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EXECUTIVE SUMMARY

The use of rnass media to promote more active citizen
involvement in reducing crime and drug abuse has
emerged as a major component of criminal justice
policy. However, evaluation of mass media cam-
paigns to achieve this goal is difficult at best. This
report is the result of a project funded and adminis-
tered by the Bureau of Justice Assistance to evaluate
the impact and cost-effectiveness of the National
Citizens’ Crime Prevention Media Campaign’s
(NCCPMC) activities in producing and disseminating
public service announcements (PSA’s).

The media campaign under study is a component of
the National Citizens’ Crime Prevention Campaign,
which is also funded and administered by the Bureau
of Justice Assistance. Better known as the “McGrufi”
or ‘Take a Bite Out of Crime” media campaign, it is
designed to teach the public crime and drug preven-
. tion behaviors; to help build safer, more caring com-
" munities; to motivate citizens to take positive actions
to protect themselves and their families and communi-
ties; and ¢ create an environment less conducive to
crime and drug abuse.

it has been produced since 1979 under the auspices
of the Advertising Council, with the National Crime
Prevention Council serving as its formal sponsor. The
campaign uses PSA'’s, which rely on broadcast, print,
outdoor, and related media organizations to donate
advertising time and space to present them to the
public.

The McGruff PSA’s have achieved wider media ac-
ceptance and distribution than most, and have
evolved through a number of phases and thematic
changes over the years. In 1991 an anti-violence se-
ries of PSA’s were developed, which received special
focus in this study.

The PSA’s aitempt to promote and reinforce the more
extensive National Citizen’s Crime Prevention Cam-
paign, which includes other activities aimed at law
anforcement agencies, community groups, and

businesses. These activities include speakers’
bureaus, workshops, school programs, public
demonstrations, and reiated prevention efforts.

Research Objectives

A primayy goal of this study is to make useful, objec-
tive, and empirically based recommendations about
future media information campaigns on crime and
drug abuse prevention. Feedback from this evaluation
to concerned parties seeks to improve the effective-
ness and efficiency of such media programs.

This study addresses the following issues:

B Is the program an effective method for preventing
and/or controlling crime and drug use among its
targeted audiences?

E What are the advantages and disadvantages of
the media component to those implementing the
program?

B What has been learned from the media com-
ponent activities that will improve the program in the
future or that will aid in the development of other
programs related to crime and drug use prevention?

= What are the costs of the program and the
sources of support and benefits derived?

Specific research questions include:

® How and to what extent has the media campaign
been utilized in local jurisdictional crime prevention
efforts?

B To what extent are audiences: (a) exposed to the
media campaign; (b) attentive to it; and (c) responsive
to it?

B To what extent does the media campaign
influence the crime and drug prevention
competencies of targeted audiences?
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B What basic thernes and messages has the media
campaign communicated in its content over the years?
How can those be interpreted in light of the overall
goals of the campaign?

B What are the costs of the media program, and how
can its impact be addressed in terms of benefits and
efficiencies for crime and drug abuse prevention?

Methods

The evaluation included conducting national probabil-
ity sample surveys during spring 1991 of citizens,
crime prevention practitioners, and media managers.
Nearly 1,800 interviews across 100 communities were
carried out. A content analysis was conducted of cam-
paign messages and themes. A cost effectiveness
study examined the benefits derived from campaigns.

Findings

Media managers and crime prevention practitioners
were surveyed to determine reach and use of the
campaign in representative communities across the
country. Media managers interviewed were “gate-
keepers” responsible for deciding on PSA placement
at broadcast stations and newspapers. Their re-
sponses indicated that:

@ Ninety-five percent of the media managers were
aware of the McGruff PSA’s, and more than one-half
of them had run at least one within a year.

B Gatekeepers rated the PSA's high on quality and
relevance.

E They regarded the PSA’s as effective and
influential within their communities.

® Managers not using them mentioned inappro-
priaieness to their particular media formats or
audience groups, and/or lack of regular delivery.

® The McGruff ads appeared to complement related
media programs, such as Partnership for a Drug-Free
America and Crime Stoppers.

Prevention practitioners interviewed were law
enforcement officers with primary responsibility for
crime prevention programs in their jurisdictions. Their
rasponses indicated that:

® Ninety-eight percent of prevention practitioners
were familiar with the National Citizens’ Crime
Prevention Campaign overall; 76 percent had used its
materials, and most users said they were of high
value.

&= Eighty-eight percent of practitioners were aware of
the McGruff PSA’s.

B Seventy-seven percent of those aware of the
PSA’s called them valuable in providing more public
exposure and awareness of crime prevention issues.

B Seventy-one percent of those aware calied the
PSA’s helpful to local efforts. -

B Eighty-five percent of those aware called the
PSA’s effective for children, and 60 percent said they
were effective for adults in building prevention
awareness.

B Those crime prevention programs most receptive
to National Citizens’ Crime Prevention Campaign
materials tended to:

Q Be in larger communities.
L Face more crime probiems.

1 Have larger, more diverse brevention
programs.

U Be more supportive of citizen prevention
overall.

A national sampie of 1,500 adults was interviewed to
determine their awareness and perceptions of the
campaign and their responisiveness to it. This survey
found that:

R Eighty percent of U.S. adults recalled having seen
or heard McGruff PSA's in general, and 49 percent
recalled the 1991 anti-violence PSA's.

® Most were familiar with them from television,
followed by print and radio.

B People generally paid attention to the PSA’s, with
86 percent of citizens reporting high attention to the
anti-violence ads.

B Most people familiar with the PSA'’s could name
something specific they liked about them; only 11
percent named something they disliked.

B Citizens more familiar with the National Citizens’
Crime Prevention Campaign PSA’s displayed the
following characteristics:
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Younger, with children in the home.

More attentive to media overall.

More interested in crime prevention,

More neediul of information about it.

More aware of neighborhood crime problems.

| UR W SUR U W

More prevention responsible and confident.
3 More likely to take preventive actions.

B Black adults appeared slightly more familiar with
the PSA’s than did white, and individuals in middle
income groups were slightly more familiar with the
PSA’s than those from other income groups.

With respect to citizens’ perceptions of the
campaign's impact:

Nearly one-third of those familiar with the PSA’s
said they had learned from them.

About cne-fifth said they took specific actions as a
result of the PSA's.

& Fifty-four percent reported becoming more
concerned about crime.

® Thirty-six percent said they felt more confident in
protecting themselves.

& Forty-seven percent felt more personally
responsible for prevention.

® Most citizens said PSA’s were effective in
increasing the following:

O Their own crime preventicn awareness
(70 percent).

& Their awareness of drug abuse prevention
(90 percent).

& Children's awareness of crime prevention
(90 percent).

2 Children's awareness of drug abuse prevention
(88 percent).

B Somewhat greater PSA impact was found among:
0 Women.
G Less educated, lower income citizens.
1 Black citizens.
QO Parents with children in the home.

These findings were compared with those of a similar
1981 citizen survey. Awareness of the McGruff cam-
paign has increased over the decade by more than 50
percent, and evaluations of its overall appeal and
perceived impact have generally remained constant.

In addition, comparisons of the 1981 versus 1992
studies indicate shifts in citizen responses to crime
averall. Generally, the public was taking more peven-
tion actions in 1992 than in 1981, including ones in
cooperation with neighbors. Fear of crime was down
on some indicators. While these changes cannot be
attributed necessarily to this particular campaign, they
do suggest that the collection of crime and drug
abuse policy measures introduced over the decade
are contributing differences.

With respect to costs and benefits, the Faderal invest-
ment in the McGruff campaign =ppears to have
yielded a substantial retusn in volunteer commitments
for advertising production and public dissemination. In
effect, a $600,000 investraent for fiscal year 1991
generated an estimated $60.3 million worth of
donated media time and space nationwide. in 1991
McGruff was the fifth-ranked advertising campaign in
dollars in the Nation, commercial product campaigns
included.

Results of a cost-effectiveness analysis alsc suggest
that the anti-violence and other McGruff PSA’s were
cost-effective in stimulating changes in citizen knowl-
edge and crime prevention behaviors. Findings also
indicate that program efficiency was achieved by
comprehensive planning to minimize program costs
while maximizing campaign coverage and impact
within markets.

Conclusions

The overall conclusion, with some caveats, is that a
substantial majority of the public, the media, and the
law enforcement community has accepted McGruff,
Take a Bite Out of Crime, and the message themes
tied to the NCCPMC as positive symbols of crime
prevention. These symbols have also become as-
sociated with drug abuse prevention, although to a
lesser extent. The findings reveai no indications of
decreases over the years in public attention or in-
volvement with the campaign messages; on the




contrary, the campaign appears to have continued to
gain in popularity and impact over the past decade.

An analysis of McGruff messages over the years indi-
cates that this increase in popularity is likely due to
two intertwined factors. First, the recurrent uses of
these symbols have been carefully controlled, leaving
little room for uncenrtainty about who McGruff is each
time he appears or about what he advocates. Second,
with each new campaign phase, distinst, novel PSA’s
are incorporated into the familiar theme, maintaining
audience interest. Message qualily, simplicity, and
lack of threat also appear as impeortant eiements.

More generally, the findings indicate that such a
media campaign can be a productive approach for
influencing public understanding and behavior in the
prevention and control of crime and drug abuse. it is
likely that the PSA campaign combined with the ex-
tensive National Citizens’ Crime Prevention Camipaign
promotional efforts, primarily interpersonal and at the
community level, mutually reinforce one another to
maximize impact.

The findings support other research indicating public
information campaign influence in such areas as
health and environmental safety. Distinctive here,
however, is the persisterice of campaign effectiveness
over more than a decade, its national scope and the
relative consistency of impact over target groups.

A limitation of this campaign, and one quite common
to public information campaigns overall, is a lack of
specific, measurable goals by which to judge its im-
pact on audiences over time. Evaluations such as this
would benefit from having criteria previously set by
campaign planners or sponsors regarding what they
would consider “successful” levels of public attention
and response.

Recommendations

Recommendations aiffect future goals, strategies, and
implementation of media and related campaigns
aimed at crime and drug abuse prevention:

A. Keep the main themes, with continuing innovation
in specific concepts and approaches with respect to

creation, execution, and dissemination of the
campaign.

B. Maintain the distinct and credible identities the
campaign has nurtured with the public, and continue
to ensure against potentially detrimental uses of those
identities.

C. Examine new strategies for reaching people yet
unaffected by the media campaign.

D. Continue to strive to identify distinct audience
segments and attempt to reach them. Such efforts are
likely to increase both the efficiency and the impact of
media materials.

D.1. Continue the kinds of focus group and copy
testing research used to pretest campaign
concepts and materials. When appropriate and
possible, identify and segment audience groups
for various message and channel combinations.

D.2. Continue the emphasis on television as the
main dissemination mode, but aim even more for
more specific audience segments with such
supplemental media as radio, magazines, and
outdoor advertising.

D.3. Monitor the acceptance of the campaign by
racial and ethnic groups, particularly if messages
emphasize or highlight minority characters or
issues.

D.4. Consider the special informational needs of
the growing elderly population, whether in the
context of the NCCPMC or through other avenues.

E. Be cautious about using promotions that
emphasize citizens' fear of ¢crime or that attempt to
generate action by increasing such fear.

F. Strive for greater specificity and concreteness in
the messages to achieve an increased sense of
efficacy and empowerment among citizens.

G. Experiment further with direct access avenues
such as 800 numbers and related technologies.

H. Encourage greater collaboration among campaign
planners and local media and law enforcement
authorities to achieve increased efficiencies and
effectiveness of crime and drug abuse promotion.

. Set more concretely defined and measurable
objectives for future campaign efforts.




INTRODUCTION

e

This study, funded and administered by the Bureau of
Justice Assistance (BJA), was conducted to evaluate
the impact and cost effectiveness of the National Citi-
zens’ Crime Prevention Media Campaign (NCCPMC)
activities in producing and disseminating public ser-
vice announcements (PSA’s) focusing on “McGruff,
the Crime Dog,” and using the “Take a Bite Out of
Crime” theme. NCCPMC is a component of the Na-
tional Citizens’ Crime Prevention Campaign, also
funded and administered by BJA.

A primary goal of this study is to make useful, objec-
tive, and empirically based recommendations regard-
ing the future conduct of campaigns on crime and
drug abuse prevention. Evaluation techniques in-
cluded national probability samiple surveys of citizens,
prevention practitioners, and media gatekeepers;
content analysis of campaign materials; and cost
effectiveness analyses.

This report begins with a background section on me-
dia informaticn campaigns in general with additional
perspectives on crime and drug abuse prevention
programs. Section 1 discusses problems involved in
the evaluation of such programs and presents the
strategy for exarnining the impact of the NCCPMC.
Section 2 provides an overview of the NCCPMC,
analyzes its content in terms of basic themes and
messages presented over the years, and discusses
the previous research that has been conducted on it.

Section 3 provides context for examining the effect of
the campaign by presenting national survey data on

public views, attitudes, and behaviors related to crime
and its prevention. The recent findings are compared

to those of a similar study in 1981, showing change
trends over the decade.

National survey analyses of citizen awareness of and
response to the Take a Bite Out of Crime PSA's are
provided in section 4. The effectiveness of the cam-
paign is addressed in terms of the kinds of audiences
it reaches, public reaction to it, and perceptions of its
impact by various segments of the public.

Section 5 presents views of media gatekeepers on
the NCCPMC. Local community media managers’
uses and perceptions of the PSA’s and their eifective-
ness are examined and related to various media and
community characteristics. Section 6 provides a simi-
lar analysis from the perspective of local community
crime prevention practitioners, including their uses of
related National Citizens’ Crime Prevention Campaign
materials.

The costs and effectiveness of the media campaign
are considered in section 7. Estimates are provided of
both the overall effectiveness of the campaign and its
relative efficiencies. Section 8 provides implications
and recommendations following from the research.
Finally, appendix A provides the data tables, num-
bered by section, for this document, and appendix B
includes sources for further information.

An extensive technical report containing a complete
description of the research methodology, a detailed
content analysis of the campaign and procedures
used, and the survey questionnaire item descriptions
is available upon request from the BJA Clearinghouse
(see appendix B).




