A discussion with Ellen Snelling, coalition leader in Hillsborough County, Florida about costs of SPF SIG environmental strategies

Strategy:  Sobriety Checkpoints
Florida allows some SPF SIG funds to go towards paying for the cost of the sobriety check points which she pointed out was the bulk of the expense.  Clearly we can’t do that in NC but she strongly recommended that you accompany the officers during the checkpoint and provide coffee and food for them. She has found that local restaurants and grocery stores are often willing to provide food and drinks for free.  They conduct 2 check points every month and then 2 or 3 saturation patrols every week.   She recommended having local CAP members do a ride along with cops and also try to recruit local celebrities to do ride alongs to increase support for the efforts and possibly increase publicity.  They had a radio DJ who lived locally go on one and he then talked about it the next day on his show.  

To give you some statistics, Hillsborough County has the most drunk driving arrests in Florida.  Most of their SPF SIG effort is put towards increasing law enforcement and then media coverage of the enforcement. Last year they arrested over 7,000 drunk drivers, compared to Dade County (Miami), which is a larger county population wise but had only about 4,500 arrests.  They provide doughnuts, wings, pizza, Starbucks coffee and that sort of thing for police at the checkpoints.  She mentioned that the cops prefer to do the saturation patrols over the checkpoints because they feel they are more effective in catching drunk drivers, but they also readily recognize the “perception of risk” component of checkpoints and so actively do the combination rather than just one or the other.
For all checkpoints, it is a law that they must be publicized ahead of time so people can avoid them and it can’t be construed as entrapment.  I believe NC has the same law.  So there is publicity before the checkpoint takes place and then publicity after the check point about the # of arrests of drunk driving and other infractions that took place and any other highlights.  
Ellen also recommended using an anniversary of a death of someone in the community by drunk driving and dedicating the check point to that person, inviting the family to come out to the checkpoint, do a ride-along, and invite the press to do a story as well.  (I wonder if this might be a way to get some of the minority communities more involved?)
She strongly recommended getting training around how to use earned media outlets and making relationships with anyone in the community who has access to media to help increase interest and likelihood of media coverage.  Work with experts on how to create interesting story lines that might bring larger news organizations out to cover your story.  She says it’s important to have a good hook and interesting framework that your message is just one part of, but not all of.   She felt like the biggest cost of this strategy will ultimately be in the time it will take to develop the relationships needed to really make the most of media outlets available to you and any training you may need. 

Strategy: Paid Media Campaign
Hillsborough County has made use of the national media campaigns when available, which are then free to them.  However they also have been able to recruit corporate sponsors and get grants to offset the costs of a media campaign.  Through their office of Drug Control, they were able to work with the local NBC affiliate and use local kids to create media campaigns.  It cost over $200,000 for the campaign.  Granted, they were going to TV & radio spots, which is very expensive and probably not appropriate for SPF SIG communities in NC.  She also mentioned PSA’s, which ideally would be free, but also are only aired at 3 AM and felt like that wasn’t the best way to go.  She mentioned that there was a volunteer marketing agency that helped non-profits for free to write press releases and editorials and that they took advantage of that service and had developed a relationship with one person who was able to help them if they needed to get something out quickly (since most stories just happen and aren’t planned for).  For example, if an accident occurs you want the press release to be ready within 24 hours not 3 days after it’s old news.  But you can also plan on larger stories around high risk times, e.g, spring break, holidays, etc. She also encouraged having a marketing person on your CAP with these skills which might negate having to elsewhere.  Invite a marketing person in your community to come speak to the CAP and then invite them to continue coming.  Her final take on media campaigns was that they were generally prohibitively expensive but if you can find the funds to do and do it right, that they’re worth doing.

Strategy:  Social Norms Campaign
Ellen was not particular fond of this strategy.  Her personal bias, as someone who heads up the MADD group in her county (state?), was that social norms campaigns were generally targeted toward college age students with the idea of reducing the amount they drink by correcting the false perception that everyone who drinks, drinks a lot and gets drunk.  But she felt like that it still made the assumption that everyone drinks. She mentioned that there is a lot of money from the alcohol industry to promote social norms campaigns but often worries that they aren’t done well and so might encourage some who drink less than the norm to increase their drinking.  She also felt, since it was easy to get funds to do social norms on college campuses anyway, (through Dept. of Ed) that she felt it was not a great use of SPF SIG dollars.   (A couple of notes:  First, I checked with another expert in the field who concurred with Ellen’s comments.  Second, my own personal opinion on this strategy is that actually knowing what the “real norms” in the community are that you want to promote in order to correct the misperceived norms, requires a lot of good data collection that most communities are not in a position to do I would guess. That said, I wouldn’t not do it, but you’ll want to research it thoroughly.)

