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Parents .Empowered .is .Utah’s .underage .drinking .prevention .media .and .community .education .campaign . .Our .goal .is .to .have .

every .Utah .child .reach .the .age .of .21 .alcohol-free .so .they .can .enjoy .the .benefits .of .a .healthy .brain . .Because .parents .play .a .

fundamental .role .in .protecting .kids’ .healthy .brains, .the .campaign .is .directed .to .parents/caregivers, .who .are .the .number .one .

influence .in .their .child’s .life . .Research .also .shows .kids .are .less .likely .to .drink .when .parents .are .actively .involved .in .their .lives .and .

communicate .their .strong .disapproval .of .drinking .before .the .age .of .21 . .Funded .by .the .Utah .Legislature, .the .community-based .

initiative .provides .parents .and .caregivers .with .information .about .the .harmful .effects .of .alcohol .on .the .developing .adolescent .

brain, .along .with .research-based .skills .to .help .prevent .underage .drinking .

PARENTS EMPOWERED
ABOUT

The campaign is founded on the premise 

that underage drinking prevention is a 

collective responsibility that requires a 

collective solution. Consequently, the Utah 

Legislature organized the State Underage 

Drinking Prevention Workgroup, also known 

as Parents Empowered, to run the campaign 

under the governance of the Utah 

Substance Use and Mental Health Advisory 

Council (USAAV+). The Utah Department 

of Alcoholic Beverage Services (DABS) 

manages the day-to-day operations of the 

campaign with legislative appropriation 

funding coming from a portion of the state’s 

alcohol sales and profits.

The implementation of the Parents 

Empowered campaign is perhaps what 

makes it most unique. The campaign is 

focused on evidence-based strategies, 

continual evaluation of the campaign’s 

alignment with research and data, weekly 

meetings and coordinated efforts between 

multiple agencies, all working toward the 

common, shared goal to prevent underage 

drinking in Utah.

From the beginning, the campaign has 

been based on national, peer-reviewed 

research from top substance abuse 

prevention scientists as reported in, 

“Reducing Underage Drinking: A Collective 

Responsibility,” authored by the National 

Research Council and the Institute of 

Medicine.  

From the beginning, the campaign 
has been based on national, peer-
reviewed research from top substance 
abuse prevention scientists.
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Recognizing the enormity of the problem of underage drinking in 

America, Congress asked the National Academies to develop a 

strategy for reducing and preventing underage drinking.

The findings suggested the need for a coordinated, collective 

response, at the local, state and national level, to address the 

growing problem of underage drinking in America. This premise, 

that underage drinking must be addressed collectively, by adults 

and society as a whole, is one of the underpinnings of the Parents 

Empowered campaign.

Research by the National Institute on Alcohol Abuse and Alcoholism 

(NIAAA) and other recognized authorities have also been reviewed 

and implemented in the campaign strategy. As a result, the National 

Association of State Alcohol and Drug Abuse Directors (NASADAD) 

has recognized Parents Empowered as an effective program and 

the former Utah Division of Substance Abuse and Mental Health (now 

Utah Department of Health & Human Services) has designated the 

program as an evidence-based, prevention best practice. Parents 

Empowered was the first prevention campaign in Utah to ever 

receive such recognition, both on the local and national level.

The Parents Empowered Workgroup understands the importance 

of measuring and evaluating the effectiveness of the campaign. 

To measure progress, the campaign conducts semi-annual parent 

tracking surveys, reviews the biennial Student Health and Risk 

Prevention (SHARP) student survey and contracts with a third-party 

for an independent campaign outcomes evaluation. For context, 

the SHARP Survey polls 70,000 students across the 6th, 8th, 10th and 

12th grades to gather self-reported underage drinking measures, and 

measure risk and protective factors for substance abuse. The results 

from these two surveys and the independent evaluation are used 

to measure and evaluate the campaign’s effectiveness while also 

guiding media, communication and outreach strategies.

The National Association of State Alcohol and Drug 
Abuse Directors (NASADAD) has recognized Parents 
Empowered as an effective program and the former 
Utah Division of Substance Abuse and Mental Health 
(now UDOHHS) has designated the program as an 
evidence-based, prevention best practice.
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As noted above, based on the evidence-based, strategic insight 

that underage drinking prevention is a collective responsibility, it was 

essential the Parents Empowered campaign be organized to enable 

coordinated efforts between multiple agencies, all working toward 

the common, shared goal to prevent underage drinking in Utah. As 

a result, USAAV+ oversaw the formation of an Underage Drinking 

Prevention Workgroup to direct the campaign. Parents Empowered 

receives regular direction and guidance from USAAV+ and reports 

to the Council semi-annually on its progress.

It is also important to note the Parents Empowered Workgroup is 

composed of representatives from multiple state agencies and 

public/private organizations. These include representatives from 

the Governor’s Office/Utah Substance Use and Mental Health 

Advisory Council, Attorney General’s Office, Department of 

Alcoholic Beverage Services, Utah Department of Health & Human 

Services, Department of Public Safety/Highway Safety Office, Utah 

Prevention Network and all 13 local substance use authorities, State 

Board of Education, Juvenile Courts, law enforcement, Utah PTA, 

Power of Prevention Coalition and a member of the general public. 

Meeting weekly, the Parents Empowered Workgroup collaborates 

in implementing local and statewide strategies to achieve its 

prevention goals. The group seeks to unify efforts and coordinate 

resources among local prevention coordinators, community 

prevention coalitions, local elected officials, and private businesses 

to provide support to parents as they work to keep their kids’ brains 

healthy and alcohol-free. These weekly, collaborative meetings, 

with a detailed agenda addressing the multi-faceted efforts of the 

campaign, are another significant factor in the campaign’s success.

Finally, Parents Empowered recognized from the beginning of the 

campaign they would need a professional media communications 

firm to be successful. For the past 16 years, Parents Empowered 

has combined the most effective prevention people with the best 

media communication talent and expertise to deliver a highly 

effective underage drinking prevention campaign. R&R Partners, a 

regional communications firm, has served as a committed partner 

with the Parents Empowered campaign, providing critical media 

buying, creative and communications expertise.

This entire collective effort over the last 16 years has been an 

integral part of the ongoing progress toward eliminating underage 

drinking in Utah.

For the past 16 years, Parents Empowered has combined 
the most effective prevention people with the best media 
communication talent and expertise to deliver a highly 
effective underage drinking prevention campaign.
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Parents Are Empowered

At the heart of the Parents Empowered campaign 

is research showing that parental disapproval is the 

#1 reason kids choose not to drink, especially when 

parents have a good relationship with their children 

and stay involved in their lives. 

According to the latest (January 2022) Cicero/Dan 

Jones & Associates study of Utah parents’ attitudes 

and perceptions regarding underage drinking, 9 out 

of 10 parents agree that underage alcohol use can 

cause harm to developing brains. Eight (8) out of 10 

believe that whether or not their children experiment 

with alcohol primarily depends on what they do as 

parents, and 9 out of 10 report having rules for their 

children about not drinking any alcohol and having 

communicated those rules to their kids. In addition, 

an increasing number of Utah parents (65%) report 

having taken some action to prevent underage 

drinking in the past six months. Finally, more than 7 

out of 10 Utah parents report having seen or heard 

When .the .Parents .Empowered .campaign .began .in .2006, .Utah’s .rate .of .underage .drinking .during .the .past .30-days—the .measure .

of .current .alcohol .use—was .half .the .national .rate .(15 .1% .versus .31 .4%) . .Today, .Utah .is .one-third .of .the .national .rate .(5 .3% .versus .

15 .1%) . .Or .in .other .words, .from .2006 .to .2021, .rates .of .underage .drinking .in .Utah .decreased .65% .compared .to .a .national .decline .

of .52% . .That .decrease .is .noteworthy .because .Utah’s .rates .of .underage .drinking .started .much .lower .than .national .rates, .and .the .

lower .that .rates .become, .the .more .difficult .it .is .to .decrease .them .further .

SUMMARY
EXECUTIVE

Youth Past 30 Day Alcohol Use Trends Utah vs. United States
Grades 8, 10, & 12 Combined (2005-2021)
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For the Nation, 30 Day Use 
Rates Decreased 52% from 

2005 to 2021

In Utah, 30 Day Use Rates  
Decreased 65% from 2005 

to 2021

Utah United States

messages about the dangers of underage drinking and how to prevent it during 

the past six months, with 6 out of 10 recalling advertising with the specific phrase 

“Parents Empowered.”

*Source: .Utah .Student .Health .and .Risk .Prevention .

(SHARP) .Statewide .Surveys,  .2005–2021 .
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The Campaign is Working

Parents Empowered is encouraged by the research 

showing rates of underage drinking in Utah have 

been decreasing faster than the national average 

since campaign inception, even while starting 

at much lower percentages. It’s also heartening 

to see that 90% of Utah parents are reporting 

setting rules against underage drinking, especially 

when that’s been a main call-to-action of Parents 

Empowered. However, the importance of relying on 

outside, professional measurement and evaluation 

of the campaign cannot be underscored enough.

That’s why the Parents Empowered Workgroup 

has engaged the services of an independent, 

third-party research and evaluation firm, Bach 

Harrison, LLC, to conduct a biennial outcomes 

analysis of the Parents Empowered campaign and 

its research for the past seven years. The objective 

of this Media Campaign Outcomes Report is to 

“understand the potential impact of the media 

campaign on attitudes and behaviors related 

to underage drinking among both parents and 

youth.” In other words, does seeing or hearing a 

Parents Empowered ad make a parent more likely 

to prevent underage drinking and a child less likely 

to use alcohol?

All measures of underage drinking (lifetime 
use, 30-day use, and binge drinking) are at 
all-time lows in Utah, and rates of underage 
drinking in the state are decreasing faster 
than they are nationally. 

Youth Lifetime Alcohol Use Trends Utah vs. United States
Grades 8, 10, & 12 Combined (2005-2021)
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23.4%
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41.5%

16.4%
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For the Nation, Lifetime Use 
Rates Decreased 38%  

from 2005 to 2021

In Utah, Lifetime Use Rates  
Decreased 51% from  

2005 to 2021

Utah United States

2007 2009 2011 2013 2015 2017 2019 2021

Youth Binge Drinking Trends Utah vs. United States
Grades 8, 10, & 12 Combined (2005-2021)
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7.7%
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For the Nation, Binge Drinking 
Rates Decreased 62% from  

2005 to 2021

In Utah, Binge Drinking Rates 
Decreased 65% from  2005 

to 2021

Utah United States

*Source: .Utah .Student .Health .and .Risk .Prevention .(SHARP) .Statewide .Surveys,  .2005–2021 .

TRENDS

- 7 -
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Bach Harrison, LLC, has conducted five outcomes analyses since 

2015, and over that time, increased exposure to the Parents 

Empowered media campaign has significantly correlated with 

actual behaviors regarding setting rules against underage drinking 

for 100% of the time periods assessed. Utah parents who saw more 

Parents Empowered ads reported setting and discussing underage 

alcohol use rules significantly more often than those who saw 

fewer ads. Parents who reported seeing a greater percentage of 

campaign advertising also reported engaging in significantly more 

actions to reduce underage drinking. Moreover, in 71% of the time 

periods assessed, parents who saw more Parents Empowered ads 

were significantly more likely to believe there are harmful effects of 

underage alcohol use and significantly more likely to believe they 

had more influence over whether their children engage in underage 

drinking compared to parents who saw fewer ads.

Overall, while the most current 2021 Outcomes Report notes that 

Parents Empowered is just one influence among many that have 

contributed to Utah’s declining rates of underage drinking, it 

concludes that the campaign has made a positive difference.

“There .are .a .number .of .areas .in .which .trend .data .or .

exposure .to .the .Parents .Empowered .media .campaign .

provided .support .that .the .media .campaign .is .making .

a .positive .difference .regarding .youth .and .parent .

attitudes, .beliefs .and .behaviors .related .to .underage .

drinking . .Most .importantly, .trend .data .examining .

youth .alcohol .use .clearly .demonstrate .a .reduction .in .

underage .alcohol .use .in .Utah .over .the .course .of .the .

media .campaign .”

FAMILIES WHO HAVE RULES CLEARLY COMMUNICATED RULES TO CHILDREN
n=601 n=571

Definitely have Definitely have90% 91%

5% 7%

2% 1%

0%

0%

3%

1%

Probably have Probably have

Probably have not Probably have not

Definitely have not Definitely have not

Don’t know Don’t know
*Source: .Cicero .Underage .Dr inking .Study, .

January .2022 .



Parents Empowered Annual Report 2022

- 9 -

Differences From the State Audit

A recent Utah audit of the Department of 

Alcoholic Beverage Services found that 

based on U.S. Centers for Disease Control 

and Prevention (CDC) data, Parents 

Empowered has had an indeterminate 

impact on underage drinking in the state, 

with rates of current underage drinking (30-

day use) in Utah decreasing 37% from 2005 

to 2019 (15.8% to 10%) while decreasing 

33% nationally (43.3% to 29.2%) over the 

same time period. Those numbers are 

different than the Utah Student Health and 

Risk Prevention (SHARP) Survey rates, which 

showed a 65% decrease in Utah compared 

to a 52% decrease nationally.

The biggest reason for this difference is that 

the CDC data only measures high school 

grades, whereas the SHARP Survey measures 

both high school and junior high, which is 

important, since many youth begin drinking 

before high school. Moreover, the CDC 

data is based on much smaller sample sizes 

(about 1,500 student respondents in Utah) 

compared to the SHARP Survey’s 60,000 – 

80,000 Utah student respondents.

More Than a Media Campaign

Ads and media buys, however, are just part 

of the Parents Empowered campaign. Since 

its inception in 2006, community partnerships 

and local outreach have been a key part 

of Parents Empowered’s success. Working 

closely with regional local substance abuse 

authorities, these community activations are 

able to target underserved communities 

and populations at greater risk for drinking 

underage. Sixteen Community Partnership 

projects were completed during the 

2021/2022 fiscal year, including installations 

at SeaQuest Aquarium in Layton, cooking 

classes and videos from Create Better Health 

in Kearns, recreation center installations 

in South Davis and Logan, and additional 

projects across the state, including in Box 

Elder, San Juan, Summit, Escalante and more. 

Based on local needs, these projects were 

created in both English and Spanish. 

The value of these local projects is that 

they create instant moments for parents 

and children to interact together, have fun, 

and naturally talk about the reasons why 

underage drinking is harmful and set rules 

against it. More importantly, they expand the 

reach of the underage drinking prevention 

campaign to specific communities within 

Utah. 

Finally, these local partnerships and events 

are often newsworthy, generating thousands 

of dollars’ worth of earned media and 

free publicity, extending the reach of the 

underage Parents Empowered campaign 

and maximizing budgets.

SeaQuest .Aquarium .in .Layton

Cooking .classes .with .Create .Better .Health . in .Kearns

Recreation .center . instal lat ion . in .Logan
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An Investment in Children’s Futures

Speaking of budgets, the Parents Empowered campaign is funded 

with 0.6% of DABS sales. This percent of sales funding reflects that as 

alcohol sales increase, the more alcohol-related social debris is left 

behind. It also reflects that as our population grows, there are more 

parents and children who must be educated in order to decrease 

underage alcohol use. This constantly changing group of parents 

and children is one of the key challenges of preventing underage 

drinking. As children grow up and age out of school, they are 

continually being replaced by a new group of young children with 

young parents who have not previously been exposed to education 

on alcohol’s harmful effects on minors and how to prevent underage 

drinking.

The Parents Empowered campaign was established with a budget of 

$1.9 million in 2006, and the campaign’s current budget is $3.1 million. 

Adjusting for inflation, according to the Bureau of Labor Statistics 

Consumer Price Index (CPI) calculator, a budget of $3.1 million in 

2022 has roughly the same buying power as a budget of $1.9 million 

in 2006. Over that same time period, however, Utah’s population 

has increased more than 30%, from 2.55 million in 2006 to 3.37 million 

today. The Parents Empowered campaign is educating more parents 

and children with the same media buying power. 

The cost of Parents Empowered is less than $1 per person in Utah, 

and tens of thousands fewer children in the state have used alcohol 

since the campaign began. Since underage drinking is strongly linked 

with depression, drug use, suicide, drunk driving, addiction, violence, 

poor academic performance and many more mental health and 

behavioral problems, the Parents Empowered campaign is a strong 

investment in the health of Utah’s children, families and communities. 

Working closely with regional local substance abuse 
authorities, Community Partnership Projects (CPPs) 
are able to target underserved communities and 
populations at greater risk for drinking underage. 



Parents Empowered Annual Report 2022

- 11 -

Alcohol Awareness Month

Utah’s commitment to promoting healthy families and reducing 

the harmful effects of alcohol consumption is why Governor 

Spencer Cox declared April as Alcohol Awareness Month in Utah. 

In that declaration, Governor Cox mentions the mission of the Utah 

Department of Alcoholic Beverage Services is, in part, to “promote 

the reduction of the harmful effects of…consumption of alcoholic 

products by minors.” He also notes that “regular alcohol use by 

underage youth in Utah is at the lowest rate ever recorded” and 

that Parents Empowered is working “collaboratively and is evidence-

based to reduce the number of kids drinking alcohol underage by 

promoting parental involvement and strong family connections, and 

educating about the harmful effects of drinking underage.”

Moving Forward

That mission to reduce the harmful effects of underage drinking is as 

great now as it ever has been. While Parents Empowered has helped 

reduce rates of underage drinking in Utah to all-time lows, alcohol 

sales in the state are increasing, Utah’s population is increasing, and 

thousands of new parents and children need to be educated about 

the negative consequences of underage alcohol use and how to 

prevent it.

The Parents Empowered campaign looks forward to helping even 

more parents and communities keep their children’s futures healthy, 

bright and alcohol-free.

KUTV .with .Heidi  .Hatch .for .Alcohol .Awareness .Month .

“ABC4 .with .Department .of .Alcohol ic .Beverage .Services .
Director,  .T i f fany .Clason, .for .Alcohol .Awareness .Month

CLICK TO WATCH THE  
KUTV COVERAGE

CLICK TO WATCH THE  
ABC4 COVERAGE

https://vimeo.com/761522110
https://vimeo.com/761153643
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The .Parents .Empowered .campaign .is .founded .on .the .research-based .premise .that .parents .are .the .number .one .influence .in .their .

child’s .decision .of .whether .to .drink .or .not . .For .this .reason, .the .campaign .is .directed .to .parents/caregivers .and .seeks .to .provide .

tools .and .skills .to .help .them .prevent .underage .drinking . .The .overarching .goal .of .the .campaign .is .to .have .every .Utah .child .reach .

the .age .of .21 .alcohol-free .so .they .can .enjoy .the .benefits .of .a .healthy .brain .and .the .wide .range .of .choices .that .come .with .it .

OVERVIEW
CAMPAIGN

Goals

Seventeen years ago, before Parents Empowered launched, 

underage drinking rates in Utah were at unacceptably high levels 

while the national average was trending down. Since that time, 

Utah’s 30-day youth alcohol use rates show a 65% overall decrease 

from 2005 to 2021, as reported in the SHARP Survey. It is important 

to keep in mind that the most recent 2021 data reflects a COVID-19 

year. Consequently, we don’t know how this data relates to trends 

or future years. Nevertheless, Utah’s current underage drinking rates 

across Lifetime, 30-day and Binge measures are at their lowest rates 

ever. This has been a remarkable achievement considering Utah 

already has some of the lowest underage drinking rates compared to 

other states.

Parents Empowered is working, and it’s providing a brighter future for 

thousands of Utah children. The following continue to be the primary 

and secondary goals for the Parents Empowered campaign:

As underage drinking is a collective problem, it requires 
a collective solution in which parents are supported by 
the wider community and its actions to reduce underage 
drinking at the community level.
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PRIMARY
Keeping kids alcohol-free is a challenge for any parent to face. 

That’s why all media materials and campaign efforts consistently 

aim to educate parents about the harms of underage drinking 

and support them as they implement the proven parenting skills to 

prevent it. The following are the key goals for Parents Empowered in 

eliminating underage drinking in Utah:

 y Raise awareness of underage drinking as an important and 

relevant issue for parents and caregivers.

 y Increase parental beliefs and/or awareness of the powerful 

influence they have in preventing their kids from drinking 

underage.

 y Increase parents’ knowledge about the risks associated with 

underage drinking and parent-driven strategies to prevent it, 

including:

 » Harms of underage drinking (e.g., to the developing, 

adolescent brain) that can include poor academic 

performance, mental health challenges and an increased risk 

for addiction.