AND OBJECTIVES

The use of mass media to promote more active citi-
zen involvement in reducing crime and iilicit drug use
has emerged as a major component of criminal justice
policy (see, for example: Lab, 1988; Heinzelmann,
1987; O'Keefe, 1990; Rosenbaum, 1988; Surette,
1992). Countiess State and communitywide publicity
campaigns have been inaugurated, as have coordi-
nated national efforts such as the Naticnal Citizens’
Crime Prevention Campaign, Crime Stoppers, and the
Drug Abuse Resistance Education (DARE) program.
This trend has followed the impiementation of a wide
range of public information campaigns and other pro-
motional efforts in recent years dealing with various
social welfare and health-related topics (Rice and
Atkin, 1989; Salmon, 1989).

The purpose of this project is to evaluate the impact
and cost-effectiveness of NCCPMC activities in pro-
ducing and disseminating print, radio, and television
PSA's, A primary goal of this study is to make useful,
cbjective, and empirically based recommendations
regarding the conduct of future media information
campaigns on crime and drug abuse prevention.
Feedback from this evaluation to concerned parties
seeks to improve the effectiveness and efficiency of
such media programs.

The NCCPMC is designed to teach the public crime
and drug preventicn hehaviors; help build safer, more
caring communities; motivate citizens to take positive
actions to protect themselves and their families and
communities; and create an environment less condu-
cive to crime and drug abuse.

This introductory section contains overviews of public
information campaigns and crime and drug abuse
prevention programs and the more specific objectives
and methods of this study.

SECTION 1: PROJECT BACKGROUND

Public information Campaigns

Information campaigns in general: (1) intend “to
generate specific outcomes or effects (2) ina
relatively large number of individuals, (3) usually
within a specified period of time and (4) threugh an
organized set of communication activities" (Rogers
and Storey, 1987, p. 821). Although public information
campaigns share common interests in informing and
influencing the citizenry, they often go about tha job in
widely varying ways, depending upon the type of
problem or issue being addressed and the specific
campaign objectives (Paisley, 19€8). Other factors
affecting campaign strategies include the characteris-
tics of the target audiences and the time and money
available for the effort (O'Keefe and Reid, 1990). Most
such projects attempt to combine public information or
media publicity campaigns with community participa-
tion and training activities (Flora et al., 1989). Media
tend to be more effective at building citizen aware-
ness of an issue, and more direct forms of citizen
contact and intervention are more apt to generate
complex attitudinal or behavioral changes (Rogers
and Storey, 1987).

The development of successful informational and
promotional programs in crime prevention and other
issue areas remains part art, part science. Even the
more well-wrought efforts depend upon diverse and
cften scattershot approaches for reaching their audi-
ences (Grunig, 1989; Salmon, 1989). Equally impor-
tant, it is typically difficult to evaluate whether the
programs have achieved their goals. The criteria for
success or failure of these campaigns are often
vague. Although more formal evaluations are increas-
ing, they tend to be of low order scientific validity.
Tight experimental controis are seldom used, largely
because of the cost and complexity of implementing
them in “naturalistic” field situations. Even when
statistically significant findings are obtained under
reasonably controlled conditions, questions often




arise concerning how generalizable the results are to
larger populations, and whether the program was cost
and/or effort efficient.

Crime prevention campaigns pose special problems
in their own right. Much of the activity referred to as
crime and iflicit drug use prevention fit under the um-
brella of what Weinstein (1987) calls self-protective
behavior. This construct also encompasses anticipa-
tory reactions to many health risks as well as riatural
and occupational hazards. In identifying the key pre-
dictor variables in precautionary behaviors, Weinstein
includes beliefs about the probability and severity of
the harm, the efficacy of a precautionary action, and
the cost of taking action. Persuading people to in-
crease such actions can be difficult, in part because
of complex interactions among the above factors,
especially in crime-related situations (Lavrakas et al.,
1980).

Also, as Rogers and Storey (1987) note, programs
advocating the adoption of behaviors to help prevent
a possible unpleasant experience in the future tend to
be less successful than those offering more timely
and obvious rewards. A useful distinction may also be
made between the kinds of measures persons are
willing to take on a one-time initiative basis, and be-
haviors that need to be sustained, perhaps over a
lifetime. As in the case of health protection actions,
the motives for each type may be somewhat different.

Adding to the problem is that the salience of crime
and drug abuse and the perceived efficacy of preven-
tive behaviors vary considerably across social class,
geographic locale, and other demographic boundaries
(Rosenbaum, 1988; Lavrakas and Bennetit, 1988;
Greenberg, 1987; O'Keefe and Reid-Nash, 1987a).
(Such variations can be found with health issues,
traffic safety and other societal concerns, but for
crime the differentiations are typically more visible to
the average citizen and are readily documented in
crime rate figures.) This heterogeneity across citizen
groups calls for better care and effort in targeting
messages to specific subgroups for greater effect.

Public Service Advertising

Public service advertising has become a significant
vehicle through which large portions of campaign
content are communicated to the public. In brief,

PSA's are prometional materials that address prob-
lems assumed to be of general concern to most
citizens. PSA’s typically attempt to increase public
awareness of such problems and their possible solu-
tions. In many instances, they also try to influence
public beliefs, attitudes, and behaviors concerning
those problems (sometimes with unrealistic expecta-
tions). Most PSA's emanate from not-for-profit or gov-
ernmental organizations and receive gratis placement
in broadcast and print media.

PSA Content

PSA's reflect the individual concerns of their
sponsors. The last significant content analyses of
televised PSA’s during the 1970’s indicated that
nearly one-half of them dealt with health or persorial
safety topics, including alcohol and drug abuse, pre-
ventive health care, traffic safety, nuirition, and the
like (Hanneman et al., 1973; Paletz et al., 1977).
Other topics included environmental concerns, com-
munity services, educational and occupational oppor-
tunities, consumer issues, volunteer recruitment, and
general humanitarian concerns. The vast majority of
the ads offered informative and in some cases per-
suasive messages, with a smaller number being
fundraising appeals. Governmental agencies were
responsible for about one-fourth of all PSA’s.

A more recent study of television public service direc-
tors indicates that their main choices of PSA content
areas included alcohol and drug abuse, drunk driving,
missing children, chiid abuse, and such heaith con-
cerns as cancer and diabetes (Needham Porter
Novelli, 1985). This finding in part possibly reflects a
national campaign under way for the past 2 years by
the National Association of Broadcasters (NAB)
airmed at public education on substance abuse, par-
ticularly as related to driving habits. NAB studies have
indicated that nearly 100 percent of television and
radio stations carried alcohoi-related PSA's during
1984-85 (NAB 1984, 1985).

PSA Placement

Media organizations donate the space and time for
PSA presentations. Those PSA’s warranting free
media placement are ordinarily relegated to status
behind regular paid ads or commercials and often
are apt to appear only as space or time becomes
available. Televised PSA’s, for example, have
traditionally run during lesser watched dayparts




(although in doing so some may well reach their
appropriate target audiences, e.g., children or
teenagers). Hanneman et al. found that in the early
1970’s nearly two-thirds of all televised PSA’s ran
between 7:00 a.m. and 6:00 p.m. on weekdays.

However, there are recent indications of a more favor-
able time distribution being allocated to at least cer-
tain kinds of PSA’s. During 1985, for example, the
American Broadcasting Company carried more than
1,000 PSA’s related to alcohol and drug abuse, with
47 percent of those being shown during prime time
(32 percent were shown during daytime, and 21 per-
cent late at night) (ABC, 1986).

Competition among PSA sponsors for media place-
ment is heavy, and many of the ads fail to be effec-
tively distributed to consumers. Although precise data
are unavailable, competition among PSA producers
for placement appears to have increased substantially
over the years also, broadcast advertising has be-
come more “cluttered” with increased emphasis on
more frequent spots of shorter duration.

The dissemination of any particular PSA is at the dis-
cretion of the network, station, or publication manage-
ment. In addition, content and stylistic and production
factors can influence decisions on whether to present
it, and if so, when and where (McGowan, 1980).

Most of the television public affairs directors surveyed
by Needham Porter Novelli (1985) indicated that the
local impact or relevance of the spot was a major
factor (perhaps the most important factor), followed
respectively by subject maiter and technical

quality. Providi a local identification tag with the
PSA was deemed a strong asset. Contact by a local
organization promoting the PSA was likewise seen as
a plus. Also the one or two inch videotape format had
a greater effect than 16 mm film. Most PSA’s have
about a 3- to 6-month life span, and “freshness” or
novelty is often a factor in media acceptance.

Comparable data on PSA placement on radio and in
newspapers and magazines are unavailable. Informa-
tion on outdoor advertising is unavailable as well. One
suspects that such attributes as subject matter, qual-
ity, and local relevance remain critical to PSA use by
these media. However, message formats and audi-
ence targeting factors obviously diifer from medium to
medium. More research on such variations would be
useful.

PSA Effectiveness

O’Keefe and Reid (1990) found that the public is fairly
attentive to PSA’s, especially over television, and
people have generally favorable reactions to them.
However, evaluation of the impact of specific media
campaigns is difficult because PSA’s often form only
one component of larger media or community
campaigns.

Evaluations carried out during the 1940's and 1950's
suggested that public information campaigns—as well
as mass media in generai—had minimal effects on
public beliefs, attitudes, and especially behaviors
(Klapper, 1960). By the early 1970’s, however, some
evidence began to indicate otherwise. More impor-
tantly, increasingly sophisticated research methods
allowed closer examination of the situations and con-
ditions under which successfui campaigns would be
more likely to occur (Douglas, Westley, and Chaffee,
1970; Flay, 1986).

Some recent campaign successes involving PSA’s
have been found in the areas of mental health (Dou-
glas, Westley, and Chaffee, 1970; Schanie and
Sundel, 1978), pesticide use (Salcedo et al, 1974),
smoking cessation (Warner, 1977), heart disease risk
prevention (Flora et al., 1988), colon cancer testing
(ARC, 1991), and crime prevention (O’Keefe, 1985,
1886). There are also indications that children can
learn information from certain types of PSA’s (Roberts
et al., 1979).

O’Keefe and Reid (1990) conciude that campaigns in
general appear more likely to succeed if they incorpo-
rate theoretical models of communication or per-
suasion into their development. The more effective
campaigns made extensive use of commercial adver-
tising planning principles in their design and execu-
tion. Formative research, audience segmentation, and
pretesting appear as key ingredients. Clearly delin-
eated campaign goals and measurement objectives
are also highly important.

O’Keefe and Reid also imply that the effectiveness of
PSA's is also highiy dependent upon the extent of
their dissemination by broadcast and print media, and
such activity has shown a recent increase i some
topic areas. The technical quality of PSA’s is a clear
factor in their success, as is their local community
appeal. PSA’s also are generally more effective when
tied to more extensive campaigns, and/or when they




ride on a wave of ongoing public opinion or concern.
Furthermore, PSA's are likely to be more effective
when they provide information about topics most
people alieady generally agree upon also, they are
more effective if their design considers not only exist-
ing awareness, attitudes, and behaviors of the target
audience with respect to the topic but audience com-
munication preferences and behaviors as well
(O’'Keefe, 1986).

The extent to which most PSA-oriented campaigns
meet the above criteria—and thus their effective-
ness—is quite open to question. As was noted earlier
for public information campaigns in general, the time,
expense, and effort involved in carrying out valid
evaluations of these campaigns is typically prohibitive
for most PSA efforts.

Crime Prevention and Drug Abuse:
Programs and Evaluations

The field of crime prevention practice has grown over
the past two decades. As a result, the NCCPMC is
better understood when placed in the context of this
evolving field and the empirical results of earlier pro-
gram evaluations. The media campaign has in turn
helped create some of these changes and has re-
sponded to them. Therefore, it is an integral part of
this national picture. Prevention programs at the
neighborhood level can best be cutlined as falling into
the categories of opportunity reduction, social preven-
tion, and community policing.

Opportunity Reduction Programs

Inthe late 1960’s and early 1970's crime prevention
was to a large extent a public relations vehicle for
police administrators to improve the public’s image of
the police. However, in addition to promoting and
defending the police department at community meet-
ings, crime prevention officers also encouraged the
pubiic to engage in individual crime prevention mea-
sures (e.g., “avoid dangerous places,” “don't carry too
much cash,” “report crimes to the police,” etc.). Later
these messages were combined with a massive push
for household protection measures (e.g., “have our
crime prevention officer conduct a home security
check and join Operation Identification to mark your
property”).

Socon, law enforcement was reacly to promote collec-
tive (group) crime prevention measures such as
Neighborhood Watch because of its promise to help
“build community,” stimulate social interaction, and
overcome the “fortress mentality” that characterized
earlier private-minded responses to crime. From the
mid-1970’s to the mid-1980’s, Neighborhood Watch
was promoted so effectively that it was exported to
Canada, Britain, and other countries. Police adminis-
trators were quite comfortable with citizens who
served as the “eyes and ears” of law enforcement, but
took a much more cautious attitude about citizen pa-
trols. Police executives expressed concern about the
growth of citizen patrols and their potential for vigilan-
tism (although unfounded at the time). Today, citizen
patrols are an integral part of urban life in hundreds of
communities and are endorsed by many police man-
agers who realize that neither public safety nor their
own jobs are in jeopardy. S'icceeding chapters show
how the themes develope. 1the early years of the
NCCPMC emphasized in turn individual, household,
and collective prevention sfrategies.

Social Prevention

Some scholars argue that crime prevention is entering
a new phase and the limits of opportunity reduction
strategies have been reached. Based on the argument
that crime is caused by the social ills of society (e.g.,
poverty and its many consequences, illicit drug use,
and the decline of traditional agents of socialization),
the emerging “social problems” or “sociai prevention”
approach seeks to attack the root causes of crime or
at least the immediate consequences of disadvantage.
Community organization of service delivery and re-
lated issues are often involved in such programs (cf.
Brantingham, 1990; Lavrakas and Bennett, 1988;
Currie, 1988; Rosenbaum, 1988; Waller, 1990).

One focus of this new orientation (influenced heavily
by crime prevention practices in Europe and Canada)
is on disadvantaged or high-risk youth. Programs oi-
ten seek to engage them in positive activities (to keep
them off the streets) and/or provide them with specific
skills and opportunities to enhance their competence,
self-respect, and likelihood of self-sufficiency. The
approach is conceptually appealing and has attracted
growing public support. It serves as a useful comple-
ment to traditional approaches that tand to focus on
potential victims rather than potential offenders. Sensi-
tive to this trend, the National Citizens’ Crime Preven-
tion Campaign has placed increasing emphasis on the




importance of primary prevention and youth-oriented
programs, especially since the mid-1980’s.

