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Executive Summary

Findings from the 2008 //linois Meth Use & Attitudes Survey Springfield,
Decatur, and Champaign Regionsdemonstrate that, compared to the 2007
benchmark survey, Central lllinois teens are more aware of the dangers of
taking meth, are more likely to discuss the subject with their parents, have
seen lllinois Meth Project ads, and agree the ads are imparting their
intended messages.

The findings from the 2008 //linois Meth Use & Attitudes Survey underscore
the need for continued Meth prevention and public awareness efforts.

Awareness and Perceived Availability of Meth

e Since 2007, teens in Central lllinois are more likely to say they have heard of a
number of drugs, with the largest gains seen for awareness of meth (94% are
aware of it, up 5 points), and LSD (63%, up 5 points). Awareness has also
increased slightly for marijuana (98%, up 4 points), cocaine (97%, up 4 points),
and heroin (92%, up 4 points). Awareness levels of amphetamines (69%) and
ecstacy (73%) are essentially the same as in 2007.
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e The perception that it would be fiertaimyo or
drugs has increased since the 2007 benchmark. Today, more Central lllinois
teens say it would be difficult to acquire meth (55%, up 6 points), heroin (57%,
up 6 points), cocaine (47%, up 6 points), and marijuana (29%, up 5 points).

Perceived Risks and Benefits of Meth Use

e Central lllinois teens are now more inclined to believe there is risk in taking
meth, heroin, and cocaine just once or twice. Perceived risk of meth grew the
most since the benchmark surveyd most Central lllinois teens say thereisi gr eat 0
or fAimoderateod risk in taking meth once or tv
(84%, wup 3 points), and the majority say t he
(once or twice: 53%, up 7 points regularly: 79%, up 4 points, respectively).

o Few teens agree that meth offers benefits to the user, and the survey shows that
this perception has held steady since the 2007 benchmark. Most Central lllinois
teens disagree that meth makes you intelligent (87%), helps you study (86%),
makes you more popular (80%), helps you escape your problems (78%), makes
you feel attractive (77%), gives you energy (68%), helps you deal with boredom
(67%), or makes you feel euphoric or very happy (64%).
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e Respondents were presented with a list of 14 potential negative outcom es to
taking meth and were asked to rate each one as to whether there would be
fifgreat, 0 fimoderate, o0 fionly a Ilittle, o0 or #fAnc
person who uses meth just once. Comparedto the benchmark survey, this year
teens are more likely to see risk in every one of the 14 risk areas measured.
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~

e At |l east three in four believe there is a
after trying the drug just once or twice: t.
be (88%, up 7 points), bein g a negative influence on a younger sibling (89%, up
6 points), getting hooked (88%, up 6 points), losing control of themselves (87%,
up 6 points), making their problems worse (86%, up 5 points), having sex with
someone they dondt wa)nkecomiogviblen3(82%,upp 8 poi nt ¢
points), suffering brain damage (81%, up 6 points), stealing (81%, up 8 points),
becoming paranoid (80%, up 6 points), worse personal hygiene (79%, up 8
points), getting insomnia (78%, up 5 points), dying (76%, up 8 points), and/or
suffering tooth decay (74%, up 9 points).

Social Approval of Meth Use

e There continues to be strong disapproval of takingmethd most teens fistrong
disapprove of taking the drug once or twice (82%) or regularly (89%). Very few
approve. These findingsd as well as findings for the other three drugs asked
aboutd are virtually identical to the benchmark findings.

e Seven in 10 teens surveyed (69%) agree their
timed i f they, themselves, sh@6¥)ghyteeyer use T
have told friends not to use meth.

Meth Use

e This year, one in 20 teens surveyed says he or she has close friends who use
meth (5%, down 3 points since 2007). Few have friends who have been in
treatment for meth usage (3%, down 3 points) .

e One Central lllinois teen in 33 (3%) says he or she has tried meth, the same
number reported in the 2007 benchmark survey. Reported usage increases with
aged none of the 12 year-olds surveyed say they have ever tried meth; 5% of 17
year-olds say they have.
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Sources of Information

e The number of teens who say they have neverdiscussed the subject of meth
with their parents in the past year is down (52%, down 7 points). Moreover, the
number of teens who say they have discussed the subject of meth with the ir
parents in the past year has increased since the start of the program (45%, up 5
percentage points since 20078 significant at the 90% confidence level).

e Asin 2007, Central lllinois teens are most likely to turn to the Internet to learn
about meth (73% , up 6 points), and many would also turn to their parents
(58%, up 5 points). School and friends remain favored resources for a number of
teens as well (39% and 36%, respectively), at levels similar to those measured
in the benchmark. Television was mentioned more often compared to the
benchmark survey (31%, up 7 points).

e With the exception of television (31%, up 7 points), teens are as likely this year
to turn to media sources as they were prior to the launch of the Meth Project.

Awareness of Meth -relat ed Advertising

e Central lllinois teens report having seen anti-meth advertising far more
frequently than in 2007 & 64% say they see such ads at least once a week (more
than double who said the same in the benchmark surveyd 25%). Virtually all
have seen or heard such an ad in the past month. These ads are, by far, most
commonly seen or heard on television (82%, up 26 points).

e Other places include print ads (44%, up 7 points), outside billboards (43%, up 7
points), in school (61%, up 6 points), on the radio (3 3%, no change), on posters
on buses/bus stops/subways (26%, up 9 points), in movie theaters (19%, no
change), and/or video rentals (18%, no change).

Awareness of lllinois Meth Project Advertising

e Solid majorities of Central lllinois teens say they have seen the two lllinois Meth
Projectadstesteddi Bat ht ubo (79 %) and ThdllEinoisMetho mat 0 ( 7
Projectds intended aduehave begen cangnumtateddoa ges ap p ¢
Centr al I'llinois teens. At | eastemghex in 10 i
impression that meth will make you act in a way you would not want to (78%),
will make you look different than you usually do (76%), is dangerous to try just
once (73%), is more dangerous than they had originally thought (70%), affects

many peloipdessot her than t he u-=latedpoblem$ 6 %) , an
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could happen in their town or school (60%). Few disagree with any of the

statements.

e Moreover, over half of teens surveyed Astror
ads, as described inthe questionnaire: made me less likely to try or use meth
(66%), hel ped me understand that you candt t

made me more aware of the risks of using meth (55%). Six in 10 agree (strongly

or somewhat) that the adenfigaveée omd mewtihnhagr
know about metho (62%). Somewhat | ess than
want to talk to someone el se about the risks:s
nearly half (45%) agree the ads fiexaggerat ec
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Background and Objectives

Background

This report summarizes findings from the 2008 //linois Meth Use & Attitudes Survey:
Springfield, Decatur, and Champaign Regions.

The lllinois Meth Project was established in 2007 to significantly reduce meth use in
lllinois. The integrated program consists of an ongoing, research -based messaging
campaign that graphically communicate the realities of methamphetamine, supported
by community outreach and public policy initiatives.

The lllinois Meth Project sustains a campaign of public service messaging including
advertising, public relations, and Web sitesd to effect attitudinal changes regarding
methamphetamine use among lllinois youth.

At the core of the lllinois Meth Project effort is an ongoing, research -based
marketing campaign that provides hard-hitting television, radio, print, billboard, and
Internet advertising. On February 11, 2008, the lllinois Meth Project initiated, in the
Springfield, Decatur, and Champaign regions, a large-scale prevention TV, radio, and
outdoor advertising campaign targeting young people ages 12-17, reaching an
estimated 70% to 90% of teens 3 to 5 times a week with meth prevention
messaging.

The goal of the Il linois Meth Project
with the facts about methamphetamine so they can make better -informed
consumption decisions.

The lllinois Meth Project approaches methamphetamine as a consumer products
marketing problem. Meth is a consumer product. It is readily available. It is
affordably priced. It is distributed through an effective, although alternative,
distribution channel. It has product attributes that are perceived as attractive. Initial
meth consumption decisions are maded similar to other consumer product
decisionsd after an evaluation (perhaps subconscious) of benefit, risk, social
acceptance, price, and availability. The goal of the lllinois Meth Project is to educate
potential consumers of the realities of meth use.

© 2009 The Meth Project
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Research Objectives

The lllinois Meth Project conducts periodic survey and focus group research to more

thoroughly understand attitudes and behaviors related to methamphetamine. This

research provides the foundation for the Meth
communications programs.

The 2008 /llinois Meth Use & Attitud es Survey: Springfield, Decatur, and Champaign

Regionstracks attitudes and behaviors related to methamphetamine among teens.

This document reports findings from a study conducted from November 24 -

December 12, 2008. It is the second such survey conducted in the state thus far, and

is the first to be conducted since the progr al

The survey was conducted among teens, ages 12 to 17, in a random sample of
schools across the Springfield, Decatur, and Champaign regions.

Theoretical Fr ameworks

The primary measures for understanding the target audience are based on

prevention principles of perceived risk and social disapproval. Two important sets of
attitudes and beliefs are: (a) adol escentsd b
the user, and (b) the degree to which adolescents personally disapprove of various

kinds ofdruguse. According t o t he Unoniteingdhe Fiyureof Mi chi g
study, two critical drug -related attitudesd perception of risk (how risky adolescents

view a particular drug) and perception of social disapproval (adolescent appeal and

acceptance of a particular drug)d are directly correlated with consumption.

Individuals who believe that the use of a particular drug involves risk of harm and/or

who disapprove of its use are less likely to use that drug.

The work of renowned prevention researchers Catalano and Hawkins focuses on
understanding and preventing adolescent behavior problems, including drug use.
They identified specific risk and protective factors th at predict the likelihood of teens
to resist drug use. Risk factors are characteristics of teens that are known to predict
increased likelihood of drug use.

The lllinois Meth Project has initiated a sustained campaign of public service

messaging to achieve significant, positive, and measurable results to reduce the

frequency and prevalence of methamphetamine u:
messaging targets key risk factors, including favorable attitudes toward drug use,

friendsd use of lknefitgsrceiven dsk, ane perceivead availdbility.

The lllinois Meth Project will continue to refine and revise messaging content and
direction based upon this ongoing research.
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Survey Method

Sample

A total of 1,301 junior and senior high school s tudents, ages 12 to 17, were
interviewed for the study. Each respondent attends one of 23 randomly selected
junior and senior high schools in the Springdfield, Decatur, and Champaign regions.