 ○ Parenting skills and behaviors

 ○ Spending one-on-one time with their children

 ○ Expressing strong disapproval of underage drinking and 

setting clear rules against it as a family

 ○ Staying involved in their daily lives, including monitoring their 

children’s behaviors and activities

 y Encourage and motivate parents to use or increase the use of 

parenting strategies effective in preventing underage drinking.

SECONDARY
Creating opportunities for public interaction between key community 

leaders and parents enables Parents Empowered to more effectively 

deliver its underage drinking prevention message. It also generates 

credible media attention for the message and thus, helps to develop 

community support.

Parents have a lot of pressing concerns with their children, so the 

opportunity to direct their attention to the importance of preventing 

underage drinking is crucial to the campaign’s overall success. As 

underage drinking is a collective problem, it requires a collective 

solution in which parents are supported by the wider community and 

its actions to reduce underage drinking at the community level.

Audience

Parents/guardians with children ages 9 to 16, with a special emphasis 

on ages 9 to 13 when kids are forming their opinions about alcohol.

Geography

Parents Empowered is a statewide underage drinking prevention 

effort that strives to reach all areas of the state. From rural Utah to our 

large cities, our goal is to communicate the negative consequences 

of underage drinking and how to prevent them to all parents, 

including those in remote, difficult-to-reach areas, the underserved 

and diverse populations. 

Timing of the Campaign

Because every child will be faced with the decision of whether 

to drink or not, Parents Empowered delivers a year-round media 

and community education campaign that shares with parents the 

harms of underage drinking and skills to prevent it. The campaign 

also provides extra promotional support during key times when kids 

are more at risk of drinking underage, such as spring break, prom/
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graduation, summer vacation and holidays. Prevention reminders for 

parents are also delivered at the beginning of the school year when 

their child is forming new friendships and at key times adults reflect 

on their role as parents, such as Mother’s Day and Father’s Day.

 Communication Objectives

1. Increase perceptions that underage drinking is much more than 

a safety issue. It’s a health and development concern, and not a 

harmless rite of passage.

2. Motivate and empower parents to keep their children alcohol-

free by adopting specific parenting skills.

3. Change the “not my kid” mindset some parents have.

It’s important that parents recognize underage drinking prevention 

starts early and all kids need help staying alcohol-free. Parents 

need to have an ongoing dialogue with their children about the 

harms of underage drinking and express their strong disapproval. 

The American Academy of Pediatrics states that starting the 

conversation by age 9 is not too early. Further, research published 

by the National Institute on Alcohol Abuse and Alcoholism reports: 

“Beliefs .about .alcohol .are .established .very .early .

in .life, .even .before .the .child .begins .elementary .

school . .Before .age .9, .children .generally .view .

alcohol .negatively .and .see .drinking .as .bad, .with .

adverse .effects . .By .about .age .13, .however, .their .

expectancies .shift, .becoming .more .positive . .As .

would .be .expected, .adolescents .who .drink .the .

most .also .place .the .greatest .emphasis .on .the .

positive .and .arousing .effects .of .alcohol .” . .(US .

Department .of .Health .and .Human .Services, .NIH, .

NIAAA, .“Alcohol .Alert, .No . .67,” .January .2006 .)

Parents are encouraged to take advantage of the window of 

opportunity presented between the ages of 9 to 13, when kids are 

forming their opinions about alcohol.

4. Remind parents their attitudes and influence stay with their kids, 

even when parents are not present.

According to the Centers for Disease Control, the parental 

behaviors that empirically have had the greatest effect on raising 

drug- and alcohol-free kids are as follows:

 y Involvement in children’s lives and their activities

 y Use of positive reinforcement—praise and rewarding positive 

activities

 y Effective limit-setting with clear rules and expressing strong 

disapproval of underage drinking

 y Parental monitoring of children’s activities, including knowing all 

their friends and being involved with their schoolwork.

In other words, bonding, boundaries and monitoring: the three pillars 

of the Parents Empowered campaign.

It’s important that parents recognize underage drinking 
prevention starts early and all kids need help staying 
alcohol-free. Parents need to have an ongoing dialogue 
with their children about the harms of underage drinking and 
express their strong disapproval.
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To .ensure .the .Parents .Empowered .campaign .is .meeting .its .underage .drinking .prevention .goals, .the .campaign .utilizes .three .

primary .data .sources: .the .SHARP .survey—a .student .survey .of .self-reported .underage .drinking .measures, .and .risk .and .protective .

factors .for .substance .abuse; .a .semi-annual .tracking .survey .of .parents .with .kids .ages .9–16; .and .an .independent .evaluation .of .

the .campaign’s .ability .to .affect .parental .attitudes .and .behaviors .surrounding .underage .drinking, .as .provided .in .Bach .Harrison’s .

Media .Campaign .Outcomes .Report .

EVALUATION
DATA AND

SHARP Survey Highlights

In 2021, a sampling of more than 70,000 students across Utah in the 

6th, 8th, 10th and 12th grades voluntarily participated in the Student 

Health and Risk Prevention (SHARP) Survey. This survey measures 

substance use attitudes and behaviors, antisocial behavior, and 

the risk and protective factors that predict adolescent problem 

behaviors.

Substance use behaviors asked on the SHARP Survey which are 

relevant to the Parents Empowered initiative include: alcohol use in 

the past 30 days (current underage drinking), lifetime alcohol use 

(ever used in lifetime), and binge drinking in the past two weeks 

(five or more drinks in a row/heavy underage drinking). Additionally, 

risk and protective factors that are relevant to Parents Empowered 

include: items measuring family attachment, perceived parental 

disapproval of alcohol use, and parental rule setting and monitoring 

behaviors (as reported by youth).

Current SHARP results for 30-day use show a consistent 
reduction from 6.7% in 2017 to 5.5% in 2019 to 4.3% in 2021.

2005

11.9% 11.3%

9.3% 8.6%
7.0% 6.5% 6.7%

5.5%
4.3%

2.8%

5%

0%

15%

10%

20%

20132009 20172007 20152011 2019 2021

YOUTH ALCOHOL USE TRENDS
Grades 6, 8, 10 and 12 Combined (2005–2021)

*Source: .Utah .Student .Health .and .Risk .Prevention .(SHARP) .Statewide .Surveys,  .2005–2021 .

Lifetime Binge drinking past 2 weeks

25%

30%

4.2% 4.3% 4.0%

7.6%
6.9% 6.1% 6.6%

4.9%

28.0%
26.9%

22.8% 22.8%

20.0%
18.8% 18.1%

16.7%

14.0%

35%

Past 30 days
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IMPACT OF COVID-19
Due to the COVID-19 pandemic, fewer 

students participated in the SHARP Survey 

this year than in previous years, with 71,001 

total participants. However, while caution 

should be used in interpreting the 2021 

SHARP Survey results, the data still present a 

robust and useful portrait of student health, 

especially statewide.

RATES OF UNDERAGE DRINKING
The SHARP Survey results highlight 

the ultimate measure of campaign 

effectiveness: how many Utah youth have 

the opportunity to develop their full potential 

by avoiding underage drinking and the 

associated harms to their developing 

brains. Happily, the news continues to 

be encouraging. The 2021 SHARP results 

for lifetime use of alcohol across “all 

grades” (state average) show a consistent 

downward trend, moving from 18.1% in 2017 

to 16.7% in 2019 to 14.0% in 2021, a new 

all-time low and a statistically significant 

decrease. Of particular note, among 10th 

and 12th graders, lifetime use is at 16.6% and 

22.0%, respectively, the lowest rates since 

the Parents Empowered campaign began 

in 2006, meaning that thousands more Utah 

students are making it though middle and 

high school without experimenting with 

alcohol.

Current SHARP results for 30-day use (the 

measure of current underage drinking) for 

“all grades” also show a consistent reduction 

from 6.7% in 2017 to 5.5% in 2019 to 4.3% in 

2021. Similar to lifetime use, Utah’s 30-day 

usage rates are also at all-time record lows.

Finally, binge drinking, defined as consuming 

five or more drinks in a row, is a measure that 

Utah closely monitors due to an alarming 

phenomenon among our youth. While Utah 

enjoys significantly lower lifetime and 30-day 

use rates compared to national averages, 

those youth who do drink often are doing 

so with the intent to get drunk, consuming 

multiple drinks consecutively. Reducing 

binge-drinking rates helps decrease the 

likelihood of alcohol poisoning deaths.

Again, the news is good. Rates of binge 

drinking show a consistent downward trend 

from 4.3% in 2017 to 4.0% in 2019 to 2.8%  

in 2021.

While caution should be used in 
interpreting the 2021 SHARP Survey 
results, the data still present a robust 
and useful portrait of student health, 
especially statewide.

LIFETIME USERS 6TH GRADE 8TH GRADE 10TH GRADE 12TH GRADE ALL GRADES

COUNTY 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021

Four Corners 3.3 8.7 9.2 17.8 17.2 18.2 31.2 32.9 30.1 53.2 32.9 40.3 24.9 25.1 24.7

Summit County 11.3 5.2 11.8 11.8 20.6 13.2 30.6 35.7 37.4 41.1 52.0 32.9 20.8 27.3 23.7

Northeastern District 8.2 8.9 8.1 16.6 19.2 14.2 31.4 19.2 28.4 31.8 19.2 26.9 22.1 18.4 19.9

Weber/Morgan  

Counties
6.7 6.7 7.9 12.3 15.1 13.5 28.7 26.4 20.3 41.4 42.1 33.0 22.3 21.9 19.2

Tooele County 5.6 7.9 7.1 12.1 18.2 15.4 26.6 25.9 22.2 30.5 25.2 23.5 17.0 18.9 16.7

Salt Lake County 7.9 8.5 8.8 16.2 17.2 15.5 31.0 26.7 20.3 42.6 37.5 25.2 23.8 22.1 16.5

Southwest District 5.2 6.0 7.4 10.8 11.9 9.9 24.3 21.1 18.9 30.0 28.2 22.6 16.8 16.4 14.8

Central Utah 4.0 4.5 5.2 10.6 12.4 10.5 21.5 16.5 18.4 25.4 26.5 22.6 15.0 14.6 14.4

State Average 6.0 5.9 6.9 12.5 12.8 11.1 23.4 20.8 16.6 31.8 28.9 22.0 18.1 16.7 14.0

Wasatch County 3.1 4.7 6.3 5.1 10.6 11.1 15.8 9.2 15.6 20.8 25.0 21.0 10.7 12.2 13.4

Bear River District 3.9 4.3 4.4 8.8 8.8 8.3 13.2 16.2 12.7 20.3 18.7 21.6 11.4 11.8 12.0

Davis County 2.6 2.8 4.5 7.6 8.4 7.7 16.8 13.4 13.4 21.9 21.0 18.6 12.1 11.1 11.4

Utah County 5.4 3.3 4.7 10.6 7.8 5.3 15.9 13.8 10.5 20.9 17.8 14.3 13.2 10.5 8.9

San Juan County 4.9 0.0 0.0 11.7 3.8 1.5 12.9 14.1 6.4 20.5 16.3 2.0 12.7 8.7 3.4

Percentage of Utah children involved with lifetime alcohol usage. Shown in descending order by All Grades (2021), relative to state average.  
Statistics from the 2021 SHARP Survey—Prevention Needs Assessment (PNA) results. Prepared by Bach Harrison, LLC.
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In summary, all measures of underage drinking 

continue to decrease in Utah at significant rates 

and are now at record lows. Translating those 

percentages to numbers of students, since 2005, 

it is estimated that 51,947 fewer Utah youth have 

ever tried alcohol, 28,499 fewer youth are regular 

underage drinkers, and 17,975 fewer Utah youth 

have experienced binge drinking. The Parents 

Empowered campaign is helping to provide 

healthier, happier, alcohol-free futures for tens of 

thousands of Utah children and their parents.

PARENTAL DISAPPROVAL
Speaking of parents, strong parental disapproval 

is the number-one reason why children report 

choosing not to drink. Similar to previous years, 

2021 survey results showed that even a small 

amount of perceived parental acceptability 

regarding underage drinking can lead to upticks 

in alcohol use. For example, in the Utah 2021 

Prevention Needs Assessment (PNA) Survey 

conducted as part of the SHARP Survey, among 

the Utah students who reported their parents 

felt it was “very wrong” for them “to drink beer, 

wine, or hard liquor regularly,” just 2.7% had used 

alcohol at least once in the past 30 days, and only 

10.5% had every used alcohol in their lifetimes. 

In contrast, among students in the state who 

indicated their parents would feel drinking beer, 

wine or hard liquor is “wrong” rather than “very 

wrong,” drinking in the past 30 days increased to 

14.1% and lifetime use to 41.7%. Moreover, among 

students who report their parents would feel 

underage drinking is “a little bit wrong,” 29.3% had 

used alcohol in the past 30 days, and 63.2% had 

tried alcohol in their lifetimes.

Data and Evaluation
30-DAY USERS 6TH GRADE 8TH GRADE 10TH GRADE 12TH GRADE ALL GRADES

COUNTY 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021
Four Corners 0.4 7.4 0.9 4.4 4.3 4.6 14.5 14.1 7.8 28.4 21.8 16.0 11.1 10.0 7.4

Weber/Morgan  

Counties
1.4 0.7 1.0 3.0 5.0 3.8 10.6 8.8 6.4 21.1 17.0 15.7 9.0 7.6 7.0

Davis County 0.2 0.2 0.2 1.7 2.2 5.1 6.6 4.1 13.1 12.0 7.4 7.6 5.1 3.4 6.6

Summit County 4.5 0.0 0.2 2.8 7.3 5.1 14.2 16.4 13.1 23.3 31.7 7.6 9.4 13.1 6.6

Northeastern District 1.6 1.5 1.2 7.4 6.9 3.3 15.0 3.1 11.4 8.2 5.9 8.5 7.9 4.2 6.4

Central Utah 1.0 1.1 0.6 2.6 2.7 3.2 9.4 7.8 7.2 12.1 11.3 10.0 6.1 5.5 5.4

Southwest District 0.5 0.7 1.5 2.8 3.2 3.2 9.0 7.1 6.2 12.2 10.0 10.4 5.8 5.1 5.4

Salt Lake County 1.0 1.2 1.6 4.2 5.2 4.9 11.8 9.2 5.3 20.4 14.5 8.8 9.1 7.4 4.8

Tooele County 0.4 1.1 1.6 3.7 5.4 4.0 26.6 8.4 6.3 11.3 7.5 8.0 5.3 5.4 4.8

State Average 0.9 0.7 1.0 3.2 3.6 3.2 8.9 7.0 4.7 14.7 11.1 8.4 6.7 5.5 4.3

Wasatch County 0.0 0.4 1.4 1.5 3.8 3.2 8.2 3.6 3.6 5.4 8.3 7.3 3.7 4.0 3.7

Utah County 0.7 0.3 0.5 2.2 1.7 1.7 5.5 4.3 3.6 8.3 6.5 7.5 4.1 3.1 3.4

Bear River District 0.8 0.2 0.5 2.7 1.6 1.7 5.4 5.2 3.0 14.7 8.0 3.0 4.3 3.6 3.2

San Juan County 1.2 0.0 0.0 3.2 0.0 0.0 4.1 0.0 1.0 10.1 8.4 2.0 5.1 2.6 1.1

Percentage of Utah children involved with 30-day alcohol usage. Shown in descending order by All Grades (2021), relative to state average.  
Statistics from the 2021 SHARP Survey—Prevention Needs Assessment (PNA) results. Prepared by Bach Harrison, LLC.

BINGE DRINKERS 6TH GRADE 8TH GRADE 10TH GRADE 12TH GRADE ALL GRADES

COUNTY 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021 2017 2019 2021
Northeastern District 1.5 1.3 2.0 4.6 6.7 2.9 8.4 5.2 9.6 3.4 2.4 5.9 4.4 3.9 5.3

Weber/Morgan 

Counties
1.5 2.2 1.8 2.2 4.8 2.4 5.7 5.8 3.6 11.5 9.9 10.4 5.2 5.5 4.7

Summit County 1.6 0.0 0.0 1.5 5.0 3.8 6.8 10.0 10.4 10.2 20.5 2.8 4.2 8.4 4.5

Four Corners 0.5 1.6 1.5 4.5 4.5 3.7 13.3 11.0 5.6 11.8 14.7 5.6 7.3 7.7 4.2

Central Utah 1.1 1.2 0.7 2.3 2.5 1.8 6.0 6.5 4.6 8.5 6.6 9.2 4.4 4.1 4.1

Southwest District 1.0 1.4 1.6 2.9 3.8 3.0 5.3 4.7 4.1 6.5 7.5 6.4 3.8 4.2 3.8

Tooele County 0.4 8.4 1.6 1.9 4.3 2.7 6.1 5.4 3.3 6.3 5.4 6.4 3.3 4.0 3.3

Salt Lake County 1.1 2.0 1.8 3.4 4.4 3.5 7.0 6.2 2.9 5.8 8.7 5.1 5.8 5.3 3.2

State Average 0.9 1.4 1.3 2.6 1.4 2.3 5.5 4.7 2.8 8.6 6.9 4.9 4.3 4.0 2.8

Wasatch County 1.1 2.3 1.4 1.5 2.9 2.4 7.4 2.9 1.7 5.4 5.6 5.9 3.7 3.1 2.7

Bear River District 0.3 1.7 0.6 1.8 1.7 1.4 3.5 4.5 1.5 5.3 4.8 4.2 2.7 3.1 2.0

Davis County 0.0 0.4 0.6 1.3 2.2 0.7 3.4 2.1 1.9 8.6 4.0 3.8 3.0 2.1 1.8

Utah County 1.0 3.9 0.8 2.0 1.6 0.9 4.2 1.6 1.8 4.9 4.6 2.7 3.0 2.3 1.6

San Juan County 0.8 0.9 0.0 6.1 3.8 0.0 5.5 5.1 3.4 8.6 4.8 0.0 4.0 4.8 1.1

Percentage of Utah children involved with binge drinking (heavy alcohol usage). Shown in descending order by All Grades (2021), relative to state average.  
Statistics from the 2021 SHARP Survey—Prevention Needs Assessment (PNA) results. Prepared by Bach Harrison, LL.C.
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The good news is that across all grades, 90.6% of Utah students 

reported that their parents would feel that their drinking beer, wine 

or hard liquor would be “very wrong.” That student data is consistent 

with the Cicero survey of Utah parents, of whom 91% report having 

set rules about their children not drinking any alcohol.

ACCESS TO ALCOHOL
Perhaps one of the most difficult obstacles to preventing underage 

drinking comes from parents who supply alcohol to their underage 

children and their friends in their own home. When Utah students 

were asked, “If you used alcohol in the past year, how did you get 

it?” 22.8% reported getting it at home with parent permission, and 

21.2% reported getting it at home without parent permission. Those 

numbers are far too high.

Decreasing access to alcohol at home with parental permission is 

crucial. The belief that it’s safer to let kids drink at home under adult 

supervision is misguided and does not address the potential for 

addiction nor impaired brain development, both of which have been 

substantiated by research.

IN CONCLUSION
Overall, it is noteworthy that since the inception of Parents 

Empowered 16 years ago, SHARP Survey results across all grade levels 

have shown a consistent decline in statewide underage alcohol 

use. While independent research has demonstrated that the Parents 

Empowered program has been an integral part of those declining 

usage rates, it is through the total mobilization of local communities, 

key leaders, stakeholders, law enforcement, parents, substance use 

authorities, and prevention coalitions that these significant results 

have been achieved.

Finally, the value of the SHARP Survey as a primary measurement tool 

in determining campaign effectiveness cannot be overemphasized. 

Without the statewide SHARP Survey to provide the self-reported 

underage drinking rates of Utah students, the campaign would be 

hard-pressed to demonstrate its part in the collective effort to reduce 

underage drinking rates in Utah.

Since the inception of Parents Empowered 16 years ago, 
SHARP Survey results across all grade levels have shown  
a consistent decline in statewide underage alcohol use.

EVEN A SMALL AMOUNT OF PERCEIVED 
PARENTAL ACCEPTABILITY

Can Lead to Substance Use

YOUTH SHARP SURVEY QUESTION: 
How wrong do your parents feel it would be for you to drink beer, wine, or hard liquor regularly?

Not Wrong At All A Little Bit Wrong Wrong Very Wrong

59.2%
63.2%

41.7%

10.5%

HAS USED ALCOHOL AT LEAST ONCE IN LIFETIME HAS USED ALCOHOL AT LEAST ONCE IN PAST 30 DAYS

39.1%

29.3%

14.1%

2.7%
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In 2006, the state underage drinking prevention workgroup 

conducted pre-campaign surveys to establish measurement 

baselines. Campaign effectiveness is measured against these 

baselines through belief statements (e.g., “Underage drinking 

can cause long-term damage to a child’s developing brain”) 

and action statements (e.g., “Do you have rules for your children 

about NOT drinking ANY alcohol”). Based upon these measures of 

belief and action, the latest Cicero December 2021 survey shows 

that the campaign was successful at achieving its primary 2021/22 

objectives.