Community Partnerships

Since the late 1980's, more emphasis has been
placed upon partnerships among citizens, police, and
other agencies and groups in the public and private
sectors. Such alliances have been initiated in some
cases by police, while some were started by civic
agencies or community groups. Opporiunity reduction
and social control prevention components may be
included in these efforts. As will be noted below, part-
nerships dealing specifically with anti-drug efforts
have developed as well.

In many cases, such partnerships have been rein-
forced by a major shift in American policing. Commu-
nity policing (also known as neighborhood-oriented
policing and problem-oriented policing) is emerging
from a growing recognition that the police are
extremely dependent on local residents to achieve
their goals of reducing crime and fear of crime in
neighborhoods.

Community policing is more a philosophy of policing
than a specific program or set of programs. Some of
the key elements of this philosophy include: “(1) a
broader definition of what constitutes legitimate police
work, (2) emphasis on increasing the quantity and
quality of interactions between the police and the
citizenry, (3) greater attention to creative problem-
solving and crime prevention strategies, and (4) ef-
forts to restructure police bureaucracies to provide
more decentralized planning and service delivery”
(Rosenbaum et al., in press). Thus, although crime
prevention officers sometimes have been viewed as
being on the pesiphery of “real” police work, this new
movement essentially brings the basic tenets of crime
prevention practice into the mainstream of policing. In
the long run, the police-citizen partnership should be
strengthened and formalized as a resuit of community
policing reforms.

Crime Prevention Effectiveness

The evidence regarding the effectiveness of crime
prevention is difficult to summarize because of the
diversity of responses and programs, as well as in-
conclusiveness of prior evaluations (see Rosenbaum,
1988, for a comprehensive review of the literature).
At the risk of oversimplification, a few general

conclusions are offered: research indicates that per-
sons who avoid high-risk areas and high-risk persons
are less likely to be victimized than persons who do
riot take such precautions. Furthermore, engaging in
household target-hardening behaviors is associated
with a lower risk of residential burgiary. Whether these
observed relationships are causal is often unclear, but
the evidence is consistent with past crime prevention
policies.

For those who prefer a more optimistic assessment,
the evaluation research literature is vulnerable to criti-
cism. Even the strongest evaluations cover limited
time periods and measure success by a limited set of
outcome measures. Furthermore, if one were to focus
on the “bigger picture” and examine trends in the
1980’s during the time when opportunity reduction
programs were in their heyday, a more optimistic {(but
less scientific) assessment would be possible. Neigh-
borhood Watch and other opporiunity reduction pro-
grams would be expected to have thia largest effects
on household crimes simply because cf the nature of
these programs. The National Crime Victimization
Survey shows that victimization rates for househoid
crimes have dropped dramatically over the past de-
cade. Residential burglary has shown the sharpest
declines between 1981 and 1985 when the National
Citizens' Crime Prevention Campaign and local orga-
nizations were aggressively promoting watch-type
strategies (see BJA, 1990).

in terms of collective actions, the results of numerous
studies are summarized by Rosenbaum (1988,

p. 375): “...nearly one hundred reporis indicate that
Neighborhood Watch reduces crime, but a closer look
uncovers a curious inverse relationship: the stronger
the research design, the weaker the program effecis
observed.” Indeed, the four strongest evaluations
show limited or no effects on crime reduction, com-
munity building, and fear of crime, with one showing
increases in fear as a result of Neighborhood Watch.

While progress is being made against property crime,
recent trends in the rates of violent crime are not en-
couraging. The dominant crime prevention strategies
of the 1980’s (i.e., opportunity reduction or situational
crime prevention) focused on residential burglary as
much as on personal safety, with perhaps limited
effectiveness in reducing violent crime. Social crime
prevention, in contrast, by addressing the root causes
of delinquency and drug abuse, and by focusing on
high-risk youth and high-risk neighborhoods, has the




potential to achieve greater impact on the problem of
violence. However, to date, there have been few con-
trolled evaluations that estimate the effects of these
social prevention programs (see Lavrakas and
Bennett, 1988). in addition, sizeable demonstrations
have yet to be funded.

The effectiveness of cominunity policing initiatives
remains uncertain because of the limited nurmber of
evaluations. One large-scale study in Houston and
Newark (Pate et al., 1986) reported a number of posi-
tive effects on citizens’ fears and perceptions, but

the ability of police departments to reorganize their
bureaucracies to meet the demands of this new phi-
iosophy has never been fully tested. Less formal
evaluations of problem-oriented policing initiatives
have documented police effectiveness in removing
specific problems (e.g., Eck and Spelman, 1987).
However, often there is uncertainty about whether the
problems have been permanently corrected (or simply
displaced), and how these changes have affected the
community (for reviews of evaluations in the commu-
nity policing field, see Eck and Spelman, 1987; Green
and Mastrofski, 1988; Rosenbaum, 1986, 1988;
Rosenbaum €t al., in press; Skogan, 1990).

Anti-Drug Strategies

Over the past few years, concerried residents and
voluntary organizations in most urban areas have
been forced to stop work on many community agenda
itemns and devote most of their resources to combat-
ting the drug problem. Crime prevention has become
closely related to drug abuse prevention. Americans
view drugs as the most serious problem facing inner-
city neighborhoods. The public's growing concern
about drug abuse and drug marketing has resulted in
the latest manifestation of community crime preven-
tion programming, namely, coalition building. The
partnership between local residents and the police
served as the backbone of community crime preven-
tion through the 1980’s. However, the drug problem
has ferced community leaders to recognize that the
partnership would not be sufficient to tackle this com-
plex, multifaceted problem in the 1990's.

Hence, multiagency, multigroup partnerships and
coalitions have emerged in the 1990's to address this
problem. The BJA-funded Community Response to
Drug Abuse (CRDA) Nationai Demonstration Program
epitomizes this new orientation. At the hub of the
CRDA model was a multi-agency task force for plan-

ning anti-drug strategies, which often included local
police, social service agencies, schools, churches,
businesses, community residents, and the organizing
community group.

To date, there has been little research on the nature,
extent, and effectiveness of citizen participation in
anti-drug activities. The current national evaluation of
the CRDA program provides a first glimpse at commu-
nity participation (Rosenbaum et al., 1991). Commu-
nity groups have employed a wide range of anti-drug
strategies to empower residents and reduce local
drug-related problems such efforts include the follow-
ing: strengthen partnerships between themselves and
other institutions/agencies, identify drug “hot spots,”
close drug houses, organize rallies and marches,
create drug-free school zones, organize citizen
patrols and surveillance activities, offer youth pro-
grams, improve housing, and improve other aspects
of the physical environment.

Levels of citizen awareness and participation in these
programs are slightly higher than might be expected
on the basis of previous research. Community sur-
veys in six cities indicate that 39 percent of local resi-
dents are aware of at least one community group in
their neighborhood that is concerned about drugs. in
addition, 29 percent have, themselves, participated in
some type of anti-drug activity (Rosenbaum et al.,
1991). The two most common types of participation
are community meetings and rallies (17 percent) and
patrols and watches (12 percent). At the national
level, the gaps in current knowledge are wide. The
levels and types of citizen paricipation in anti-drug
activities, as well as the motivating factors, remain
unknown.

Conclusions from Research on
Crime and Drug Abuse Prevention

Some general conclusions and observations can be
drawn from previous research on community crime
and drug abuse preverntion. These conclusions are
included to provide greater context for study of the
NCCPMC. Some of the following observations identify
issues that require further study:

#l Levels of citizen participation in crime/drug preven-
tion activity are generally low. New strategies for
enhancing participation must be explored. Such strat-
egies may develop out of closer consideration of ways
of stimulating other forms of self-protective behavior,
such as health practices.




E Participation is generally the lowest in neighbor-
hoods that need crime and drug prevention the most.
Low-income, high-crime, heterogeneous communities
are the least likely to become involved (although the
drug war has modified this conclusion slightly). Al-
though participants seem to benefit from their involve-
ment in crime prevention programs, there is little
benefit for nonparticipants—a much larger group.

B High levels of fear generally lead to restrictions of
behavior and nonpaiticipation in collective action, and
low levels of fear provide no impetus for community
action. Participation levels are the highest in areas
characterized by moderate levels of concern and suf-
ficient resources (and feelings of efficacy) to take
action. Participation in community action is therefore
determined more by civic duty and social needs than
by fear arousal.

m Creating new anti-crime organizations to specifi-
cally address crime or drugs is problematic because
such groups are difficult to sustain over time. Declin-
ing raies of citizen participation are commonplace.
Established, multi-issue community organizations are
the best vehicles for maintaining community involve-
ment once the initial crisis has subsided or a particu-
lar problem has been soived.

M In response to the crime problem, community
organizations in high-problem areas ofter prefer a
broad range of apprcaches that are tailored to local
needs. Hence, the social crime prevention approach
(which attacks root causes) is commonly promoted in
conjunction with (or in place of) traditional prepack-
aged programs such as Operation ID or Neighbor-
hood Watch.

M Heavy drug trafficking in inner city neighborhoods
has scared and angered many local residents, caus-
ing them to call for aggressive actions, including
citizen rallies and patrols, and widespread police
crackdowns. Although drug dealers in many areas
have been incapacitated or displaced, these enforce-
ment efforts have also led to renewed citizen com-
piaints about police (and citizen) misconduct and
about vioiations of civil liberties.

E Strong police-community partnerships are essen-
tial for community crime/drug prevention programs

to flourish. When police-community relations are
strained, as they often are in high-problem neighbor-
hoods, the possibilities for joint program planning and
implementiation are restricted.

N Comprehensive programs that involve diverse
strategies and multiple resources are more likely to
affect the problem than narrowly defined programs.

B Community crime prevention programs have been
unable to demonstrate that they can “build community”
by stimulating more social interaction, enhancing
feelings of empowerment, and strengthening informal
social controls in target neighborhoods. Part of the
problem is the absence of good theories to describe
the processes by which communities become self-
regulating and the absence of good research to
document communitywide effects.

m Current knowledge of (and theories about) com-
munity crime prevention has developed largely from a
handful of local community-based surveys in U.S.
cities. With the exception of a short questionnaire that
supplemented the National Crime Victimization
Survey for 1 month in 1984, this country has been
without detailed natiorial crime prevention data since
the original evaluation of the NCCPMC in 1981.

Project Justification

This study assesses the effect and cost-effectiveness
of the National Citizens’ Crime Prevention Campaign's
activities in producing and disseminating print, radio,
and television PSA's. This evaluation supporis BJA
efforts to conduct the type of comprehensive program
evaluations mandated by the Anti-Drug Abuse Act of
1988. This study aims to make useful, objective, and
empiricaily based recommendations for future media
information campaigns on crime and drug abuse
prevention. Feedback from this evaluation to those
involved in the campaign will seek to improve the
effectiveness of the media program.

Project Goals and Objectives

- The purpose of this study is to determine whether the

media component of the National Citizens' Crime
Prevention Campaign is effective in teaching the pub-
lic crime and drug prevention behaviors; helping build
safer, more caring communities; motivating citizens
to take positive actions to protect themselves and
their families and communities; and creating an
environment less conducive to crime and drug abuse.




The study addresses the following issues:

Is the program an effective method for preventing
and/or controlling crime and drug use among its
targeted audiences?

| What are the advantages and disadvantages of
the media component to those implementing the
program?

® What has been learned from the media compo-
nent activities that will improve the program in the
future or that would aid in the development of other
programs related to crime and drug use prevention?

B What are the costs of the program and the
sources of support and benefits derived?

Specific research questions include the following:

B How and to what extent has the media campaign
been utilized in local jurisdictional crime prevention
efforts?

B To what extent are audiences: (a) exposed to the
media campaign, (b) attentive to it, and (c) responsive
toit?

@ To what extent does the media campaign influ-
ence the crime and drug prevention competencies of
targeted audiences?

B What basic themes and messages has the media
campaign communicated in its content over the
years? How can those be interpreted in light of the
overali goals of the campaign?

B What are the costs of the media program, and how
can its impact be addressed in terms of benefits and
efficiencies for crime and drug abuse prevention?

Overview of Methodology

The overall evaluation strategy used in this study
involved conducting national sample surveys of crime
prevention practitioners, media gatekeepers, and
citizens. Measures and analyses addressed the first
three questions above. An extensive content analysis
assessed campaign messages and themes. A cost
effectiveness analysis examined the benefits derived
from the camipaign. Recommendations concern the
future goals, strategies, and implementation of media
and related campaigns aimed at crime and drug
abuse prevention.

The design specifically entailed gathering data on
campaign influence from a national probability sample
of 1,500 adults, as well as appropriate numbers of iaw
enforcement crime preveniion practitioners and media
managers and gatekeepers. Although nationwide in
scope, the research design also ailows for the study
of a wide range of community-level factors that
potentially accelerate or impede the campaign’s
effectiveness.

This study was accomplished in part using a variation
on national multistage area sampling in which the
selection process was based upon sampling law en-
forcement jurisdictions (as opposed to such tradition-
ally used political divisions as cities or counties). First
more than 100 such jurisdictions were sampled
across the United States, providing adequate varia-
tion on geographic, demographic, crime-related and
law enforcement structural characteristics.

Within each jurisdiction, interviewers surveyed the
leading crime prevention practitioner and prominent
media managers (or gatekeepers) responsible for
PSA dissemination. They also conducted telephone
interviews with an average of 15 adults age 18 or over
in each jurisdiction, foliowing standard multi-stage
area sampling criteria for a nationwide sample of
1,500 adults. This process allowed the national
sample to be partitioned by ordinal (e.g., high, me-
dium, low) McGruff PSA exposure usage patterns as
determined within the jurisdictions, which serve as the
unit of analysis. This design allowed researchers to
control for variation in crime rates, type of law en-
forcement structure, demographics, and other rel-
evant community-level variabies. Interviewing was
conducted during spring 1891.

in addition, examination of the content of previous
and current media campaign materials was used to
develop systematic analyses of campaign themes and
messages. Apart from documenting the precise na-
ture of the stimulus being examined here, such an
analysis provides important insights into the kinds of
informational and persuasive message elements that
might help explain aspects of campaign effect or lack
thereof.

