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Counter Advertising:
Can You Handle theCan You Handle the
Truth?
www.DoverY2Y.org
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 Policy Change Policy Change
Community Awareness

 Education
Media
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Governor Signing ‘Party Host’ Law

 Policy Change Policy Change
Community Awareness

 Education
Media
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 Policy Change Policy Change
Community Awareness

 Education
Media

Teaching  & PresentationsTeaching  & Presentations
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Educate • Advocate • Lead • Serve
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Two ways to think about 
Counter-advertising:

Prevent/reduce exposure to the 
message.   

Attempt to minimize the impact Attempt to minimize the impact 
(effectiveness) of alcohol 
advertising.  
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Reduce Exposure: 

 Generally an environmental or 
policy change approach. 
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Two ways to think about 
Counter-advertising:

Attempt to minimize the 
impact (effectiveness) of 
alcohol advertising.  

Often a media literacy 
type of  approach.
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Specific StrategySpecific Strategy
Who are you targeting?
 Why will your message 

cause them to change their 
behavior?
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Social NormingSocial Norming
 Makes target aware that “everyone 

is not doing it”.

 Often provides info about actual p
rates of binge drinking or other 

activity.
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Health MessageHealth Message

Health Strategy
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Social Disapproval Messagepp g



Updated 9/12

One Voice Youth Empowerment Toolkit 
Dover, NH Youth to Youth ©1993-2009, 
2012 19

Manipulation or 
C t d ti i g M gCounteradvertising Message

When your media alerts the target 
audience that the industry and its 
advertisers are manipulating youadvertisers are manipulating you 

into using their product. 

Counteradvertising 
Message

Your media counters and exposes 
the efforts of the industry and its y
advertisers to avoid being honest 

with you about their product.
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Emphasizes:

 More interested in $$$$ than the 

consequences on kids or adults.

$$$$$$
$$$
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Emphasizes:

 Targeting kids & teens as customers.
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Emphasizes:

 Failure to warn about consequences.
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Make it look like you’ll 
be more attractive & 

athletic; and…

…and have more friends; 

more fun; or more sex?
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Do their ads make drinking 

look like harmless fun?

Emphasizes:

 Misleading, deceptive or untruthful 
messages.

Do their ads make their Do their ads make their 
product seem…
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Emphasizes:
 Misleading, deceptive or untruthful 
advertising.

 Failure to warn about consequences.

 More interested in $$$$ than theMore interested in $$$$ than the 
consequences on us.

 Targeting kids & teens as customers.

Counter Advertising:
Can You Handle theCan You Handle the
Truth?
www.DoverY2Y.org
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