All junior and senior high schools in the Springfield, Decatur, and Champaign regions
(public, private, and parochial) were eligible for selection for the study and were
sampled using a 4-stage probability sampling technique. In most schools, three
classes of different grades were randomly selected to receive the survey. The sample
was drawn in the following stages:

1. A sample of counties within the target region was selected to be included in
the study. The selection was made on a systematic random basis, stratified
geographically, with probability proportional to popu lation.

2. Each county was randomly assigned to either the middle school or the high
school sample, such that equal numbers of counties within each sample were
assigned to each.

3. Schools were drawn from among all those in each selected county, with the
probability of selection for each school in the middle school sample
proportional to the number of students enrolled in non -elementary grades
six, seven, and eight in that school, and the probability of selection for each
school in the high school sample proportional to the number of students
enrolled in grades nine through 12 in that school.

4. A sample of classes was drawn from each school. When possible and
practical, each school selected for inclusion in the study submitted a list of all
classes for the qualifying grades in that school. A systematic random sample
of three of these classes was then drawn, separately for each school. Classes
that all students must take (e.g., health) were given preference in the
selection process to ensure all kinds of studentsd from honors students to
those with special needsd were surveyed.

All students in these selected classes comprise the sample for the study.

© 2009 The Meth Project



Interviewing dates, method, and timing

The questionnaire, an 8-page printed booklet, was filled out by each stu dent (see
Appendix 7) at their school in their classrooms. All surveys were administered during
class time by a GfK Roper proctor and took approximately 20 minutes, on average, to
complete. All responses to the survey are confidentialdno child is identified in any
way on any of the questionnaires.

The survey administrator explained the survey procedure to the students, then
distributed the questionnaires, which were filled out by the students at their own
pace. After students completed the survey, they tur ned it in to the administrator,
who collected them and sent them to GfK Roper for data processing.

All interviews were conducted from November 24 to December 12, 2008.
Weighting

Completed interviews were weighted by age within gender to match state norm s and
to help ensure a reliable and accurate representation of the target population.

Sampling Error

All samples are subject to some degree of sampling errord that is, statistical results
obtained from a sample can be expected to differ somewhat from res ults that would
be obtained if every member of the target population were interviewed. At the 95%
confidence level, the margin of error for the total sample is, on average +/ - 3
percentage points.

Reading Notes

e For tabulation purposes, percentage points are rounded off to the nearest whole
number. As a result, percentages in a given table column may total slightly
higher or lower than 100%. In questions that permit multiple responses, columns
may total significantly more than 100%, depending on the numbe r of different
responses offered by each respondent.

e Similarly, when only selected responses are shown, percentages may total less
than 100%.

e Asterisks (*) are used when percentages fall below 0.5%. A dash ( -) indicates
0%.

© 2009 The Meth Project
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e Trend data referred to in the text can be found in tables in the report Appendix.

e Statistically significant differences (at the 95% confidence level) within
popul ations between surveys are noted in the
or fico foll owing pr oplphighertban the cortespondimgr e si gni f
proportion in the column falling under the letter heading.

o Differences noted that are not statistically significant at the 95% confidence level
are so notesl wolkthowinng the citation.
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1. Perceptions of Meth

1.1. Awareness and Perceived Availability
Awareness of various illicit drugs

Since 2007, teens are more likely to say they have heard of a number of drugs, with
the largest gains seen for awareness of meth (94% are aware of it, up 5 points), and
LSD (63%, up 5 points). Awareness has also increased slightly for marijuana (98%,
up 4 points), cocaine (97%, up 4 points), and heroin (92%, up 4 points). Awareness
levels of amphetamines (69%) and ecstacy (73%) are essentially the same as in
2007.

Awareness of Various lllicit Drugs

Base: Total respondents.

2007 2008

(Unweighted base) (912) (1,301)

a b

% %
Marijuana, also known as pot or weed 94 98a
Cocaine 93 97a
Methamphetamine, also known as meth, crack, crystal, glass, 89 94a
ice, or tina
Heroin 88 92a
Amphetamines, also known as speed or white cross 70 69
Ecstasy 72 73
LSD 58 63a
None of these 2 1

Before this survey, which of the following drugs had you heard of? (Q8)

© 2009 The Meth Project



Perceived ease of acquiring various fllicit drugs

The perceptionthat a number of drugs would be fAveryo

acquire has increased since the 2007 benchmark. Today, more Central lllinois teens
say it would be difficult to acquire meth (55%, up 6 points), heroin (57%, up 6
points), cocaine (47%, up 6 p oints), and marijuana (29%, up 5 points).

However, 8% say someone has offered them, or tried to get them to try, meth

(down 3 points since 2007). Boys and girls in equal measure say someone has
approached them on the topic. Older teens, perhaps not surprisingly, are more likely
to have experienced such an encounter (11% of 17 year-olds versus 5% of 12 year-
olds).

Perceived Ease of Acquiring Various lllicit Drugs

Base: Total respondents.

2007 2008
(Unweighted base) (912) (2,301)
a b
% %
Marijuana
Easy (very/somewhat) 53 53
Difficult (very/somewhat) 24 29a
Meth
Easy (very/somewhat) 22 19
Difficult (very/somewhat) 49 55a
Cocaine
Easy (very/somewhat) 31 29
Difficult (very/somewhat) 41 47a
Heroin
Easy (very/somewhat) 18 16
Difficult (very/somewhat) 51 57a

How difficult, or easy, do you think it would be for you to get each of the following types of drugs? (Q13)

© 2009 The Meth Project 13
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Whether or Not Have Personally Been Offered Meth

Base: Total respondents.

2007 2008
(Unweighted base) (912) (2,301)
a b
% %
Yes 11b 8
No 88 89

Has anyone ever offered you or tried to get you to use meth? (Q17)

© 2009 The Meth Project
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1.2. Perceived Risks and Benefits of Meth Usage

Perceived overall risk of taking various fllicit drugs

Since the benchmark study, Central lllinois teens are more inclined to believe there is
risk in taking meth, heroin, and cocaine just once or twice. Perceived risk of meth

grewthemosto most Centr al I'l'linois teens say there
taking meth once or twice (75%, up 6 points), or regularly (84%, up 3 points, ns),

and the majority say there is figreat risko in
79%, up 4 points, ns, respectively). Rel atively few beli

in trying the drug once or twice (22%, down 4 points) or regularly (13%, down 2
points, ns).

Compared to meth, teens are about as I|ikely 1t
heroin once or twice (51%, up 4 points) or regularly (77%, up 2 points, ns) and

cocaine once or twice (51%, up 5 points) or regularly (76%, up 3 points, ns). They

are |l ess inclined to believe there is figreat
(35%) or regularly (56%) & these numbers are essentially the same as the

benchmark. Girls are more likely to see risk in marijuana than are boys.

© 2009 The Meth Project 15



Perceived Risks of Taking Various lllicit Drugs

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Meth
Once or twice
Great risk 46 53a
Great/moderate risk 69 75a
Little/no risk 26b 22
Reqgularly
Great risk 75 79
Great/moderate risk 81 84
Little/no risk 15 13
Heroin
Once or twice
Great risk a7 5la
Great/moderate risk 71 75a
Little/no risk 25 21
Reqularly
Great risk 75 77
Great/moderate risk 80 82
Little/no risk 16 14
Cocaine
Once or twice
Great risk 46 5la
Great/moderate risk 69 75a
Little/no risk 27b 22
Reqularly
Great risk 73 76
Great/moderate risk 79 82
Little/no risk 17 14

Please indicate how much risk;, if any, you think there is involved in each of the following activities. (Q10)

Continuesé
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Perceived Risks of Taking Various

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Marijuana
Once or twice
Great risk 33 35
Great/moderate risk 53 56
Little/no risk 42 41
Reqgularly
Great risk 55 56
Great/moderate risk 69 72
Little/no risk 26 25

Please indicate howmuch risk, if any, you think there is involved in each of the following activities. (Q10)

© 2009 The Meth Project



Perceived specific risks of trying meth just once

Respondents were presented with a list of 14 potential negative outcomes to taking

meth and were askedtorate each one as to whether there wou
imoderate, o Aonly a little, o0 or finodo risk of
uses meth just once. Between 81-8 9 % of teens believe there is

ri skdo of each outcomejoccuresnggraeeaedtbetedis I
each outcome.

Moreover, compared to the benchmark survey, teens are now more likely to see risk
in every one of the 14 risk areas measured.

At | east three in four believefthefolowirg, i s a #fAgr
after trying the drug just once or twice: tur
(88%, up 7 points), being a negative influence on a younger sibling (89%, up 6

points), getting hooked (88%, up 6 points), losing control of themselves (87%, up 6

points), making their problems worse (86%, up 5 points), having sex with someone

they dondt want to (83%, up 8 points), becomi
suffering brain damage (81%, up 6 points), stealing (81%, up 8 points), becoming

paranoid (80%, up 6 points), worse personal hygiene (79%, up 8 points), getting

insomnia (78%, up 5 points), dying (76%, up 8 points), and/or suffering tooth decay

(74%, up 9 points).
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Perceived Risks of Trying Meth Just Once

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Being a negative influence on a younger brother/sister
Great risk 66 76a
Great/moderate risk 83 89a
Little/no risk 13b 8
Turning into someone they don't want to be
Great risk 63 74a
Great/moderate risk 81 88a
Little/no risk 16b 9
Getting hooked on meth
Great risk 64 72a
Great/moderate risk 82 88a
Little/no risk 15b 9
Making their problems worse
Great risk 51 70a
Great/moderate risk 81 86a
Little/no risk 16b 10
Losing control of themselves
Great risk 60 7la
Great/moderate risk 81 87a
Little/no risk 16b 10
Having sex with someone they don't want to
Great risk 52 6la
Great/moderate risk 75 83a
Little/no risk 22b 14
Suffering brain damage
Great risk 55 62a
Great/moderate risk 75 8la
Little/no risk 22b 15

Please indicate how much risk you think there is that each of the following would happen to someone who
tries meth once. (Q11)

Continuesé
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Perceived Risks of Trying Meth Just
Base: Total respondents.
2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Stealing
Great risk 51 58a
Great/moderate risk 73 8la
Little/no risk 24b 16
Becoming violent
Great risk 46 54a
Great/moderate risk 76 82a
Little/no risk 21b 15
Becoming paranoid
Great risk 47 54a
Great/moderate risk 74 80a
Little/no risk 23b 16
Getting insomnia or not being able to sleep
Great risk 48 54a
Great/moderate risk 73 78a
Little/no risk 24b 18
Stop taking care of hygiene
Great risk 49 57a
Great/moderate risk 71 79a
Little/no risk 26b 18
Dying
Great risk 49 58a
Great/moderate risk 68 76a
Little/no risk 28b 20
Suffering tooth decay
Great risk 42 52a
Great/moderate risk 65 74a
Little/no risk 32b 23

Please indicate how much risk you think there is that each of the foll owing would happen to someone who

tries meth once. (Q11)

© 2009 The Meth Project
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Perceived benefits of taking meth

Few teens continue to believe that meth offers benefits to the user, and the survey
shows that this perception has held at remarkably similar levels since the 2007
benchmark. Most Central Illinois teens disagree that meth makes you intelligent
(87%), helps you study (86%), makes you more popular (80%), helps you escape
your problems (78%), makes you feel attractive (77%), gives you energy (68%),
helps you deal with boredom (67%), or makes you feel euphoric or very happy
(64%). Over half also disagree the drug helps you lose weight (59%).

