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The Northwest PTTC is a partnership led by the Social Development Research 
Group (SDRG) at University of Washington (UW) School of Social Work in 
collaboration with the Prevention Science Graduate Program at Washington State 
University (WSU), and the Center for the Application of Substance Abuse 
Technologies (CASAT) at the University of Nevada, Reno (UNR). 

Northwest partnering institutes share a vision to expand the impact of community-
activated prevention by equipping the prevention workforce with the power of 
prevention science. 
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Disclaimer

This webinar is supported by SAMHSA of the U.S. 
Department of Health and Human Services (HHS) through 
SAMHSA Cooperative Agreement # H79SP080995. The 

contents are those of the author(s) and do not necessarily 
represent the official views of, nor an endorsement, by 

SAMHSA/HHS, or the U.S. Government.

This webinar is being recorded and archived, and it will be 
available for viewing after the webinar. Please contact the 
webinar facilitator if you have any concerns or questions.
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Housekeeping

• Q&A Pod
• For technical support email 

Karen at ktotten@casat.org
• Webinar recording and 

presentation slides
• Certificates of attendance
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WSU MAC LAB

Funded 
Projects

Dedicated 
Marijuana 
Accounts 

Grant

Washington 
State Dept. Of 

Health

Mixed 
Methods

Qualitative
In-depth 

Interviews & 
Focus Groups

Quantitative 
Surveys & 

Experiments

Research 
Mentoring

Two faculty 
members

Two doctoral 
candidates

Five doctoral 
students

Two master’s 
students

One 
undergraduate



Agenda

01.
02.

Substance Use in the Media: Entertainment, Social Media, 
and Advertising

Effects of Substance-Use Related Media Content

03. Designing Effective Prevention Messages

04. Identifying Successful Campaign Messages



Substance Use in the 
Media:

Entertainment Media, 
Social Media and 

Advertising

01.
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Substance Use in Entertainment Media

Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Alcohol is the most common beverage depicted 
in media.

The majority of main characters of popular TV 
programs consumed alcohol.

TV programs popular among boys (11 to 16) 
included 21 alcohol-related incidences per hour.

Cannabis content is becoming more frequent 
and more acceptable on television.
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Presentation Notes
Alcohol is the most common beverage depicted in media popular among adolescents and young adults. Additionally, television programs portray alcohol in connection with sexual activity (Bleakley et al., 2017; Flynn et al., 2015; Jensen & Jensen, 2007). A content analysis of a wide range of television programs found 16% of the televised portrayals of sexual intercourse included alcohol (Kunkel et al., 2005). More recent research, however, has found that some genres of television may contain even more depictions of alcohol-related sexual activity. Reality dating television programs, on average, depicted alcohol and sexual activity together in six scenes per hour (Kim et al., 2017).


Cannabis becoming more frequent – includes TV 14 programs (like Modern Family) and TV MA programs (Cooking on High, Netflix); Genre of movies called "stoner movies" but cannabis-related content is becoming more common even in mainstream movies.

 



Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

• New forms for advertising?
• Alcohol companies have developed social media 

marketing strategies targeted toward young people
• Majority of influencers have posted about alcohol

• Positive content
• Brand visibility but not labeled an advertisement
• Minors follow these influencers

• Peer influence
• Social media and advertising exposure associated with 

alcohol consumption
• Exposure to branded alcohol content associated with 

negative health beliefs, intentions, and behaviors

Substance Use in Social Media
Alcohol posts on social media
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Substance Use in Social Media

What type of cannabis-related content do you think teens report 
seeing most often on social media?
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Poll

Options should include:  
Posts about being high
Celebrities positively discussing cannabis
How cannabis can relieve stress
How cannabis is harmless
How cannabis is harmful
Celebrities negatively discussing cannabis




Substance Use in Social Media

What type of cannabis-related content do you think young adults 
report seeing most often on social media?
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Options should include:  
Posts about being high
Celebrities positively discussing cannabis
How cannabis can relieve stress
How cannabis is harmless
How cannabis is harmful
Celebrities negatively discussing cannabis




Substance Use in Social Media
The type of cannabis-related social media content teens and young 
adults report seeing.

Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient



Substance Use in Social Media
Teens report posting about cannabis on social media

Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Ever posted…on social media​ N​ %​

Cannabis related content on social media​ 108​ 31​

A cannabis-related meme 84​ 24​

Picture of someone smoking cannabis​ 45​ 13​

Video of someone smoking cannabis​ 39​ 11​



Substance Use Advertising

Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient



Substance Use Advertising

Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient



Effects of 
Substance Use 
Related Media

02.
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Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Central

Social Cognitive Theory



Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Effects of Alcohol-Related Media Content

Exposure to 
Objectifying 
Alcohol Ads

Perceptions 
of Alcohol 

Ad Content

Exposure to 
Sex-Related 

Alcohol 
Television 
Content
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Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient
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Point out:  Accounts for background variables;  this includes media exposure;  this theory identifies that behavioral intentions affect behavior; and that there are factors associated with behavioral intentions (attitudes, perceived norms, and self-efficacy) – The theory suggests that not all of these factors will be significant for every type of behavior and that certain behavior intentions will be affected by norms and/r efficacy but not attitudes. 



Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

• More than 80% of participants reported seeing 
positive posts about cannabis
• Positive portrayals of intentions to use or actual 

use
• Benefits of cannabis use
• Legalization of cannabis

• Exposure to anti-cannabis posts were less 
common
• Negative portrayals of users (unproductive, 

losers)
• Against cannabis legalization
• Criminal or legal consequences of cannabis use

IMBP: Cannabis and Social Media
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Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Presenter Notes
Presentation Notes
Extended that survey with college students (model shown here)
-Social media paper in progress, talk about how we extended this research to include a young adult sample. Describe young adult sample and methods. Then general findings from SEM. 




Customer 
experience 
is the new 

battleground

Trustworthy

Easy to 
deal with Relevant

Convenient

Social media portrayal perceptions 
associated with intentions to use
• Reports of greater exposure to positive 
portrayals associated with increased 
intentions to use

• Associations with sex-related cannabis 
expectancies less clear; different for boys 
and girls and men and women

• Positive content --> higher expectancies
• Higher expectancies for boys --> higher 
intentions to use cannabis



Customer 
experience 
is the new 

battleground

Trustworthy

Easy to 
deal with Relevant

Convenient

Social media portrayal perceptions associated 
with intentions to use
• Pro-cannabis messages also influence 
how young boys (13-17 years-old) think 
about cannabis and sex.

• When these young boys believe that 
cannabis helps with sex, associated with
intentions to use.



Customer 
experience 
is the new 

battleground

Trustworthy

Easy to 
deal with Relevant

Convenient

Exposure to ads with sexual and romantic 
appeals effects intentions to use prior to sex
• Perceptions of what was conveyed in the 
ads impacted expectancies

• Men who wanted to be more like men in 
sexual condition had lower sexual risk 
expectancies (wishful identification)

• Stronger intentions to use cannabis 
before sex if men and women perceived 
the ads suggested cannabis use 
enhances sex.

• Men who perceived ads showed 
increased sexual risk reported weaker 
intentions.
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 Should emphasize positive behavior
 Referent group is important
 Message should be simple
 Descriptive norm – actual behavior
 Injunctive norm – beliefs associated 

with behavior
 Important to consider graphics

Social Norms 



 Personal behaviors collected via surveys
 As a result of drinking alcohol, I have had unprotected sex. (M=3.37, 

SD=2.51)
 Perceived collective norms collected via surveys
 As a result of drinking alcohol, college women have had unprotected 

sex. (M=4.72, SD=1.99)
 Percent difference or t-test differences between personal behaviors and 

perceived collective norms
 Should be significant, pluralistic ignorance

 Correlation between collective norm and personal behavior
 Correlation = .331**

Social Norms Messaging
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“74% of WSU fraternity members don’t feel the need to use their power over others to be a man.”