Strategy: Party Buster/Hotlines 
The coalition in Hillsborough has not yet done this but it contemplating trying to get it going.  Ellen did not have good feedback on cost as a result.  She suspected that if it were to be started from scratch that it could be expensive.  They were hoping to link into an existing “McGruff” CrimeBusters hotline through the schools.  They planned for it to serve 2 purposes 1) for people to report parties before and during so police can stop by and 2) to alert police about retail outlets that are selling to minors so police can plan a strategy for visiting those outlets for possible stings.  The coalition hoped to provide $50 rewards to those who provided tips that lead to an arrest or bust.  

Strategy:  Responsible Beverage Server Training
Ellen had a lot to say about this strategy and a new twist on it.  A while ago, their police department received a grant to collect data at the time of pulling someone over.  One of the very first things the cop asks after pulling someone over is where they were drinking.  Data from a very short index card size form is entered into a database.  Officers can then sort and identify which establishments in the local area over serving people and by how much (they also have BAC).  A trained officer then visits those establishments, provides them with a short Power Point presentation of the problem in the community and some facts etc. They then following up with the data that many of the drunk drivers say they have just been drinking at the particular establishment prior to being pulled over.  They approach is then to work with the owner and servers at the establishment to provide training and assistance to correct the problem.  Yearly recognition awards are provided to those outlets who are most improved, whether it’s not serving to minors, or not over serving, etc. and those who continue to fail to take corrective actions are then more closely monitored by police.   In this way, it helps focus efforts on those places who need it most and provides useful local level data.  The program is called the S.A.V.E. program or Sheriff's Alcohol Vendors Enforcement.  The Sheriff has made it mandatory that these data are collected after the officer who actually started the program was killed by a drunk driver last year.   If you like more information about this, you can contact Ellen Snelling at er.snelling@verizon.net or you can contact Martha (mwaller@pire.org) and I can pass on some initial information.  A short synopsis follows: 
HCSO S.A.V.E (Sheriff's Alcohol Vendors Enforcement) program
 

S.A.V.E. is a program developed by Deputy Scott M. Sitton of the Hillsborough County Sheriff’s Office at the direction of Sheriff David Gee and under the supervision of Major Bill Davis. This program started in June of 2006 as a part time position within the Sheriff’s Office and became a full time position in October of 2007 due to its success. 
 

All DUI arrests made by Hillsborough County deputies are entered into a data base with the "last drink" location being a required data field. This information is used as an educational tool to work with those locations that show high numbers of alcohol related issues. 

 

The program was developed as a way to help lower the number of DUI fatality and injury crashes in Hillsborough County, which Hillsborough County had lead the state of Florida in from 2000-2005. Currently we are still in the top 3 in the state, but have shown a decrease each year since the program started and are currently down 80% compared to the first three months of last year. After the start of this program one of the leading vendors involved in alcohol related incidents recorded a 72% reduction after working with the Sheriffs Office. Recently a symposium was held, at which over 100 vendors were in attendance, along with a representative from every Anheuser Busch distributor in Florida along with representatives from the national Anheuser Busch office. At this symposium vendors were introduced to the S.A.V.E. program, and what the S.A.V.E. program offered them, along with additional training on responsible service and liability issues that they face by failing to be responsible. Vendors were invited to join Tampa Alcohol Coalition.

The S.A.V.E. program is unique, in that law enforcement seeks a “partnership with vendors to S.A.V.E. lives”, rather than an antagonistic relationship with vendors. This is done by working with the vendors on several issues such as responsible service versus over service, preventing underage drinking, maintaining a neighbor friendly establishment, and helping with public safety by attempting to reduce alcohol related incidents. The Sheriff's Office offers alcohol law education, fake ID training, etc. to vendors and their staff.
 

Here is the deputy in charge of the program:
Deputy S. M. Sitton
Sheriffs Alcohol Vendors Enforcement
Hillsborough County Sheriffs Office
Tampa, FL
"A Partnership with Vendors to S.A.V.E. Lives"
Cell: 813-335-8396 
ssitton@hcso.tampa.fl.us
Strategy:  Advocating Policy Changes
Ellen felt this was by far the most inexpensive and effect strategy to change the environment.  She did have several pointers to mention.  Make sure you know the rules of your funding.  State and federal funds can not be used to lobby.  However, she is unaware of any rules about using state and federal funds to promote changes to local governances.  It’s just important to be clear as to what is allowed and what isn’t allowed.  She also recommended getting some training in how to present position papers or work within the political system which is always a mine field.  Ultimately, she thought that success on this front was really about developing relationships over time...knowing the right people who can make changes and convincing them to do it. 
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