Finally, study of campaign documents for costs and
related expenses was conducted along with investiga-
tion of variables that may serve as estimates of cam-
paign benefits and cost effectiveness.
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Limitations

The findings presented in this report are based upon
standard social research techniques and are subject
to the same limitations of ali such data. The findings
derive tfrom respondents’ self-reports of their own
cognitions, attitudes, and behaviors and may bie sub-
ject to typical respondent perceptual biases in any
social research effort. Nevertheless, such survey self-
reporting techniques have more than adequately
demonstrated their value and vaiidity as evaluative
research tools over the decades. Moreover, the re-
searchers believe a particularly high degree of rigor
has been applied in data collection in this study.

It is also important to emphasize that the study design
in this case involved a “one-time” survey of the re-
spondent groups. Therefore the study could not trace
changes over time in, for instance, citizen exposure
patterns to the campaign and subsequent attitude or
behavior changes. Limiting the ability to make infer-
ences about causality. For example, if the study re-
veals interest in crime prevention related to campaign
exposure, researchers still don't know with confidence
whether the campaign promoted that interest or inter-
est led to more attention to the campaign or whether
interest and campaign exposure mutually reinforce
cne another.
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SECTION 2: THE NATIONAL CiT1ZENS
CRIME PREVENTION MEDIA CAMPAIGN

The Bureau of Justice Assistance has supported the
NCCPMC since BJA's inception in 1984, in addition,
22 States are using Formula Funds (provided undér
Title I of the Omnibus Crime Control and Safe Streets
Act of 1968, as amended) to fund local citizens’ crime
prevention campaigns.

Campaign Goals

American families are affected daily by crime and illicit
drugs. Consequently, various types of prevention
programs and initiatives are being conducted by Fed-
eral, State, and local governments; national and com-
munity organizations; businesses; churches; civic
organizations; schools; and individual citizens. The
media advertising campaign is one component of

the overall Nationa! Citizens' Crime Prevention
Campaign.

The media campaign’s objectives mirror those of the
National Citizens’ Crime Prevention Campaign over-
all, and include forging a nationwide commitment to
crime and drug prevention by the citizenry. These
objectives can be achieved by encouraging peopie to
act individually and together to prevent crime and
drug abuse and to build safer, more caring communi-
ties. Although one major goal of the advertising is to
create public awareness, the more ambitious goal of
the overall campaign is to motivate citizens to take
positive actions to protect themselves, rebuild social
bonds, and assert a shared community pride, result-
ing in an attitude that crime and drugs will not be
tolerated.

In order to achieve these goals, the campaign is
working to:

m Change unwarranted feelings and attitudes about
crime, drug use, and the criminal justice system.

B Generate an individual and community sense of
responsibility for crime and drug prevention.

® Initiate individual and community action toward
preventing crime and illicit drug use.

® Mobilize additional resources for crime and drug
prevention efforts.

B Enhance existing crime and drug prevention pro-
grams and projects conducted by national, State, and
local agencies and organizations.

® Develnp organizational capacities to implement
crime and drug prevention programs.

The National Citizens’ Crime Prevention Campaign
particularly promotes two aspects of crime and drug
abuse prevention. it teaches people to “watch out” to
protect themselves and their property and to “help
out” with mutual assistance and increased community
involvement. Thus it includes both a self-protective
and a more community-spirited altruistic dimension.
The campaign is national in scope but local in applica-
tion. its leadership and success is directly related to
how responsive it is to local crime problems, to the
timeliness of the public service advertising, and to the
quality of the informational material.

Campaign Background

The media campaign is produced under the auspices
of the Advertising Council, with the National Crime
Prevention Council as its formal sponsor. The Adver-
tising Council typically has about 30 national cam-
paigns going at any one time, and competition for its
assistance is highly competitive. Once the Advertising
Council agrees to work with a sponsor, it selects a
campaign director with national marketing expertise
and a volunteer agency to produce the campaign. All
of these production services are without charge to the
sponsor, except for out-of-pocket expenses for pro-
duction materials and distribution and for monitoring
and research. The Adventising Council also seeks
donations of advertising space and time from national
and local media organizations. In doing so, the
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Council must compete with an increasing host of
other PSA producers at the national, regional, and
local market leveis. The volunteer agency that initi-
ated the Take a Bite Out of Crime campaign in 1979
was Dancer Fitzgerald Sample, now Saaichi and
Saatchi, which continues in that role.

The NCCPMC, one of the Advertising Council’s long-
est running, has been deemed highly successful in
terms of media dissemination. It features McGruff, the

Crime Dog, and his “Take a Bite Out of Crime” slogan.

Before 1991, it had become the fourth most dissemi-
nated Adbvertising Council PSA effort in dollar value of
media placement. In 1991, the cost would have ex-
ceeded $60 million if the campaign had been billed for
the media play received. This made it the fifth most
widespread campaign—including commercial
projects—in dollar velume that year.

The trenchcoated McGruff character has probably
become as familiar as Smokey the Bear to most chil-
dren and adults alike. McGruff has functioned as a
teacher who didn't solve crime but taught people how
to help themselves. Most often, he was perceived to
be trustworthy, and not intimidating. His aim was to
create loyalty and believability, especially among chil-
dren. Although adults have been the primary audi-
ence of the PSA's, for certain phases more specific
audiences (including children) have been targeted.

Equally important are a wide range of supplemental
campaign activities promoted at local levels across
the country by law enforcement agencies, community
groups, and businesses. These activities include
speakers’ bureaus, workshops, school programs, and
non-media strategies to involve the public.

Most durable advertising campaigns go through suc-
cessions of incarnations using fresh individual mes-
sages and contexts. McGruff is no exception, with the
campaign having evolved through more than a dozen
phases, inciuding home security, neighborhoed
watch, child abduction, drug abuse, community
action, and, in 1992, violence prevention. A critical
ingredient in the campaign's longevity has been the
tie-ins with community crime prevention-related orga-
nizations. Local practitioners have been able to capi-
talize on the familiarity of McGruif and to use the
more general campaign themes as umbrellas for their
own more interpersonally based efforts.

The objective of the 1990-92 National Citizens’ Crime
Prevention Campaign was “to convince people that

they must work together in community efforts to help
defeat crire.” Primary target audiences included both
adults 18 and older and community law enforcement
officials. Subgroups of particular interest included the
following: (1) aduits most likely to be crime vic..ms,
(2) aduits who are involved in commurity activities,
and (3) adults with children under 8.

Phase XV of the campaign, which commenced in
October 1991 and is a focal point for this study, was
aimed at caretakers of youth (e.g., parents, grandpar-
ents, teachers, significant others, and advocates) who
had not yet taken an active role in crime prevention. it
attempted to motivate them to make community crime
prevention activities an integral part of their everyday
live s, Emphasis was on using PSA’s to inform such
i« duals that the situation will only worsen if they

< .i't take action and that they can have an impact.
The PSA's for the first time publicized an “800” tele-
phone number for people to request information they
could act upon, rather than providing such information
in the message. The overall approach was alsc more
dramatic and emotive than previous PSA’s, aiming to
promote greater sense of urgency.

By October 1992, approximately 55,000 phone calls

had been received. A survey of callers found that out
of nearly 600 individuals who =iturned their question-
naire, the requested materials had been rated highly
positive as informative and helpful.

Content of the PSA M

The PSA’s disseminated since 1980 have focused
sequerntially on five major themes: (1) home security/
neighborhood watch, (2) crime prevention for a safer
community, (3) child/teen protection and involvement,
(4) children’s drug abuse prevention, and (5) violence
prevention. Each theme area includes a grouping of
PSA’s across media with specific audience targets.
Extensive qualitative content analyses of the main
television and print PSA’s representing each thenie
were conducted for this study to more closely identify
the messages to which the public has been asked to
respond.

The overall analysis suggests that, in examining all 15
phases of the campaign, the PSA’s can be grouped
into two categories: situational and experiential. The
former are based upon real-life situations that provide
information to increase awareness and reinforcement

14



of crime prevention behaviors. In these situational
PSA’s, crime-related problems are clearly defined,
and easily followed solutions are provided. Examples
of situational PSA’s include many of the early home
security/neighborhood watch ones (“Mimi Marth,”
“Gilstraps,” “John Petross”) as well as the 1990 “10th
Anniversary” PSA’s. “Real Situations” (1989) usss
real-life situations and settings, such as a school, to
inform children about how to say “no” to drugs.

In contrast, more experiential PSA’s rely on emotive
elements to increase awareness of potential crime
situations. Sclutions and information about crime pre-
vention in more emotional settings or dilemmas may
or may not be presented; rather, the audience mem-
ber vicariously experiences the PSA because of emo-
tive design elements. The recent Phase XV violence
prevention PSA’s, including “Blanket” and “Teddy
Bear,” are primary examples.

Several of the PSA’s aimed specificaiiy at chiidren
were the first to move toward the experientizd. The
“Users Are Losers” (1987) televised PSA presents not
a drug-related problem with steps for resolving a spe-
cific situation, but children re-enacting the folklore of
the Pied Piper as they follow the sound of the music
into an open field. The appeal of the “Regina” (1988)
PSA is highly experiential as children are enticed to
follow the tempo of the music. As these examples and
the Phase XV PSA's indicate, the more visually so-
phisticated a PSA, the less likely it is to provide hlgh
levels of information.

A comparison of these two categories of PSA’s shows
that in the situational PSA, viewer identification can
come about more through a sense of ownership and
membership in a community. in the situational PSA,
viewers are taught how to protect themselves, their
families, and their neighborhoods from crime, with
goals of a sense of belonging and a cooperative spirit.
Often the theme is assertive. !t calls for the viewer to
“fight back,” but never in direct confrontation with the
perpetrators of crime. PSA’s, such as the “John
Petross” (1982-83) and “Mimi Marth” (1981) cailed for
action, not violent aggression. These included setting
up Neighborhood Watch programs and being the
“eyes” of the community.

In the experiential PSA’s, identification can come
about more for the citizen as an isolated individual
who vicariously experienced the PSA scenarios.
Although community cooperation was stressed in
earlier phases of the campaign, the advent of the

Phase XV “Blanket” (1991) PSA called for a more
individualized response to crime, most immediately in
the form of requesting the more detailed information
promoted.

The analysis also points to specific aspects of the
campaign aimed at raising awareness, reinforcing
existing behaviors, and developing motivation among
citizens. These include reliance on two important ele-
ments: (1) emphasis on the individual and his or her
community and (2) audience identification with
McGruff. The PSA’s throughout all fifteen phases of
the campaign consistently have emphasized the im-
portance of the individual by giving many of the mes-
sages personal tones, such as “You can help prevent
crime.” “Your door,” “your house,” “vour child,” and
“vour” community” established the viewers’ sense of
identity with and ownership of their homes and local
communities.

In keeping with the concern for developing crime pre-
vention through community efforts, the McGruff cam-
paign has been based on the premise that, as local
neighborhoods build stronger ties, a new sense of
community will emerge. In the process, it is intended
that individuals will feel they have some control over
their lives and that they will begin to care about each
other, about the neighborhood, about their schools,
and about other institutions. The campaign reinforces
that this sense of caring can serve as one of the best
answers to crime, suggesting that the solutions are
within the community.

Another important element obviously has been
McGruff. The Crime Dog was the central figure in the
situational PSA’s, and his personality created an im-
portant ethos. Over the years, he has been described
as “believable, credible, trusted,” and he has been
established as a “role model” with whorn audience
members could identify. He acts to lighten the heavy,
emotional topic of crime and crime prevention. He
moves to reassure, encourage, and suppert indivicu-
als and communities. He appears interesting and
humorous, but at the same time always serious. But
me:st of all, McGruff comes across as informative.
Throughout the campaign, McGruff aimed to portray a
sense of confidence as he offered positive, simple
information that people could easily remember and
steps that they could readily enact. Specific directions
or recommendations for crime prevention appear
easily implemented without excessive effort on the
part of local citizens depicted in the PSA’s. Also,
McGruff PSA’s appear easy to read and to under-
stand, another important design element.
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Previous Campaign Evaluations

The NCCPMC was the subject of one major evalua-
tion effort upon its initiation and several smaller scale
efforts over the ensuing years.

The 1980-82 Naticonal Study

Take a Bite Out of Crime appears to have been the
first national PSA campaign on any topic to undergo a
large-scale formal survey evaluation of its impact
(O'Keefe, 1985, 1986; O'Keetfe and Reid, 1989). This
work was done from 1979 {o 1982 under a grant from
the National Institute of Justice. A dual approach was
used, incorporating both a national probability sample
survey of 1,200 adults 2 years into the campaign, and
a quasi-experimenta! panel survey of 426 aduits in
three representative cities. These adults were inter-
viewed just prior to the campaign and again 2 years
later. Effects of the campaign were assessed based
upon the extent to which exposure to McGruff contrib-
uted to crime prevention competence, using a model
of competence that included the following characteris-
tics: (1) awareness of appropriate prevention tech-
niques, (2) positive attitudes toward citizen prevention
actions, (3) feelings of personal effectiveness in pre-
venting crime, (4) personal concern about crime, and
(5) various crime prevention actions.

The findings indicated that McGruff had a sizable
impact during its first 2 years. More than one-half of
the samples studied recalled seeing at least one of
the PSA's, typically via television, and the spots were
regarded as well-liked and effective. Nearly one-fourth
of those exposed in the national sample said they had
learned something new, and about one-half said they
had been rerminded of things they'd forgotten about
crime prevention. Although general concern about
crime and sense of personal responsibility were less
affected, almost one-haif reported more positive atti-
tudes toward citizen involvement in crime prevention.
A quarter of citizens exposed reported taking specific
preventive actions. The panel study results confirmed
that exposed citizens took significantly greater action
because behaviors advocated by the campaign, with
no change for non-advocated behaviors. When the
study controlled for such competing variables as ex-
posure to other crime-related media content and
direct victimization experience, these effects were
unaffected.