A MULTIFACETED MESSAGE 
Helping parents prevent underage drinking requires both 

motivational and educational messaging. From a motivational 

standpoint, parents must have a reason to prevent underage 

drinking, which is primarily that alcohol can impair proper 

adolescent brain development. Parents must also believe that 

they’re capable of preventing underage drinking, as evidenced 

by research showing that strong parental disapproval is the #1 

reason kids choose not to drink.

The Cicero Underage Drinking Study is a parent-focused survey that has been administered since the campaign’s inception to measure 

perceptions regarding underage drinking and to evaluate messaging and brand awareness of the Parents Empowered campaign. Included 

on the survey are measures of parent attitudes and beliefs, as well as parenting behaviors related to underage drinking prevention (e.g., 

awareness of underage drinking as an issue, the role of parents in preventing underage drinking, setting clear rules and expectations about 

no alcohol use, etc.). The study serves as a primary tool in evaluating the reach and effectiveness of the campaign and is also used to 

maximize the effectiveness of our media budgets.

CICERO SURVEY—UNDERAGE DRINKING STUDY

In the past six months, have you taken any action to prevent your children from drinking underage?

Have Taken Action Haven’t Taken Action

PARENTS WHO HAVE TAKEN ACTION 
to Prevent Their Children From Underage Drinking 

OCT 2015 JULY 2016 DEC 2016 OCT 2017 DEC 2018 DEC 2019 AUG 2020 JUNE 2021 JAN 2022

63%
60%

63%
67%

61% 59% 60% 61% 65%

34%38%38%40%38%
32%

35%39%
35%
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Then from an education standpoint, parents need to know the 

key parenting skills that prevent underage drinking: developing 

a strong relationship with your child (bonding), setting clear rules 

and expectations against underage alcohol use (boundaries), and 

knowing where you child is, who he or she is with, and what they’re 

doing (monitoring). Since marketing budgets are finite, every year the 

Parents Empowered campaign must choose a primary message focus 

for its advertising, and the Cicero Underage Drinking Study results 

are used to inform those decisions. From 2018 to 2019, campaign 

advertising was primarily focused on educational messaging 

(bonding, boundaries and monitoring). Then, in 2020, the Cicero 

survey showed the need to pivot back to a motivational focus, 

specifically that parents are the greatest influence on their children’s 

decision to drink or not. In the 2021/22 campaign year, advertising was 

balanced between both motivational and educational messages.

By including more educational messaging with the “Parents 
are #1” motivational messaging, we saw the number of parents 
who reported taking action to prevent their children from 
drinking underage increase from 61% to 65%, the highest that 
measure has been since 2017.

Data and Evaluation

SAW UNDERAGE DRINKING ADS
THROUGH MEDIA CHANNELS

Electronic or Digital

Where have you seen or heard any messages or advertising about preventing underage drinking? 

TV Radio Facebook TV News Internet

OCT 2017 DEC 2018 DEC 2019 AUG 2020 DEC 2020 JUNE 2021                   JAN 2022

59%

52%
55%

53%

12%

8%
5%

19%

8%

6%

GENERAL AD AWARENESS
REPORT
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2012
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2013
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2013
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2015

OCT 
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2016

DEC 
2016
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2017

DEC 
2018
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2020

JUNE 
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2020

76%
72%71% 69%

67%

67%

39%
62% 62%63%

Dangers of Underage Drinking and How to Prevent It

In the last six months, have you seen or heard any messages 
or advertising talking about the dangers of underage 

drinking and how to prevent it?

Have you seen any underage drinking advertising with the 
specific phrase “Parents Empowered”?

Dangers of Underage Drinking vs. Parents Empowered

Parents Empowered
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PARENTS ARE TAKING ACTION
In 2017, parental perceptions of their ability 

to prevent underage drinking were at an 

all-time high of 68%. So, as a result, in 2018, 

marketing dollars were refocused on skills 

education messages (bonding, boundaries 

and monitoring), which had started to 

show a decline in late 2017. However, as is 

often the case, without marketing support, 

parental beliefs in their ability to influence 

underage drinking decisions began to 

wane, hitting a low of 54% in August 2020, 

with a corresponding increase in beliefs that 

children’s friends were the primary influence 

regarding decisions to drink underage. 

To help stem this decline, the key focus 

of Parents Empowered’s 2021/22 paid 

marketing was that “Parents are the #1 

reason kids don’t drink.” Happily, that focus 

was reflected in Cicero’s survey results, 

which shows Utah parental perceptions of 

their influence to prevent underage drinking 

back to record highs of 68%. Hitting that 

record high in 2021 allowed the campaign 

to include more educational messages 

in 2021/22. As expected, pivoting away 

from a sole messaging focus on parents 

being the #1 reason that kids don’t drink 

did result in that measure dropping slightly 

from 68% to 63%. However, by including 

more educational messaging we saw the 

number of parents who reported taking 

action to prevent their children from drinking 

underage increase from 61% to 65%, the 

highest that measure has been since 2017.

VIS IBIL ITY AND AWARENESS
With the influence of traditional media 

channels declining, for the past two years, 

Parents Empowered has employed a digital-

first approach to media planning and 

buying. That new approach is reflected in 

the Cicero research, with 19% of parents 

reporting they saw or heard underage 

drinking prevention messages online.

Overall campaign awareness remains high, 

too, with 7 out of 10 Utah parents (72%) 

reporting seeing messages or advertising 

about the dangers of underage drinking 

and how to prevent it, and 6 out of 10 (62)% 

reporting seeing or hearing advertising 

with the phrase “Parents Empowered,” 

specifically. This shift to greater online 

marketing has helped reverse the declines 

seen in campaign awareness in early 

2019/20.

Regarding specific media channels, more 

than half of Utah parents report seeing or 

hearing Parents Empowered messaging 

on programmatic TV and radio/streaming 

audio. The campaign’s ability to pivot 

and react to quickly changing media 

consumption habits, taking advantage 

of media opportunities as they become 

available, has also contributed to the 

increased visibility and awareness of the 

campaign. Overall, in 2021/22, parents are 

seeing and hearing campaign messages 

across multiple channels as the campaign’s 

media mix has successfully followed the 

audience and optimized the buy to deliver 

ads where they are performing the strongest.

PERCEIVED RISK
The overwhelming majority of Utah parents 

view underage drinking as harmful.  Nine 

(9) out of 10 (89%) of Utah parents believe 

that underage drinking can harm a child’s 

developing brain, 8 out of 10 (84%) believe 

that underage drinking can lead to alcohol 

addiction, and 7 out of 10 (74%) believe that 

using alcohol underage can result in children 

feeling distanced from their families.

Overall campaign awareness remains 
high, with 7 out of 10 Utah parents 
(72%) reporting seeing messages 
or advertising about the dangers of 
underage drinking and how to prevent 
it. More than half of Utah parents report 
seeing or hearing Parents Empowered 
messaging on programmatic TV and 
radio/streaming audio.
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Overall, these perceived risks have remained 

high and steady over the past five years 

with brain harms moving from 93% in 2018 to 

89% in 2022; addiction to alcohol from 86% 

in 2018 to 84% in 2022; and distanced from 

families staying the same from at 74% over 

the years. These perceptions of harm are all 

within the survey’s margin of error of +/- 4%.

ACCESS TO ALCOHOL
Parental views regarding children’s access 

to alcohol are now much more consistent 

with where Utah kids are actually getting it. 

In the latest 2021 SHARP Survey, 44% of Utah 

kids reported getting alcohol from home 

(22.8% with their parents’ permission and 

21.2% without permission). The next highest 

reported source of alcohol was getting it at 

a party, at 35.7%.

According to the latest Cicero survey, 28% of 

all Utah parents believe that kids might have 

access to alcohol at a party, and among 

parents who keep alcohol in the home, 51% 

believe that their kids would have access to 

it there. (Just 13% of Utah parents, overall, 

believe that kids are getting alcohol from 

home, which makes sense, since many Utah 

parents don’t keep alcohol at home.) 

It should be noted the wording of this 

question was changed in the 2021 SHARP 

Survey to focus on kids’ sources for alcohol. 

The 2019 SHARP Survey question asked 

about places of use and reported that 44% 

of Utah kids who drink did so at their home 

with their parents’ permission. The wording 

for this question will alternate between 

places of use and sources every other survey 

administration.

BONDING
Measures of parent/child bonding have 

stayed the same or slightly increased since 

2021. Eighty percent (80%) of Utah parents 

can easily think of activities they and their 

kids both enjoy; 75% feel that if their child 

had a personal problem, they would feel 

comfortable asking their parents for help; 

and 74% report eating family dinner together 

with their children at least five times per 

week.

BOUNDARIES
The overwhelming majority of parents, 90%, 

report having set rules about their children 

not drinking any alcohol, which is key to 

preventing underage drinking.

MONITORING
Utah parents also report being highly 

engaged in their children’s lives. When apart 

from their children, 88% of parents report 

being very likely to know where their children 

are; 87% report knowing who they’re with, 

69% report knowing what they’re doing, 

and 79% report knowing if alcohol is present 

(a new record high). Moreover, 59% of 

parents report monitoring their child’s online 

activities at least weekly, with half (49%) 

monitoring cell phone use weekly.

Overall, the Cicero survey shows that the 

Parents Empowered campaign is effectively 

reaching parents and strengthening the 

attitudes and behaviors that prevent 

underage drinking.
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Bach Harrison, an independent research services, program evaluation and survey administration firm, conducted a comprehensive review 

of the Parents Empowered prevention media program in December 2021 to illuminate changes over time associated with the Parents 

Empowered media campaign and to evaluate its overall effectiveness. Data from both the Utah Student Health and Risk Prevention 

(SHARP) Survey that polled youth attitudes and behaviors and the Cicero/Dan Jones & Associates Parents Empowered Parent Survey that 

reported on parental attitudes and behaviors provided useful information for examining changes before and after the introduction of 

the media campaign. Two different sets of analyses were performed: trend analysis, which examines the changes in outcome variables 

over time, as compared to the baseline; and exposure analysis, which examines differences in outcomes as a function of exposure to the 

media campaign.

BACH HARRISON MEDIA OUTCOMES REPORT

TREND ANALYSIS
As reported by Bach Harrison, the trend analyses compared 

measures that were taken in the first baseline research year 

to subsequent years’ outcomes, to determine if there was a 

statistically significant difference that was sustained over time 

(less than 5% likelihood the difference was due to chance alone). 

If there was statistical significance, Bach Harrison concluded the 

outcomes were impacted by the Parents Empowered program.

The following are some of the most compelling results for the trend 

analyses of Parents Empowered from 2005 to 2021, as reported in 

the Bach Harrison research.

Underage Drinking Rates

Rates of underage drinking have decreased significantly faster 

than the national average (despite starting at much lower rates) 

since the beginning of the Parents Empowered campaign.

 y Youth Lifetime Alcohol Use (a measure of experimentation with 

alcohol) has significantly decreased, reflecting a 50% decrease 

since campaign inception.

 y Youth 30-day Alcohol Use (a measure of current or “regular” use) 

has significantly decreased, reflecting a 63.8% decrease.

 y Youth Binge Drinking (a measure of heavy use) has significantly 

decreased, reflecting a 63.2% decrease.

These lower percentages are more than just numbers. Since 2005, 

an estimated 51,947 fewer Utah children have ever tried alcohol 

in their lifetimes, 28,499 fewer children have drunk underage in 

the past 30 days (current use), and 17,975 fewer Utah kids have 

participated in binge drinking. Those are tens of thousands of Utah 

children and families with brighter futures.

Parent Exposure to the Parents Empowered Media Campaign

Because Parents Empowered is a long-standing paid media, public 

awareness program, Bach Harrison also found it important to assess 

the audience’s exposure to and awareness of the core media 

messages from when the campaign began in 2006 to 2021:

 y Three (3) out of 4 Utah parents (76%) report having seen or heard 

advertising recently talking about the dangers of underage 

drinking.
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Data and Evaluation

 y Parents who report having seen or heard advertising recently with the 

phrase Parents Empowered has significantly increased, representing 

an increase of over 450% at its peak of 70% in 2016. In 2021, recall of 

recent advertising is still near record highs at 67%, showing that the 

campaign is still reaching its intended audience of parents.

Bach Harrison reports these results suggest the underage drinking 

prevention message is being heard and is relevant enough to be 

remembered. The data also suggest that the campaign’s shift from 

traditional media channels to a digital-first approach has been effective.

The Influence of Parents in Preventing Underage Drinking

One of the key research-driven messages of the public awareness 

campaign, and the reason the initiative is directed at parents rather 

than youth, is that parents are the number one reason kids choose not to 

drink. Therefore, it’s encouraging to note this trio of statistically significant 

results that suggest this truth has resonated with and been adopted by 

parents:

 y Parents who believe that parents are the greatest influence on 

whether children experiment/use alcohol has shown a significant 

increase with a clear upward trend from 2007 to 2021, and now is at  

a record-high of 68%.

 y On the opposite side of the same coin just 27% of Utah parents view 

their children’s friends as the primary influence on kids’ decision to 

drink underage, down from 44% in 2007.

 y Utah parents also strongly agree that whether or not their child 

experiments with alcohol primarily depends on what they do as 

parents, rating their agreement with the statement as 8.66 on a scale 

from 1 (Disagree) to 10 (Strongly Agree).

Taken together, the parent survey data illustrate that parents believe 

they play an important role in prevent ing underage drinking in their 

children. Despite the fact that beliefs about parent influence were rela-

tively strong prior to the media campaign, trends sug gest some of those 

beliefs became even stronger during the course of Parents Empowered.

ESTIMATED NUMBER FEWER  
YOUTH DRINKERS

Est imates .based .on .alcohol .use .rates .obtained .through .the .Student .Health .Risk .

Prevention .(SHARP) .survey .data .and .school .enrol lment .data .obtained .through .the .

Utah .State .Off ice .of .Education .

in 2021 as a Result  of Decreasing Alcohol Use  
Rates in Utah from 2005 to 2021

2021: Predicted Based on 2005 Rates 2021 Estimate Number Fewer Drinkers

104,394

ALCOHOL: LIFETIME

44,368

ALCOHOL: PAST 30 DAYS
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“There are a number of areas in which trend data or 
exposure to the Parents Empowered media campaign 
provided support that the media campaign is making a 
positive difference regarding youth and parent attitudes, 
beliefs and behaviors related to underage drinking. Most 
importantly, trend data examining youth alcohol use 
clearly demonstrate a reduction in underage alcohol use 
in Utah over the course of the media campaign.”
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EXPOSURE ANALYSIS 

Outcomes as a Function of Exposure to the Parents Empowered 
Media Campaign
The Bach Harrison exposure analyses seeks to answer the question 

of whether exposure to Parents Empowered media messages can 

predict differences in the desired outcomes. In other words, are 

parents who see or hear Parents Empowered ads more likely to take 

action to prevent underage drinking.

Bach Harrison defined exposure as the percentage of specific ads 

remembered and their correlation with specific underage drinking 

beliefs, intentions to act and behaviors that parents reported. 

The strongest correlations (100% of the time periods accessed) of 

outcome to the percentage of ads remembered that were related 

to the theme of “empowering parents” or the phrase “Parents 

Empowered” were:

 y Intentions to set clear rules and expectations about underage 

drinking were significantly related to exposure to the Parents 

Empowered media campaign; and

 y Behavior of setting rules and expectations about underage 

drinking was significantly related to exposure to the Parents 

Empowered media campaign.

The second strongest correlations (71% of the time periods 

accessed) of outcome to the percentage of ads remembered 

were:

 y Perceptions of parental influence on preventing underage 

drinking—meaning that greater exposure to the campaign was 

associated with an increase in perceived parental influence;

 y Perceptions of the harms of underage drinking to children.

These exposure results are especially promising since they have 

been core messages from the beginning of the media campaign. 

As its name suggests, Parents Empowered seeks to empower 

parents—to arm them with the knowledge they are the number one 

influence in their child’s decision of whether or not to drink alcohol 

underage. Once they know they can make a difference, then it has 

been Parents Empowered’s mission to provide parents with the tools 

to keep their children’s brains healthy and alcohol-free. The first step 

in the proven underage drinking prevention process is boundaries—

setting clear rules about NO underage drinking.

 While the most current 2021 Outcomes Report notes that 

Parents Empowered is just one influence among many that have 

contributed to Utah’s declining rates of underage drinking, it 

concludes that the campaign has made a positive difference.

“There .are .a .number .of .areas .in .which .trend .data .

or .exposure .to .the .Parents .Empowered .media .

campaign .provided .support .that .the .media .

campaign .is .making .a .positive .difference .regarding .

youth .and .parent .atti .tudes, .beliefs .and .behaviors .

related .to .underage .drink .ing . .Most .importantly, .

trend .data .examining .youth .alcohol .use .clearly .

demonstrate .a .reduction .in .underage .alcohol .use .in .

Utah .over .the .course .of .the .media .campaign .”

 Ultimately, the greatest measure of a social cause initiative is 

its ability to change behavior to match the desired social norm. 

Parents Empowered is effectively engaging Utah parents to set clear 

rules against underage drinking, thereby giving more Utah kids the 

chance for healthy, successful futures.
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The .Parents .Empowered .media .strategy .is .based .on .media .channel .research .that .identifies .where .Utah .parents .of .kids .ages .

9-16 .are .typically .consuming .media . .This .research .includes .the .testing .and .adoption .of .emerging .platforms .(Facebook, .

YouTube, .Influencers, .etc .) .as .well .as .new .opportunities .within .each .channel .for .diverse .placements .(skippable .in-stream .

15-second .video, .six-second .bumpers, .etc .) . .In .using .the .channel .strategists .for .the .Parents .Empowered .media .plan, .we .ensure .

that .every .media .channel .chosen .to .reach .an .audience .is .rooted .in .research .and .a .deep .understanding .of .that .channel’s .

functions .and .best .practices .

CAMPAIGN
MEDIA

Throughout the year, Parents Empowered completed various 

communication and media efforts, sharing with parents the harms 

related to underage drinking and the proven skills to prevent it. Each 

strategy was measured for effectiveness using industry-standard 

media metrics, helping Parents Empowered gauge the campaign’s 

rate of return and overall efficacy. The following is a list of media 

used by the campaign with short descriptions of their purpose, 

application and outcomes.

Television

With rising media costs and audiences’ shortened attention span, 

Parents Empowered opted to continue producing 15-second spots 

to help maintain ad frequency (the number of times Utah parents 

see an ad). Six 15-second television commercials were developed in 

the 2021/2022 campaign year. These ads help increase awareness of 

the overarching messaging for the statewide campaign.

This year’s television campaign aimed to build upon the previous 

year’s focus on parental influence. In recent years, parents’ 

perception they are the number one influence in their child’s 

decision to drink had been waning. An increasing number of parents 

reported their kids’ friends were more influential. After reviewing 

campaign messaging over the past decade, it was determined 

that many parents who had been exposed to messages about their 

primary influence had aged out of the campaign. But newer parents 

weren’t yet aware of the crucial role they play in helping keep 

their kids alcohol-free. Consequently, the previous year’s campaign 

emphasized the message, “Parents! The #1 Reason Kids Don’t Drink.” 

Semi-annual survey results that year showed significant increases in 

parents’ perceived influence.

Now that parents were increasingly aware of their role in underage 

drinking prevention, the campaign could deliver specific calls to 

action. The 90’s sitcom-inspired campaign was extended for a 

second year. The original family now interacted with their neighbors, 

the Garcia’s, to demonstrate how parents can help support each 

other in their prevention efforts. New messaging highlighted the 

importance of parents communicating their strong disapproval 

of underage drinking, setting clear rules, and keeping kids’ social 

activities alcohol-free. Through a series of episodes, viewers were 

able to watch parents “role playing” the practical, easy-to-use skills 

that can help influence their child’s decision to not drink alcohol.
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SPOT 1:  “DAD GETS OUT THE YEARBOOK”
Aired in August and September during back-to-school season, this ad 

shows dad reminiscing with Josh as they look through dad’s old yearbook. 

Dad shares with Josh that his parents didn’t want him to drink alcohol 

underage either because his brain was still growing. The older daughter, 

Jenny, enters the room, looks at dad’s picture and exclaims, “Whoa. And 

so was your mullet!” The call to action at the end of the spot encourages 

parents to set clear rules to help prevent underage drinking. Utah data 

shows when parents express their strong disapproval of underage drinking 

and set clear rules, 97% of kids choose not to drink.