Girls are more likely than boys to disagree that meth provides these benefits.

© 2009 The Meth Project
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Perceived Benefits of Taking Meth

Base: Total respondents.

(Unweighted base)

Makes you intelligent

Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Helps you study

Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Makes you more popular
Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Helps you escape your problems
Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Makes you feel attractive
Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Gives you energy

Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Helps you deal with boredom
Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Makes you feel euphoric or very happy
Agree (strongly/somewhat)
Disagree (strongly/somewhat)
Helps you lose weight

Agree (strongly/somewhat)
Disagree (strongly/somewhat)

2007 2008
(912) (1,301)
a b
% %
2 2
85 87
3 3
84 86
4 5
81 80
7 9
78 78
5 7
78 77
13 14
69 68
12 14
70 67
16 16
63 64
21 19
59 59

Whether or not you or someone you know uses meth, we would like your ideas. Please indicate how
foll owing

much you agree or disagree

© 2009 The Meth Project
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1.3. Social Approval of Meth Use

Among Central lllinois teens, there continues to be strong disapproval of taking

methdmost fAstronglyo di sappeeortwxe (8P)araking the d
regularly (89%). Very few approve (4% and 3%, respectively). These findings 0 as

well as findings for the other three drugs asked about are similar to the benchmark

findings.

One important measure of disapproval, social stigma, has also stayed the same:

seven in 10 teens (69%) agree their friends w
themselves, should ever use it. And nearly half (46%) say they have told friends not

to use meth. The stigma grows as teens get older. For example, 17 year-olds are

more likely than 12 year-olds to say their friends would give them a hard time for

taking meth (73% versus 53%, respectively).

Teens also strongly disapprove of taking herol
iregul arlyo), cocai wtigely), and, % a kessat de§réde?%, r espe

marijuana (61% and 71%).

The data also show that girls are more likely than boys to disapprove of these drugs.

© 2009 The Meth Project 23



Social Approval of Using Various lllicit Drugs

Base: Total respondents.

(Unweighted base)

Meth
Once or twice
Strongly disapprove
Strongly/somewhat approve
Regularly
Strongly disapprove
Strongly/somewhat approve
Heroin
Once or twice
Strongly disapprove
Strongly/somewhat approve
Reqularly
Strongly disapprove
Strongly/somewhat approve
Cocaine
Once or twice
Strongly disapprove
Strongly/somewhat approve
Reqularly
Strongly disapprove
Strongly/somewhat approve
Marijuana
Once or twice
Strongly disapprove
Strongly/somewhat approve
Reqularly
Strongly disapprove
Strongly/somewhat approve

Please indicate how much do you approve or disapprove of the following activities.

© 2009 The Meth Project

2007 2008
(912) (1,301)
a b
% %
81 82
5 4
89 89
3 3
81 82
5 3
89 89
3 3
79 79
6 5
86 87
4 3
62 61
15 14
71 71
11 10
(Q12)
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Peer Approval of Using Meth

Base: Total respondents.

2007 2008
(Unweighted base) (912) (2,301)
a b
% %
My friends would give me a hard time for using meth 68 69
I have told friends not to use meth 48 46

Would your friends give you a hard time for using meth? (Q16)
Have you told your friends not to use meth? (Q18)

© 2009 The Meth Project
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2. Meth Use

2.1. Peer and Family Usage

This year, one lllinois teen in twenty says he or she has close friends who use meth
(5%, down 3 points since 2007). Few have friends who been in treatment for meth
usage (3%, down 3 points).

One teen in 10 (11%) has a family member who has been in treatment for meth;
this has remained stable since 2007.

Whether or Not People Close to Respondent Have Tried Meth

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Have close friends who have tried meth 8b 5
Have close friends who have been treated for meth 6b 3
Have family members who have been treated for meth 13 11

Do you have any close friends who use meth? (Q14). Have any of your friends been in treatment for using
meth? (Q15). Have any members of your family been in treatment for using meth? (Q21)

© 2009 The Meth Project
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2.2. Personal Use of Meth

One lllinois teen in thirty -three (3%) says he or she has tried meth, the same
number reported in the 2007 benchmark survey. Reported usage increases with
aged none of the 12 year-olds surveyed say they have ever tried meth; 5% of 17
year-olds say they have.

One teen in 50 (2%) says he or she used the drug in the past year and 2% say they
have used it in the past month. These numbers have not changed since the
benchmark.

Meth Usage
Base: Total respondents.
2007 2008
(Unweighted base) (912) (1,301)
a b
% %

Have ever tried meth 3 3
Have used meth in past year 2 2
Have used meth in past month 1 1

In your lifetime, have you ever tried meth? (Q23a)
In the past year, have you used meth? (Q24a)
In the past month, have you used meth? (Q24b)
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3. Information Sources and Advertising Awareness

3.1. Parental Discussions
Frequency of parent/child discussions about meth

The number of teens who say they have discussed the subject of meth with their
parents in the past year has increased since the start of the program (45%, up 5
percentage points since 20078 significant at the 90% confidence level). Moreover,
the number of teens who say they have never discussed the subject of meth with
their parents in the past year is down (52%, down 7 points).

Younger teens are more likely to report having had such conversations than older
teens (46% of 12 -year-olds versus 32% of 17-year-olds).

Frequency of Parent/Child Discussions About Meth in Past Year

Base: Total respondents.

2007 2008
(Unweighted base) (912) (2,301)
a b
% %
Ever 40 45
Once 13 16
More than once 27 29
Never 59b 52

In the past year, how often have your parents talked to you about meth? (Q19)
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3.2. Key Information Sources
Sources of information about meth

As in 2007, Central Illinois teens are most likely to turn to the Internet to learn about
meth (73%, up 6 points), and many would also turn to their parents (58%, up 5
points). School and friends remain favored resources for a number of teens as well
(39% and 36%, respe ctively), at levels similar to those measured in the benchmark.
Television is mentioned more often since the benchmark survey (31%, up 7 points).

With the exception of television (31%, up 7 points), teens are as likely this year to
turn to media sources, such as magazines (23%) and radio (12%), as they were
prior to the launch of the Meth Project.

Girls are somewhat more likely than boys to say they would turn to the Internet
(76% versus 70%, respectively) and/or to friends (39% versus 33%).

Some favored information sources change substantially as teens get older. For
example, 12 year-olds are somewhat more likely to go to their parents (71%) than to
the Internet (60%). Seventeen year -olds, however, are far more likely to consult the
Internet (83%) than their parents (45%). Twelve year -olds are more likely than 17
year-olds to say they would turn to school (44% versus 31%, respectively), TV (38%
and 28%), and/or radio (19% versus 10%) for meth -related information.

Sources of Information About Meth

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
The Internet, websites 67 73a
Parents 53 58a
School 35 39
Television 24 3la
Friends 37 36
Magazines 22 23
Radio 10 12
Other 27 30
Don't know 16b 12

Which of the follow ing sources, if any, would you go to in order to find information about meth? (Q22)
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The Internet is also seen by Central lllinois teens as one of the most valuable meth
information resources (47% give it a top -two rating on a five -point scale). Nearly
tying with the Internet in value ratings are respected athletes (44%, up 8 points
since the benchmark).

A number of sources have garnered higher value ratings since the benchmark
surveyd TV shows/news/movies (35%, up 7 points); TV commercials (34%, up 14
points); posters on buses, bus stops, and/or subways (24%, up 5 points); and radio
(22%, up 5 points). Girls, in particular, give TV commercials high ratings (36%
versus 31% of boys).

The balance of sources teens were asked about remained stable since the

benchmarkd respected movie actors (32%), print ads in magazines and newspapers
(30%), billboards (24%), and musicians (24%).
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Perceived Value of Various Meth Information Sources
T% say f10 @ebrpoirfitcaleion 1

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
TV commercials/print ads/billboards/posters/radio (net)
Top fildo rating 23 28a
Top fild or "2" rating 45 5la
Internet sites
Top Ald rating 26 28
Top fildo or "2" rating 46 47
Billboards outside
Top fild rating 11 12
Top A106 or "2" rating 23 24
Athletes | respect
Top Al0 rating 18 26a
Top fild or "2" rating 36 44a
TV commercials
Top filo rating 10 20a
Top A106 or "2" rating 20 34a
Print ads in newspapers or magazines
Top fildo rating 12 14
Top A106 or "2" rating 28 30
TV shows, news or movies
Top Ald rating 12 17a
Top fildo or "2" rating 28 35a
Posters on buses, bus stops, or subways
Top fildo rating 10 10
Top A106 or "2" rating 19 24a
Movie actors | respect
Top Ald rating 14 17
Top fildo or "2" rating 28 32

Besides school, friends and family, there are other sources where one can go to get advice or opinions.
How much do you value the advice and/or opinions from each of the following on a sc ale of 1 to 5, where
1 is highly valuable and 5 is not at all valuable. (Q26)

Continuesé
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Percei ved

1% say

filo

ue of Various
ebrpoiiiit 2cale o n

Base: Total respondents.

(Unweighted base)

Radio

Top Ald rating
Top il or " 2"
Musicians | listen to

Top fild rating
Top A1d6 or " 2"

2007
(912)

a
%

7
ng 17

11
ng 21

2008
(1,301)

%

9a
22a

13
24

Besides school, friends and family, there are other sources where one can go to get advice or opinions.
How much do you value the advice and/or opinions from each of the following on a scale of 1 to 5, where
1 is highly valuable and 5 is not at all valuable. (Q26)
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General awareness of anttmeth public service advertising

Since the benchmark study, anti-meth advertising is seen far more frequently by
Central lllinois teensd 64% say they see such ads at least once a week (more than
double who said the same in the benchmarkd 25%). Virtually all have seen or heard
such an ad in the past month. The ads seem to be reaching boys and girls in fairly
equal measure. Younger teens report seeing the ads with more frequency than older
teens (46% of 12 year -olds say they see the ads at least every or nearly every day;
29% of 17 year-olds make the same assessment).