The findings also supported a view that effects of
campaigns do not always follow a traditional persua-
sion-model hierarchy beginning with learning, working
through attitude change and motivation, and conclud-
ing in behavioral change. Rather, it was quite clear in
this case that for some persons behavioral change
tock place independently of cognitive or attitudinal
changes. Also, cognitive changes did not always ap-
pear to precede attitudinal ones. A possible explana-
tion is that predispositions toward victimization risk,
direct opportunity for action, and issue involvement
were partial determinants of the kinds of effects
McGrutf had on any one group of individuals.

The Saatchi and Saatchi
Research Program

Smaller scale research in the mid-1980’s suggests, if
nothing else, a continuing presence of the campaign
in the public eye. Saatchi and Saatchi has continued
focus group and copy-testing research on potential
audience groups, includiing children, prior to new
topic phases of the campaign. Mall-intercept surveys
indicate increasing recognition of McGruff as a crime
preventicn symbol and the attribution of credibility to
him (National Crime Prevention Council, 1987).

More impontantly, Saatchi and Saatchi has commis-
sioned national polls of various target groups of the
campaign to help develop specific messages and
cdissemination plans. Findings from some of these
provide estimates of previous reaction to the cam-
paign as well. in 1989 a national poli of 535 adults
was conducted by telephone, with the sampie heavily
stratified to reflect greater proportions of adults in
higher crime areas, more community-active adults,
and adults with children (Saatchi and Saatchi, 1990).
Nearly three-fourths of the respondents indicated
awareness of McGruff, with slightly greater awareness
among adults with children and slightly less among
adults in higher crime areas. Nearly two-thirds of
those aware were able to associate Mcgruff with
crime prevention; furthermore, 92 percent of those
aware of McGruff reported having seen a PSA. Mes-
sage and slogan recognitions were aiso relatively
high, and McGruff's appeal to children was a strong
positive point for respondents.

Additional insight into reactions to the campaign
comes from studies of intermediaries between the
campaign and the public, professional crime preven-
tion practitioners, and television station public service
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managers responsible for choosing which PSA’s are
aired (DFSD Research, 1987).

An early 1987 national survey with a 39 percent re-
sponse rate from 759 crime prevention practitioners
(typically law enforcement officers) found widespread
suppont for McGruff as a crimefighting symbol in com-
munity prevention programs. Three-fourths of the
respondents reported that booklets and pamphlets
tied to McGruff circulated throughout their communi-
ties. Also, about one-half said costumed McGruff
characters made personal appearances at shopping
malls, parades, and schools. One-half also cited
McGruff-based advertising appearing in their commu-
nities. At the time of the interviews, McGruff's tenure
in most local programs had been about 3 to 5 years,
and the longer he had been used, the more positive
the perceptions ef him.

The vast majority of practitioners said McGruff was an
effective spokesperson for all age groups. Most attrib-
uted his effectiveness largely to his high recognizabil-
ity and mass appeal, which they tied to his backing by
a national media campaign. The advertising also
made their local programs more credible and notewor-
thy, many said. Most respondents believed McGruff to
be particularly efiective among children, to whorn he
appeared as a symbol of trust and security. Many said
that McGruff helped children leamn crime prevention
steps and safety tips. Aimost 90 percent agreed that
the PSA's and other McGruff materials aided them in
their work, and most called for more publicity and
coverage using McGruff. His main perceived weak-
ness was in reaching teens and adults effectively, but
that weakness was cited by only 16 percent of the
sample.

A subsequent 1989 telephone survey was conducted
with a national probability sample of 200 members of
the International Society of Crime Prevention Practi-
tioners (Saatchi and Saatchi, 1990). Again, McGrufi's
prominence was evident, with more than 90 percent
of respondents reporting use of McGruff in pamphlets
and public appearances, and rating his role as very or
somewhat helpful, especially for children. There was
some softening on using McGruff to reach older
teens, however. (Data from chief law enforcement
executives regarding McGruff are consistent with that
of their subordinates.) A recent national survey of 788
police chiefs and sheriffs (73 percent response rate)
focused on crime prevention beliefs, policies, and
practices (Lavrakas and Rosenbaum, 1989). The
McGruff campaign received an average rating of 6.8

(on a 10-point scale) in terms of its “helpfulness” to
their depantments in preventing crime. However,
these executives identified the media overall as hav-
ing the most important role in mounting effective
future local crime prevention programs. The media
was rated as more important than schools, voluniary
organizations, social service agencies, businesses,
and churches.

Concurrent with the survey described above was a
survey of 53 television station pubiic service manag-
ers who were interviewed (a 33 percent response
rate) about their receptivity to the continuing McGruff
PSA’s. Nearly all regarded McGruff as an effective
crime prevention symbol, and most cited his mass
appeal and status as a public figure as reasons. The
researchers believed the McGruff PSA’s continued to
receive adequate placement by stations because the
spots were of high quality, with state of the art tech-
nology, and the subject matter was of ongoing com-
munity concern, encouraging people to become
involved. The McGruff messages were also seen as
gasily targeted, as in the case of children's programs,
simplifying placement decisions. The spots were also
part of an ongoing campaign at the national and local
levels, and the Advertising Council sponsorship pro-
vided additional credibility (DFSD Research, 1987).
Largely concurrent results were obtained in a similar
study of radio station public service managers
(Saatchi and Saatchi, 1890).

Although not necessarily indicative of continued public
impact of the McGruff-based efforts, these resulis do
suggest that, after several years, the program has
gained a strong identity and presence in both crime
prevention and mass media circles.

Limitations of the Previous Research

The above work has had considerable value in deter-
mining the validity and promise of the initial Take a
Bite Out of Crime campaign efforts. In addition, it has
helped determine that the PSA's have accomplished
one of their major goals in establishing McGruff as a
highly visible entity positively associated with crime
prevention.

The overriding limitation of the O'Keefe et al. study is
timeliness. it documented the success of a novel in-
formational strategy during the first 2 years, but it tells
nothing about what has happened since. The main
limitation for evaluative purposes of the 1989 Saatchi
and Saatchi national poll of adults is that it was




primarily designed as formative research for later
media messages, and, as such, it does not address
the previous or concurrent influences of the McGruff

SA’s. Although productive for the marketing re-
search purposes for which it was intended, the study’s
demographic segmentation and small sample sizes
restrict its generalizability. The value of the mall inter-
cept and focus group studies for broader evaluation
purposes is similarly limited.
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This section provides the context for citizens’ overall
views and behaviors toward crime and its prevention
and examines public responses to the Take a Bite
Out of Crime campaign. The citizen survey included
several items addressing:

Pubilic orientations toward crime, including respon-
dents’ perceptions of its nature and likelihood in their
neighberhoods and their concerns about it.

@ Personal victimization experiences.

2 Crime prevention competence, or how citizens

(a) viewed themselves as knowledgeable about crime
prevention techniques, (b) had positive attitudes
about coping with and helping to prevent crime, (¢)
possessed interest and motivation to help prevent
crime, and (d) took appropriate preventive actions.

B Attitudes toward law enforcement and related -
agencies.

m Crime prevention-related communication
behaviors.

Baseline findings provide background for the presen-
tation of resuits in the next sections regarding the
McGruff campaign. These findings are also compared
when possible with those from the 1981 crime preven-
tion campaign study, providing trend data on chang-
ing citizen views on crime and prevention.

Public Orientations Toward Crime

Eighty-three percent of the 1,500 adults interviewed
said they felt “very” or “reasonably” safe being out
alone .1 their neighborhoods at night, with only 6 per-
cent reporting they felt “very unsafe.” Once again, the
high proportion of citizens claiming to be relatively
urifearful belies many news media reports—and some
conventional wisdom-—of a country “under siege” from
fear of crime. On the other hand, 16 percent of the
sample with neighborhood safety concerns cannot be
lightly dismissed. Moreover, perceptions reported

SecTiON 3: Cit1zENs, CRIME, AND
CRIME PREVENTION

here are limited to specific kinds of fears. They may
not reflect, for example, anxieties about safety of chil-
dren at play in neighborhoods or at school.

However, given the measures used here, fear of
crime appears to have decreased over the decade:
only 70 percent had reporied feeling “safe” in the
1981 crime campaign study (table 3.1, appendix A).
Similarly, 34 percent in 1992 thought it “very” or
“somewhat” likely their homes would be burglarized,
compared to 43 percent in 1981, Also, 32 percent
believed it likely they would be attacked or robbed in
1992, versus 38 percent in 1281. Worry about bur-
glary dropped slightly from 56 percent in 1981 to 51
percent in 1992, with worry about being robbed or
attacked having remained about the same (45 percent
versus 43 percent).

Although these changes are based on comparisons of
two national sample surveys representative of the
U.S. aduit population and uging the same questions,
one must be cauticus in building inferences here.
Some of the differences observed may be attributable
to population demography changes over the decade,
rather than to individual citizens feeling less threat-
ened by crime now as opposed to 10 years ago. For
example, migration to suburban and rural areas could
contribute to less concern with urban safety among
some groups; also, aging of the populace could yield
complex patterns of fear reduction. At any rate, the
purpose at this point is to briefly describe the context
of pubiic «pinion about crime.

General demographic comparisons of the 1992 find-
ings in the form of regression analyses indicate that
women were substantially more concerned about
most aspects of crime than were men, particularly
with respect to fears about violence {(table 3.2}. Black
citizens were significantly more concerned than
whites. These relationships hold regardless of educa-
tion or income levels, which are generally unreiated to
crime fears. However, locale is a strong predictor of
crime concem, with metropolitan residents signifi-
cantly more fearful than smaller city or rural residents
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on every dimension. Older citizens tended to be more
concerned than younger adults.

Respondents were asked to identify specifically what
kinds of crime-related problems they had in their own
neighborhoods (table 3.3). Heading the list were two
propenrty crimes: (1) theft of or damage to vehicles,
with 54 percent listing it as a problem in their locales,
and 12 percent of those calling it a “big” problem; and
(2) home break-ins, also called a problem by 54 per-
cent, and a “big” problem by 9 percent. The buying or
selling of drugs was seen as a neighborhood problem
by a substantial 39 percent of the population, with 11
percent terming it a “big” problem. Crime in and
around schools was also named by 39 percent. Vio-
lent crime involving children and teenagers was men-
tioned by 29 percent, and gang viclence was cited by
15 percent. Such less salient but potentially deleten-
ous incivilities as teenagers hanging out were called a
problem by 44 percent of the sample, as were run-
down property (30 percent) and garbage or litter in the
streets (28 percent). There was no comparable item
used in the 1981 study.

Personal Victimization Experience

Twenty-three percent said that over the previous year
they had been victims of actual or attempted theft or
property damage. Two percent reported they had
suffered an actual or attempted attack or robbery over
the past year. One-third said they knew someone who
had been attacked, robbed, burglarized, or vandalized
in their neighborhoods over the past year. Again, no
directly comparable item was used in 1981.

Citizen Crime Prevention
Competence

As for citizens’ sense of competence regarding crime
prevention, 90 percent said they believed they had
“more” or “equal” responsibility compared with police
prevention efforts. This is a highly encouraging figure
and up slightly from 85 percent in 1981 (table 3.4).
More than 90 percent were interested in crime pre-
vention, with 53 percent “very interested.” Regarding
confidence in protecting themselves, 40 percent were
“very confident,” and 28 percent reported “knowing a

great deal” about how to do so. These proportions
were up slightly from 1881 as well. Nearly S0 percent
believed that ordinary citizens taking more precau-
tions would help reduce crime at least “somewhat.”

Demographicaliy, the 1992 data indicate that women
tended to be more interested in crime prevention,

but regarded themseives as less knowledgeable,
confident, or responsible than men (table 3.5). Black
citizens tended to have greater interest and to discuss
the issue more, and they were more apt to see them-
selves in opinion leadership positions. They also
viewed citizen prevention efforts as more effective
than do whites. Oider adults had greater interest in
prevention, but somewhat less confidence. More edu-
cated and affluent individuals regarded themselves as
rnore knowledgeable. Few other demographics dis-
criminate among prevention competence factors.

Crime Prevention Behavios‘s_

Increases in uses of various kinds of home security
devices from 1981 to 1992 were substantial (table
3.6). Having residential outdoor security lights
doubled during the period, with 88 percent of citizens
saying they had them in 1992. The number of citizens
with operating home burglar alarm systems tripled to
19 percent. Use of special locks on doors or windows
increased by nearly 50 percent. identification engrav-
ing on personal goods and security checks rose mod-
estly. Nearly 40 percent of respondents said they
owned a gun for self-protection in 1992, and 20 per-
cent said they had Mace or tear gas.

The use of more active forms of preventive behaviors
increased in frequency from 1981 to 1992 as well.
However, the changes have to be interpreted even
more cautiously because the response formats on the
prevention behavior items were modified somewhat
from 1981 to 1992. The 1981 personal interview
format called for four response options to each pre-
vention activity (“always, most of the time, once in a
while, and never”). These options were displayed on
cards as respondents sorted for the various actions.
However, in the 1992 telephone survey, the catego-
ries were simplified to “always,” “sometimes,” and
“never.” Although it might be argued that the “always”
and “never” categories appear definitive for compari-
son purposes, the possibility remains that this attenu-
ation of response categories makes direct contrasts
less valid.
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Most so-called “target-hardening” behaviors seem
consistently carried out by more than of three-fourths
of the populace, with 86 percent “always” locking their
doors when out (up from 72 percent in 1981) (table
3.7). Locking windows and screens when out in-
creased {69 percent “always” in 1992 versus 63 per-
cent in 1981), and 76 percent said they left on lights
whenever out at night, up from 52 percent.

Certain kinds of neighborhood cooperative prevention
efforts increased more substantially over the decade.
Keeping watch on neighbors’ property rose from 43
percent saying they “always” did in 1981 to 61 percent
in 1992, Similarly, asking neighbors to watch one’s
own residence increased from 55 percent to 74 per-
cent, and a parallel rise occurred for either having
deliveries stopped or asking someone to bring them in
when away (46 percent in 1981 compared with 69
percent in 1992). Curiously, there was no indication of
gains in more formal neighborhood activities such as
getting together to discuss steps against crime. If
anything, that appears to have decreased, with 70
percent in 1992 saying they “never” did, as opposed
to 51 percent in 1981. However, 31 percent reported
belenging to organizations or groups that had been
involved in crime prevention activities. Another 40
percent belonged to groups that had been involved in
drug prevention activities.