SPOT 2:  “JOSH ENTERS THE SCIENCE FAIR”
Jenny and her friend Sofia are walking home from school. When they 

enter Jenny’s back yard, they see Josh’s science fair project spread 

across a large table. Jenny tells Sofia that his project explains how staying 

alcohol-free gives him a healthy brain and bright future. She then removes 

a large box, covered with brain diagrams, to reveal Josh’s head sticking 

out of the table. Josh says, “Hi,” as Sofia screams in surprise. Jenny, clearly 

in on the joke, pats Josh’s head and covers it with the box. Josh exclaims, 

“You can’t cover up science, Jenny!”  At the end of the spot, parents are 

reminded, “Most kids don’t drink when you strongly disapprove.”

SPOT 3:  “SOFIA PUTS ON A SHOW”
It’s important for kids to have a plan if they’re offered alcohol. This spot 

shows Sofia and Jenny in the back yard, putting on a magic show for their 

families. Sofia shares, “Here’s a little trick my parents taught me,” and 

Jenny sets up the scene saying, “What do you do if you’re offered alcohol 

underage?” Sofia announces the magic solution, “You leave!” and with a 

puff of smoke, Jenny is gone. As the family enthusiastically applauds the 

trick, Jenny is surprised to find herself emerging from a kitchen cabinet. 

The spot emphasizes the importance of parents keeping kids’ social 

activities alcohol-free.

Spot .1:  .Dad .Gets .Out .the .Yearbook

Spot .2:  .Josh .Enters .the .Science .Fair

Spot .3:  .Sophia .Puts .On .a .Show

CLICK TO  
WATCH  

THE SPOT

CLICK TO  
WATCH  

THE SPOT

CLICK TO  
WATCH  

THE SPOT

Parents Empowered Annual Report 2022

https://vimeo.com/589018016
https://vimeo.com/641207583/041b63f55b
https://vimeo.com/735929755


31

CLICK TO  
WATCH  
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CLICK TO  
WATCH  

THE SPOT

CLICK TO  
WATCH  

THE SPOT

SPOT 4:  “JENNY GOT AN A”
Jenny rushes into the kitchen, announcing to her mom that she got an A 

on her final. Mom takes the exam from her daughter’s hands, exclaiming 

that this is the perfect time to use her “Keep your child’s developing brain 

happy & healthy by helping them stay alcohol-free” magnet. She then 

slaps the huge magnet on the fridge door, barely leaving any of the exam 

showing. Jennie adjusts the magnet to show her “A” grade. The spot 

models two prevention skills: reinforcing your child’s positive behaviors 

and how to set and reinforce clear “no underage drinking” rules during 

everyday situations.  

SPOT 5:  “MATEO PLAYS CHARADES”
Mateo and his family have joined with Josh and his family in the back yard 

to play a game of charades. Mateo’s dad is frantically trying to act out 

the phrase without speaking but no one is even close. Then he gestures to 

show his head is exploding. Mateo recalls his previous conversations with 

his dad and excitedly says, “Oh! Saying no to underage drinking because it 

protects my developing brain!” Mateo and his dad immediately break into 

a victory dance together. Again, parents are reminded of the importance 

of having “no underage drinking” conversations when kids are young and 

that most kids don’t drink when you strongly disapprove.

SPOT 6:  “JENNY & JOSH UNLOAD GROCERIES”
Mom is in the kitchen putting away groceries. In the background, you 

can hear Josh saying, “I’m not touching you!” Mom turns around, 

exasperated, expecting to find Josh taunting his older sister. Instead, you 

see Jenny bringing in the groceries from the car and Josh is holding his 

hand just above a six pack of beer on the kitchen table. Mom quickly 

retorts, “Ya, you’d better not touch it. At least until you’re 21. Your brain is 

still developing. Obviously.” Josh isn’t quite sure what she’s implying as he 

backs away from the beer. This spot demonstrates how conversations about 

underage drinking can be woven into everyday situations, giving parents 

and kids opportunities to reinforce their family rules against it.

Spot .4:  .Jenny .Got .an .A

Spot .5:  .Mateo .Plays .Charades

Spot .6:  .Jenny .& .Josh .Unload .Grocer ies
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TV Broadcast Media Summary

The following is a TV broadcast post-buy analysis for the 

Department of Alcoholic Beverage Services (DABS): Parents 

Empowered campaign for fiscal year 2021/2022. This recap 

demonstrates the high value and return for the television 

commercials strictly from a media-buying perspective. 

Additional details evaluating the effectiveness of the televised 

messages are discussed in the research section of this report. 

General Market TV

The Parents Empowered general market TV campaign 

partnered with KSL, KUTV, KTVX, KSTU, KUCW, KGSG, and 

Comcast/Dish, yielding 33,509,000 impressions through 3,641 

purchased TV spots and an additional 7,541 bonus spots. 

Overall, the buy delivered an average reach of 64.2% percent 

and an average frequency of 4.5. Parents Empowered 

received bonus/added-value TV spots valued at over $769,350 

with additional news coverage on the major stations solidifying 

the message with the target audience across the state.

Additionally, this year we had the opportunity to advertise 

during Spring General Conference for The Church of Jesus 

Christ of Latter-day Saints. The media package included four 

:15 TV spots during and between conference sessions, 50,000 

display ads on KSLTV.com the week of the conference, and 

20,000 pre-roll/streaming ads on KSLTV.com. During the two-day 

conference, held in April, the Parents Empowered message 

directly reached our audience of parents with kids ages 9-16 

and delivered 2,618,659 impressions and 2,187 clicks to the 

site. The click-through rate of .08% is well above the industry 

standard of .01%. To deliver over 2.5 million impressions in two 

days is an incredibly efficient use of media funds. 

Overall, the Parents Empowered general market TV 
campaign delivered an average reach of 64.2%.

It also provided the opportunity to speak to parents who might 

have a “not my kid” mentality—those who think their kids would 

never experiment with alcohol if exposed to it and therefore don’t 

see the need to have the “no underage drinking” conversation.

When: July 2021 – June 2022 

Where: Utah statewide 

Media: KSL, KUTV, KTVX, KSTU, KUCW, KGSG and Comcast/Dish
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SPOT 1:  “FAMILY ADVENTURE”

Josh, Jenny and their parents are on a raft 

going down a swift river. Jenny is worried it’s 

a little dangerous, which dad dismisses with, 

“It’s just Class 4 rapids.” He then goes on to 

draw some parallels between the jagged 

rocks and how they’re metaphors for the 

harms of underage drinking. Jenny exclaims, 

“We’re headed right at that metaphor!” 

Mom takes the opportunity to explain, 

“That’s why we have rules about you not 

drinking alcohol to help you navigate the 

river of life.” Parents are reminded that 

alcohol can harm a kid’s bright future and to 

set clear rules to prevent underage drinking.

SPOT 2:  “JENNY STUDIES FOR A TEST”

 

In this episode, Jenny is practicing 

vocabulary words about the anatomy of the 

head. Mom overhears, teasing her that it 

sounds like she’s practicing spells. Jenny tells 

her mom she’s learning all 22 bones in the 

skull for health class, to which mom replies 

how much she loves the skull because it 

keeps Jenny’s brain safe. Mom’s also quick 

to add that staying alcohol-free has the 

same effect, which gets her an A+ in her 

parents’ book. Mom’s message is received. 

Jenny confirms that whether she gets an A 

on the test or not, she won’t drink underage. 

Mom jokingly responds, “My mandible is 

grinning.” This spot models staying involved 

in your kids’ lives and taking advantage of 

natural opportunities to chat about why it’s 

important for kids to remain alcohol-free. 

In Utah, kids report their parents are the 

#1 influence in their lives, including in their 

decision of whether to drink or not.

SPOT 3:  “TWO DADS AT THE GRILL”

Two dads are hanging out by the grill, 

tending to the bratwurst. They start a 

conversation about their kids, reflecting on 

the fact the kids are happy and alcohol-

free. One of the dads points out that the 

kids know they don’t approve of underage 

drinking and they listen. The other dad gives 

him a high five for their staying involved 

in their kids’ lives. The dad replies, dryly, 

“You’re on fire.” The BBQ-tending dad 

agrees, adding that his kids have healthy 

brains and bright futures. Finally, at the other 

dad’s insistence, he realizes he is actually 

on fire. Studies show, when parents express 

their strong disapproval, most kids don’t 

drink alcohol underage. This spot was also 

translated to Spanish for local radio buys.

Radio

As .part .of .the .media .campaign, .Parents .Empowered .focuses .a .portion .of .the .campaign’s .strategic .media .buy .on .terrestrial .radio .

broadcast .advertising, .helping .to .reach .parents .with .messaging .about .what .they .can .do .to .prevent .underage .drinking . .Parents .

Empowered .developed .five .radio .commercials .to .focus .on .messages .consistent .with .the .2021/2022 .campaign .objectives, .while .

reinforcing .the .Sitcom-themed .TV .spots .

PLAY AUDIO

PLAY AUDIO PLAY AUDIO ENGLISH PLAY AUDIO SPANISH

https://www.dropbox.com/s/kvany8t4dvp8ao1/Parents%20Empowered_Family%20Adventure_30_R1.mp3?dl=0
https://www.dropbox.com/s/gvfnucw2jyws1lm/Parents%20Empowered_Jenny%20Studies%20for%20a%20Test_30_R3.mp3?dl=0
https://www.dropbox.com/s/401qmqvc7847cg2/Parents%20Empowered_Two%20Dads%20at%20the%20Grill_30_R1.mp3?dl=0
https://www.dropbox.com/s/x94eov7f2i8khs7/Parents%20Empowered_Two%20Dads%20at%20the%20Grill_Spanish_30.mp3?dl=0
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SPOT 4:  “CAMPING”
In this sitcom episode, the family has gone 

camping. In stereotypical fashion, they’re all 

gathered around the campfire telling scary 

stories. One of the boys says he’s got a story 

about a boy who didn’t have talks with his 

parents about underage drinking so he had 

no idea that alcohol could harm his young, 

still developing brain. His voice slowly rises for 

dramatic effect. Mom replies, “That is scary 

and it’s a good thing we set clear rules.” She 

then moves on to tell her own frightening story. 

It’s called, “No indoor plumbing for a hundred 

miles.” Parents are encouraged to set clear rules 

to protect their child’s developing brain from 

the harms of alcohol.

SPOT 5:  “THEME SONG”
What sitcom is complete without a theme 

song? The peppy lyrics emphasize the primary 

message of the Parents Empowered campaign, 

that parents are the #1 reason kids don’t drink. 

It then congratulates parents for doing all the 

things they can to help their kids’ brains stay 

bright by preventing underage drinking. The final 

verse invites parents to keep going—to set clear 

rules and spend time with their kids. “It’s as easy 

as one, two, three!”

Radio Broadcast Media Summary

The following is a radio broadcast post-buy 

analysis for the DABS: Parents Empowered 

campaign for fiscal year 2021/2022. This 

recap demonstrates the value and return 

for the radio commercials strictly from a 

media-buying perspective.

General Market Radio

The Parents Empowered campaign 

ran across several stations (English and 

Spanish) including KSOP, KUBL, KBZN, 

KSFI, KRSP, KZHT, KODJ, KJMY, KNRS, KAAZ, 

KUDD, KYMV, KBMG, KDUT, KENZ, and 

WPLM, yielding 31,287,188 impressions 

through 6,166 purchased radio spots 

and an additional 7,135 bonus spots. 

Additionally, Parents Empowered received 

added value in the form of bonus spots, 

a Scavenger Hunt promotion, PSAs, 

interviews, web banners, streaming spots 

and billboards/promos on several stations 

for a combined value of over $411,562.

When: July 2021 – June 2022 

Where: Utah statewide radio

Media: KNRS, KODJ, KJMY, KZHT, KAAZ, 

EASY 99.1, KRSP, KSFI, KSOP, KUBL, KENZ, 

KBZN, KBMG, KDUT, KEGH, KNIV, KUDD, 

KYMV, and KXRK.

Parents Empowered developed five 
radio commercials to focus on messages 
consistent with the 2021/2022 campaign 
objectives.

Parents Empowered Annual Report 2022

PLAY AUDIO

ENGLISH AUDIO SPANISH AUDIO

https://www.dropbox.com/s/mlsv0tstk3feito/DABC_Theme%20Song_Mix_R2.mp3?dl=0
https://www.dropbox.com/s/06kzhaamkiii1fp/Parents%20Empowered_Camping_30_Version%202_R1.mp3?dl=0
https://www.dropbox.com/s/frab6k1lwqjcdzs/Parents%20Empowered_Camping_Spanish_30_Ver%202.mp3?dl=0
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Digital

After .conducting .media .consumption .research .to .identify .the .media .channels .Utah .parents .are .currently .using, .the .Parents .

Empowered .campaign .continues .to .devote .increasingly .more .of .its .resources .to .digital .media . .This .strategy .helps .the .campaign .

effectively .reach .our .audience, .who .spends .a .significant .portion .of .their .day .on .multiple .digital .devices . .We .are .also .able .to .receive .

real-time .reports .of .when .and .where .an .ad .was .seen .and .how .much .of .it .was .viewed .or .heard . .This .is .one .of .the .unique .advantages .

of .utilizing .digital .media . .These .immediate .metrics .allow .the .Parents .Empowered .media .team .to .optimize .the .buy, .placing .more .

dollars .behind .the .media .channels .that .are .successfully .reaching .Utah .parents .

CONNECTED TV (CTV)
More and more Utah parents are cutting the cord on their cable 

or satellite TV providers. Consequently, to reach this audience, the 

campaign utilizes Connected TV (CTV). A Connected TV is a device 

that connects to, or is embedded in, a television to support video 

content streaming (via the internet), such as an Xbox, PlayStation, 

Roku, Amazon Fire TV, Apple TV, and more. Utilizing this very popular 

media channel allows Parents Empowered to reach our exact 

audience, parents of kids ages 9 to 16, with targeted messaging.

INTERACTIVE DIGITAL DISPLAY AND PRE-ROLL VIDEO

Streaming Audio

As Parents Empowered continues to move toward a digital-first 

campaign, online Streaming Audio ads complement and expand 

the reach of the traditional radio buy. One of the advantages of 

Streaming Audio is the ability for users to click on the display ad while 

listening to the audio, which then directs them to the website and 

provides additional information about the message.

Using programmatic buying, the campaign is now able to reach 

parents on whatever streaming audio platform they are currently 

using rather than buying a specific channel. This provides significant 

cost efficiencies for Parents Empowered.

As a result, Parents Empowered audio messages are now delivered 

across multiple streaming audio services, including Pandora, Spotify, 

iHeart and others.

Display and Native/Rich Media

Display ads provide a wide reach for the Parents Empowered 

message, delivering general awareness. They operate similarly to an 

outdoor billboard, providing about eight to ten words of content to 

raise awareness to underage drinking prevention and then invite the 

reader to click through to the site to learn more.

Native and Rich Media are specialized display ads that often 

increase engagement with the audience while still driving traffic 

to the website. Users like to interact with content that is targeted, 

without feeling intrusive. Native ads are short, written articles in 

an online publication that resemble the publication’s editorial 

content but are paid for by an advertiser. The sponsored ads are 

labeled as such but delivered alongside editorial content about a 

similar subject—such as parenting articles. This placement among 

editorial content gives the ad’s information greater credibility while 

reaching readers who are already interested in that topic. Rather 

than standing out as an obvious hard-selling ad, this creates a softer 

approach and helps the Parents Empowered creative stand out in a 

crowded market.
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High-impact Rich Media ads incorporate video, animation or audio 

into a Standard Display ad that encourages viewers to interact and 

engage with the content. Some display ads have character limits or 

limited spacing that can impact the messaging that can be included. 

With a Rich Media ad, there is more space to display images or offer 

more calls to action, providing an increase in brand awareness and 

ad recall. Our media partners take on building the full unit with this 

creative, keeping production costs low, while allowing us to find new, 

innovative ways to reach our audience through paid media efforts.

KSL.COM ONLINE DISPLAY AND PRE-ROLL VIDEO
The campaign also leveraged the reach of KSL.com in the digital 

market, where they are currently rated as one of the top five websites 

in the nation that delivers 90% of all impressions within Utah. In addition, 

they’re a trusted news source and one of the only digital vendors 

that provides added value. The KSL.com digital package provided 

expanded reach for the Parents Empowered message at reduced 

rates. Display ads directed viewers to the website for additional 

underage drinking prevention information and pre-roll video, that is 

unskippable, played before video news stories. rrpartners.com

Digital  .Media

After conducting media consumption research to identify the 
media channels Utah parents are currently using, the Parents 
Empowered campaign continues to devote increasingly 
more of its resources to digital media. This strategy helps the 
campaign effectively reach our audience, who spends a 
significant portion of their day on multiple digital devices.
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Digital Media Summary

The following is a digital media post-buy analysis for the DABS: 

Parents Empowered campaign for fiscal year 2021/2022. This recap 

demonstrates the value and return for various digital channels, 

strictly from a media-buying perspective.

CTV

Parents Empowered’s Connected TV (CTV) buy included a variety 

of streaming TV apps that delivered 3,627,685 impressions. The 

video completion rate (VCR) for those impressions was 98.2%, 

making it a highly effective media channel.

When: August 2021 – June 2022 

Where: Utah statewide radio 

Media: Streaming TV apps

Streaming Audio

Online audio ads, along with display and video were delivered via 

multiple streaming audio services resulting in 6,791,810 impressions 

with an Audio Completion Rate (ACR) of 96.3%. The display ads 

had an average click-through rate (CTR) of .14%.

When: August 2021 – June 2022 

Where: Utah Statewide 

Media: Multiple streaming audio services

Display and Native/Rich Media

The Parents Empowered Standard Display ads, delivered 

programmatically to parents based upon where they’re currently 

consuming media, produced 15,533,112 impressions with a CTR 

of 0.14%. The industry benchmark is 0.10%. This year’s Native ads 

produced 7,262,107 impressions with a .13% CTR. Rich Media ads 

garnered 6,804,868 impressions and an impressive 0.29% CTR, 

making them by far the most effective in engaging the audience 

to click through to the Parents Empowered website. The High 

Impact videos that are placed within the Rich Media ads had an 

81.4% VCR.

 KSL.com Online Display and Pre-roll Video

As part of the KSL digital package, 27,471,112 impressions were 

delivered via display ads and pre-roll video. Among all the other 

digital, targeted media channels, KSL far exceeds their reach and 

is only surpassed by broad-reach media such as TV and Radio. 

Pre-roll video was delivered on KSL.com, which provides the 

advantage of requiring viewers to finish the ad before proceeding 

to their desired content. Overall, the ads delivered 60,739 click-

throughs/completions with the average click through rate being 

.22%, well above industry benchmarks. Another rare feature for a 

digital buy, KSL provided bonus ads valued at $143,688.

When: August 2021 – June 2022 

Where: Utah statewide radio 

Media: ksl.com

- 37 -

Parents Empowered Annual Report 2022



Parents Empowered Annual Report 2022

- 38 -

Social Media

Social .content .varied .between .posts .formulated .for .engagement .

and .videos .promoted .for .views . .Each .provided .an .effective .

platform .for .consumers .to .be .engaged .with .the .Parents .Empowered .

prevention .message .

FACEBOOK
Social media provides a unique 

opportunity to deliver much more 

detailed information to parents about 

the harms of underage drinking and 

what parents can do to prevent 

kids from experimenting. Parents 

Empowered used video, static image 

carousels that link to the website, and 

animated infographic posts, along 

with paid dollars, to strategically 

grow the Parents Empowered fan 

base and amplify overall reach. 

The Parents Empowered Facebook 

page saw great success this year 

with webcard posts (images from the 

ParentsEmpowered.org website that 

link back to the site). The website 

is a rich resource for more detailed 

information and tools that cannot be 

traditionally delivered via short 15- to 

30-second spots. Distributing these 

resources via social media makes the 

channel a powerful workhorse for the 

campaign, delivering easy-to-use tips 

and tools directly to parents.

One particularly effective 

webcard promoted a video on the 

ParentsEmpowered.org website 

that compared the differences in 

addiction between those who have 

early alcohol consumption and those 

who wait until they’re 21 or older. The 

post received an impressive overall 

click-through rate of 1.79%.

Video posts consistently perform 

well on social media but can be 

expensive to produce. That’s why 

we utilize our :15-second TV spots on 

social media to spread the reach of 

our overarching campaign message. 