These ads are, by far, most commonly seen or heard on television (82%, up 26
points). More than half also say they have seen such an ad in school (61%, up 6
points) or on the Internet (57%, up 9 points).

Other places include print ads (44%, up 7 points), outside billboards (43%, up 7
points), in school (61%, up 6 points), on the radio (33%, no change), on posters on
buses/bus stops/subways (26%, up 9 points), in movie theaters (19%, no change),
and/or video rentals (18%, no change).

Frequency See/Hear Meth Public Service Advertising

Base: Total respondents.

2007 2008
(Unweighted base) (912) (1,301)
a b
% %
Not at all 27b 8
Less than once a month 25b 9
1-3 times a month 21 18
1-3 times a week 12 27a
Every day or almost every day 9 25a
More than once a day 4 12a

How frequently do you see or hear commercials or ads telling you about the risks of meth? (Q27)
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Where See/Hear Meth Public Service Advertising

Base: Total respondents.

2007 2008
(Unweighted base) (912) (2,301)
a b
% %
TV commercials/print ads/billboards/posters/radio (net) 69 88a
TV commercials 56 82a
Billboards outside 36 43a
School 55 6la
Radio 30 33
Internet, websites 48 57a
Print ads in newspapers or magazines 37 44a
Posters on buses, bus stops, or subways 17 26a
Movie theaters 18 19
Video rentals viewed at home 16 18

Thinking about anti-drug campaigns, please think about all the different places you may have seen, heard
or read anti-drug information RECENTLY, including all the different kinds of advertising, sponsorship and
other activities that promote them. Have you seen or heard anti -meth advertisements RECENTLY in any
of the following? (Q28a)
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4. lllinois Meth Project Awareness and Perceptions

4.1. Awareness of the lllinois Meth Pr oject

One teen in three (35%) says he or she had heard of the Illinois Meth Project prior
to taking the survey.

Awareness of lllinois Meth Project Prior to Taking Survey

Base: Total respondents.

ONo EYes

Total (n=1,301) 61%
Male (n=635) 62%
Female (n=665) 60%

Before this survey, had you ever heard of the Illinois Meth Project? (Q37)

© 2009 The Meth Project

35



4.2. Awareness of Television Advertising
Advertisement 1. Bathtub

This ad, as described below in the survey instrument, is recognized by 79% of teens
(50% say they have seen it often, especially girlsd 53% versus 47% of boys).

The commercial opens with a close-up shot of a teen girl in a white bathrobe telling

her friend over the phone, iYeah, my parents
just jumping in the shower 1 OK, by e . & of¥te@honewandgets into the

shower. As she washes her hair, she looks down, where she sees a mixture of blood

and water swirling around her feet. She turns around and screams. In the corner of

the tub, crouching and trembling, is a double of herself, with cuts and scabs on her

face and dark circles under her eyes. It is how she might look if she were addicted to

meth. The camera givesacloseup of the doublebés face who | oo
shaking her head and cryinmgdét sdysi gudeTheg, c dmbdr
ends.

Advertisement 2: Laundromat

ALaundromat o is recognized by 71% of teens (3!

The commercial begins at night, in a brightly -lit laundromat. Sitting on a bench

against a wall is a teenage boy wearing a grey hooded sweatshirt. Suddenly, a guy

wearing a hooded sweatshirt bursts through the front door of the laundromat and

begins robbing customers, yelling, and taking their money. People are screaming and

there is general confusion. Therobber yel |l s at the people, fAStop
then starts walking quickly across the laundromat towards the boy on the bench. As

the robber gets closer, we realize it is a body-double of the same teen boy T but with
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cuts and scabs on his face and dark circles under his eyes. It is how the teen boy
might look if he were addicted to meth. The robber grabs the boy by the shirt and
shouts in his face, AThis wasndt supposed to |

Frequency Saw lllinois Meth Project TV Ads

Base: Total respondents.

Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
TV ad 1: Bathtub
Have seen 79 78 81
Often 50 47 53b
A few times 29 31 28
Have not seen 19 20 19
TV ad 2: Laundromat
Have seen 71 72 70
Often 39 39 40
A few times 32 33 30
Have not seen 28 26 29

Have you seen or h@29ak) the above adé
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4.3. Awareness of Radio Advertising
Advertisement 1. Tim

This radio ad (text below) is recognized by 19% of teens (4% say th ey have heard it
often).

iSee, I stole this personds motorcycle and |
it into a tree. | was hoping | was going to die there for a while. My name is Tim and

| started doing meth when | was 19. | tried it and ev erything that | owned was gone

within a month. | lost where | lived, | lost where | worked. Just within a month, it

was justlikethatdoand | 6ve never seen it come out good
things that, you know, only God can forgive me for. | us ed to be able to remember.

Il 6m still élt is so scary having, I|ike, months
really no reason to sign your |ife away |ike 1

Advertisement 2. Cindy

ACindyo is recognized by 26 &diboftent Grisare (6% say
more likely to have heard it than boys (30% versus 23%, respectively).

AWhen | started getting on it 16d sit in the |
face. My back teeth were really worn down, my gums were getting all brow n and
ugly and gross. My hair was falling out |I|ike
15 years old and | started doing meth when | was 12. | thought it was going to be a
one time thing. I didndét ever thinrenglet was g

me until | was slumped into the ground. It gets you pretty fast. | started stealing

from my parents and stealing money. It came to the point where | was selling

myself for meth. That was the | owest that | 6
for it and thatdéds what | dideéeo
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Frequency Heard lllinois Meth Project Radio Ads

Base: Total respondents.

(Unweighted base)

Radio ad 1: Tim
Have heard

Often

A few times

Have not seen
Radio ad 2: Cindy
Have heard

Often

A few times

Have not seen

Have you seen or h@3ak) t he

© 2009 The Meth Project

IR

above

adé

Sex
Male Female
(635) (665)
b C
% %
18 19
4
14 16
81 79
23 30b
8
18 22
75¢ 69
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4.4. Impressions and Stated Effectiveness of lllin ois Meth Project
Television and Radio Advertisements

Ad that participants would most want siblings/friends to see
Of the four Illinois Meth Project TV and radio ads asked about in this survey, which

one would teens most like their siblings and best frien ds to see or hear, to warn
them of the dangers of methamphetamine?

The television ad fABathtubo i s most of ten

particularly by girls, 63%).

Fewer mention ALaundr omat 0 3% % rsusl2@y s
respectively). ACindyo (13%) and ATi mo
fewest votes (10%).

Ad Would Most Want Sibling or Friend to See/Hear

Base: Total respondents.

OFemale (n=665) OMale (n=635) MTotal (n=1,301) |

54%
TV ad 1: Bathtub 45%

] 63% °

TV ad 2: Laundromat

13
Radio ad 2: Cindy 10
15°
9
12°¢
5

Radio ad 1: Tim

If your brother, sister, or best friend were t hinking about trying meth, and they could only watch or listen
to one ad, which one of the four ads that were just described in questions 29a-b and 30a-b would you
want them to see or hear? (Q31a)
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Messages conveyed by the lllinois Meth Project ads

Thelll i noi s Meth Projectbés intended advertising
communicated to Central I'lTlinois teens. At | e
described gave them the impression that meth will make you act in a way you would

not want to (78 %), will make you look different than you usually do (76%), is

dangerous to try just once (73%), is more dangerous than they had originally

thought (70%), affects many peoplebds |ives ot
meth-related problems could happen in their town or school (60%). Few disagree

with any of the statements.

Girls are somewhat more likely than boys to agree with these statements. Younger

teens are more |likely than ol der teens to fAst|
statements.
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Messages Conveyed by the lllinois Meth Project Advertisements

Base: Total respondents.

Sex
Total Male Female

(Unweighted base) (1,301) (635) (665)

A b c

% % %
The ads show that meth is dangerous to try just one time
Strongly agree 73 70 76b
Strongly/somewhat agree 87 83 90b
Strongly/somewhat disagree 6 7c 5
Neither agree nor disagree 5 7c 4
The ads show that meth will make you look different than you usually do
Strongly agree 76 71 82b
Strongly/somewhat agree 89 85 93b
Strongly/somewhat disagree 4 6c 3
Neither agree nor disagree 4 6c 3
The ads show that meth will make you act in a way you would not want to act
Strongly agree 78 73 83b
Strongly/somewhat agree 90 87 94b
Strongly/somewhat disagree 4 5c 2
Neither agree nor disagree 4 5 3
The ads show that meth is more dangerous to try than you originally thought
Strongly agree 70 66 74b
Strongly/somewhat agree 83 79 87b
Strongly/somewhat disagree 7 8 6
Neither agree nor disagree 7 10c 5
The ads show that meth affects many people's lives other than the user
Strongly agree 66 65 68
Strongly/somewhat agree 83 80 85b
Strongly/somewhat disagree 7 7 7
Neither agree nor disagree 8 10c 6
The ads show that problems with meth could happen in your town or school
Strongly agree 60 58 62
Strongly/somewhat agree 78 75 81b
Strongly/somewhat disagree 8 8 9
Neither agree nor disagree 12 1l4c 9

Please indicate how strongly you agree or disagree that the anti-meth ads or commercials described in

questions é gave you (@) foll owing [ mpressions.
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Stated effectiveness of the lllinois Meth Project ads

Over half of teens fistrongly agreeo the 111in
guestionnaire: made me less likely to try or use meth (66%), helped me understand

that you canbét cet(63%), ambnatie me maeawarenof the risks of

using meth (55%). Six in 10 agree (strongly ol
new information or told me things | didndét kniq
than half agree the adsomdoanadaseaboucthewisksnof t o t al k
metho (41%). On the other hand, nearly half (.
ri sks of wusing meth. o

Girls are more likely than boys to agree with these statements. Younger teens are
more | ikely thamnglldedr atgeeres wia hfismtorst of t he
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Effectiveness of the lllinois Meth Project Advertisements

Base: Total respondents.