Avoidant behaviors increased somewhat, with 33
percent saying they avoided certain places in their
neighborhoods, compared with 23 percent in the pre-
vious study. Nearly a quarter said they "aiways” went
out at night with either someone or something for
protection.

A factor analysis of these behaviors as reported in
1992 yielded four subsets: target hardening, neigh-
borhood watch, neighborhood cooperation, and pre-
cautionary behavior (table 3.8). For an overview,
these factors were compared by regression analyses
with demographic characteristics (table 3.9). Women
were strikingly more likely to engage in precautionary
behaviors and were more inclined to be watchful but
were less apt to engage in cocoperative efforts. Older
adults were more involved in securing their homes
and keeping watch on others but,-surprisingly, were
not as likely as younger citizens to take precautionary
steps outside the home. Black respondents reported
taking more preventive measures overall, with the
exception of watch-related behaviors. Residents of

larger city areas engaged more in home security and
precaution.

Respondents were asked to estimate how much they
had modified their own crime-preventive behaviors
over time. Forty percent reporied they had been tak-
ing actions to prevent crime more often than they did
10 years earlier, and 5 percent said less often. (Per-
cents here are reported only for respondents age 28
or older, to help avoid confusion with changes in be-
haviors resulting from moving from adolescence to
adulthood.) This finding provides another source of
validation for increased preventive activity across the
country over the decade. When asked the same
question in the time frame of the previous 12 months,
22 percent reported they had taken engaged in pre-
ventive behavior more often, compared with 7 percent
who said less often.

Citizens also reported a variety of crime prevention
programs active in their neighborhoods. A substantial
42 percent reported Neighborhood Watch programs in
their immediate areas, with more than two-thirds say-
ing the program was being extensively implemented.
Crime Stopper media programs were noted by 9
percent, with three-fourths terming them extensiva.
Notably, 48 percent reported drug-free schoo! zones
operating in their neighborhoods. Anti-crime néwslet-
ters were reported by 16 percent, anti-drug rallies and
marches by 21 percent, and police foot patrols by 11
percent. There is no comparable measure for 1981.

Competence and
Concern About Crime

How do citizens’ concerns about crime relate to their
crime prevention competencies? Something of a dis-
parity exists between the amount of interest ex-
pressed in prevention and the level of confidence
citizens have in being able to reduce crime by their
own actions. Adults who see their neighborhoods as
being less safe, and themselves as more at risk, are
clearly more interested in crime prevention (table
3.10). However, they feel significantly less confident
about preventing crime and generally no more knowl-
edgeable than people ir: safer circumstances. They
also discuss crime more and are somewhat more
likely to see themselves in opinion leadership
positions.
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Those who see themselves more at risk also lean
significantly more toward target-hardening and
precautionary preventive actions (table 3.11). Indeed,
citizens who view their neighborhoods as more dan-
gerous, and who worry more about violence, are less
likely to involve themselves in watch activities. Worry
about burglary or violent crime does appear {o lead
somewhat more toward cooperative activity, however.

As for relationships among attitudes about prevention
and reported behaviors, an encouraging sign is that
some citizens see themselves as more knowledge-
able, interested, and generally competent. They are
also more likely to engage in cooperative and watch-
related activities, but not necessarily more in target-
hardening or precautionary ones (table 3.12). Those
feeling more confident in their ability to help prevent
crime are less likely to use precautionary tactics.

Citizen Views on Law Enforcement
and Crime Prevention

A majority (62 percent) believed that their local police
were doing a “good” to “very good” job of working with
residents of their neighborhoods to solve local prob-
ilems. Twenty-six percent said police were doing a
“very good” job in this area (table 3.13). However, 8
percent called police performance “poor” in this re-
spect. Nearly 70 percent described the overall
relationship between police and citizens of their
neighborhoods as “good” to “very good.” Eighty per-
cent said it was likely that their neighbors would call
the police it a suspicious stranger was seen looking
around their property.

With respect to preventing crime more generally, 62
percent said police were doing a “good” or better job
of it, with 8 percent calling their performance “poor”
(table 3.14). Just over one-half said news media were
doing at least a “good” job of preventing crime, com-
pared with 45 percent who said the same of local
valunteer organizations. Interestingly, 54 percent be-
lieved their neighbors were doing a good or better job
at preventing crime, and 51 percent credited them-
selves as doing the same.

Communication and
Crime Prevention

One-third of respondents reported they “often” came
across information from mass media and other places
about how to protect themselves from crime; another
55 percent said they “occasionally” did so (table 3.15).
In 1981, 25 percent reported such exposure “often,”
implying more such information being available in the
system in 1992. However, greater exposure did not
equate with increased attention, with 29 percent say-
ing they paid “a lot” of attention to information about
crime prevention in 1992, compared with 27 percent
in 1981, Although 70 percent in 1981 reported a need
for crime prevention information, only 60 percent did
s0 in 1992. Further, althsugh 29 percent said they
had & “great need” in. 1981, only 19 percent did so in
1992. It may be that such need has attenuated simply
because more information is readily available to
satisfy it.

Those more exposed to information about crime pre-
vention were more likely to be women than men and
black than white. They also were apt to be better edu-
cated (table 3.16). Women and black citizens were
more attentive to such messages when they came
across them but were also more inclined to say they
still needed more such information. It is noteworthy
that although 43 percent of black respondents said
they had a great need for prevention information, only
17 percent of white respondents did. Persons with
children, and those i more popuious areas, also
indicated greater infarmation need. Although older
citizens paid significantly more attention to the infor-
mation, younger ones indicated a greater need for it.

Citizens more exposed and attentive to prevention
information were also more concerned about crime,
and those with the greater need for more information
were substantially morg concerned (table 3.17). By
and large, the more exposed and attentive were mare
prevention competent as well (table 3.18). However,
exposure and attention were unreiated to confidence
in one’s ability to prevent crime. The more information
citizens received, the more likely they were to take
nearly all forms of prevention actions also (table
3.19). Those more in need of information followed
these same trends, with the exception that they saw
themselves as significantly less knowledgeable and
less confident.

22



When asked where they had learned about things
they do to be safe from crime, citizens cited television
news as the most popular source (table 3.20). Eighty-
five percent said they had learned at least “some”
things from the television medium, with 29 percent
saying “a lot.” Next was newspaper crime stories (with
73 percent having learned from them), followed by
PSA’s (70 percent) and McGruff PSA's in particular
(62 percent). Local police were cited by 56 percent,
neighborhood crime prevention groups by 30 percent,
and personal experiences with crime by 61 percent.

The demographic correfations reporied in table 3.21
indicate that the young are far more likely to cite
PSA’s, including McGruff, than other sources. Women
and black respondents reported learning across the
board from all sources. Less educated, lower income
citizens appear to have drawn more knowledge from
television news, compared with urban dwellers who
leaned more toward neighborhood groups.

Conclusions

To briefly summarize the crime perceptions of the
U.S. public in 1992:

® More than 80 percent of adults felt at least reason-
ably safe out at night in their neighborhoods, and
nearly two-thirds said it was not very likely they would
be burglarized or attacked.

B Nearly one-fourth of the sample reported having
been victimized the previous year, and one-third said
they knew someone who had been.

B The most conspicuous neighborhood crime prob-
lems included theft or damage to vehicles and home
break-ins; drug sales were close behind, as were
school-related crimes.

B Nearly all citizens believed they had at least equal
responsibility with the police to help prevent crime,
expressed interest in doing so, and believed that such
citizen involvement was an effective deterrent.

W Smalier numbers, however, indicated knowing
how to go about doing so, or confidence that they
could take appropriate preventive measures.

B Most citizens regularly took steps to secure their
homes, but fewer numbers were engaged in coopera-
tive or watchful activities with their neighbors; some of
these behaviors had increased since 1981, however.

& More than one-half of the sample said they had
some kind of formal crime prevention j.rogram operat-
ing in their neighborhoods; about two-thirds generally
lauded police performance in their neighborhoods.

m  Most citizens reported being exposed to informa-
tion in the media and other channels about crime
prevention, and nearly two-thirds indicated a need for
more such information.

B Women and black citizens were more attentive to
prevention information, with blacks in particular indi-
cating a greater need for more.

H Television news was a highly popular source of
prevention information, followed by newspapers and
PSA’s, including the McGruff spots.

Although crime is clearly high on the agenda of public
concerns, it may be a mistake to exaggerate the
numbers of citizens living under pervasive fear of i,

at least as measured here. A substantial majority
appeared to feel quite safe in their own neighbor-
hoods, and most thought it unlikely they would be
burglarized, attacked, or robbed. Moreover, these
fears appear to have decreased somewhat among the
U.S. population as a whole since 1981. Women, black
citizens, and those in more urbanized areas were the
most concerned about crime.

Two observations are worth noting from a policy per-
spective. One is that fear of crime does not appear as
rampant among the public as many press and other
popular accounts seem to suggest. This may be taken
as good news, but it should not obscure the fact that
significant numbers of citizens do remain in rather dire
circumstances. Also, it may take more effort by infor-
mation programs to convince more “secure” members
of the public that crime remains a serious, volatile
threat to society. A second observation has to do with
a dynamic of public opinion that probably deserves
greater attention here. Known as the ‘third person
effect” or “biased optimism,” the tendency for individu-
als to regard their own personal situations more favor-
ably than those of ‘the public” in general is fairly well
documented. It may be useful in subsequent work on
these issues to consider how citizens realistically
regard their own situations as better or worse than
citizens in other circumstances. This tendency could
have a pragmatic bearing on public support for anti-
crime and drug measures that citizens may or may
not see as having direct benefits to themselves. 1t
could also have implications for the design of in-
formation programs in terms of when to emphasize
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behaviors that protect oneself from crime as opposed
to those that may more altruistically protect others.

The increases in certain reported crime preventive
behaviors over the decade appear especially encour-
aging in the context of the efforts made to promote
them. For example, the level of perceived personai
responsibility for crime prevention increased only
slightly since 1981. However, the perception supporis
the emphasis placed on the broader theme of shared
responsibility for community security that serves as an
underpinning for the police/community partnerships
discussed in section 1. The partial increases in neigh-
borhood cooperation, at least in terms of watching out
for the property of others, may reflect increased social
responsibility. Although there was no evidence of
increased discussion with cne’s neighbors about pre-
ventive steps, it seems quite encouraging when
nearly one-half of the adult population is aware of
formal crime prevention programs operating in their
neighborhoods. It would seem that future crime pre-
vention information programs can reinforce and build
on themes.

Greater attention to prevention information among
women and especially black adults deserves closer
scrutiny. These samples make it difficult to break
down more closely which portions of those groups
might be particularly in need. Likewise, researchers
lacked adequate measures (or numbers) for minority
groups that might share those needs. in any case, it is
important to go beyond these simple demographic
indicators in information program planning. For effec-
tive campaign planning, researchers need to deter-
mine what specific kinds of crime problems are being
confronted by various individuals within these seg-
ments, and what their current knowledge levels,
attitudes, and behaviors are. These issues will be
discussed in the context of the McGruff campaign in
ensuing sections.

Finally, the utility of television news. for conveying
prevention information suggests that information
programs such as the National Citizens’ Crime Pre-
vention Campaign should continue to emphasize
local news events and features to get across impor-
tant points. PSA's alone can accomplish only part of
the task.
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SecTiON 4: PuBLIC EXPOSURE AND
REsPONSE TO THE MEDIA CAMPAIGN

How do citizens themselves respond tothe
NCCPMC? To what extent is the public exposed to
the campaign, attentive to it, and responsive to it? As
a wealth of information, campaign research has indi-
cated opportunity for public exposure to messages
cannot be equated with actual exposure (Rice and
Atkin, 1989; Salmon, 1989; O’'Keefe and Reid, 1990).
Such variables as overall frequency and reach of
media messages, orientation toward commercials,
interest in the topic, and the like all accelerate or im-
pede audience members’ frequency of exposure to a
given PSA (DeJong and Winsten, 1989).

As previous work has aiso demonstrated, exposure to
a message is necessary but not sufficient for aiten-
tiveness to or involvement with it. Both exposure and
attention are critical evaluative components that indi-
cate how successfully messages are getting through
appropriate channels, and how appealing or interest-
provoking they are to their targeted audiences
(Devine and Hirt, 1989). Some individuals may pas-
sively “sit through” a {elevised PSA while waiting for a
program to resume, while others actively engage in
carefully attending to elements of it (Petty and
Cacciopo, 1988). Interest in the subject is of course a
key factor in attentiveness but so are the specific style
and content characteristics, presentation format, clar-
ity, and so forth (Backer, Rogers, and Sopory, 1980).
Although the initial McGruff evaluation found respect-
able exposure levels, the impact of PSA’s was far
more associated with how much attention people paid
rather than with how often they saw or heard the
messages.

Researchers examined exposure and attention levels
{o the PSA’s among the general public and within
target audience groups. Although these levels are
expected to vary by the degree of PSA dissemination
within given communities noted above, it is also an-
ticipated that individual factors (e.g., perceived verbal
and visual appeal of the PSA’s, their credibility, gen-
eral orientations toward crime, interest in prevention,

relevant demographics, etc.) influence exposure and
attention. In sum, how exposed are various citizen
groups to the McGruff PSA’s? How much attention do
they pay to them? What factors influence each?

How citizens respond to or internally evaluate the
PSA's shouid be a strong mediating factor in the
campaign's eventual effect on citizens (O'Keefe,
1986; Dedong and Winsten, 1988). Message eifects
are likely to increase in proportion to how positively or
negatively the message is viewed.

The foliowing findings are derived from telephone
interviews during March and April 1992 with a national
probability sampie of 1,500 adults. Data tables appear
in appendix A.

How Widespread Is
Exposure to McGruff?

Simple exposure to McGruff PSA’s overall was mea-
sured by aided recall items that followed asking re-
spondents how much attention they paid to PSA’s in
general. The initial McGruff question posed follows:

Now I'm going to describe one particular kind of
public service ad to you. They say, “Take a Bite
Out of Crime,” and include a cartoon character
dog named McGruff dressed in an overcoat telling
people how to protect themselves from crime.
These McGruff ads have been on television and
radio, in newspapers and magazines, and on post-
ers and billboards. Do you remember having seen
this ad anyplace at ali?

Eighty percent said they had seen the PSA’s,

18 percent said they had not, and the remainder were
uncertain. In 1981, 52 percent recalled having seen a
McGruff PSA.