The post that featured the “Dad 

Gets Out the Yearbook” video was 

targeted to a lookalike audience of 

people who had previously visited 

the Parents Empowered website. It 

effectively reached 267,282 unique 

users and saw an average play time 

of :11 seconds. We also saw high post 

engagement with the post linking to 

the KUTV Back-to-School Takeover 
Facebook Messages
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Promo video that reached 121,228 unique users and generated 

7,111 engagements including 2,921 link clicks, emphasizing the 

value of partnership in the market. Our Chit Chat card game post 

did well again this year, reaching 104,866 and resulting in 1,203 post 

engagements. Finally, a video graphic that highlighted a healthy 

vs. an unhealthy brain with a call to action for parents to speak with 

their kids about the harms of underage drinking received 47,934 

impressions, 7,111 post engagements including 1,858 video views and 

677 clicks to the site.

Strategically, Parents Empowered will continue to shift the paid 

social budget from generating likes and followers (which has helped 

establish a strong fan base) to promoting customized content for 

various subgroups of our audience. In preparation for this strategic 

shift, significant resources have been dedicated to social media 

research. Parenting personas have been developed that give 

insight into four distinct viewpoints and parenting styles of Utah 

parents with respect to underage drinking. These personas guide 

the development of our social messaging so posts resonate more 

authentically with our audience. These tactics have expanded 

the reach of the information-rich content, while also leading to 

more qualified and targeted fan acquisition from people who 

have already liked the Parents Empowered content. Additionally, 

multiple content themes have been developed. These messaging 

themes help us reiterate the key talking points that research has 

indicated parents would find persuasive and helpful in their efforts 

to prevent underage drinking. And while Parents Empowered has 

seen incredible growth and success in social media over the past 

years, plans are in place to increasingly rely on social media to 

communicate the more detailed campaign message.

Facebook .Messages
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Social Media Summary

Parents Empowered is optimizing the 

prevention message, its delivery, and 

the budget via social media to create 

a dialogue about underage drinking. 

The campaign utilizes paid, evergreen 

posts to reach new parents that are not 

currently following Parents Empowered, 

which is indicated below under the 

Reach Campaign metrics. Evergreen 

posts are search-optimized content that 

are continually relevant and stay “fresh” 

for readers over a long period of time. In 

addition, organic posts are boosted with 

paid dollars to extend their reach among 

current followers (since Facebook delivers 

organic posts to only about two percent of 

your followers). These metrics are indicated 

under the Organic Boost section below. 

By leveraging the advantages of the 

social space, a community forum is being 

created where parents can gain additional 

information about the harms of underage 

drinking and how to prevent it.

Facebook Overall metrics

 y 13,804 followers

 y 2,142,135 unique individuals reached

 y 9,717,866 impressions delivered

 y 23,728 link clicks

 y 2,234,135 post engagements including 

likes, shares and comments

 » Reach Campaign–Specific Metrics

 ○ 4,543,347 impressions

 ○ 11,159 link clicks

 ○ 2,111,527 post engagements

 » Organic Boosting Campaign–Specific 

Metrics

 ○ 611,831 people reached

 ○ 5,174,387 impressions

 ○ 12,569 link clicks

 ○ 139,399 post engagements

 ○ 568 post reactions

 ○ 36 post comments

 ○ 80 post saves

 ○ 89 post shares

When: August 2021 – June 2022 

Where: Utah statewide 

Media: Parents Empowered Facebook 

page

YouTube Pre-roll

 y 9,021,568 impressions

 y 670,470 views (:15 creative only)

 y 4,708 clicks

 y Video completion rate (VCR) of 86.53%

When: August 2021 – June 2022 

Where: Utah statewide 

Media: YouTube bumper ads and in-stream 

pre-roll

YOUTUBE

As part of our social media mix, Parents 

Empowered utilizes :06 bumper ads 

and :15 in-stream pre-roll videos on 

YouTube. This decision was informed by a 

comprehensive channel strategy analysis 

that indicated our target audience 

of parents, across all four parenting 

personas, were heavy users of YouTube. 

Six-second versions of the TV spots were 

created for the bumper ads and the six 

:15 TV spots were used for pre-roll video. 

While traditional broad-reach media such 

as TV and Radio is delivered to the whole 

state, YouTube impressions are targeted 

and delivered to our specific audience, 

making them especially efficient. Parents 

Empowered will continue to develop its 

presence on YouTube to capitalize on 

the ever-increasing popularity of video 

content.
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Website

The .Parents .Empowered .website .is .a .comprehensive .storehouse .for .

educational, .evidence-based .resources .and .how-to .tips .parents .

can .use .to .help .keep .their .kids .alcohol-free . .With .its .modern, .clean .

layout, .the .design .relies .heavily .on .video .content .wherever .possible .to .

encourage .visitors .to .remain .engaged .on .the .site . .Parents .Empowered .

has .optimized .the .user .experience .by .developing .a .user .journey .that .

makes .it .even .easier .for .visitors .to .intuitively .navigate .through .the .

information . .And .finally, .community .prevention .efforts .at .the .local .level .

are .being .highlighted .in .a .more .visible .way .

Using insights from the site’s 

analytics, the homepage provides 

the most sought-after information, 

all within a single scroll. The newest 

resources for the campaign are 

prominently featured at the top of 

the page in a rotating slider that 

is regularly updated. Emphasis 

on video content at the top of 

the homepage is crucial to help 

encourage immediate engagement 

on the site. The slider includes 

content such as the TV spot currently 

airing, tips and tools for parents to 

get started preventing underage 

drinking, and recent community 

prevention efforts. Additionally, to 

keep content new and fresh, current 

social media posts populate to the 

page, providing more detailed and 

customized information for parents. 

Finally, parents can learn a little 

more about the mission of Parents 

Empowered from Tiffany Clason, 

the Executive Director of the Utah 

Department of Alcoholic Beverage 

Services (DABS). The DABS is the 

agency charged with managing 

the day-to-day activities of the 

statewide campaign. In her video, 

she shares her perspective—as a 

mom and department director—

about why underage drinking 

prevention is one of the most 

important things we can all do to 

promote our children’s bright futures.

 

TV

RADIO

CTV

KSL PRE-ROLL

DISPLAY

FACEBOOK ORGANIC

TOTAL IMPRESSIONS TOTAL ADDED VALUE

=

KSL DISPLAY

RICH MEDIA 
& NATIVE

FACEBOOK PAID

ADDED VALUE
AND TOTAL IMPRESSIONS

ADDED VALUE

ADDED VALUE

ADDED VALUE

IMPRESSIONS

IMPRESSIONS

IMPRESSIONS

IMPRESSIONS

IMPRESSIONS

IMPRESSIONS IMPRESSIONS

IMPRESSIONS

IMPRESSIONS

$769,350

$411,562

$143,688

9,717,866

15,533,122

9,021,568

151,026,326

$1,324,600 $834,633 1.8:1

33,509,000 

31,287,188

6,791,810 14,066,975 

27,471,112 

3,627,685 

$1,324,600

YOUTUBE 
PRE-ROLL

STREAMING 
AUDIO

ADDED VALUE 

*Due to reduced TV buys during political season, the campaign 
received slightly less added value this year.

MATCHMEDIA BUY (TV & RADIO ONLY)
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To help parents get started 

with those crucial, ongoing 

conversations about not drinking 

underage, there is a featured 

section on the How page 

that provides step-by-step, 

actionable suggestions. These 

include knowing the facts about 

the harms of alcohol to the 

developing brain, when to start 

the conversation, how to create 

a two-way dialogue, keeping 

chats small and casual, making 

your expectations about not 

drinking alcohol before age 21 

clear, and then setting family 

rules to protect your child’s 

healthy brain.

Whether parents are seeking 

information about alcohol’s 

effects on the developing 

adolescent brain, the increased 

risk for addiction or what they 

can do to keep their kids’ brains 

healthy and free from the 

harms of underage drinking, 

parentsempowered.org provides 

the resources and tools to help 

parents keep their kids healthy 

and safe.

Parents .Empowered .Website
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Google Analytics

 y 116,448 sessions

 » 106,060 paid

 » 10,388 organic

 y 103,701 new users

 » »95,248 paid

 » »8,453 organic

 y 134,071 page views

 » »118,341 paid

 » »15,730 organic

 y 1.15 pages per session

 » 1.12 paid

 » 1.52 organic

 y 20-second average session 

duration

 » »:15-second paid

 » »:70-second organic 

 

 

 

 

Top Sources

 y 27,438 KSL Display users

 y 31,474 KSL Display sessions

 » » 27.03% of visits

 y 29,341 The Trade Desk Display 

users

 y 30,760 The Trade Desk Display 

sessions

 » 26.42% of visits

 y 9,768 paid search users

 » 11,832 paid search sessions

 » » 10.16% of visits

 y 10,409 social/referral users

 y 10,635 social sessions

 » 9.13% of visits

 y 6,827 direct users

 y 7,837 direct sessions

 » » 6.73% of visits

 y 1,823 organic search users

 y 2,501 organic search sessions

 » » 2.15% of visits

Website Summary

The following are the Google Analytics gathered from the 2021/2022 year for the Parents Empowered site. Parents Empowered uses these 

analytics as benchmarks to measure growth through enhanced digital features and adjusted user experiences. While display ads and social 

media are successfully directing parents to the website, the longest times spent on the site tend to come from those who have directly 

accessed it or who have done an organic search. Those average session durations are longer with more total page views. Nonetheless, 

making parents aware of the site as a credible resource for future needs, so they can later go directly to the site for the information they seek, 

is an equally important success metric for the campaign.

Parents .Empowered .Website
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CURRENT 
EFFORTS 
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EFFORTS
CURRENT

Utah Summer Games and Iron County Prevention Coalition Partnership

According to local 2021 Student Health and Risk Prevention (SHARP) 

survey data, youth in Iron County have been drinking underage and 

at rates higher than the state average, with 4.6% of 6-12th graders 

reporting they’d used alcohol in the last 30 days. The survey also 

indicated one of the contributing factors was an increase in parental 

attitudes favorable to drug and alcohol use, also higher than state 

averages. Additionally, the research showed that of those high 

school-aged youth who were drinking, many were drinking at home 

with their parents’ permission.

To address these concerning trends, Iron County utilized federal 

prevention dollars to partner with the Larry H. Miller Utah Summer 

Games to display underage drinking prevention messaging 

throughout their event venues. The month-long, annual sporting 

event is held at Southern Utah University in Cedar City and attracts 

over 9,500 athletes of all ages and abilities and 50,000 spectators. 

The goal of the Parents Empowered messaging was to encourage 

parents to have ongoing “no underage drinking” conversations with 

their kids while they’re young and to help parents adopt proven 

prevention skills.

Utah .Summer .Games .Hydrat ion .Stat ions .and .Parent .Podium

- 45 -



Parents Empowered Annual Report 2022

- 46 -

Ten Parents Empowered-branded hydration stations and a 

parent podium were developed for the partnership. Messaging 

encouraged parents to help their kids reach their peak performance 

by remaining alcohol-free. The hydration stations included 10’x10’ 

tents to provide shelter from the heat. Inside the tents there were 

water jugs and rolling coolers that shared bonding and monitoring 

prevention tips for parents. The Utah Summer Games was extremely 

supportive of the prevention messages and expressed their 

appreciation for the donated resources that would be used for years 

to come.

The parent podium was created to celebrate parents’ efforts to 

prevent underage drinking. To do this, a photo-op backdrop and 

podium were designed that looked similar to those you’d see at 

the Olympics. The backdrop shared the empowering message 

that parents are the #1 reason kids don’t drink underage. Every 

number on the stepped podium was labeled with a #1, because 

everyone is a winner when parents talk to their kids and set clear 

“no underage drinking” rules. The parent podium was displayed 

at the stadium during the Opening Ceremonies Block Party. 

Parents were encouraged to snap a photo, tag it with the hashtag 

“#1parent” and share it on social media. Those who interacted 

with the podium were also asked to participate in a brief survey 

to assess their awareness of Parents Empowered, whether they’ve 

had conversations with their kids about not drinking underage and 

if they’re likely to do so after being exposed to the message at the 

Utah Summer Games.

Encircle “Go Together” Mural and Reach4Hope Prevention Coalition 
Partnership

Multiple partners joined together to emphasize a message to 

parents: “Whatever your child’s journey, go together.” As a visual 

reminder of this message to parents, an interactive mural with a 

tandem bike was installed at Town Square Park—a popular family 

destination. The mural encouraged parents to spend time with 

their child to create an open, trusting relationship that would 

ultimately help keep them healthy and safe. Research shows strong 

relationships between parents and kids can help build bright futures, 

keep developing brains alcohol-free, and promote mental health 

and well-being. Additionally, the mural addresses Student Health 

and Risk Prevention (SHARP) survey data that indicates LGBTQ+ kids 

are at a higher risk for underage drinking and suicide.

That’s why partners from all over Washington County, including St. 

George City, Southwest Utah Public Health Department, Encircle-

St. George—an LGBTQ+ youth and family resource, REACH4HOPE 

Suicide Prevention Coalition, Washington County School District 

and Parents Empowered—the state’s underage drinking prevention 

campaign, collaborated to bring awareness to the powerful, 

protective influence parents have in their kids’ lives.

Keying off the theme of parents and kids traveling in tandem 

together, a three-seat tandem bike was custom-created and 

donated by a member of the local Bicycle Collective for the mural. 

The Instagram-trap mural was prominently placed in the park, 

inviting parents and child to hop on the bike together and post a 

picture—thereby validating the messaging and increasing its reach 

in the community. A QR code was also placed on the mural that 

directed to GoTogetherUtah.org where parents could learn tips to 

strengthen the bond with their child and keep them safe from the 

harms of alcohol, while promoting their mental well-being.

Parents Empowered has the opportunity to develop custom 
campaigns with original artwork that addresses the 
substance use data of the local area.
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As part of the mural unveiling, a press event was held that featured 

a music performance by the Lava Intermediate School youth 

choir. Speakers from the partner organizations and a local parent 

champion, Jill Mortensen, mother to a child who identifies as LGBTQ 

also spoke. Following the press event, parents and kids participated 

in a slow roll bike event around the park, while local musicians 

performed live. The slow roll reinforced the importance of parents 

spending time with their kids to help strengthen relationships and 

promote kids’ mental and physical health, safety and well-being. 

Attendees were also invited to visit the Encircle-St. George house for 

refreshments and a meet & greet to learn more about the support 

resources provided there.

Bonneville Communities That Care “Parents Learn to See” 3-D Install 
Perhaps one of the greatest compliments Parents Empowered can 

receive is when a local prevention coordinator wants to utilize their 

federal grant monies to promote an underage drinking prevention 

effort in their community. These bulk grant monies afford Parents 

Empowered the opportunity to develop custom campaigns with 

original artwork that addresses the substance use data of the local 

area. The resulting campaigns are oftentimes so successful the 

concept/artwork is repurposed by other prevention coalitions who 

have smaller budgets. Consequently, one of the benefits of federal 

prevention funding is that it can help extend the sustainability of 

local prevention efforts. We’ve seen these results with the popular 

camouflage scavenger hunt that was originally developed using 

Wasatch Behavioral Health’s federal prevention grant funds. The 

artwork has since been used in four other communities. The Parents 

Learn to See campaign is another good example of creating 

sustainable prevention efforts that are then able to be duplicated 

across the state. 

 

Encircle .“Go .Together” .S low .Rol l  .& .Mural  .Unvei l ing
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Bonneville Communities That Care (BCTC) had federal grant funding 

and was planning a Parent Night at their local junior high. Because 

their coalition addresses multiple substance use issues, they were 

looking for a compelling way to speak to underage alcohol use, 

vaping and prescription drug misuse with one campaign, branded 

with the BCTC logo. Local data also showed an increase in parents’ 

perceived acceptability of substance use. BCTC wanted to deliver 

an educational message to parents to raise awareness that these 

substances are being used by Utah kids, what the harms are for each, 

and encourage parents to start a conversation with their child about 

avoiding these substances.

A 3-D interactive installation entitled, “Parents, Learn to See What’s 

Right in Front of Us,” was developed for South Ogden Junior High’s 

Parent Night. The gymnasium also serves as the city’s recreation 

center, so the display would be seen by parents in the community 

even if they didn’t attend the Parent Night. The three panels of 

the mural each had hidden messages that could only be seen by 

using an app, accessed by a QR code, on a person’s smartphone. 

Once the app was activated, it provided red, green and blue filters 

that decoded the hidden messages. The first panel addressed the 

problem substance and statistics about its prevalence of use in Utah. 

For example, when using the red filter on the first panel, you were 

able to see that “44% of Utah kids who drink get it from home with 

their parents’ permission.”  

 

The green filter revealed stats relative to vaping and the blue 

filter addressed prescription drugs. The second panel detailed 

Parents are the key to prevention. So 
when Bonneville Communities that Care 
needed an activation for a Parents’ Night, 
we created a digital/physical experience 
that truly allowed parents to see the 
dangers and solutions to underage 
drinking, vaping, and prescription drug 
misuse—things that their kids deal with 
every day. What looks like a busy mess 
becomes clear once you learn what to 
look for. By using a companion website 
with camera access, parents were able to 
look through the lens of prevention to see 
how all three of these issues affect their 
kids’ health and futures.

Parents are the key to prevention. So 
when Bonneville Communities that Care 
needed an activation for a Parents’ Night, 
we created a digital/physical experience 
that truly allowed parents to see the 
dangers and solutions to underage 
drinking, vaping, and prescription drug 
misuse—things that their kids deal with 
every day. What looks like a busy mess 
becomes clear once you learn what to 
look for. By using a companion website 
with camera access, parents were able to 
look through the lens of prevention to see 
how all three of these issues affect their 
kids’ health and futures.

Bonnevi l le .Communit ies .That .Care .“Parents .Learn .
to .See” .3-D . Instal l

CLICK TO SEE HOW 
THE APP WORKS

https://vimeo.com/762426946
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the potential harms to kids from each substance. The third panel 

alerted parents to what they could do to prevent their kids from 

using/misusing each substance. The app also provided a custom 

Discussion Guide for each substance that walked parents through 

the steps to start a discussion with their kids about that substance.

 y  Poster 1 (Red) – The Problem

 » Alcohol: 44% of Utah kids who drink get it from home with their 

parents’ permission

 » Vaping: 1 in 3 Utah high school seniors vape 

 » Rx: 47% of Utah kids get prescriptions from their own home

 y Poster 2 (Green) – The Dangers

 » Alcohol: Alcohol can wire a child’s brain for addiction

 » Vaping: Nicotine can change the way a child’s brain develops 

 » Rx: Addiction can happen in as little as 7 days

 y Poster 3 (Blue) – The Solution

 » Alcohol: Setting clear rules and keeping the conversation 

going will help prevent underage drinking

 » Vaping: Make sure your kids know the dangers of vaping

 » Rx: Talk to your kids about prescription safety 

Since the campaign’s launch for the Parent Night, the Parents 

Learn to See campaign is now being developed into a community 

partnership installation at a local, family-friendly mercantile store. 

It has also been presented to the other Utah prevention coalition 

leaders to be utilized in their local communities. The campaign was 

awarded Utah and Regional American Advertising (ADDY) Awards 

for its communication excellence.
Parents .Learn .to .See” .3-D .
F loor .Displays .& .QR .Code .
Instruct ions
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Roy Aquatic Center and Roy Communities That Care Partnership

The prevention coordinator for Roy Communities That Care 

contacted Parents Empowered about collaborating together to 

create an underage drinking prevention partnership in her area, 

using federal prevention funds. Because the coordinator had 

developed a strong working relationship with the Roy Aquatic 

Center, she presented the opportunity to install aquatic-themed 

underage drinking prevention messaging to their leadership. Having 

already seen the North Shore Aquatic Center wraps that Parents 

Empowered had installed in North Ogden, pool management 

enthusiastically agreed to participate. Large-scale, custom-

illustrated sea creature murals were installed throughout the venue 

in time for their Memorial Day grand opening. Messaging, in both 

English and Spanish, highlighted the harms of youth alcohol use 

and the parental skills to prevent it. Because the murals remain in 

good condition for multiple seasons, most aquatic centers opt to 

leave them up for multiple years which extends the value of the 

investment and the impact of the prevention messaging in the local 

communities. 

KUTV Partnership and Takeover Days

Parents Empowered continued its exclusive media partnership with 

KUTV to promote the Parents Empowered message during high-risk 

periods for underage drinking. The four takeover days addressed 

potential underage drinking opportunities during back to school, the 

holidays, Spring Break and graduation season. During these periods, 

KUTV dedicated a full day of media coverage to encourage parents 

to start the “no underage drinking” conversation with their kids.