Sex
Total Male Female

(Unweighted base) (1,301) (635) (665)

a b c

% % %
Made me less likely to try or use meth
Strongly agree 66 59 72b
Strongly/somewhat agree 77 72 82b
Strongly/somewhat disagree 10 12c 8
Neither agree nor disagree 11 l4c 8
Helped me understand that you can't try meth even once
Strongly agree 63 58 69b
Strongly/somewhat agree 76 71 81b
Strongly/somewhat disagree 9 12¢ 7
Neither agree nor disagree 13 15c 10
Made me more aware of the risks of using meth
Strongly agree 55 50 60b
Strongly/somewhat agree 76 69 83b
Strongly/somewhat disagree 9 12¢ 6
Neither agree nor disagree 12 15c 9
Gave me new information or told me things I didn't know about meth
Strongly agree 33 32 35
Strongly/somewhat agree 62 59 65b
Strongly/somewhat disagree 16 19c 13
Neither agree nor disagree 20 20 20
Exaggerated the risks of using meth
Strongly agree 30 28 32
Strongly/somewhat agree 45 43 47
Strongly/somewhat disagree 30 31 30
Neither agree nor disagree 21 22 20
Made me want to talk to someone else about the risks of meth
Strongly agree 27 26 28
Strongly/somewhat agree 41 39 43
Strongly/somewhat disagree 26 27 25
Neither agree nor disagree 30 30 31

Please indicate how strongly you agree or disagree with the following statements about the anti -meth ads
or commercials des@B3) bed i n questionsé
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Appendix 1. Sample Demography

(Unweighted base)

Sex

Male

Female

Age

12-14

15-17

Grade level

7th grade

8th grade

9th grade

10th grade

11th grade

12th grade
Ethnicity

White
African-American
Hispanic origin
Asian

American Indian/Native American
Other

Rather not say/Refused
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12-17 Year-Olds

(1,301)
Weighted %

(1,301)
Unweighted N

51
49

49
51

18
18
20
18
16

P N P NN W

635
665

670
631

213
281
266
225
229
87

1,010
134
73
58
23
73
29
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Appendix 2: 2008 Data by Sex

Awareness of Various lllicit Drugs

Base: Total respondents.

(Unweighted base)

Marijuana, also known as pot or weed
Cocaine

Methamphetamines, also known as meth, crack,
crystal, glass, ice, or tina

Heroin

Amphetamines, also known as speed or white
Cross

Ecstasy
LSD

None of these

Before this survey, which of the following drugs had you heard of? (Q8)
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Total
(1,301)

a
%
98

97
94

92

69

73

63
1

Sex
Male Female
(635) (665)
b c
% %
97 99b
97 98
93 95
93 91
75¢ 64
75 72
69c 56
2 1
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Perceived Ease of Acquiring Various lllicit Drugs

Base: Total respondents.

(Unweighted base)

Marijuana

Easy (very/somewhat)
Difficult (very/somewhat)
Meth

Easy (very/somewhat)
Difficult (very/somewhat)
Cocaine

Easy (very/somewhat)
Difficult (very/somewhat)
Heroin

Easy (very/somewhat)
Difficult (very/somewhat)

Total
(1,301)

a
%

53
29

19
55

29
47

16
57

Sex

Male Female

(635) (665)
b c
% %
55 50
25 33b
20 18
53 57
29 29
47 47
16 16
57 57

How difficult, or easy, do you think it would be for you to get each of the following types of drugs? (Q13)
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Wh ether or Not Have Been Personally Offered Meth

Base: Total respondents.

ONo EYes

Total (n=1,301) 89% 8%
Males (n=635) 89%
Females (n=665) 90% 8%

Has anyone ever offered you or tried to get you to use meth? (Q17)
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Perceived Benefits of Taking Meth

Base: Total respondents.

Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
Makes you intelligent
Agree (strongly/somewhat) 2 3 2
Disagree (strongly/somewhat) 87 84 88b
Helps you study
Agree (strongly/somewhat) 3 4 2
Disagree (strongly/somewhat) 86 83 90b
Makes you more popular
Agree (strongly/somewhat) 5 5 5
Disagree (strongly/somewhat) 80 77 83b
Helps you escape your problems
Agree (strongly/somewhat) 9 10 7
Disagree (strongly/somewhat) 78 75 82b
Makes you feel attractive
Agree (strongly/somewhat) 7 7 6
Disagree (strongly/somewhat) 77 74 80b
Gives you energy
Agree (strongly/somewhat) 14 16 13
Disagree (strongly/somewhat) 68 65 71b
Helps you deal with boredom
Agree (strongly/somewhat) 14 15 13
Disagree (strongly/somewhat) 67 62 71b
Makes you feel euphoric or very happy
Agree (strongly/somewhat) 16 18 15
Disagree (strongly/somewhat) 64 60 68b
Helps you lose weight
Agree (strongly/somewhat) 19 20 18
Disagree (strongly/somewhat) 59 55 63b

Whether or not you or som eone you know uses meth, we would like your ideas. Please indicate how
muchy ou agree or disagree with theQ¥ol/ owing statements al
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Perceived Risks of Taking Various lllicit Drugs

Base: Total respondents.

Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
Meth
Once or twice
Great risk 53 55 51
Great/moderate risk 75 77 73
Little/no risk 22 20 24
Reqularly
Great risk 79 80 79
Great/moderate risk 84 84 83
Little/no risk 13 13 13
Heroin
Once or twice
Great risk 51 53 50
Great/moderate risk 75 76 74
Little/no risk 21 19 23
Reqularly
Great risk 77 77 78
Great/moderate risk 82 82 82
Little/no risk 14 14 14
Cocaine
Once or twice
Great risk 51 52 50
Great/moderate risk 75 76 73
Little/no risk 22 21 24
Reqularly
Great risk 76 75 77
Great/moderate risk 82 82 82
Little/no risk 14 15 14
Marijuana
Once or twice
Great risk 35 34 36
Great/moderate risk 56 53 60b
Little/no risk 41 44c 37
Reqularly
Great risk 56 49 62b
Great/moderate risk 72 70 74
Little/no risk 25 27 23

Please indicate how much risk, if any, you think there is involved in ea ch of the following activities. (Q10)
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Perceived Risks of Trying Meth Once

Base: Total respondents.

Sex
Total Male Female
(1,301) (635) (665)
a B c
% % %
Being a negative influence on a younger brother/sister
Great risk 76 75 78
Great/moderate risk 89 88 90
Little/no risk 8 9 7
Turning into someone they don't want to be
Great risk 74 72 76
Great/moderate risk 88 87 88
Little/no risk 9 10 8
Getting hooked on meth
Great risk 72 72 73
Great/moderate risk 88 87 90
Little/no risk 9 10c 7
Making their problems worse
Great risk 70 68 73
Great/moderate risk 86 85 88
Little/no risk 10 12 9
Losing control of themselves
Great risk 71 69 74
Great/moderate risk 87 86 88
Little/no risk 10 10 9
Having sex with someone they don't want to
Great risk 61 58 64b
Great/moderate risk 83 81 85
Little/no risk 14 16 12
Suffering brain damage
Great risk 62 62 61
Great/moderate risk 81 80 83
Little/no risk 15 17 14

Please indicate how much risk you think there is that each of the following would happen to someone who
uses meth once. (Q11)

Conti
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Perceived Risks of Trying Meth
Base: Total respondents.
Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
Stealing
Great risk 58 57 59
Great/moderate risk 81 79 83
Little/no risk 16 18c 13
Becoming violent
Great risk 54 53 56
Great/moderate risk 82 81 83
Little/no risk 15 16 14
Becoming paranoid
Great risk 54 52 56
Great/moderate risk 80 80 81
Little/no risk 16 17 16
Getting insomnia or not being able to sleep
Great risk 54 54 55
Great/moderate risk 78 77 81
Little/no risk 18 20 16
Stop taking care of their hygiene
Great risk 57 56 58
Great/moderate risk 79 77 81
Little/no risk 18 19 16
Dying
Great risk 58 58 58
Great/moderate risk 76 75 77
Little/no risk 20 21 20
Suffering tooth decay
Great risk 52 50 54
Great/moderate risk 74 74 75
Little/no risk 23 23 22

Please indicate how much risk you think there is that each of the following would happen to someone who

uses meth once. (Q11)
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Social Approval of Using Various lllicit Drugs

Base: Total respondents.

Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
Meth
Once or twice
Strongly disapprove 82 80 84
Strongly/somewhat approve 4 5 3
Reqgularly
Strongly disapprove 89 87 91b
Strongly/somewhat approve 3 3 2
Heroin
Once or twice
Strongly disapprove 82 80 84
Strongly/somewhat approve 3 4 3
Reqgularly
Strongly disapprove 89 87 91b
Strongly/somewhat approve 3 3 2
Cocaine
Once or twice
Strongly disapprove 79 77 82
Strongly/somewhat approve 5 6 4
Regqularly
Strongly disapprove 87 85 89b
Strongly/somewhat approve 3 4 3
Marijuana
Once or twice
Strongly disapprove 61 56 66b
Strongly/somewhat approve 14 15 12
Reqularly
Strongly disapprove 71 66 76b
Strongly/somewhat approve 10 12c 8

Please indicate how much you approve or disapprove of the following activities. (Q12)
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My Friends Would Give Me a Hard Time for Using Meth
- % who agree  with statement -

Base: Total respondents.

100 A

b
80 9 2%
69% 65%

60 -

40 A

20 4

Total (n=1,301) Males (n=635) Females (n=665)
a b c

Would your friends give you a hard time for usi ng meth? (Q16)

| Have Told My Friends Not to Use Meth
- % who agree  with statement -

Base: Total respondents.

100 -

80

60 A 46% 44% 49%

40 4

20

0 T T !
Total (n=1,301) Males (n=635) Females (n=665)
a b c

Have you told your friends not to use meth? (Q18)
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Use/Treatment Among Friends and Family

Base: Total respondents.

BFemale (n=665) OMale (n=635) OTotal (n=1,301)
|ll%
Family members have 10%
been in treatment for
13%
meth
5%
Close friends who use meth 4%
6%

3%
Friends have been in 4%
treatment for meth
3%

Have any members of your family been in treatment for using meth? (Q21)
Do you have any close friends who use meth? (Q14)
Have any of your friends been in treatment for using meth? (Q15)
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Reported Meth U se Among Teens

Base: Total respondents.

Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
Have ever tried meth 3 3 2
Have used meth in past year 2 2 1
Have used meth in past month 1 2 1
Mean age when first tried meth (Base: have tried 11.8 11.3 12.6
meth)
In your lifetime, have you ever tried meth? (Q23a)
How old were you when you first tried meth? (Q23b)
In the past year, have you used meth? (Q24a)
In the past month, have you used meth? (Q24b)
Freque ncy of Parent/Child Discussions About Meth
Base: Total respondents.
Sex
Total Male Female
(Unweighted base) (1,301) (635) (665)
a b c
% % %
In past year, my parents talked to me about
met hé
At least once 45 43 47
Once 16 14 18
More than once 29 29 30
Never 52 54 50
Last talked to my paren
Within past month 15 15 15
1-6 months ago 14 14 14
6-12 months ago 11 9 13b
More than a year ago 14 16 12
Never 46 46 45

In the past year, how often have yo ur parents talked to you about meth? (Q19)
When was the last time your parents talked to you about meth? (Q20)
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Sources of Information About Meth

Base: Total respondents.

(Unweighted base)

The Internet, Web sites
Parents

School

Friends

Television

Magazines

Radio

Other

Don't know

Total
(1,301)
a
%
73

58
39
36
31
23
12
30
12

Sex
Male Female
(635) (665)
b c
% %
70 76b
56 60
37 41
33 39b
31 31
21 25
1l4c 10
29 30
14 10

Which of the following sources, if any, would you go to in order to f ind information about meth? (Q22).
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Perceived Value of Various Meth Information Sources
T% say f10 @ebrpoirfitcaleion 1

Base: Total respondents.

Sex
Total Male Female
Unweighted base) (1,301) (635) (665)
a b b
% % %
TV commercials/print ads/billboards/posters/
radio (net)
Top fAilo rating 28 26 29
Top Al16 or "2" rating 51 48 54
Internet sites
Top A1l0 rating 28 30 26
Top Al106 or "2" rating 47 46 48
Billboards outside
Top Al0 rating 12 12 11
Top A"2"datingr 24 23 24
Athletes | respect
Top fild rating 26 29 24
Top A16 or "2" rating 44 45 44
TV commercials
Top Al0 rating 20 19 21
Top fildo or "2" rating 34 31 36b
Print ads in newspapers or magazines
Top fildo rating 14 14 13
Top fildo or "2" rating 30 28 31
TV shows, news, or movies
Top fildo rating 17 18 16
Top filo or "2" rating 35 34 35
Posters on buses, bus stops or subways
Top Ald rating 10 11 9
Top fildo or "2" rating 24 23 24
Movie actors | respect
Top fildo rating 17 17 17
Top Al1l0 or "2" rating 32 31 34

Besides school, friends and family, there are other sources where one can go to get advice or opinions.
How much do you value the advice and/or opinions from each of the following on a scale of 1 to 5, where
1 is highly valuable and 5 is not at all valuable. (QZ26)

Continuesé
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Perceived Value of Various Meth | nfor mat

T% say f10 @ebrpoirfitcaleion 1

Base: Total respondents.

Sex
Total Male Female

Unweighted base) (2,301) (635) (665)

a b b

% % %
Radio
Top fAilo rating 9 10 8
Top Al16 or "2" rating 22 22 22
Musicians | listen to
Top A1l0 rating 13 13 14
Top A106 or "2" rating 24 24 25

Besides school, friends and family, there are other sources where one can go to get advice or opinions.
How much do you value the advice and/or opinions from each of the following on a scale of 1 to 5, where
1 is highly valuable and 5 is not at all valuable. (QZ26)
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Where See/Hear Meth Public Service Advertising

Base: Total respondents.

Sex
Total Male Female

(Unweighted base) (1,301) (635) (665)

a b c

% % %
TV commercials/billboards/radio/print ads/posters
(net) 88 85 91b
TV commercials 82 80 85b
Billboards outside 43 43 43
School 61 61 60
Radio 33 32 34
Internet, web sites 57 53 61b
Print ads in newspapers or magazines 44 40 49b
Posters on buses, bus stops, or subways 26 28 25
Movie theaters 19 22¢c 15
Video rentals viewed at home 18 21c 14

Thinking about anti-drug campaigns, please think about all the different places you may have
seen, heard or read anti-drug information RECENTLY, including all the different kinds of
advertising, sponsorship and other activities that promote them. Have you seen or heard anti -
meth advertisements RECENTL YT any of the following? (Q28a)
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Frequency See/Hear Meth Public Service Advertising

Base: Total respondents.

Sex
Total Male Female

(Unweighted base) (1,301) (635) (665)

a b c

% % %
Not at all 8 1llc 6
Less than once a month 9 10 9
1-3 times a month 18 16 19
1-3 times a week 27 27 26
Every day or almost every day 25 22 28b
More than once a day 12 12 12
Dondt know 1 1 *

How frequently do you see or hear commercials or ads telling you about the risks of meth? (Q27)
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Appendix 3: About  The Meth Project

What is the Meth Project?

The Meth Project is a large-scale prevention program aimed at significantly reducing first -
time meth use through public service messaging, public policy, and community outreach.
The lllinois Meth Project, Montana Meth Project, Arizona Meth Project, Idaho Meth
Project, Wyoming Meth Project, and other state affiliates implement the Meth Project
prevention programs in their respective states. The Meth Project is funded by a grant
from the Siebel Foundation.

Public Service Messaging

The Meth Project is active in three areas: 1) public service messaging, 2) public
policy, and 3) community action. It sustains a campaign of research -based paid
public service messaging including advertising, public relations, and Web sitesd to
effect attitudinal changes regarding methamphetamine use among youth.

At the core of the Met hvaliBated, hationallyrecogaited,o r t
high-impact advertising that graphically communicates the risks of meth use.

Targeting youth ages 12-17, the Project reaches 70-90% of that target audience

three to five times a week with hard -hitting messaging.

The Meth Project conducts extensive surveys and focus group research to more
thoroughly understand attitudes and behaviors related to methamphetamine. This
research provides the foundation for its messaging programs.

Public Policy and Community Action

The Meth Project activities significantly increase awareness of the critical nature of
the meth problem, influencing and escalating public dialogue to find solutions.

The Meth Project coordinates closely with local, state, and federal agencies, including
the White House, U.S. Congress, office of the Governor, the Attorney General, law
enforcement, the Federal Drug Enforcement Agency, and the Department of Health
and Human Services. In October, 2006, the Meth Project was cited by the White
House as a model prevention program for the nation.

The Meth Project organizes a broad range of community outreach programs to
mobilize communities to assist in meth awareness and prevention activities. Through
its Paint the State art contest in Montana, the Meth Project prompted thousands of
teens and their families to take action in the fight against meth use by creating

© 2009 The Meth Project



highly visible public art with a strong anti -meth message. The contest drew more
than 660 submissions statewide.

The Meth Project also collaborated with HBO to develop a one-hour documentary
filmd entitled Montana Metf® as part of the organization's mission to raise
awareness of the dangers of methamphetamine use. The film shows, first -hand, the
impact of the meth problem in an effort to raise the level of public discourse.

The Meth Project Strategy

The Meth Project employs a three-pronged strategy to achieve a significant re duction
in methamphetamine abuse statewide:

e Sustainalarges cal e public service advertising camg
most meth-vulnerable groupd youth ages 12-17

e Maintain ongoing community outreach to raise the levels of awareness of the
critical nature of the meth problem

e Mobilize community groups across the state in meth education and prevention
efforts

Consumer Marketing Problem

Every day, young people are making product consumption decisions regarding meth.
Many perceive benefits in using meth. Many perceive little risk in using meth.
Unfortunately, many are making the decision to give meth a try. This is the root of
the meth problem.

The goal of the Meth Project is to arm youth, ages 12 -17, with the facts about
methamphetamine, so they can make a better informed product consumption
decision.

For more information about the Meth Project, visit www.methproject.org or contact:

The Meth Project
P.O. Box 240

Palo Alto, CA 94302
650-752-1070
info@methproject.org
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Appendix 4: About  The lllinois Meth Project
Project Overview

The lllinois Meth Project is a large-scale program engaged in a range of prevention
efforts to reduce first -time methamphetamine use in the Springfield, Decatur, and
Champaign regions. The program is part of the Meth Project, a national organization
that oversees individual state programs currently active in Montana, Arizona, ldaho,
and Wyoming. lllinois is the fourth state to adoptthe Met h Pr oj ect 0s
campaign.

The Il linois Meth Project was | aunched
methamphetamine problem. While all of lllinois bears the burden of this destructive
drug, the prevalence of Meth use is in rural areas of the state not commonly
associated with illicit drug use. According to the U.S. Department of Justice,
methamphetamine is the primary drug threat to central and southern lllinois and is
increasing in prevalence in the Chicago area.

The financial and social consequences of meth abuse in lllinois are devastating. It is
a contributing cause for much of the crime in the state, costs millions of dollars in
productivity, contributes to the increasing jail and prison populations, and adversely
impacts families and children:

e The cost of methamphetamine to lllinois is roughly $2 billion per year *
¢ lllinois ranks #4 in the country for meth -related arrests, according to the U.S.
Department of Justice?

prevent

as

e 18% of |1l inois6 feder aldh@yheutlgan sngditge nc e s

except cocaine®

e Meth-related treatment admissions in lllinois have increased 73% over the past
decade’

e 72% of people in treatment for methamphetamine in lllinois began using at age
17 or younger®

e Rural admissions for meth-related treatment are fi ve times higher than the state
average®

Professor J. Fred Giertz, University of lllinois, 2007.

Department of Justice, Drug Enforcement Administration Data, 2004.
ONDCP Profile of Drug Indicators 2008

Illinois Department of Human Services, 2005

TEDS Data, 2003.

6
Nati onal Association of Count {TeesSurvaysiohleS. Goertids: TRepCrindnalr&ffect ofiMeth ochme r i ¢ a
Communities, The I mpact of Meth on Children, o July 2005.

1
2
3
4
5,
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Strategic Approach

The lllinois Meth Project has implemented an integrated prevention campaign that
includes public service messaging, commurity outreach, and public policy initiatives.

Central to the program is research-based advertising that graphically communicates
the risks of meth use. The program is based on the Meth Project model, which was
first implemented in Montana in 2005. Since its inception, the Montana Meth Project
has demonstrated significant results.

e Montana ranks #39 in the nation for meth abuse, down from #5 *
e Teen meth use has declined by 45%®
e Adult meth use has declined by 72%°
e 62% decrease in meth-related crime®®

Recognition for the Program

The lllinois Meth Project began airing advertising throughout the state beginning in
February, 2008. The ads were created by the Meth Project, which has received 40
advertising industry awards including:

e 2 Gold Effie Awards

e Grand Effie Award Finalist

e 7 Gold Addy Awards

e 18 Silver Addy Awards

e Cannes Lion Award

e 7 AdCritic.com ATop Teno Awards for the best

Research and Measurement

To track and refine the programbs efihgecti vene.
the lllinois Meth Project utilizes a comprehensive research program, including both

guantitative and qualitative studies, to measure attitudes and behaviors related to

methamphetamine use, including the /inois Meth Use & Attitudes Survey.