25



As for exposure to the Phase XV We Prevent PSA’s,
respondents were read the following item:

There have been a lot of different kinds of McGruff
ads. I'm going to describe one particular Kind to
you, and | want you to think about whether you
remerber having heard or seen them anywhere.
The television ads say, “We Prevent,” and they are
aimed at helping protect children and teens from
violent crime. Some show children in make-believe
play with guns, or parents grieving at a child’s fu-
neral. They close by saying, “Take a Bite Out of
Crime.” Do you remember having seen this kind of
ad on television over the past few months?

While We Prevent was not a formal slogan for the
campaign, it was used as a shorthand device here for
referring to the campaign to respondents. Research-
ers believe that once the advertisements appearing in
each medium were described in some detail, respon-
dents knew what the We Prevent label referred to in
subsequent questions.

Of the total sample, 27 percent reported having seen
the televised We Prevent spots. Of those, 38 percent
said they had only seen them once or twice, but an-
other 41 percent reporied up to 10 exposures (table
4.1, appendix A).

Parallel descriptions were given for the radio and
printed versions of this PSA, describing main features
of each. For radio, the item read:

We Prevent ads have been on radio. in one, a
mother tries to explain a 6-year-old's death to an-
other child, and in another statistics on school chil-
dren as victims are given. Both end with the words,
“You must fight back.” Do you remember having
heard this kind of ad on radio over the past few
months?

The print item read:

Newspapers and magazines have carried We Pre-
vent ads showing children as possible crime vic-
tims. One has the words, “Somebody’'s dying for a
new pair of sneakers,” and another says, “This is
how a desperate drug addict sees your child.”
These ads have also been on posters and bill-
boards. Do you remember ever having seen this
kind of ad anyplace at all?

Fifteen percent of adults recalled having heard the
PSA on radio, and 36 percent recalled seeing it in at
least one print medium. Print PSA recognition was
highest for inagazines, followed by newspapers,
billboards, transit pieces, and other posters (table
4.1).

In all, 49 percent reported exposure to the Phase XV
PSA’s in at least one medium. Of those, 50 percent
indicated they were rnost familiar with the televised
versions, 37 percent said print, and 11 percent radio.

Public Response to Phase XV

Regardless of medium, 32 percent of the citizens
exposed to the Phase XV ads said they had paid a
great deal of attention to them, 54 percent reported
some attention, and 14 percent said hardly any atten-
tion. These figures compare favorably to those for the
initial McGruff PSA’s in 1981 (26 percent paying a
great deal of attention, 51 percent some attention,
and 22 percent hardly any), suggesting continuing if
not increased public attentiveness and interest in the
series, at least as reflected in this We Prevent phase.

Fifty-nine percent of those recalling the We Prevent
PSA could identify something about them they par-
ticularly liked, compared with only 11 percent that
could name something they disliked. Specific likes
mentioned covered a wide range, but among the
more common were that the ads built or promoted
awareness of crime prevention (cited by 10 percent),
they were direct and to the point (8 percent), and they
had creative appeal (catchy, well done, good symbol,
etc.) (6 percent). Others cited their likes as easy rec-
ognition and attractiveness of McGruff (6 percent) and
targeting of specific audiences (6 percent) (table 4.2).
In general the PSA's appear liked as much for their
perceived effect as for their content.

As for the dislikes, no one category was mentioned by
more than 2 percent of the respondents. The most-
mentioned concern centered on perceptions that the
PSA’s were too graphic, morbid, unpleasant, and
inappropriate; however, these concems were voiced
by an exiremely small minority {table 4.2).

26



Citizen Exposure and Response
to Other McGruff PSA’s

Respondents were also asked how often they recalled
seeing or hearing McGruff ads other than the We
Prevent ads over the previous 12 months. These ads
could have included virtually any of the previous
McGruff PSA's still run occasionally by media
sources. However, it is more likely they would pre-
dominately be from Phase XIV, and perhaps from the
preceding phase or two. The aim was to determine
exposure and reactions to the more typical McGruff
ads prior to Phase XV.

Sixty-four percent of respondents could recall having
seen McGruff ads other than We Prevent. Once
again, television was the dominant source, followed
by radio and the various print options (table 4.3).
Attention rates were lower than for We Prevent, as
might be expected given that the previous PSA’s were
likely to have been recycled into longer shelf lives,
and thus would lack novelty. Still, 22 percent of those
exposed reported having paid a great deal of attention
to them, 61 percent some attention, and 18 percent
hardly any attention.

As for what respondents particularly like about these
other McGruff PSA’s, creative appeal was mentioned
most often (by 12 percent), followed by recognition of
McGruff (7 percent), and building of awareness of
crime (6 percent) (table 4.4), The overall pattem of
responses here suggests thai, unlike the We Prevent
ads, these ads were liked as much or more for their
content or format than for their perceived effects.
{Researchers were unaware at this point of previous
research comparing positive attributes of advertising
messages based on appeal versus perceived impact,
and it may be a phenomenon more peculiar to PSA's.
Plans are to develop this avenue of inquiry at a later
time.)

Similar to the situation with We Prevent, only 6 per-
cent of those recalling the PSA’s could identify some-
thing they disliked, with the most often mentioned
negative characteristics being a lack of realism and
inappropriateness of the dog symbol. However, each
of these was named by little more than a handful of
respondents.

Who s Exposed to McGruff?

Researchers examined who was more likely to have
seen or heard the various McGruff PSA’s based

on demographic, communication, crime, and crime
prevention characteristics.

Demographic Factors

Demographically, overall exposure to McGruff was
greater among younger respondents, with more than
90 percent of those under age 35 reporting aware-
ness of the PSA’s. Fewer than one-half of age 65 plus
adults were aware of the campaign (table 4.5). These
findings parallel those of the 1981 national study,
which found an overall exposure rate of 52 percent
but far greater awareness among younger citizens
(table 4.5). As speculated in 1981, it seems likely that
the cartoon character and related themes do a better
job of reaching the young rather than an older popu-
lace. (Some evidence also suggests that older adults
are less likely to be attuned to many kinds of informa-
tional campaigns (O’Keefe and Reid, 1987).)

Men were significantly more exposed, although the
actual difference between men’s and women’s expo-
sure rates is less than 6 percent. White and minority
awareness rates were about equal, as in 1981. How-
ever, black citizens tended to be more exposed than
whites.

Exposure differences due to education, income, and
family status were quite similar to those found in
1981. Respondents who hadn’t completed high
school were significantly less exposed to McGrufif.
However, this appears in large part an artifact of lower
exposure among elderly groups, who also tend to
have less formal education. Significant trends were
not found for education within age categories. Middle
income groups were somewhat more exposed than
those either at the low or high ends of the spectrum.
Marital status did not discriminate exposure rate, but
individuals with children in the home had a substan-
tially higher awareness rate.

We Prevent. Demographic differences in exposure to
the Phase XV PSA’s largely matchedi those for the
McGruff PSA’s overall (table 4.5). Nearly two-thirds of
adults under 35 had seen or heard them, but less
than 30 percent of elderly persons had done so. Men,
black adults, and married persons were slightly more
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exposed. Less educated and lower income persons
were less aware of We Prevent, with age again a
likely confounding variable. Persons with children in
the household were significantly more exposed.

Demographic differences in where citizens had been
exposed to the We Preverit PSA’s were rather few.
Younger adults generally reporied having seen more
of the ads across all channels—ifrom television to
posters (table 4.6). Less educated persons had more
exposture to television and radio versions, but the
more educated read more of them in magazines and
newspapers. Billboards and transit signs were more
popular sources in more urbanized areas.

Communication Factors

Persons more exposed and attentive to other kinds of
information related to crime prevention were also
more likely to be aware of McGruff, and especially the
We Prevent PSA's (table 4.7). The same was true for
citizens who indicated they had a greater need for
more information about crime prevention (table 4.7).

It should be kept in mind that the sporadic nature of
PSA’'s makes it difficult, if not impossible, for inter-
ested persons to seek them out as information
sources. it is likely therefore that persons who need
information about crime do not seek out PSA’s; rather
exposure to McGruff promotes a need for more infor-
mation about crime. On the other hand, given the
nature of the recall data used here, the respondents
with a greater need for information may remember the
PSA’s better when they do come across them, which
can be another indicator of their salience.

As expected, adults who watched more television and
listened to the radio more were more likely to be
aware of the McGruff PSA’s overall (table 4.8). The
same trend held for the We Prevent PSA's, but it was
significant only in the case of radio. However, those
who read newspapers more offen were actually less
likely to be aware of McGruif.

Similarly, greater attention to PSA's in general on
television and radio predicted McGruif exposure
(table 4.9). The effect was less pronounced for
newspapers. Similar findings in 1981 were linked to
increased attentiveness by some individuals to adver-
tising overall.

Greater exposure to McGruif generally and Phase XV
in particular was also tied to having learned about

crime prevention from a host of other sources, in-
cluding media news about crime, other PSA’s, local
authorities and neighborhood groups, and personal
experience with crime (table 4.10).

Crime Orientation Factors

Exposure to McGruff was sporadically related to citi-
zens' perceptions and concerns about crime. Unre-
lated to McGruff awareness were fear of being out
alone at night, perceived likelihood of having one's
home burglarized, or worry about being attacked
(table 4.11). However, the respondents with greater
exposure to McGruif were more prone to worry about
being burglarized.

With respect to concern about neighborhood crime
problems, greater exposure to McGruff overall was
associated with respondents seeing more problems in
their own neighborhoods with car theft, drug sales,
school crime, loitering, and rundown property (table
4.12). We Prevent exposure was positively related to
these characteristics as well as to seeing violent crime
among children and teens as more of a problem.

Citizens who said they had been victims of crime over
the previous year were more liable to report exposure
to the campaign, as were those who knew someone
else who had been victimized within the neighborhood
(table 4.13).

Crime Preventicn Competence Factors

Citizens more exposed to McGruff believed them-
selves to know more about protecting themselves
from crime and reported greater sense of responsi-
bility for and confidence in doing so (table 4.14). A
caution at this point: These data do not necessarily
indicate that individuals became more knowledgeable,
responsible, or confident as a consequence of expo-
sure to the McGruff PSA’s. It may also be that citizens
already more prevention competent were more ex-
posed fa the ads, or at least more prone to remem-
bering them. However, equally likely, the McGruff
campaign may serve a reinforcing function, strength-
ening previous dispositions toward active crime
prevention. It is worth noting, however, that the 1981
panel study, which controlled for other likely causes of
these prevention characteristics, found evidence that
exposure to McGruff was associated with increases in
prevention characteristics over time. Morecver, it
seems less likely that preexisting higher prevention
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competence levels would lead to exposure, because
seeking out PSA’s can be a fruitless task given their
often scattershot placement.

Overall, McGruff exposure was only slightly related to
belief that citizens can reduce crime by taking more
precautions and to discussion with others about crime
prevention (table 4.15). The more exposed did see
themselves more as opinion leaders in the sense of
being asked more for their ideas and opinions about
prevention. Exposure to We Prevent was significantly
associated with all three of these factors, suggesting
that those PSA's generated more interaction ameng
their audience.

Associations between McGruff exposure and crime
prevention activity were somewhat sporadic as well,
bui in nearly all cases the trend was for exposure to
equate with increased behavior (table 4.186). In par-
ticular, greater exposure to We Prevent was signifi-
cantly linked with more cooperative activities, such as
keeping watch on neighbors’ properties and getting
together with neighbors for steps against both crime
and drug abuse. Overall, McGruff awareness was tied
to these as well, although not quite as strongly. Again,
these correlations do not necessarily indicate that
exposure to McGruff causes increases in these be-
haviors. However, panel data from the previous study
did support such an inference.

Interestingly, McGruff exposure was not well pre-
dicted by the presence or absence of other neighbor-
nood crime prevention programs. Such programs as
Neighborhood Watch, Crime Stoppers, citizen patrols,
newsletters, and police foot patrols were all essen-
tially unrelated to awareness of McGruff (table 4.17).
A later section explores this lack of relationship more
fully in terms of local law enforcement interactions
with the NCCPMC.

Campaign Effects on the Public

To what extent does the media campaign influence
the crime and drug prevention competencies of tar-
geted audiences? Do the PSA’s make a significant
difference in how citizens deal with crim# and drug
abuse in their communities? Previous work has force-
fully taught us that neither exposure nor attention to
media messages necessarily equate with obtaining
the desired effects (McGuire, 1989; Devine and Hirt,
1989; O'Keefe, 1990).

Moreover, it is critical that the type of effect desired be
carefully delineated by campaign planners and evalu-
ators alike. Generally, message effects can be classi-
fied a= cognitive (e.g., awareness, learning), affective
(e.g., attitude change), emotive (e.g., fear arousal),
motivational (e.g., building interest), or behavioral
(e.q., taking action). All of these types of effects inter-
act, although there is some disagreement over how.
Some theorists posit a more orderly sequencing of
persuasive effects; e.g., awareness must occur before
attitude change, which must occur before action
change (McGuire, 1985). Others insist that, depend-
ing on various contingencies, the sequence is less
logical, with action possible without attitude change,
etc. (Petty and Cacciopo, 1988). Previous work on
PSA's, including McGruff, suggests the latter course
is more likely.

Accordingly, researchers developed an evaluative
model of citizen competerce with respect to crime
and drug abuse prevention. This model provides an
empirical framework for objectively examining the
effectiveness of the NCCPMC.

The concept of competence incorporates several key
psychological orientations and behaviors that citizens
may demonstrate in varying degrees with respect to
crime and drug abuse prevention. The campaign can
be regarded as being effective to the extent that per-
sons exposed to it:

B Become more fully aware of the pubiicized crime
and drug preventive techniques.

m Hold more positive attitudes concerning their re-
sponsibilities for watching out for themselves and
helping others.

Feel more capable of carrying out preventive ac-
tions to reduce victimization risks to themselves and
others.

B Are more motivated to take interest in crime and
drug-related issues, to learn more about what they
can do and to consider aiternatives.

® Take appropriate actions or behaviors aimed at
reducing crime and illicit drug use.