Roy .Aquatic .Center .Pool .Wraps
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Media opportunities included in the partnership were: 

 y Four KUTV-produced, 60-second promo spots, 

hosted by news anchor Heidi Hatch, that provided 

parents with detailed information and skills to 

prevent underage drinking

 » Broadcast on KUTV, KMYU and KJZZ

 » Aired a total of 289 times

 y Four 3-minute interviews on Fresh Living, with an 

audience largely comprised of mothers

 y Eight boosted Facebook posts featuring prevention 

interviews and promo videos

 y Four KUTV.com homepage takeovers

 y Display banners that ran across the KUTV.com site 

for all four takeover days

 y Two interviews with Heidi Hatch, broadcast during 

the 7am Saturday morning newscasts 

KUTV TAKEOVER DAYS

Media Opportunity Impressions

Broadcast TV :60 promo spots (4) 819,670

Fresh Living interviews (4)   13,080

2News & Fresh Living boosted 

Facebook posts (8)
517,593

KUTV.com homepage takeovers 821,429

KUTV.com display banners 99,162

Heidi Hatch Sat 7am interviews (2) 4,215

Each takeover day was valued at $35,000. Total media impressions delivered across 

the KUTV partnership were 2,283,289. In addition to the sizable reach, these media 

blitzes from a respected third-party news source help reinforce the credibility of 

the Parents Empowered message while expanding the reach statewide. With it 

becoming increasingly difficult to get earned media coverage from TV stations due 

to their reduced budgets and limited resources, this media partnership helps bolster 

our statewide media presence while providing much more detailed messaging than 

traditional media can deliver in a 15-second advertisement.

 

KUTV .Partnership .and .Takeover .Days

CLICK TO WATCH THE  
KUTV COVERAGE

CLICK TO WATCH THE  
KUTV PROMO
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https://vimeo.com/761866985
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https://vimeo.com/761175772
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KSTU Partnership

KSTU/Fox13 has been a committed partner 

to Parents Empowered and the underage 

drinking prevention message for several years. 

By providing the campaign with monthly 

interviews broadcast on their 9am Good 

Day Utah newscast and The Place, Parents 

Empowered has been able to feature the 

local prevention efforts of multiple Community 

Partnership Projects (CPP) and other local 

prevention efforts. This statewide exposure 

has increased the reach of each community 

campaign and provided third-party 

endorsement for the prevention effort.

Three promotions of family activities were 

also included, featuring the chance to win 

Frightmares tickets in October and Lagoon 

and Loveland Aquarium tickets in the summer. 

Promotional ads alerted parents that kids are 

less likely to drink underage if they have a 

strong bond with their parents.

Because of their support for the Parents 

Empowered message, Fox13 also provides 

a 1:1 match for all paid spots. This year, the 

campaign benefited from 894 bonus spots 

that delivered 5,158,700 impressions—a 

$150,000 value. Over 30 Facebook posts, 

many of them sharing the campaign’s TV 

spots, were boosted (paid promotion) to 

spread and support the prevention message 

among their followers. These posts delivered 

1,535,226 impressions and 8,117 click-throughs 

to the site. Additionally, 11 home page 

takeovers delivered 1,863,653 impressions. 

Finally, four of the anchors created custom 

PSAs that aired 1,284 times. Across all bonus 

media, the partnership delivered a total of 

6,258,883 impressions with 20,844 clicks to the 

Parents Empowered website and provided an 

overall value of over $525,000.

Month Partners Campaign

October Liz Klc, USAAV+ Executive Director DABS Halloween press conference—SHARP Survey Results

November Stephanie Larsen, Encircle Founder & CEO Reach4Hope—Go Together mural in St. George

December Heidi Dutson, regional prevention director Underage drinking prevention during the holidays

January Stacy Smart, prevention coordinator Tooele CPP—Escape room

February Becky Guertler, Evidence2Success chair Kearns CPP—Family cooking classes

March Alysa Stuart, prevention coordinator Layton CPP—SeaQuest Aquarium scavenger hunt

April 
Jocelyn Scudder, Arts Council of Park City  

& Summit County Executive Director
Summit CTC—Go Together mural Call for Artists in Park City

May Susannah Burt, program manage Weber CPP—Scavenger hunt and community murals

KSTU LOCAL PREVENTION CAMPAIGN COVERAGE

KSTU .Partnership

KSTU PARTNERSHIP BONUS MEDIA—
VALUED AT OVER $525,000

Media Opportunity Impressions

894 bonus spots            5,158,700            

30 Facebook posts        1,535,226             

11 homepage takeovers  1,863,653

4 PSAs with news anchors 
aired 1,284 times  

CLICK TO WATCH THE  
FOX13 COVERAGE
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iHeart Radio Partnership

Parents Empowered partnered with six iHeart Radio stations to 

expand awareness of the campaign. Added value opportunities 

included:

 y 2,730 bonus Parents Empowered radio spots run across the five 

stations, which represents a minimum 1:1 match of paid spots

 y 2,227 PSA spots

 y Radio host talent endorsements of the underage drinking 

prevention message, both on-air and via their personal social 

channels. These thirty- and sixty-second endorsement clips from 

each station’s DJ, who are all parents of kids ages 9-16, help to 

create a social norm that protects kids’ healthy brains from the 

harms of alcohol

 y 13 homepage takeovers and run-of-site web banners across six 

stations’ sites that delivered 191,022 impressions across all stations 

each month

 y iHeart Streaming Audio that delivered 642,508 impressions

Finally, each station promoted three fun activities across the year 

to encourage family bonding. The Parents Empowered Adventure 

Challenge invited listeners to submit a photo of something they do as 

a family that brings them closer together. Out of 606 total entries, the 

winner received a Family Adventure Challenge Book with 50 scratch-

off family adventures, a limited-edition Lomography Signature Instant 

Camera to capture their memories and a $500 Visa gift card to 

help complete the challenges. The contest was promoted with 375 

live and recorded promo ads from March 7-27. These ads spoke to 

the importance of spending family time together to help prevent 

underage drinking as well as providing contest details.

 

Summertime promotions featured Cherry Hill in June and Lagoon 

Amusement Park in July with the chance to win 4 passes for 

each park. Promotional messaging reminded parents that while 

you’re having family fun in the sun, it’s a great chance to have a 

conversation with your kids about the harms of underage drinking. 

Parents were also encouraged to make a pledge to have the talk 

to help keep kids’ healthy brains free from the harms of alcohol. 

The total partnership provided a 5:1 return on investment with an 

estimated value of $425,000.

iHeart .Radio’s .
Inf luencer .Campaign

Jess: Parents of  
14-year-old

Heather: Parents of 
2 children - 7 & 9

Meredith: Parents of  
2 children - 14 & 16

DB: Parents of  
13-year-old

PLAY AUDIO PLAY AUDIO PLAY AUDIO PLAY AUDIO

https://www.dropbox.com/s/yotwqih60qpwcxe/iHeart_DB%20Kids%20Booze%20No%20No%20One%20G2G.mp3?dl=0
https://www.dropbox.com/s/m7dngbk00r94v4e/iHeart_Jessica%202.mp3?dl=0
https://www.dropbox.com/s/tc2ycjkjay01nqb/iHeart_Heather%20wk.%202.7.22%20DABC%2030.mp3?dl=0
https://www.dropbox.com/s/e6l8mh2bqptnd6y/iHeart_Meredith.mp3?dl=0
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A .primary .reason .for .the .ongoing .success .of .Parents .Empowered .is .the .support .offered .by .the .13 .local .prevention .coordinators .

through .the .Community .Partnership .Project .(CPP) .program . .The .coordinators .not .only .provide .an .on-the-ground .approach .

for .the .campaign, .taking .the .prevention .tactics .to .a .local .level, .but .they .also .serve .as .influential .ambassadors .to .the .Parents .

Empowered .community .education .initiative .

PARTNERSHIP PROJECTS
COMMUNITY

They do this by creating opportunities to engage local elected 

officials in the prevention effort, activating local partnerships and 

sharing alcohol prevention messages one-on-one with parents via 

community events and other educational outreach efforts.

The CPP program seeks to create localized campaigns that 

are customized to the prevention needs of that area. These 

campaigns engage public and private partners who can endorse 

and support the underage drinking prevention efforts in their 

community. One of the critical benefits of the CPP program is the 

opportunity it provides to create custom messaging targeting 

specific Utah audiences that are often under-represented. The 

Parents Empowered team worked side-by-side with CPP awardees 

during the execution and implementation of these community 

mobilization efforts, helping each to maximize the CPP investment. 

Below is a heat map showing the widespread reach of the CPP 

program during the past three years. Over 65 projects have 

been completed, each in collaboration with a public/private 

community partner and key leader support.

Working with the state prevention team, the CPPs will continue to 

be a staple of Utah’s prevention success. The following is a list of 

the 2021/2022 CPP awardees:

2021/2022 Community Partnership Projects

 y Bear River Health Department

 y Box Elder Safe Communities Coalition

 y Escalante Prevention Coalition

 y Kearns Evidence2Success Coalition

 y Layton Communities That Care (CTC)

 y North Davis CTC

 y North Valley CTC/Grantsville City CTC

 y Panguitch Prevention Coalition

 y Prevention Advisory Coalition-Uintah

 y Prevention Advisory Coalition-Union

 y San Juan County Prevention, Action,  

Collaboration Coalition

 y South Davis CTC

 y Summit County Health Department

 y Tooele City CTC

 y Wendover Prevention Group

 y Weber Human Services
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LOCAL COMMUNITY PARTNERSHIP PROJECTS 
TO PREVENT UNDERAGE DRINKING

Parents Empowered is a statewide media and community education 
campaign with the goal to have every Utah child reach the age of 21 
alcohol-free, so they can enjoy the benefits of a healthy brain. This map 
illustrates that underage drinking prevention is a community 
responsibility with a community solution. 

Parents Empowered works in partnership with local communities and 
coalitions to custom-create underage drinking prevention campaigns, 
based upon their local data. The resulting Community Partnership 
Projects deliver prevention information and skills to parents that are 
specific to their local needs to help strengthen individuals, families, 
schools and communities.

Please note: Dark red circles indicate 
areas where multiple Community 
Partnership Projects have been 
completed across the past 3 years

Dark .red .circles .indicate .areas .where .65 .

Community .Partnership .Projects .have .been .

completed .across .the .past .3 .years .

LOCAL COMMUNTY PARTNERSHIP PROJECTS TO 
PREVENT UNDERAGE DRINKING

Featured Community Partnership Projects

The amount of planning and resources required to fulfill sixteen 

Community Partnership Projects—everything from budget distribution, 

project management, design, and production—is considerable. The most 

challenging aspect of the program, however, is taking a strategic look 

at each proposal and tailoring them to ensure community mobilization, 

a maximum media exposure and effective delivery of the prevention 

message. In short, Parents Empowered recreates a comprehensive, 

customized underage drinking prevention campaign in each community. 

The following are five examples of how this was implemented during the 

2021/2022 year.

LAYTON COMMUNITIES THAT CARE COALIT ION
Due to the severity of the consequences to kids’ overall health and 

well-being, Layton CTC prioritized alcohol as the substance they wanted 

to prevent among their youth. Their goal was to bring awareness to 

the harms of drinking underage by highlighting the brain science and 

increased risk of addiction. While actual past 30-day use is low in their 

area, perceived use for alcohol is between three- to six-times that actual 

number (depending on the SHARP Survey profile). This gap between 

perceived versus actual use can affect the social norm that most youth 

in the community do not drink alcohol. Consequently, they wanted to 

mobilize the community to bridge the gap and continue to promote a 

positive social norm. In addition, measures that determine feelings of 

family closeness showed lower rates for Hispanic families as compared 

to their non-Hispanic counterparts, so they identified Latino parents 

as a sub-audience for their messaging. Finally, drinking at home with 

or without parental permission were the most likely places that youth 

drank. This pointed to an increased need for parental boundaries and 

monitoring around alcohol.



Parents Empowered Annual Report 2022

- 57 -

SeaQuest .Aquarium .Scavenger .
Hunt .& .S ignage

With all this data in mind, Layton CTC partnered with SeaQuest 

Aquarium and Layton Hills Mall—where the aquarium is located—

to create a family-friendly Parents Empowered scavenger hunt. As 

kids searched for clues on custom-illustrated plaques throughout 

the animal/sea life displays, it provided a natural opportunity for 

parents to start a conversation about the harms of underage 

drinking to a child’s developing brain. Additionally, the scavenger 

hunt reminded parents about the important role they play in kids’ 

lives. It encouraged parents to spend time having fun with their 

kids to strengthen their relationship, to set clear rules about not 

drinking underage and to monitor their child’s activities to make 

sure they were alcohol-free. All messaging was delivered in Spanish 

and English. Kids who successfully completed the scavenger hunt 

received a prize.

Fox13’s The Place conducted an on-site interview with the Layton 

CTC prevention coordinator, Alysa Stuart, and Senator Jerry 

Stevenson, the former mayor of Layton and current member of the 

Senate Appropriations Committee. The news segments promoted 

the scavenger hunt and advertised an upcoming Family Night 

event sponsored by Layton CTC. Fox13 was so intrigued by the 

project they scheduled a subsequent 6-segment feature the 

following week for their 9am Good Day Utah newscast. Alysa and 

Heidi Peterson, regional director for the state’s prevention system, 

shared bonding, boundaries and monitoring tips for parents to help 

keep their kids alcohol-free. To reach the local Latino audience, 

Alysa also participated in a 30-minute interview with Pablo 

Tellechea on Positiva Radio 1490 AM.

Prior to the Parents Empowered event at SeaQuest, Layton 

CTC held a Town Hall (in-person and virtual) for parents and 

community members to learn about the coalition. The Town 

Hall was advertised via Peach Jar, flyers, social media and 

their Textedly text line. During the Town Hall, they discussed the 
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SeaQuest .Scavenger .Hunt .& .  .
Media .Coverage

A primary reason for the ongoing success of Parents 
Empowered is the support offered by the 13 local 
prevention coordinators through the Community 
Partnership Project (CPP) program.

challenges affecting their youth, and provided tips and skills for 

parents to help protect their youth from the harms of substance 

use. This offered an opportunity for more in-depth conversation and 

learning opportunities that would not typically happen at a press 

event or one-time family outing. Seventy-five parents and their youth 

attended, where the SeaQuest partnership was officially launched. 

Local school leaders, PTA leadership, law enforcement, and coalition 

members also attended. A raffle was held at the end of the Town Hall 

and winners received annual family passes to SeaQuest.

To provide local families an opportunity to participate in the 

scavenger hunt activity for free, Layton CTC hosted a Family Night 

event held on April 11, during Spring Break, from 6-9 p.m. The first 

100 guests were eligible for free entry. One hundred forty-three (143) 

families attended the private event. Food court tables at Layton Hills 

Mall also advertised the scavenger hunt at SeaQuest and provided a 

QR code with a discounted entry fee coupon. Over 25,000 visitors to 

SeaQuest were exposed to underage drinking prevention messaging 

from April through May.

Alysa shared the following story of how the event was received by a 

member of her community:

“One .community .member .attended .the .private .event .with .

her .CASA .(Court .Appointed .Special .Advocate) .youth .that .she .

mentors . .They .participated .in .the .scavenger .hunt .together . .

This .community .member .reported .that .the .youth .had .never .

been .to .SeaQuest .before, .and .she .had .never .understood .

why .drinking .alcohol .was .harmful . .Because .they .attended .the .

event .together, .the .two .were .able .to .facilitate .a .conversation .

on .how .alcohol .may .have .caused .harm .in .her .own .family .

and .discuss .reasons .she .should .stay .away .from .alcohol .as .she .

gets .older .

CLICK TO WATCH THE  
FOX13 COVERAGE

https://vimeo.com/762427389
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“I .appreciated .this .example .because .this .youth .is .at .a .higher .

risk .for .substance .use .due .to .the .risk .factors .in .her .own .life . .

Even .though .the .Parents .Empowered .messaging .is .tailored .

to .parents, .this .event .and .message .gave .the .mentor .an .

opportunity .to .have .that .conversation .with .her .mentee .in .a .

low-pressure .and .fun .environment .”

KEARNS EVIDENCE2SUCCESS COALITION

Kearns demographic data demonstrates a very rich and diverse 

culture. According to the 2019 Census data, Kearns has the second 

highest population of both Hispanic and Latino, and Pacific Islander 

residents in the state. Because of its ethnic diversity, Kearns has several 

“communities within the community.” SHARP survey data showed that 

alcohol use among sixth grade students in Kearns doubled from 2017 to 

2019. Thirty-day alcohol use figures among 6th - 12th graders were 50% 

higher than state averages, at 8.3%. Evidence2Success Coalition aimed 

to utilize their Parents Empowered CPP to provide Hispanic and Latino 

residents with the chance to become more engaged in the community 

and also prevent youth substance abuse within their households. 

 

To reach these underserved populations, the coalition hosted local 

family cooking classes taught by chefs from Create Better Health—a 

USU Extension program. Two classes were held simultaneously, one 

in English and one in Spanish, to promote the importance of sharing 

meals and family conversations to help prevent underage drinking. 

Substantial evidence has demonstrated that family mealtime is a 

protective factor that reduces many negative health outcomes, 

including underage drinking. Families learned to prepare huevos 

rancheros, a jicama and orange salad, and banana smoothies in the 

community kitchen at Kearns City Library. Just before the event, the 

coalition held a community press announcement for key leaders and 

partners on Facebook Live and in person. Becky Guertler, chair of 

Kearns .Evidence2Success .Cooking .Classes,  .Videos .and .
Bonding . in .a .Bag .Kits

CLICK TO WATCH THE  
VIDEO IN ENGLISH

CLICK TO WATCH THE  
VIDEO IN SPANISH

CLICK TO  
WATCH  

THE ABC4 
SPOT

CLICK TO  
WATCH  

THE FOX13 
SPOT

https://vimeo.com/761197860
https://vimeo.com/761206166
https://vimeo.com/761491446
https://vimeo.com/761513150
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Kearns Evidence2Success coalition, and 

Cheryl Saunders, program coordinator, 

unveiled the coalition’s YouTube channel 

featuring newly created cooking 

videos about the importance of family 

mealtime. Historically, the Council has not 

participated in coalition activities so it was 

an excellent opportunity to re-engage 

them in local prevention efforts.

These cooking videos, in Spanish and 

English, were also geo-targeted via social 

media to the Kearns zip code, alerting 

families to Bonding in a Bag kits with all the 

ingredients to make the meals featured in 

the videos. The bags contained meal kits, 

recipe instructions, links to the YouTube 

videos and some gifts, such as a mixing 

spoon and either an apron, t-shirt or hat. 

The kits’ message was focused on parents 

being the #1 reason kids choose not to 

drink underage. The bags included ways 

for parents to bond with their children, 

set clear expectations about underage 

drinking, and provided parent-to-child 

communication strategies. These dialogues 

and strategies were also integrated into the 

live cooking classes as a healthy reminder 

about spending time together as a family. 

Two-hundred sixty (260) free Bonding in 

a Bag kits were distributed through local 

partners, Stan’s Market and Rancho 

Markets, in Kearns. All the bags were gone 

within 24 hours of the cooking classes. The 

grocery stores commented that the bags 

were well-received and the community 

members were very appreciative and 

happy to receive them.

Media coverage of the live cooking classes 

was provided on multiple broadcast/

online channels, including Fox13, KSL, 

KTVX and Daily Advent, with a reach of 

over 1.7 million viewers/readers. Pre-event 

coverage included an interview with Becky 

Guertler, Evidence2Success coalition chair, 

on Fox13’s The Place.

NORTH DAVIS CTC COALIT ION
In preparation for its Community 

Partnership Project, North Davis 

Communities That Care engaged multiple 

key leaders across five cities to support a 

community-wide message to parents about 

preventing underage drinking. Mayors and 

city council members from Clinton and 

Sunset, and Chiefs of Police in Syracuse 

and Clearfield were all brought together to 

help ignite a commitment to the coalition’s 

mission from local public safety offices and 

private construction companies. Based on 

local SHARP data, the messaging for the 

campaign reminded parents they are the 

#1 reason kids don’t drink and empowered 

them to bond with, set boundaries and 

monitor their children.

Viviana Felix, prevention specialist for 

North Davis CTC, worked together with her 

coalition members to build relationships 

with 14 community partners: Davis County 

Sheriff’s Office and four other police 

departments, three cities, two plumbing 

and heating companies, a pavement 

company, a construction company, a 

trucking company, and a painting and 

flooring company. Two hundred and 

fifty Davis County-area construction and 

public safety vehicles are now serving 

as mobile billboards throughout the 

community, displaying messages in Spanish 

and English to help prevent underage 

drinking. Large magnets on the tailgates 

and sides of construction company’s 

vehicles remind parents their kids’ brains 

are still under development and need to 

remain alcohol-free for a bright future. 