Springfield, Decatur, and Champaign Regions

7Office of National Drug Control Policy. Pushing Back Agaist Meth: A Progress Report on the Fight Against Methamphetamine in the United
States. November 2006.

8

Montana Office of Public Instruction, 2007. Montana Youth Risk Behavior Survey, September 2007.

9,10 . . . "
Montana Attorney General, Mike McGrath. Methamphetmine in Montana: A Follow-up Report on Trends and Progress. April 2008.
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For more information about the lllinois Meth Project visit www.illinoismethproject.org
or contact:

The lllinois Meth Project
P.O. Box 3023

Springfield, IL 62708

(877) 668-6384 Toll Free
info@illinoismethproject.org
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Appendix 5: About GfK Roper Public Affairs & Media

GfK Roper Public Affairs & Media traces its roots back to the 1930s, when it, along
with rivals Gallup and Crossley, pioneered the polling and marketing research
techniques in use today.

Today GfK Roper provides services to a wide range of clients who require researctd
in America and around the worlddon topics ranging from public policy to
communications effectiveness to brand strategy. Roper clients include government
agencies, NGOs,universities, think tanks, Fortune 500 companies, and major media
outlets, among many others.

In addition to Roperds custom research capabi |
running public opinion and consumer research databases: GfK Roper Reports US,

tracking American citizen and consumer opinion since 1973; and GfK Roper Reports

Worldwide, since 1995 measuring multicultural similarities and differences in over 30

countries on six continents; and Roper Polls on current issues

GfK Roper Public Affairs & Media is a division of GfK Custom Research North America.
Headquartered in New York, GfK Custom Research North America is part of the GfK
Group, the world's fourth -largest market research organization. It comprises
approximately 130 companies located in more than 70 countries and over 7,700
employees worldwide.
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Appendix 6: Survey Instrument

Directions

This is not a test. We want to know what you think. Just put an "X" next to whatever answer is right for you. If
you don't find an answer that fits exactly, use the one which comes closest. If you are uncomfortable answering
any question or feel you cannot answer it honestly, just leave it blank.

Your answers are completely confidential. Please do not write your name anywhere on the questionnaire. All
guestionnaires will therefore be completely anonymous, and it will be impossible to identify who filled out which
one. Moreover, no one from your school will look at any of the questionnaires. When you have finished the
guestionnaire, put it in the box that will be passed around, so that it will be mixed together with all the other
questionnaires.

When answering questions, please place an "X" in the box next to the answers you select.

There are small numbers alongside the answer boxes. Do not pay attention to these small numbers -- they
are only there to help us in data processing.

Thank you for participating in this important research study.

1. Are you male or female?

2. What is your age?

3. What grade are you in?

T 1 1O0th e 4
Bth e 2 1 T 5
Oth e 3 12O o 6

WHIE ..o, 1 American Indian/Native American .... -4
Black/African-American..........cccoeeeeevvnnnnns 2 ()1 01T ST 5
Asian/Asian-American...........cccvvvvvvvennnnnns 3 Rather Not Say ........cccccvvvvvvivininnnnnnns 6
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6. What is your 5-digit zip code?

7. Are your parentsé? (AX0 all that apply)

Married to each other ..., 1
Divorced or separated - neither has married again .......... 2
Divorced - one or both has married again..............cccoe...... 3
My parents were never married to each other .................. -4
One or both of my parents has died............cccccceeeviinnnnnn. 5

8.  Before this survey, which of the following drugs had you heardof? ( A X0 ALL THAT YOU HAVE HI

OF)

(70T 1] o = PSR 1
ECSIASY ....uuviiiiiiiiiiiiiiiiiii 2
HEIOIN . 3
LSD e 4
Marijuana, also known as pot or weed...........cccccoecveeeennnn 5
Methamphetamine, also known as meth, crank,

crystal, glass, ice, Or tiNa.........cccvveeeieeeiiiiiiee e 6
Amphetamines, also known as speed or white cross ...... 7
None of the aboVve ..., -8
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Many of the remaining questions ask about fAmeth, 0 al so kn
glass, ice, or tina.

9. Whether or not you or someone you know uses meth, we would like your ideas. Please indicate how
much you agree or disagree with the following statements about meth: ( i X0 ONE ANSWER FOR EAC

ITEM)
Strongly Somewhat  Neither Agree  Somewhat Strongly
Adree Adree nor Disagree Disagree Disagree
Helps you escape your problems............... 1 2 3 4 5
Helps you study......ccccceveeviviciiiieeeee e, 1 2 3 4 5
GIVES YOU ENEIGY ....evveeeeiiiieeiiieee e -1 2 -3 -4 5
Helps you deal with boredom..................... 1 -2 -3 -4 5
Makes you feel euphoric or very happy ..... 1 -2 -3 -4 5
Helps you lose weight ...........ccocceeiiiiieennnen. -1 2 -3 -4 5
Makes you intelligent.............ccccccvvnvnnnnnnnns 1 -2 -3 -4 5
Makes you more popular.........ccccccvvvvnnnnnns 1 -2 -3 -4 5
Makes you feel attractive ...........ccccuveeenen. -1 2 3 -4 5

10. Please indicate how much risk, if any, you think there is involved in each of the following activities.
( A ®NE ANSWER FOR EACH ITEM)

Great Moderate Slight No

Risk Risk Risk Risk
Trying meth, ONCe OF tWICE ....ccovviiiiiiiie e -1 2 -3 -4
Using meth regularly ... 1 2 -3 -4
Trying heroin, oNce Or tWIiCE .........ccvvvvvvviviviiieieeeeeeeeeeeeeeeeeee, e -2 -3 -4
Using heroin regularly ... 1 2 -3 -4
Trying marijuana ONce OF tWICE .........ceveerriieeeiiiiee e -1 2 -3 -4
Using marijuana regularly ..........cccccccvrevmninnniniennninnnnnnnn. e -2 -3 -4
Trying COCAINE ONCE OF tWICE......evvieiiiieeiiiiee et -1 2 -3 -4
Using cocaine regularly..........ccccooveieiiniiieeiiiiece e 1 2 -3 -4
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11. Please indicate how much risk you think there is that each of the following would happen to someone
who tries methonce. (A X0 ONE ANSWER FOR EACH | TEM)

Great Moderate Slight No

Risk Risk Risk Risk
Getting hooked on meth ... 1 2 -3 -4
Becoming VIOIENt ... 1 2 -3 -4
DYING ettt e e 1 2 -3 -4
Becoming paranoid ............coocveeiiiiiiieniiie e 1 2 3 4
Suffering brain damage.........c.ccoceiiiiiii i 1 2 3 4
Suffering tooth decay ..........oovviiiiiiiiiii e 1 2 3 4
Getting Insomnia or not being able to sleep ............cuee...e. 1 2 3 4
Making their problems WOrse ..........ccccvvvveiiiiiieieniiiee e 1 2 -3 -4
Losing control of themselves .........cccccviiiiiiiiiiciiie e, 1 2 -3 -4
Having sex with someone..t.they:s donét awant to=s -4
Being a negative influence on a younger brother/sister....... -1 -2 -3 -4
SEEALING ..t 1 2 -3 -4
Stop taking care of their hygiene ..........c.ccoceiiiiininenne 1 2 -3 -4
Turning into someone..t.hey..dondt wani to bes -4

12. Please indicate how much do you approve or disapprove of the following activities.

Neither
Approve
Strongly Somewhat Nor Somewhat Strongly
Approve Approve Disapprove Disapprove Disapprove
Trying meth once or twice .........cccceeveveveiivinnnen, 1 2 -3 -4 -5
Using meth regularly ... -1 -2 -3 -4 -5
Trying heroin once or twWice ..........ccoeveveveveeeeeieeeeee, 1 2 -3 -4 -5
Using heroin regularly ...........cccccvvvvvvvviveinininininininnn, 1 2 -3 -4 -5
Trying marijuana once or tWiCe ..........cccevevrvuverernnnne -1 -2 -3 -4 -5
Using marijuana regularly ..........ccccccvvvvvevvvevevnnnnnnnnns 1 2 -3 -4 -5
Trying cocaine 0Nce OF tWICE..........ueeeveeriiiiiiiieeeenn. 1 2 -3 -4 -5
Using cocaine regularly.........cccccoovveeeeiiiiieeniiienens -1 -2 3 -4 5
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13. How difficult, or easy, do you think it would be for you to get each of the following types of drugs?

Very Somewhat Somewhat Very Not
Difficult Difficult Easy Easy Sure

MEtH ...vvviiiiiiii 1 2 3 -4 5
[ LT (0] o TR 1 2 3 4 5
MariUBNAL .......vveeeeiiiiee e Kl 2 -3 -4 5
COCAINE ...coooevieeieeeee, 1 2 3 -4 5

14. Do you have any close friends who use meth?

Y S i e 1
o 2
NOT SUIE et 3

15. Have any of your friends been in treatment for using meth?

Y S it 1
AN Lo 2
NOT SUIE e 3

16. Would your friends give you a hard time for using meth?

17. Has anyone ever offered you or tried to get you to use meth?
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18.

19.

20.

21.

Have you told your friends not to use meth?

NEVEI et 1
L0 ] o7 > SR 2
Two or three times .........cccccvvveviviiieeeeeeeeeeee 3
FOUr or More tiMesS.........uvuvveeveireereiiiiineennnnns 4

When was the last time your parents talked to you about meth?

Within the past 7 daysS......cccccvvvvveeveiiiiiiviieeeeeeee, 1
More than 1 week to one month ago ................... -2
More than 1 month to 6 months ago..................... -3
More than 6 months ago, but in the past year ..... -4
More than a year ago .........ccccevvvvvrennvnnnnnnnnnnnnnnnnns 5
NEVEI . 6
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22.  Which of the following sources, if any, would you go to in order to find information about meth?
(AXo0 all that apply)

Parents......ooeeviiii 1
Friends .....ooeeeeeei e 2
The Internet, Websites......ccccccveevvivciiieeeee e, 3
TeleviSioN ..., -4
SChOOI ... 5
RAIO ... 6
MAJAZINES ......vvieeiiiiee et 7
Other ..o, 8
Donot ...K..O.W.s 9

23a. Inyour lifetime, have you ever tried meth?