Designing Effective 
Prevention 
Messages

03.
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Peripheral Central

Hierarchy of Effects
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Presentation Notes
Focus on first understanding where your target audience is and this allows you to identify where you need to start to move them up the "stairway."  Acknowledge that "Liking" here was conceptualized prior to FB and Twitter, and this hierarchy may need to be reconceptualized to consider the changes that are likely the result of social media.



Stages of Change

 Transtheoretical model
 Precontemplation
 Contemplation
 Preparation
 Action
 Maintenance
 Termination

Peripheral Central



Stages of Change

 Precontemplation

 No intention to 
take action within 
6 months

Peripheral Central



Stages of Change
 Contemplation

 Intends to act within 
the next six months

Peripheral Central



Stages of Change

 Preparation

 Intends to act within the 
next 30 days and has 
taken some behavioral 
steps in this direction

Peripheral Central



Stages of Change

 Action

 Changed overt 
behavior for less 
than 6 months

Peripheral Central



Stages of Change

 Maintenance

 Changed overt behavior for 
more than 6 months

 Termination

 No temptation to relapse and 
100% confidence

Central



Stages of Change

 Transtheoretical model
 Precontemplation
 Contemplation
 Preparation
 Action
 Maintenance
 Termination

Peripheral Central



Theories based on emotional responses

 Emotional v. logical appeals (either can be effective 
if adaptive)

 Appraisal theory
 Simple messages tend to be most persuasive
 Emotional messages are drive arousing
 Logical messages are cognition arousing

Peripheral Central



Fear appeals

 Negative information can be 
more memorable and 
persuasive than positive 
information

 Can be difficult to use 
effectively​

 It’s critical to know the audience​
 Consider age effects, level of 

fear, physical v. social fear
 Efficacy important component



Elaboration likelihood model

 Two routes to persuasion​
 Central ​
 Peripheral​

 Routes are influence by motivation and ability​

Peripheral Central



Emoji and elaboration





Short, Simple 
Message on the 

Photo for 
Instagram



Identifying 
Successful 
Campaign 
Messages

04.
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In this last segment, we are going to talk about how to identify successful campaign messages. 



Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

raP

Central

Characters, 
Setting, 
Relevance

Repeat 
message, 
Multiple 
Sources

Transitional 
characters,
Adoption of 
Preferred 
Behavior

Rewards for 
Positive Behavior, 
Punishment for 
Negative 
Behavior

Social Cognitive Theory



Customer 
experience 
is the new 

battleground

Engaging

Trustworthy

Easy to 
deal with Relevant

Convenient

Narrative or non-narrative messages

Which type of message do you think would be more effective at 
changing attitudes and behavior?

Presenter Notes
Presentation Notes
Poll: 
Option should be Messages told in a story like format; Messages that are fact based without a story; I have no idea; It depends!



Condition 2.1.1. Non-narrative cannabis science message on the relationship between THC and the placenta.

Narrative vs. Non-Narrative Messaging Aimed at
Cannabis Use During Pregnancy



Crafting gendered social norms messaging



Pilot Testing a Cannabis Awareness Program



Post-Webinar Feedback

Please click on the link in the 
chat to complete a very brief 

online feedback form! 
Thank you!



Connect with us! 

Find us on the web: 
Join our mailing list:

Email with general questions:
Like us on Facebook:
Follow us on Twitter:  

www.nwpttc.org
http://eepurl.com/gIsDEn
nwpttc-info@casat.org
https://tinyurl.com/NWPTTC/
https://twitter.com/NW_PTTC
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There are MANY ways to connect with us to access our services!  
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http://www.nwpttc.org/
http://eepurl.com/gIsDEn
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Thank you! 
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