Messaging on public service partners’ 

vehicles encourages parents to spend 15 

minutes a day of one-on-one time with 

their child to strengthen relationships and 

keep kids’ brains healthy. With the typical 

police patrol vehicle averaging more than 

50 miles a day alone, North Davis CTC 

expects that the myriad of partners and 

their participating vehicles will effectively 

deliver the underage drinking prevention 

messaging across the North Davis area.

A press event was held at Morgan 

Pavement headquarters in Clearfield 

to launch the effort. Speakers included 

Gladyris Larsen, chair of North Davis 

CTC; Kelly Bennett, Chief of Clearfield 

Police Department; and Rich Muirbrook, 



Business Development and Communications Director of Morgan 

Pavement. Press were greeted with the visual of a long row of 14 

different construction, police, fire and public safety vehicles with the 

prevention magnets. The community-wide prevention effort received 

14 new stories from statewide media including KUTV, Fox13, ABC4 and 

the Davis Journal, reaching over 134,000.

As a result of this community-wide prevention effort, the coalition 

was able to engage the support of the West Point City sheriff and 

the newly appointed mayor. Additionally, new connections were 

made with the Syracuse City mayor and Clinton Police Department. 

All these resulting relationships will help sustain and strengthen future 

underage drinking prevention efforts.

PREVENTION ADVISORY COALIT ION—UNION
Each year, the Duchesne and Uintah County communities gather 

for a week-long, family-friendly event called the Uintah Basin in 

Celebration. In anticipation of that event, Northeastern Counseling 

and the Prevention Advisory Coalition-Union partnered with Parents 

Empowered to create underage drinking prevention messaging for 

the local baseball fields where an All-Nighter Softball Tournament 

was to be held. Although the underage drinking rates for the area 

are well below the state average, according to SHARP data, the laws 

and norms favorable to drug use are 57% above the state average. 

As a result of this data, messaging focused on the harms of alcohol 

to the developing adolescent brain with the aim of decreasing 

parental attitudes favorable to substance use. On July 29, over 300 

people attended the softball tournament, where they were exposed 

to harms of underage drinking messaging and parental prevention 

skills. Signage throughout the ballfield advocated setting clear 

rules against underage drinking and staying involved in kids’ daily 

lives by using the 5 Ws to monitor kids’ activities. From August 4-6, 

North .Davis .Construct ion .& .Publ ic .Safety .Vehicles .Campaign
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the fields were also the venue for Native American Night, a local 

Talent Night and a concert. Across the three days, attendance 

exceeded 15,000.  

To extend the reach of the message even further, the local 

prevention coordinator, Robin Hatch, contacted the Uintah Basin 

Standard which resulted in an online article about the effort. 

Additionally, the coalition has been working to increase their 

social media presence and developed posts about the ballfield 

messaging. Social media was used to create public support for 

“No underage drinking” messaging and to challenge and change 

social norms that tolerate it. The coalition has seen improved 

awareness of their prevention efforts and increased engagement 

with parents and key leaders in their local area because their 

ongoing efforts to utilize the Parents Empowered campaign in their 

social content.

As a result of these prevention efforts, the coordinator was 

contacted by their local alcohol packaging agency, who 

wanted to be involved in the coalition. They are now attending 

coalition meetings and contributing to the cause. And finally, 

a key council member inquired if he could be of assistance in 

providing additional opportunities to promote prevention in the 

area. The coalition is currently planning new events—some in other 

surrounding areas—to promote the Parents Empowered message 

and remind families to eat dinner together—which also helps 

prevent underage drinking.

TOOELE CITY CTC COALIT ION
SHARP data for Tooele showed small increases in alcohol use 

among 6th to 12th graders, as well as those who reported drinking 

at home with their parents’ permission. Tooele City CTC opted to 

be proactive in addressing these concerning upticks. Together with 

the Tooele City Library, their community partner, they developed 

Prevention .Advisory .Coal i t ion .Basebal l  .F ield .Messaging
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a short-term prevention activity for families and a long-term 

informational installation to educate parents about the harms of 

underage drinking.

For two days in January, Stacy Smart, local prevention coordinator, 

and the CTC coalition hosted the Parents Empowered Escape 

Room experience where families could try to escape Dr. Vorg’s Evil 

Laboratory by finding clues related to underage drinking facts. The 

prevention event was advertised with boosted social media posts, 

ads on their electronic billboard on Main and Vine Street, as well 

as in their city newsletter and other city emails. Pre-registration was 

provided by Tooele City online registration. Patrons were able to 

sign up for a 20-minute session, with all slots filling within the first few 

days. As families entered and exited the escape room, prevention 

professionals and key leaders were there to discuss what they 

learned, reiterate the 5 Ws, answer any questions and hand out 

educational materials. One community member commented, 

after failing to escape, that she reads a lot of crime books and 

watches a lot of crime-story movies and was impressed with how 

well the escape room was put together.

Key leaders, including the mayor, city council members and 

the new chief of police kicked off the event by taking their own 

families through the escape room. CTC prevention specialists then 

interviewed the key leaders on Facebook Live, giving them the 

opportunity to make a public statement about the importance 

of underage drinking prevention in their community. Other media 

coverage included two pre-event interviews with prevention 

coordinator Stacy Smart on Fox13’s The Place and during the 9am 

newscast. Day-of event coverage included five stories from KUTV 

and Fox13.

Tooele .City .CTC .Escape .Room
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Tooele Library also wanted an 

educational display for parents 

that dramatically illustrated 

the importance of underage 

drinking prevention. Tooele 

CTC partnered with Parents 

Empowered to create a floor-to-

ceiling window display showing 

actual images of the brain and 

sharing facts about how alcohol 

negatively impacts a child’s 

still-developing brain. Book drops 

were also wrapped with similar 

messaging.

Both of these efforts were used 

to increase capacity and buy-in 

for underage drinking prevention 

efforts. It’s anticipated the library 

installation will stay up for a long 

period of time so parents will be 

reminded of the importance of 

keeping kids’ brains healthy and 

alcohol-free each time they visit 

the library.

SOUTH DAVIS CTC 

COALIT ION

South Davis Communities That 

Care collaborates with other 

local CTCs to serve five cities: 

Bountiful, Centerville, North 

Salt Lake, West Bountiful and 

Woods Cross. As they looked to 

identify a community partner 

to help mobilize their underage 

drinking prevention efforts 

across multiple communities, 

they reached out to the South 

Davis Recreation District. Their 

South Davis Recreation Center 

provides year-round community 

recreation programming for 

youth and adults. It is a well-

known venue where families 

from all five cities spend their 

time swimming, ice skating, 

rock climbing, weightlifting, 

or enjoying the playgrounds 

and splash pad. Unified by 

the common goal to keep the 

community healthy, the CTC 

and rec center teamed up with 

Parents Empowered to remind 

parents they are the #1 reason 

kids don’t drink and to empower 

them to keep their kids’ brains 

healthy and their futures bright. 

Messaging was adapted to 

the recreational area where it 

was displayed, with aquatic-

themed murals near the pool, 

ice skating-themed wraps 

at the rink and basketball-

oriented messaging on the 

courts. To extend the reach of 
Tooele .City .CTC .L ibrary .

Instal lat ion

Tooele CTC partnered 
with Parents Empowered 
to create a floor-to-ceiling 
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how alcohol negatively 
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drops were also wrapped 
with similar messaging.
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the prevention message throughout the area, South Davis CTC also 

installed Parents Empowered murals and banners in city parks located 

in Bountiful, West Bountiful, Woods Cross and North Salt Lake.

On March 18, South Davis CTC promoted free entry to the South 

Davis Recreation Center to the first 250 people who came in and 

interacted with them. The CTC promoted the event and messaging 

on their social media channels and through Peachjar, an electronic 

flyer system within Davis School District. To engage families with the 

messaging, Danielle Kaiser and Jess Bigler, prevention specialists, and 

the CTC had three booths set up, each focusing on part of the Parents 

Empowered skills messaging: bonding, boundaries, and monitoring. 

The families heard a 30-second pitch, in English or Spanish, about 

each parenting skill and received a goodie bag. Over 175 community 

members attended the event and 100 goodie bags were distributed. 

At the booth focused on monitoring/checking in with the kids, a father 

turned to his child and said, “We don’t drink, do we?” and his little 

boy shook his head, “No.” The father replied to the coalition member, 

“See, he knows.” Families who participated at each booth also had 

the chance to enter to win a giveaway prize. A reporter from the Davis .

Journal covered the local launch event.

Looking at the additional outcomes of this Community Partnership 

Project, it’s anticipated that the partnership developed with South 

Davis Recreation District could lead to future opportunities to share 

evidence-based prevention efforts with the parents and families the 

rec center serves. It could also lead to future collaborations, such as 

messaging on sports fields, jerseys, etc. Most importantly, South Davis 

CTC would like to train coaches, South Davis Recreation staff, and 

other adults who interact with kids on the principles of prevention they 

can use to help keep kids alcohol-free. Finally, they anticipate this 

project will help build membership capacity within each coalition and 

enthusiasm around prevention with community partners who share the 

vision of a healthy future for South Davis kids.

South .Davis .Rec .Center .and .Parks .Messaging
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PARENTS EMPOWERED MESSAGE
PRESENTING THE

Promoting Prevention Science via Public Relations

Parents Empowered customized campaigns—which have been 

designed to meet local needs—can help key leaders catch the vision 

and create buy-in for the prevention effort. Not unlike our business 

partners, if we can create that buy-in with key leaders, they’re 

more likely to offer additional resources to support the initiative. 

For example, developing policies and funding sources that are 

supportive of prevention best practices. Further, when leaders are 

engaged and speak to their community about keeping their kids 

alcohol-free, it sends a message to parents that underage drinking 

prevention is an important matter that deserves their attention 

and action. And if elected officials are advocating for pro-social 

behaviors, the campaign has gone a long way in changing the 

social norm that tolerates underage drinking.

CROSS-PROMOTING COMMUNITY PARTNERSHIPS  
WITH EARNED MEDIA 
Because Parents Empowered has developed strong media 

relationships and partnerships, the campaign often receives 

opportunities to deliver the underage drinking prevention message 

via three-minute interviews on TV morning shows, news programs, 

with radio personalities, etc. Recently, Parents Empowered has 

been directing those opportunities to local coalition leaders and 

prevention coordinators so they can share the Parents Empowered 

prevention message while also publicizing their upcoming 

Community Partnership Project. These earned and added value 

media interviews have been great opportunities for local substance 

abuse authorities to gain publicity for local prevention efforts, to 

speak to risk and protective factors, and to highlight community 

efforts to prevent underage drinking. Finally, by participating in 

earned media news interviews, Parents Empowered is able to 

leverage support from the news teams to provide third-party 

credibility for the prevention message and increase the total 

audience reach statewide.

ALCOHOL AWARENESS MONTH
Governor Spencer Cox declared April Alcohol Awareness Month in 

Utah. The declaration emphasizes the state’s commitment to alcohol 

safety education for all Utah families. Specifically, it outlined the 

role of Parents Empowered, under the direction of the Department 

of Alcoholic Beverage Control (now the Department of Alcoholic 

Beverage Services), in promoting alcohol safety. Together, the DABS 

and Parents Empowered work to end underage drinking and raise 

awareness about the harms that alcohol misuse can cause.

Public relations plays a fundamental role in supporting 
the prevention science behind the Parents Empowered 
campaign.

Public .relations .plays .a .fundamental .role .in .supporting .the .prevention .science .behind .the .Parents .Empowered .campaign . .When .

the .application .for .the .new .Community .Partnership .Projects .(CPP) .was .issued, .prevention .experts .emphasized .the .importance .of .

using .the .CPPs .to .engage .community .leaders .in .the .ongoing .prevention .effort . .When .an .elected .official .is .able .to .participate .in .the .

launch .of .a .well-developed, .professional .underage .drinking .prevention .campaign, .it .can .be .a .powerful .“conversion .tool” .for .the .

elected .official . .
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“Whereas .the .statewide .Parents .Empowered .

committee, .which .is .led .by .the .Department .of .

Alcoholic .Beverage .Control, .continues .to .work .

collaboratively .and .is .evidence-based .to .reduce .

the .number .of .kids .drinking .alcohol .underage .by .

promoting .parental .involvement .and .strong .family .

connections, .and .educating .about .the .harmful .

effects .of .drinking .underage”

The declaration also cited Utah SHARP survey data that underage 

drinking in Utah is at the lowest rate ever recorded at 4.3 percent, 

down 64 percent since 2005. Executive Director of the DABC, Tiffany 

Clason, spoke to the importance of the declaration in interviews on 

ABC4 and KUTV.

Parents Empowered Month and Collateral

In 2008 Governor Gary Herbert proclaimed January as Parents 

Empowered month—a time set aside for parents to establish 

clear rules against underage drinking. Since that proclamation, 

Parents Empowered has worked closely with the state prevention 

coordinators to roll out a focused, community education effort 

during the month of January. All activities are focused on 

teaching parents how to communicate the harms of alcohol on 

kids’ developing brains and to express their strong disapproval of 

underage drinking.

In December 2021, Parents Empowered distributed over 130 

prevention kits to local county coordinators to help enhance their 

prevention efforts. During the 2021/2021 year, each coordinator 

held a minimum of five underage drinking prevention events with 

each event aimed at educating their communities on the harmful 

effects of underage drinking and the proven parental skills of 

prevention. This year’s kits contained: campaign collateral, aprons, 

Happy .& .Healthy .  .
Magnet

The .Family .that .Eats .Together .Apron

Grocery .L ist

Chit  .Chat .Cards

Seedl ing .Kits

Grocery List
Studies show kids are 33% less 

likely to drink if they eat at least 
5-7 times a week with their family.

Share a meal and have a 
conversation today.
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spatulas and serving spoons to promote 

family meals, seedling kits for a family 

bonding activity, parent/child discussion 

“Chit Chat” cards to help strengthen 

parent-child relationships, and other 

educational items.

The coordinators use these materials 

primarily in January, but also throughout 

the campaign year, to engage parents 

in one-on-one discussions and further 

promote the prevention message.

Diversity Materials

Diversity, equity and inclusion (DEI) are 

foundational to the success of Parents 

Empowered. Consequently, Parents 

Empowered has developed campaign 

messaging that aims to be sensitive 

to varied cultures and underserved 

audiences. Over the past year, the 

campaign has specifically worked to 

increase the number of prevention 

materials and community education 

installations that are culturally relevant 

and speak to a diverse audience of 

parents.

In response to a meeting with Hispanic 

prevention coordinator Rosa Garcia from 

Davis Behavioral Health, we translated 

Bonding, Boundaries and Monitoring 

Infographics into Spanish and produced 

several pieces of educational collateral in 

Spanish. Additionally, we created Spanish 

versions of the educational videos, “The 5 

Ws” and “How to Have the Alcohol Talk.” 

Several of the Community Partnership 

Projects were also developed in Spanish, 

including projects in Kearns, Layton, North 

Davis, South Davis, Summit and Wendover.

In the past, we have also developed 

customized underage drinking prevention 

campaigns to address Navajo Nation 

parents and grandparents in San Juan 

County. We are now preparing for future 

opportunities to create community 

campaigns that are representative of 

other Native American cultures.

13 County Coordinators—Local and Rural

Through the dedicated efforts of the 

13 county coordinators, the Parents 

Empowered message is customized and 

shared across Utah. Representatives 

from Parents Empowered met with each 

coordinator one-on-one this year to 

discuss customized plans that would 

create sustainable social change for their 

areas. Parents Empowered understands 

that a mass media campaign is not a 

one-size-fits-all program, but rather seeks 

to customize each plan to the needs 

and partnership opportunities of the 

specific community. Consequently, each 

campaign year Parents Empowered builds 

a localized outreach plan for each area. 

Coordinators have shown incredible drive 

and perseverance as they have worked 

to reach parents in new and innovative 

ways. Several coordinators went above 

and beyond to help promote the Parents 

Empowered message by including the 

campaign within local community efforts. 

For additional information, please see the 

Community Partnership Projects summary. 

The success of Parents Empowered would 

not be possible without the support and 

assistance of the 13 local substance use 

prevention coordinators. Their ongoing 

dedication to underage drinking 

prevention among Utah’s youth is one of 

the driving factors that has helped spread 

and implement the Parents Empowered 

message in communities across Utah.
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EXECUTIVE 

FACTS
Compliance check results.

 y Thirty-seven law enforcement agencies conducted 1,110 

compliance checks during FY 2022, with a compliance rate of 

93.24%.  The State Bureau of Investigations, Alcohol Enforcement 

Team, conducted 110 off-premise compliance checks with 

a compliance rate of 89.09%, totaling 1,220 checks with a 

compliance (pass) rate of 92.87%.

 y Four law enforcement agencies visited with 34 retail locations 

to educate them about the training requirements for all clerks 

through the Department of Substance Abuse and Mental Health 

(DSAMH) and all managers with the Department of Alcoholic 

Beverage Services (DABS).

 y Many agencies are slowly resuming compliance checks in their 

areas as COVID restrictions are lifting.

 y The statewide compliance (pass) rate was 88.45% in FY 2021 and 

increased to 92.87% during FY 2022.

 y During FY 2022, agencies received reimbursement for conducting 

compliance checks, including officer wages, underage buyer 

wages, mileage, and administrative costs totaling approximately 

$46,950.

EASY Retail Clerk Training

The Utah Division of Substance Abuse and Mental Health (DSAMH) 

is responsible for certifying providers and programs that provide 

training for people who sell beer and other alcoholic beverages in 

Utah.  All trainers need to recertify every three years.  All retail clerks 

that sell alcohol or oversee the sale of alcohol must be trained 

within 30 days of hire and recertify at least every five years.

 y DSAMH reports that 13,517 retail clerks were trained, and 61 

training providers were certified or recertified during FY 2022.

 y DSAMH has a system established to track retail clerk citation 

information for all law enforcement and retailers to reference.

 y DSAMH reports there were 657 retail clerk citations/warnings 

issued during FY 2022.

EASY Retail Management Training

Retail manager training is mandatory through the Department of 

Alcoholic Beverage Services (DABS). Retail manager training does 

not expire.  DABS also holds violation training for licensees that have 

a 2nd violation within a 3-year period. Law enforcement officers are 

welcome to attend these training sessions.

 y DABS reports 627 off-premise beer license managers trained.

 y During FY2022, 154 people attended violation training.

 y There were 1,619 active off-premise licensees during FY2022.
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PROGRAM 

OVERVIEW
Results from the 2021 Student Health and Risk Prevention (SHARP 

Survey show lifetime use of alcohol (youth who have ever tried 

alcohol) continues to decline overall among all grades, dropping 

from 18.1% to 16.7%, with the most significant drop among 12th 

graders.  Binge drinking showed a decrease among 12th graders 

from 8.6% to 6.9%. Binge drinking among all grades dropped slightly 

from 4.3% to 4.0%, demonstrating the importance of being vigilant 

in our efforts to prevent youth from accessing alcohol.

The primary goal of the EASY program is to curtail the retail supply 

of alcohol to minors at off-premise consumption retail locations 

through two complementary methods:  training and enforcement.   

Standardized and mandatory retail employee and management 

training requirements have empowered frontline retail employees 

with the knowledge and information they need to avoid sales to 

minors. Funding is provided to local law enforcement agencies to 

conduct alcohol compliance checks, thereby removing the primary 

obstacles that frequently prevent law enforcement agencies from 

conducting compliance checks.  Overall, Utah’s law enforcement 

agencies and retailers continue to support the EASY program.

The Utah Department of Public Safety’s Highway Safety Office (HSO) 

administers the compliance check portion of EASY.  As required by 

statute, the HSO records data, analyzes results, and tracks records 

related to the compliance checks performed by law enforcement 

as part of EASY.

The .Eliminating .Alcohol .Sales .to .Youth .(EASY) .compliance .check .program .faced .challenges .during .FY2022 . . .With .restrictions .due .to .

COVID, .many .agencies .were .slow .to .resume .their .compliance .check .operations . .Law .enforcement .agencies .were .short .staffed, .and .

officers .needed .to .work .mandatory .overtime, .leaving .other .overtime .opportunities .unfulfilled . .Continuation .of .the .EASY .compliance .

check .program .will .demonstrate .the .success .that .consistency .and .a .stable .funding .source .can .establish .

EXECUTIVE

SUMMARY
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Successes and Challenges

FY 2022 brought another round of challenges as well as successes. 

