands





4 Advertising and Branding awards in 2007 
(including HSJ award)



Targeted Social Marketing

Two priority target audiences:
• 18 – 35 drinkers in city centre Liverpool

• The student population (currently 50,000)
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18-35 year olds drinking in City Centre

• Priority for all partners

• In depth Qualitative and Quantitative 
research and access to national data

• Aware of the dangers
• Don’t remember messages when out
• Immune to ‘leaflets’; used to ‘clever’ marketing
• Feel there are no ‘alternatives’
• Peer pressure/ drinking culture etc 



2006



• Late night shopping
• Providing an 

alternative
• Working with 

commerce

The Launch



In Bar Campaign 2006
• Launched November (peak alcohol admissions)
• Work with BEDA and local pubs and clubs
• ‘In Bar’ Innovative media channels

• Talking ‘in toilet’ posters
• Urinal messaging
• Award winning online presence
• Relevant promotional items (water bottles, unit wheels)
• Lobbying against drink promotions

• High PR value and successful partnership work





2007



Out of Bar Campaign 2007

• General awareness campaign targeting 18 – 35 year 
olds using outdoor media (buses, kiosks, projections, 
Bluetooth messaging)

• Used Police data (showing areas where most alcohol 
related incidents occur) to buy the media this 
targeting the audience as they move between 
venues.

• This was the background to the targeted student 
campaign.





Target: Students

Research showed:
• Lack of real alternative
• Saturation of student nights and offers

Intervention:
• ‘Chill Out’ Log Cabin in City Centre in December

– Mocktails
– Music, games massage
– A place to sit down and relax without alcohol
– Advice on alcohol, safety, buses.





Evaluation
• 3,000 visitors
• 99% of visitors stated that the cabin was an 

appropriate way to promote sensible drinking
• 84% stating that the cabin had an impact on their 

drinking habits
• 41% of visitors saying they drank less that evening 

following their visit to the cabin
• 70% stating that they were likely to look for other non-

alcoholic facilities in the future
• Liverpool was No1 Binge drinking city in 2006 now 7th



2008



Target: City centre drinkers

• Objective:                                                      
An awareness campaign targeting 18-35 year old city 
drinkers highlighting the message of moderation during   
pre-Christmas period

• Research showed:                                                
Following previous campaigns, the target audience wanted 
“real life” and “shocking” imagery



Intervention
• Concept focuses on the negative side of popular alcohol 

brand advertising that resonate with the target audience

• Targeted through the line campaign during December 08 
including:

� 6 sheet posters (bus stops) between L1 and L3: mapped using Police 
and high traffic data

� ATMs throughout the city centre: targeting people as they are 
withdrawing cash for their nights out

� Beer mats, urinal & mirror stickers, washroom posters,          
bar screen media, “electro jackets”, Facebook advertising





Evaluation
• 510 face-to-face interviews in city centre bars
• Good awareness of Pssst brand: 7% spontaneous and 38% 

prompted recall
• Website traffic increased 3 fold during the campaign
• Awaiting stats to track effect on alcohol related A&E 

admissions
• Good press coverage gained locally and nationally including 

The Daily Telegraph
• 55% believe the adverts to be “quite to very” effective in 

terms of informing people about the dangers of alcohol



2009



Target: City centre female drinkers 18-25

Objective:                                                      
A campaign targeting 18-25 year old city female drinkers 
highlighting the message of personal safety and the 
increased risk of vulnerability to sexual assault when drunk.

Research showed:
Following previous campaigns, the messages of female 
vulnerability had the most impact on target audience as well 
as the fact that there was a lot of media focus (at the time) of
the dangers of being at risk to sexual assault when drunk



Intervention
• Concept focuses on female’s vulnerability when 

having drunk too much and being alone

• Targeted campaign during December 09 including:
� Information cards (with info on night buses, marshalled 

taxi ranks, etc) handed out to girls going home
� In bar posters
� Handing out of branded pac-a-macs in the evening
� Radio advertising on Juice FM
� Joint working with British Transport Police handing out 

branded personal alarms at Lime Street & Central 
Stations





Evaluation
• 302 interviews conducted
• 4 in 5 had seen or heard campaigns on the danger of alcohol
• 41% recalled (unprompted and prompted) the Pssst! 

campaign
• 79% felt the visuals were very effective as a means of 

informing on the dangers.
• 81% of under 25 year olds who come into the City Centre to 

socialise are aware of the Pssst! brand 



• Strong partnerships and working group

• Recognised brand
• City-wide strategy
• National recognition

• Future campaigns to communicate impact on health
• Change the environment – focus on culture, health 

AND lobbying

Going Forward