If you answered i Y e so@uestion 23a, answer questions 23b, 24a, and 24b. Otherwise, skip to question 25.

23b. How old were you when you first tried meth? (AX0 ONE ONLY)

Under 10 years old.............. -1 15yearsold .................. -7
10 years Old.........cccvvvvvvvnnnns -2 16 yearsold.............. -8
11l yearsold......ccccccvvvvvvvnnnns -3 17 yearsold ................. -9
12 yearsold.........cccveeernnne. -4 18 yearsold .................. -0
13 years old........ccccvvvvvvvnnnns -5 19yearsold................. 1
14 years old.........cccvvvvvvvnnnns -6 20 yearsold .................. 2

24a. Inthe past year, have you used meth?
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24b. Inthe past month, have you used meth?

25. How likely are you to try meth in the future?

Very lIKElY ..o 1
Somewhat liKely ... 2
NOt 00 [KEIY.....uuviiiiiiiiiiiiii s -3
Not at all [KelY ..........evveuviiiiiiiiiiiiaes -4

26. Besides school, friends, and family, there are other sources where one can go to get advice or opinions.
How much do you value the advice and/or opinions from each of the following on a scale of 1 to 5, where

1 is highly valuable and 5 is noREAGHITEM)I valuabl e. ( A
1 2 3 4 5
Highly valuable Not at all valuable
TV cOMmMErcials .........ooccuvviiiiiiiiiiiiieeee e Kl 2 -3 -4 -5
TV shows, NeWS, OF MOVIES ........cccuvviereeeeeriannnee Kl 2 -3 -4 -5
[ =T [ [0 T 1 2 3 4 5
Print ads in newspapers or magazines................ 1 -2 -3 -4 -5
Musicians | ISteN t0.......coovviiiiiiiiiiiiiiieeeeeee 1 2 -3 -4 -5
Billboards outSIde..........uuvvviiiiiiiiiiiiiiiiiaaaans 1 -2 -3 -4 5
Posters on buses, bus stops, or subways............ 1 -2 -3 -4 -5
Athletes | reSpPect ........oovvvvveviviviiieeieeeieeeeeeeeeeeee 1 -2 -3 -4 -5
INtErNEL SItES....ceveveieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e 1 -2 -3 -4 5
Movie actors | reSPecCt .........cccccvvvvvvvvnvrnniniiinininnnnns 4 -2 -3 -4 -5
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27. How frequently do you see or hear commercials or ads telling you about the risks of meth?

NOt At Al ..vveeeeeeeieceee e 1
Less than once a month.............cccccciiiiiiiiinnnnn, 2
1-3times amonth ......c.ccoooviiieee e, 3
1-3times aWEEK ....uvvvvvvieiiiiiee e 4
Every day or almost every day..........cccoccuveeernnen. 5
More than once a day ........ccccveeeeeeeeiiicvineneeeeee s 6

28a. Thinking about anti-drug campaigns, please think about all the different places you may have
seen, heard or read anti-drug information RECENTLY, including all the different kinds of
advertising, sponsorship, and other activities that promote them. Have you seen or heard anti-
meth advertisements RECENTLY in any of the following? (Please select either Yes or No for

each)

Yes No
TV COMMEICIAIS ..coooiiiiiiiiiie e 1 2
MOVIE tNEALEIS.....uuiiiiiiiiiiiii e naenannnnnnnnnnes 1 2
[ = o [0 T 1 2
Print ads in newspapers Or MAgazZINES ... 1 2
BillDOArdS OULSIAE ... ..uuuiiiiiiiiiiiiiiii s 1 2
Posters on buses, bus Stops, OF SUDWAYS.........ccoviiiiiiiiiiieiiieee e 1 2
Video rentals viewed at NOME............oeviiiiiiiiiiiiiiieeeeeeeeeeeee e 1 2
INTEINET, WEDSITES ...vvveii e e e e e e e e e e e e e 1 2
SChOO ... 1 2
Have seen or heard information, but not sure where ..........cccccccveeeviiininnnnn. 1 2
Other Place.....ccooo i 1 2

Ifyousaidfi Ot h er ipduastoa P8a, answer 28b. Otherwise, skip to question 29a.
28b. You said fiOther placed in queagctheipaceit®ad thatyopdawthaae speci fy
anti-meth advertisement.
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Below are descriptions of anti-meth television and radio commercials that may or may not have appeared in your area
recently. Please look at the photos, read each description, and tell us whether you have seen or heard the commercial
often, a few times, or not at all. (AX0 ONE ANSWER FOR EACH 1T

29a. TVAd 1

The commercial opens withaclose-up shot of a teen girl in a white dfmmhrobe tell
parents think |1 6m sleeping at yoiuOK,hobuysee..0 |Shme jtuusrtn sj uonfpfi ntgh e np htc
the shower. As she washes her hair, she looks down, where she sees a mixture of blood and water swirling around her feet.

She turns around and screams. In the corner of the tub, crouching and trembling, is a double of herself, with cuts and scabs

on her face and dark circles under her eyes. It is how she might look if she were addicted to meth. The camera gives a
close-upofthedoubl eds face who | ooks at the girl and, shaking her heat
The commercial ends.

Have you seen or heard the above adé
often.......ccceeeveee -1 Afewtimes................ -2 Notatall ......ccceeennenes -3

29b. TV Ad 2

The commercial begins at night, in a brightly-lit laundromat. Sitting on a bench against a wall is a teenage boy wearing a

grey hooded sweatshirt. Suddenly, a guy wearing a hooded sweatshirt bursts through the front door of the laundromat and

begins robbing customers, yelling and taking their money. People are screaming and there is general confusion. The robber

yells at the people, fAStop | ooking at me! 0 He then starts walKki
bench. As the robber gets closer, we realize it is a body-double of the same teen boy i but with cuts and scabs on his face

and dark circles under his eyes. It is how the teen boy might look if he were addicted to meth. The robber grabs the boy by

the shirt and shouts ponsbhbdstbabe §idbrs| waehot Teepcommerci al end

Have you seen or heard the above adé
often.....ccccvvveenes -1 Afewtimes................ -2 Notatall ........cceveernnnen. -3
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30a. Radio Ad 1
See, I stole this person6s motorcycle and | ran it wup as

was going to die there for a while. My name is Tim and | started doing meth when | was 19. | tried it and
everything that | owned was gone within a month. | lost where | lived, | lost where | worked. Just within a

month, it was just I|ike that and | dédve never seen it come
onyGod can forgive me for. I used to be able to remember.
your | ife gone from your brain. Theredésd really no reason

Have you heard the above adé

often.....cccccoe.. a4 Afewtimes............ -2 Notatall ................. -3
30b. Radio Ad 2
iWvhen | started getting on it 16d sit in the mirror and pi
really worn down, my gums were getting all brown and ugly and gross. My hair was falling out like | had big
bags. My name is Cindy, Il 6m 15 years old and | started d
a one time thing. I didndét ever think it was going to ge
the ground. It gets you pretty fast. | started stealing from my parents and stealing money. It came to the point
where | was selling myself for meth. That was the | owest
that s wéat | dide

Haveyouheard the above adé
often.....ccccceee Kl A fewtimes............. 2 Notat all ................. -3

3la. If your brother, sister or best friend were thinking about trying meth, and they could only watch or listen to
one ad, which one of the 6 ads that were just described in questions 29a-b and 30a-b would you want
them to see or hear?

If you chose an ad in Q.31a, answer 31b. Otherwise, skip to Q.32.
31b. Why did you select that ad?
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32. Please indicate how strongly you agree or disagree that the anti-meth ads or commercials described in

qguestions 29a-band30a-b gave you the following i mpressions. (AXO
Neither
Agree
Strongly Somewhat Nor Somewhat Strongly
Agree Agree Disagree Disagree Disagree

The ads show that meth is dangerous is
dangerous to try just one time.......cccccceeevvvcvvieeeeennn, 1 2 3 -4 5

The ads show that meth will make you act in
a way you would not wantto act.............cccvvveeeennn. 1 2 3 -4 5

The ads show that meth will make you
look different than you usually do .........cccccoevvieeens -1 2 3 -4 5

The ads shosthatmethaf f ect s many peopl ebs
lives other than the user..........ccccccov v, 1 2 -3 -4 5

The ads show that meth is more dangerous to
try than you originally thought ..................ccce 1 2 -3 -4 -5

The ads show that problems with meth could
happen in your town or school .............cccceviiieeens -1 2 -3 -4 5
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33. Please indicate how strongly you agree or disagree with the following statements about that the anti-meth

ads or commercials described in questions 29a-b and 30a-b . (AX0 ONE ANSWER FOR EACH
Neither
Agree
Strongly Somewhat Nor Somewhat Strongly
Adgree Agree Disagree Disagree Disagree
Gave you new information or told you things
you didnét kn.ow..ah.out..meth 2 3 -4 5
Made you more aware of the risks of using meth... a1 -2 -3 -4 -5

Hel ped you understand that you candét try meth

EVEN ONCE.....c.iiiiiii -1 -2 -3 -4 5
Made you less likely to try or use meth................... -1 2 3 -4 5
Exaggerated the risks of using meth....................... -1 2 -3 -4 5

Made you want to talk to someone else about
the risks of meth........occ, Kl 2 -3 -4 -5

34a. Have you ever visited a website that talks about the use of meth?

NO, NEVEN ... e 1
YES, ONlY ONCEe....ocoeveieieieieeee -2
Yes, MOore than ONCE .....coeeeeeiieeiiieei e 3

If you said you have visited such a website in question 34a, answer questions 34b-36. Otherwise, skip to|

34b. Do you recall the name or address of the website?
Yes (WRITE IT IN HERE):

© 2009 The Meth Project 80



roper

GfK Roper Public Affairs & Media

35.

36.

37.

39.

I f you have visited theXwoelONEt ANSWER FIOR

Yes No
Make you more aware of the risks of using meth .............cccvveeeenn. 1 2
Help you understand that you can't try meth even once................... 1 2
Make you less likely to try or use meth .........ccccevviiiiiii e 41 2
Exaggerate the risks of using meth..........cccocoiiiii 1 2
Make you want to talk to someone else about the risks of meth ...... 1 2

If you have visited such a website, have you talked to someone else about the website?

In what year were you born?
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