The COVID restrictions were starting to lift, and law enforcement 

agencies slowly and cautiously restarted conducting compliance 

checks.

FY 2022 showed an increase in participating agencies, an 

increased number of checks conducted, and an increase in the 

compliance rate from 88.45% in FY 2021 to 92.87% in FY 2022.

The State Bureau of Investigations Alcohol Enforcement Team (AET) 

conducts off-premise compliance checks at DABS and package 

store locations throughout the state.  They also conduct checks as 

requested by law enforcement agencies.  FY2022 is the first year AET 

reported the checks they conducted.

According to Utah Code 77-39-101, law enforcement can check 

each retail location four times per calendar year.  Unfortunately, 

only seven agencies conducted checks four times (18.92%).  

Fourteen agencies conducted checks two or three times (32.84%), 

and the remaining sixteen agencies were only able to conduct 

one check during the year (43.24%).  The goal is to encourage all 

agencies to conduct four compliance checks per year.

Compliance Check Statistics 

Over half of the participating agencies are concentrated along 

the Wasatch Front, which directly correlates to the majority of the 

population in Utah.

A total of 37 agencies conducted 1,110 compliance checks during 

FY 2022.  The compliance (pass) rate increased to 93.24%.

The AET conducted 110 compliance checks during FY 2022, with a 

compliance (pass) rate of 89.09%

FISCAL YEAR COMPLIANCE CHECKS CONDUCTED COMPLIANCE RATE

FY 2007 1,523 88.3%

FY 2008 1,526 84.1%

FY 2009 1,970 87.4%

FY 2010 2,512 90.3%

FY 2011 1,580 90.6%

FY 2012 2,416 92.3%

FY 2013 1,887 91.7%

FY 2014 1,364 91.0%

FY 2015 1,465 89.7%

FY 2016 1,784 91.4%

FY 2017 1,567 92.4%

FY 2018 1,599 92.1%

FY 2019 1,334 90.25%

FY 2020 1,074 93.28%

FY 2021 476 88.45%

FY 2022 1,220 92.87%

CHECK RATES
FY 2021

16th Annual EASY Report



16th Annual EASY Report

- 75 -

Compliance Check Analysis

Anecdotal evidence placed the average compliance rate for 

off-premise consumption retailers at 60% before the start of the 

statewide EASY program in July 2006.  Since then, the compliance 

rate has steadily increased to an average of 90.35% until FY2021.

Due to COVID restrictions during FY2021, the number of compliance 

checks conducted plunged to 476. With participating agencies 

conducting checks less consistently, retailers have relaxed 

their guard against properly identifying buyers, which led to a 

decreased pass rate of 88.45%.

FY 2022 showed increased participation as COVID restrictions were 

lifted.  The number of compliance checks conducted increased to 

1,220 and the compliance rate increased to 92.87%.

Wasatch Front Compliance Rates

Analyzing the sixteenth-year data for the EASY program shows the 

number of participating agencies has increased, along with the 

compliance rate.

The HSO will continue to work with law enforcement agencies to 

initiate or renew their programs so agencies statewide can work 

toward eliminating alcohol sales to youth.

The Salt Lake County Health Department supported this program, 

with funding from a grant received, by offering a monthly newsletter 

for all law enforcement, updating brochures for all off-premise 

retailers and clerks, and working to support an annual training 

update for all officers.        

WASATCH FRONT COMPLIANCE
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Law Enforcement Training

During FY 2022, Southwest Behavioral Health, Southwest Prevention, 

and Salt Lake County Health Departments offered a one-day Law 

Enforcement and Prevention Summit training to all law enforcement 

agencies statewide.  This training was held in March in St. George.  

The training was an in-depth look at the basic prevention science, 

the evidence behind checks, along with the impact of alcohol on 

the adolescent brain and offered effective ways law enforcement 

can engage in prevention work and how coalitions can support law 

enforcement.

Additional training was conducted with Davis County law 

enforcement agencies and South Salt Lake PD. The HSO will reach 

out to all law enforcement agencies making sure they know training 

opportunities are available and schedule as requested in either 

virtual or live format.  
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Retail Training

Retail clerks represent the front line of defense in Utah’s quest to 

eliminate alcohol sales to youth.  While law enforcement agencies 

may conduct four random alcohol compliance checks per 

calendar year at each retailer in their jurisdictions, retail clerks 

potentially face minors attempting to purchase alcohol every 

hour of every day.  To fortify this front line of defense, the EASY law 

contains a provision mandating standardized, state-approved 

training for everyone who sells or oversees the sale of alcohol.

DSAMH administers the retail training portion of EASY.  The actual 

training is provided by private companies or individuals using 

trainers and curricula approved by DSAMH.  Retail training providers 

receive a certification that is valid for up to three years.  During FY 

2022, sixty-one trainers were either certified or recertified.

Training classes must be at least one hour in length and cover the 

following topics:

 y Alcohol as a drug and its effects on the body and behavior.

 y Utah’s law related to responsible alcoholic beverage sales.

 y How to recognize a problem drinker and the signs of intoxication.

 y How to check for valid identification.

 y Methods for dealing with difficult customers and terminating 

sales.

The classes incorporate an essential element of the 2007 Surgeon 

General’s Call to Action to Prevent and Reduce Underage Drinking: 

to help retailers “understand why restrictions on adolescent access 

to alcohol and on alcohol availability need to be in place to 

prevent and reduce underage alcohol use and its consequences.”

Retail clerks receive a certification of training valid for up to five 

years, as long as the clerk stays compliant.  Retailers throughout 

the state, from small privately-owned stores to large national 

corporations, have complied with the EASY retail clerk training 

requirements.  Some create their own curriculum, while others have 

used online training developed by the Utah Food Association.

DSAMH reported that 13,517 retail clerks were trained during FY2022, 

and there were 657 citations and or warnings issued.

Retail management is expected to complete management 

training conducted by the Department of Alcohol Beverage 

Services (DABS).  This training does not expire, and it follows the 

manager wherever they may go in the future.  If a licensee gets a 

second violation in a 3-year period, the violator and all operation 

managers shall take a violation training, according to Utah code 

32B-1-7.   DABS reports 154 people took violation training.
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FY 2022 represented the EASY alcohol compliance check program’s sixteenth year.  During this year, several agencies underwent 

restructuring after the COVID restrictions were lifted.  Consequently, law enforcement did not conduct EASY compliance checks 

consistently throughout the year.  The number of participating agencies increased from 13 to 37. And compliance checks increased from 

476 during FY 2021 to 1,220.  FY 2022 showed an increase in compliance (pass) rates, from 88.45% during FY 2021 to 92.87%.

Since its inception, the success of EASY can be found in the consistency of law enforcement agencies and the officers who conduct 

compliance checks.  

The HSO will continue to seek new ways to increase the priority of the EASY program within local communities and provide training 

opportunities for all law enforcement agencies.

The retail community continues to comply with the training requirements of the EASY program.  New and established retailers alike are 

taking a proactive approach to comply with the EASY retail training requirements, fortifying the front line of defense in the effort to 

eliminate alcohol sales to youth.

SUMMARY
FY 2022

16th Annual EASY Report
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Box Elder County —0.54% 

Cache County—6.15% 

Daggett County— 2.79% 

Davis County —9.33% 

Juab County— 0.42%

Salt Lake Count y—42.91%

Summit County—5.21% 

Tooele County—15.36% 

Uintah County—2.95%

Utah County —5.05%

Weber County —9.29%

EASY FUNDS SPENT
ON REIMBURSEMENT

FY 2022

COUNTY PERCENTAGE REIMBURSEMENT

Box Elder County 0.54%  $255.14 

Cache County 6.15%  $2,885.88 

Carbon County 0.00%  $-   

Daggett County 2.79%  $1,311.93 

Davis County 9.33%  $4,380.73 

Duchesne County 0.00%  $-   

Emery County 0.00%  $-   

Iron County 0.00%  $-   

Juab County 0.42%  $197.86 

Morgan County 0.00%  $-   

Rich County 0.00%  $-   

Salt Lake County 42.91%  $20,144.08 

Sevier County 0.00%  $-   

Summit County 5.21%  $2,448.05 

Tooele County 15.36%  $7,209.38 

Uintah County 2.95%  $1,387.32 

Utah County 5.05%  $2,371.57 

Wasatch County 0.00%  $-   

Washington County 0.00%  $-   

Weber County 9.29%  $4,357.76 

Total 100.00%  $46,949.70 

16th Annual EASY Report
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BEAVER COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

BOX ELDER COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT
Tremonton PD 14 14 0  $255.14 100.00%

Subtotal 14 14 0  .$255 .14 . 100 .00%

CACHE COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Cache County SO 72 70 2  $1,778.96 97.22%

Logan PD 57 52 5  $1,106.92 91.23%

Subtotal 129 122 7  .$2,885 .88 . 94 .57%

CARBON COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT
- - - - - -

DAGGETT COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Checked by Uintah County SO 8 7 1  $1,311.93 87.50%

Subtotal 8 7 1  .$1,311 .93 . 87 .50%

DAVIS COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Bountiful PD 30 28 2  $1,565.45 93.33%

Clearfield PD 48 42 6  $1,012.75 87.50%

Clinton PD 3 3 0  $97.48 100.00%

Layton PD 42 40 2  $1,130.05 95.24%

North Salt Lake PD 11 7 4  $451.68 63.64%

Sunset PD 3 3 0  $123.32 100.00%

Subtotal 137 123 14  .$4,380 .73 . 89 .78%

DUCHESNE COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

EMERY COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

IRON COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

JUAB COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Juab County SO 5 4 1  $197.86 80.00%

Subtotal 5 4 1  $197 .86 80 .00%

RICH COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

SALT LAKE COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Murray PD 21 20 1  $0.00 95.24%

Riverton PD 43 42 1  $1,674.64 97.67%

Unified PD - Holladay 8 8 0  $1,513.96 100.00%

Unified PD - Kearns 116 109 7  $12,991.12 93.97%

Unified PD - Millcreek 55 51 4  $3,964.36 92.73%

Subtotal 243 230 13  .$20,144 .08 . 94 .65%

SEVIER COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

SUMMIT COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Park City PD 15 15 0  $1,049.67 100.00%

Summit County SO 20 16 4  $1,398.38 80.00%

Subtotal 35 31 4  .$2,448 .05 . 88 .57%

TOOELE COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Grantsville PD 17 17 0  $1,109.99 100.00%

Stockton PD 5 5 0  $808.00 100.00%

Tooele City PD 71 63 8  $2,767.01 88.73%

Tooele County SO 37 34 3  $2,524.38 91.89%

Subtotal 130 119 11  .$7,209 .38 . 91 .54%

UINTAH COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Uintah County SO 12 11 1  $1,387.32 91.67%

Subtotal 12 11 1  .$1,387 .32 . 91 .67%

UTAH COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

American Fork PD 61 61 0  $409.38 100.00%

Lehi PD 21 20 1  $155.01 95.24%

Lindon PD 4 4 0  $53.02 100.00%

Mapleton PD 3 3 0  $18.64 100.00%

Orem DPS 81 78 3  $687.52 96.30%

Pleasant Grove PD 11 11 0  $67.59 100.00%

Provo PD 29 22 7  $368.76 75.86%

Salem PD 3 3 0  $30.01 100.00%

Spanish Fork PD 47 45 2  $376.87 95.74%

Springville PD 27 26 1  $204.77 96.30%

Subtotal 287 273 14  .$2,371 .57 . 95 .12%

WASATCH COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

WASHINGTON COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

- - - -  - -

WEBER COUNTY AGENCIES COMPLIANCE CHECKS PASSED FAILED  REIMBURSEMENT PERCENT 

Ogden PD 12 11 1  $688.26 91.67%

Riverdale PD 7 7 0  $334.56 100.00%

Roy PD 11 10 1  $384.11 90.91%

Weber County SO 80 73 7  $2,950.83 91.25%

Subtotal 110 101 9  .$4,357 .76 . 91 .82%

Grand Total 1,110 1,035 75  $46,949.70 93.24%

EASY FUNDS SPENT ON REIMBURSEMENT & COMPLIANCE CHECKS
FY 2022

- N o  r e s u l t s  r e p o r t e d 
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- N o  r e s u l t s  r e p o r t e d 

County FY 2020 FY 2021 % Change FY 2021 FY 2022 % Change

Beaver - - - - -

Box Elder 97.73% 100.00% 2.27% 100.00% 100.00% 0.00%

Cache 90.00% 88.50% -1.50% 88.50% 94.57% 6.07%

Carbon - 100.00% 100.00% -

Daggett - 100.00% 100.00% 87.50% -12.50%

Davis 89.74% 85.54% -4.20% 85.54% 90.21% 4.67%

Duchesne - - -

Garfield - - - 76.19%

Iron 87.50% 95.83% 8.33% 95.83% -

Juab 100.00% - - 80.00%

Morgan - - - 83.33%

Rich - - -

Salt Lake 93.65% 84.40% -9.25% 84.40% 94.62% 10.22%

San Juan - - -

Sevier 100.00% - -

Summit 71.43% - - 88.57%

Tooele 90.24% 87.18% -3.06% 87.18% 91.54% 4.36%

Uintah - 95.83% 95.83% 91.67% -4.16%

Utah 96.35% - - 95.22%

Wasatch - - - 88.89%

Washington 95.24% - - 100.00%

Weber 91.07% 84.85% -6.22% 84.85% 92.59% 7.74%

County Compliance Checks Passed Failed Compliance %

Box Elder County 15 15 0 100.00%

Cache County 129 122 7 94.57%

Daggett County 8 7 1 87.50%

Davis County 143 129 14 90.21%

Duchesne County 6 5 1 83.33%

Juab County 5 4 1 80.00%

Morgan County 18 15 3 83.33%

Salt Lake County 260 246 14 94.62%

Summit County 35 31 4 88.57%

Tooele County 130 119 11 91.54%

Uintah County 12 11 1 91.67%

Utah County 293 279 14 95.22%

Wasatch County 9 8 1 88.89%

Washington County 1 1 0 100.00%

Weber County 135 125 10 92.59%

100.00%
94.57%

87.50%
90.21%

83.33% 80.00% 83.33%

94.62%
88.57% 91.54% 91.67% 95.22%

88.89%

100.00%
95.29%

ALCOHOL RETAILER 
COMPLIANCE BY COUNTY

COMPLIANCE RATES & 
CHANGES BY COUNTY

FY 2022 FY 2020–2022
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Compliance Rates by Agency

FY2020 FY2021 FY2022

AGENCY FY 2020 FY 2021 FY 2022

American Fork PD 97.06% 100.00%

Bountiful PD 81.82% 93.33%

Box Elder County SO 100.00%

Brigham City PD 100.00% 100.00%

Cache County SO 91.84% 89.29% 97.22%

Carbon County SO 100.00%

Cedar City PD 87.50% 95.83%

Centerville PD 100.00% 87.50%

Clearfield PD 84.00% 85.71% 87.50%

Clinton PD 100.00%

Daggett County 100.00% 87.50%

Grantsville PD 100.00%

Hurricane PD 92.31%

Juab County SO 100.00% 80.00%

AGENCY FY 2020 FY 2021 FY 2022
Layton PD 100.00% 95.24%

Lehi PD 96.77% 95.24%

Lindon PD 100.00% 100.00%

Logan PD 87.80% 87.72% 91.23%

Mapleton PD 100.00% 100.00%

Murray PD 95.24%

Nephi PD 100.00%

North Salt Lake PD 63.64%

Ogden PD 89.80% 91.67%

Orem DPS 95.45% 96.30%

Park City PD 100.00%

Payson PD 92.59%

AGENCY FY 2020 FY 2021 FY 2022

Pleasant Grove PD 100.00% 100.00%

Provo PD 96.67% 75.86%

Richfield PD 100.00%

Riverdale PD 100.00% 85.71% 100.00%

Riverton PD 92.86% 100.00% 97.67%

Roy PD 90.91%

Salem PD 100.00% 100.00%

Salt Lake City PD 62.07%

Santaquin PD 100.00%

South Jordan PD 92.05% 78.57%

Spanish Fork PD 88.00% 95.74%

Springville PD 100.00% 96.30%

St. George PD 96.55%

AGENCY FY 2020 FY 2021 FY 2022

Stockton PD 100.00%

Sunset PD 100.00%

Summit County SO 71.43% 80.00%

Tooele City PD 97.06% 87.50% 88.73%

Tooele County SO 57.14% 86.96% 91.89%

Tremonton PD 92.86% 100.00%

Uintah County SO 95.83% 91.67%

UPD Holladay 100.00%

UPD Kearns/Magna 96.33% 94.44% 93.97%

UPD Midvale 100.00%

UPD Millcreek 92.98% 92.73%

UPD Taylorsville 85.00%

Weber County SO 84.62% 91.25%

% 
CO

MP
LIA

NC
E

COMPLIANCE RATES BY LAW ENFORCEMENT AGENCY
FY 2020–2022
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AGENCY FY 2020 FY 2021 % Change FY 2021 FY 2022 % Change

American Fork PD 97.06% - - - 100.00% -

Beaver County SO - - - - - -

Bountiful PD - 81.82% - 81.82% 93.33% 11.51%

Box Elder County SO - 100.00% - 100.00% - -

Brigham City PD 100.00% 100.00% - 100.00% - -

Cache County SO 91.84% 89.29% -2.55% 89.29% 97.22% 7.93%

Carbon County SO - 100.00% - 100.00% - -

Cedar City PD 87.50% 95.83% 8.33% 95.83% - -

Centerville PD 100.00% 87.50% -12.50% 87.50% - -

Clearfield PD 84.00% 85.71% 1.71% 85.71% 87.50% 1.79%

Clinton PD - - - - 100.00% -

Daggett County - 100.00% - 100.00% 87.50% -12.50%

Draper PD - - - - - -

Duchesne County SO - - - - - -

Grantsville PD - - - - 100.00%

Herriman PD - - - - - -

Hurricane PD 92.31% - - - - -

Juab County SO 100.00% - - - 80.00% -

Layton PD 100.00% - - - 95.24% -

Lehi PD 96.77% - - - 95.24% -

Lindon PD 100.00% - - - 100.00% -

Logan PD 87.80% 87.72% -0.08% 87.72% 91.23% 3.51%

Mapleton PD 100.00% - - - 100.00% -

Murray PD - - - - 95.24% -

Nephi PD 100.00% - - - - -

North Salt Lake PD - - - - 63.64% -

Ogden PD 89.80% - - - 91.67% -

Orem DPS 95.45% - - - 96.30% -

Park City PD - - - - 100.00% -

Payson PD 92.59% - - - - -

AGENCY FY 2020 FY 2021 % Change FY 2021 FY 2022 % Change

Pleasant Grove PD 100.00% - - - 100.00% -

Provo PD 96.67% - - - 75.86% -

Rich County SO - - - - - -

Richfield PD 100.00% - - - - -

Riverdale PD 100.00% 85.71% -14.29% 85.71% 100.00% 14.29%

Riverton 92.86% 100.00% 7.14% 100.00% 97.67% -2.33%

Roy PD - - - - 90.91% -

Salem PD 100.00% - - - 100.00% -

Salt Lake City PD - 62.07% - 62.07% - -

Sandy PD - - - - - -

Santaquin PD 100.00% - - - - -

South Jordan PD 92.05% 78.57% -13.48% 78.57% - -

South Salt Lake PD - - - - - -

Spanish Fork PD 88.00% - - - 95.74% -

Springville PD 100.00% - - - 96.30% -

St. George PD 96.55% - - - - -

Stockton PD - - - - 100.00% -

Summit County SO 71.43% - - - 80.00% -

Sunset PD - - - - 100.00% -

Tooele City PD 97.06% 87.50% -9.56% 87.50% 88.73% 1.23%

Tooele County SO 57.14% 86.96% 29.82% 86.96% 91.89% 4.93%

Tremonton PD 92.86% - - - 100.00% -

Uintah County SO - 95.83% - 95.83% 91.67% -4.16%

UPD Holladay - - - - 100.00% -

UPD Kearns/Magna 96.33% 94.44% -1.89% 94.44% 93.97% -0.47%

UPD Midvale 100.00% - - - - -

UPD Millcreek 92.98% - - - 92.73% -

Weber County SO - 84.62% ` 84.62% 91.25% 6.63%

West Jordan PD - - - - - -

West Valley City PD - - - - - -

COMPLIANCE RATES & CHANGES BY AGENCY
FY 2020–2022
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1625 SOUTH 900 WEST

SALT LAKE CITY, UT 84104

OFFICE: 801.977.6800

FAX: 801.977.6888
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