This approach is distinct from many other persuasion
process models because it deals with levels of mes-
sage effects in a nonlinear way. It assumes that indi-
viduals can, for example, be behaviorally competent
but not necessarily be informationally or attitudinally
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competent in a given topic. The earlier McGruff
research indicated, for example, that the campaign
had greater attitudinal effects on some citizens, but
it had no informational effects. However, for other
persons it stimulated behavior changes without con-
current attitude change.

Perceived Impact of Phase XV PSA’s

To ascertain perceptions of We Prevent impact on
levels of citizen crime prevention competence, re-
spondents were asked how much they believed the
PSA’s had influenced their awareness, attitudes, and
behaviors. Although such self-perceptions can't be
taken as clear evidence of actual change, they do
provide one indicator. Also, the 1981 data suggest a
high correspondence between such self-reports of
change and more valid repeated measures of change
over time. After all, the main purpose of these PSA’s
was to generate emotional response and action in the
form of requesting more information, as opposed o
information gained directiy from the ads.

Respondents exposed to We Prevent were asked
whether the PSA’s showed or told them anything they
had not known about before or reminded them of
things they had known but forgotten. Thirty-one per-
cent answered affirmatively, generally paralleling the
response to similar items in 1981. The vast majority
said they had been more reinforced by the PSA’s than
told anything new. However, a wide variety of specific
examples were given, ranging from being more obser-
vant and involved, to having heightened awareness of
risks children face, to becoming concerned about
crime in schoois (table 4.18).

Fifty-nine percent of the respondents recalling the We
Prevent ads said the PSA’s had made them more
concerned about violent crime, with only 1 percent
saying they were made less concerned. However, 45
percent reported the PSA’s made them feel more
confident about being able to protect children from
violent crime, and only 6 percent said the material
made them feel less confident about doing so. These
two findings are again quite replicative of those for
parallel items in 1981. Three-fourths of the citizens
termed the We Prevent series helpful in learning how
to protect children, with 22 percent calling them very
helpful. Twenty percent considered them “not very
helpful.”

As for behavioral impact, 21 percent said they had
done things they probably would not have, had they
riot seen We Prevent PSA’s. This compares very
favorably to the 22 percent giving the same response
to the previous ads in 1981. The range of responses
was exceptionally varied, incorporating community
action (e.g., joining groups), personal precaution (e.g.,
locking up), and precautions involving children {e.g.,
knowing where children are) (table 4.19).

However, only 12 respondents said they had called
the 800 number for mere information. Although disap-
pointingly low for analytical purposes (if no other
reason), this 0.8 percent response within a national
sample is not necessarily at variance with reported
numbers of actual calls to the number, recorded at
31,000 by the end of March 1992 (and 55,000 by
Gcetober 1992).

Perceived impact of Other
McGruff PSA’s

In all, 27 percent indicated they had gained informa-
tion from the McGruff PSA’s other than We Prevent,
with 42 percent of those saying they had been re-
minded of things they had known earlier. General
awareness of ¢rime, and taking precautions, were
indicated by another one-third of the group. Eighteen
percent said they had done things &s a result of the
ads, with about one-third indicating such steps as
locking up or leaving on lights. Most responses
tended to be more generat, which is expected given
the diffuse range of PSA’s included here.

These proportions of favorable and unfavorable “re-
views” also appear basically unchanged from 1981,
providing no evidence of a decline or increase in
popuiarity of the PSA’s.

Perceptions of Overall Campaign Impact

Respondents were asked a series of questions requir-
ing more specific responses pertaining to baoth crime
and drug abuse prevention and taking into account all
Take a Bite Out of Crime PSA's they had seen or
heard. Responses were largely quite positive on each
of the attributes measured.

Crime Prevention. Seventy percent of respondents
familiar with McGruff said they found the PSA’s
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effective in making them personally more aware of
how to prevent crime in their neighborhood, including
17 percent who found them “very effective” (table
4.20). Sixteen percent termed them “not effective at
all.” Importantly, 90 percent called them effective in
building children’s awareness, including 41 percent
saying they were “very effective.” Seventy-six percent
called them efiective in making other adults more
aware.

As for more attitudinally based measures, 54 percent
said the PSA’s made them more concerned about
crime, and 36 percent indicated they made them more
confident about being able to protect themselves from
crime. Also, 47 percerit reported the ads gave them
more of a sense of personal responsibility for working
with others to prevent crime.

Drug Abuse. Findings for drug abuse competenze
measures generally paralleled those for crime, with 60
percent calling the McGruff ads effective in making
them personally more awarg of how to prevent drug
abuse in their neighborhoods (table 4.21). Again, the
PSA’s were seen as most effective among children,
with 88 percent of citizens saying they believed the
ads were effective in making children more aware of
neighborhood drug abuse prevention. Seventy-four
percent said the ads were effective in making other
adults more aware. Just over one-half reported that
the PSA’s made them more concerned about drug
abuse, and 46 percent said their sense of personal
responsibility had been increased.

Perceptions of Preventive Activity

Respondents were asked whether they were taking
actions to help prevent crime more often, as often, or
less often over the previous 12 months, and over the
previous 10 years. Twenty-two percent reported more
activity over the past year, compared to 7 percent
saying less activity. Thirty percent reporied more ac-
tivity over the decade, compared to 5 percent indicat-
ing less. Citizens reporting more activity in either case
also were significantly more likely to be exposed to
McGrufi PSA’s (table 4.22). Moreover, increased ac-
tivity was significantly associated with increased con-
cern and sense of responsibility gained from the
PSA’s. Increased activity over 12 months was also
greater among citizens who reported gaining aware-
ness and confidence in crime prevention from the
McGruff PSA’s.

Citizen Differences
in Campaign Response

Given that public information media campaigns vary
greatly in their impact upon citizens, researchers must
also consider the kinds of factors that either enhance
or impede the influence of the McGruff campaign. To
what extent has the campaign influenced crime and
drug prevention competence among various publics,
including especially targeted groups?

Phase XV

A demographic analysis of responses to the Phase
XV PSA's reveals that more attention was paid to
them by persons in the middle age groups and
particularly by those with children in the home (the
target group for these messages) (table 4.23). Nearly
twice as many black as white adults (58 percent ver-
sus 29 percent) paid “a great deal” of attention to
them. Women were significantly more attentive than
men were. The less educated, and lower income
earners, paid more attention. Thus the We Prevent
ads appear to have succeeded at least in drawing
more attention from the audiences the campaign was
targeting.

However, learning from the PSA’s appeared quite
equal across demographic groups. No significant
differences appeared in information gain across
demographic groups—although groups such as
blacks and respondents with children appeared some-
what more likely to report leaming. Respor.as to the
attitude change items were more diverse, with blacks,
women, and lower inceme citizens saying the We
Prevent ads made them both more concerned about
violent crime and more confident in protecting children
from it. These groups, as well as those with children,
also reported the PSA's to be more helpful in learning
ahout protecting children. These same trends gener-
ally held for taking preventive actions. Significantly
more blacks, women, and people with children re-
ported taking steps they would not have otherwise.

As expected, citizen responises to We Prevent PSA's
varied somewhat according to their perceptions of
crime. The safer respondents perceived their neigh-
borhoods to be, the less attentive they were to the
ads, and the less concern and utility they attributed to
them (table 4.24). On the other hand, adults who wor-
ried more about burglary or violent crime, and who
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thought themselves more at risk from violence, were
more attentive to the PSA’s. They were also more apt
to say that the messages were heipful and made
them more concerned and confident, and that they
took action as a result. Given these findings, it is
somewhat odd that information gain did not vary by
these peiceptions of crime.

Respondents who saw any of the particular offenses
listed as being more of a problem in their neighbor-
hoods were more attentive to the Phase XV ads (table
4.25). in keeping with the theme of these PSA's, how-
ever, they were most likely to report having taken
action if the crimes they cited as more problematic
included violence involving children, crime in schools,
and buying or selling drugs. Break-ins and teenage
loitering also led to more action-taking. Differences in
information gain were again minimal, and those in
attitude change were quite mixed.

Responses to the Phase XV PSA’s were also com-
pared to leveis of crime prevention competence, with
mixed results. Persons more interested in crime pre-
vention, and those who discussed it more, were
clearly more responsive to the messages on nearly
all dimensions, from attention to attitude change to
action (table 4.26). However, other competence
measures associated with PSA response only
sporadically.

Previous McGruff PSA’s

This pattern of responses to the We Prevent ads gen-
erally followed for previous McGruff PSA’s but with
less well-defined demographic variation. Younger
adults, women, blacks, and the less educated were
more attentive but not as dramatically so {table 4.27).
Women reported learning significantly more, and
women, blacks, and those with children were more
likely to indicate taking action. Respondents under
age 24 were asked if they recalled seeing McGruff
ads as a child, and 50 percent said they did. Eighty-
nine percent of those called the ads effective in mak-
ing them more aware of crime prevention as a child,
and 50 percent called them very effective in doing so.

With respect to crime perceptions, citizens who saw
their neighborhoods as less safe, and who believed
themselives to be more at risk and worried more about
it, were more attentive to the PSA’s (table 4.28). For
the most part, these citizens also reporied learning
more from them. Those more worried about crime,

and who feit more at risk from violence, were more
inclined to take action as well.

Perceptions of nearly all types of neighborhood crime
problems were associated with increased attention to
McGruff (table 4.29), and with learning from the ads.
Taking action was more likely in neighborhoods
where drugs and violent crime involving children and
schools were viewed as problems.

As was the case with the We Prevent PSA's, the only
aspects of crime prevention competence to consis-
tently correlate with citizen response to the previous
McGruff ads were interest in and discussion about
prevention (table 4.30).

Overall Campaign Impact
on Crime and Drug Abuse Prevention

To simplify the analysis of the range of crime and
drug abuse prevention responses to the Take a Bite
Out of Crime PSA's overall, regression analysis was
used. Each measure was specified as a dependent
variable, with the demographics included as indepen-
dent measures. This approach allowed inferences to
be made about relationships between each demo-
graphic variable and each response measure, control-
ling for the impact of other demographics. Regression
analysis was used in this case only as a useful, albeit
somewhat imprecise, descriptive device and not as a
predictive modeling tool.

Citizens who found the McGruff PSA’s more effective
in making them personally more aware of crime pre-
vention techniques were more likely to be female,
black, lower income, and less educated (table 4.31).
Women were also particuiarly more likely to view the
PSA's as more effective in informing children. Women
also reported gaining more confidence from the
PSA’s. Blacks, women, and lower income persons
were more likely to say McGruff made them more
concerned about crime, and they also gained an in-
creased sense of responsibility for helping to protect
themselves and others.

As for drug abuse prevention, women, the less edu-
cated, and lower income persons again were likelier
to call the McGruif PSA's effective in raising their
personal awareness and concern (table 4.32). Black
respondents were more likely to indicate having an
increased concern and sense of responsibility.
Women were more apt {o view the ads as effective in
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increasing awareness of children as well as other
adults.

Generally, persons who saw property or violent crime
as more likely to happen to them, and who worried
more about it, regarded the McGruff PSA's as more
effective in promoting both crime prevention (table
4.33) and drug abuse prevention (tabie 4.34). Effec-
tiveness of McGruff was not systematically tied to
specific kinds of crime problems reported in neighbor-
hoods, except for the selling of drugs (tables 4.35 and
4.36). The PSA’s were seen as somewhat less effec-
tive on children and other adults in neighborhoods
with viclent crime involving children and with car theft.

Interest in crime prevention and a belief that citizen
prevention efforts were useful correlated quite posi-
tively with all measures of PSA effectiveness for both
crime and drug abuse prevention (tables 4.37 and
4.38). Crime prevention leadership and discussion
about crime also showed correlations.

Allied McGruff Campaign
Activities and Materials

About one-fourth of respondents indicated having
direct contact with local events, activities, and materi-
als allied with the Take a Bite Out of Crime campaign.
As might be expectad, these citizens also reported
greater exposure @ 1.ie McGruif PSA's (table 4.39).

A closer look at citizen contact with these other
activities and materials is useful at this point. From

21 percent to 23 percent recalled having seen
McGrufi-related print materials, novelties, and toys or
shopping mall-type displays, or they recalled attend-
ing talks or lectures featuring McGruff materials (table
4.40). Actual appearances by McGruff in costume
were noted by 18 percent of citizens. Recall of these
activities and materials decreased proportionately
with age, with many respondents likely having been
involved with them as schoolchildren. It’s rather strik-
ing that more than 40 percent of people in the 18-24
age group had such exposure. On the other hand, this
exposure dropped to single-digit numbers among
elderly persons.

Interestingly, gender differences were not found,
suggesting, perhaps, that schooi participation
accounted for much of the exposure. Black citizens

had substantially greater exposure, as did citizens
with children in the home. Lower income and less
educated individuals had greater recall. Urban areas
appeared to have only slightly greater exposure to
McGruff materials and appearances suggesting a
heaithy geographic dispersion.

Conclusions

Public awareness of McGruff obviously has reached
substantial levels. The 80 percent recall, while consid-
erable, may have been even larger if researchers
could have given visual cues to respondents. it is also
noteworthy that the Phase XV PSA’s were recognized
by nearly one-half of the sample after only a few
months’ play. Ait'¥ough the situations are not directly
comparable, it took 2 years for the initial Take a Bite
Out of Crime ads to reach hali the adult populace.
The more graphic nature of the We Prevent materials
may well have contributed to their accelerated aware-
ness levels. Recognition of the NCCPMC PSA’s is, as
expected, tied to more localized McGruff-related ac-
tivities and materials, which have reached substantial
contact levels among younger adults.

Citizen reactions to the We Prevent messages, as
well as to other recently shown NCCPMC messages,
strongly suggest continuing pubiic interest in the
series, with almost surprisingly little sign of attention
decay or public boredom. The PSA’s still appeal to
the public, with a majority of the audience able to
mention specific things they liked about them. Al-
though the Phase XV ads drew more negative re-
sponses than did the previous McGruff-emphasized
PSA’s, only 11 percent could identify something they
disliked about them. Criticisms of the materials overall
still center—as they did in 1981—on the appropriate-
ness of the dog character and on a lack of realism.

Citizen reports of the McGruff PSA’s effects on them
were quite stable compared with thase of 1981. Simi-
lar proportions of respondents indicated having
learned from the ads (roughly one-fourth), having
attitudes about crime prevention bolstered (around
one-half), and having taken actions recommended by
them (about one-fifth). To the extent that such self-
reports can be taken as valid indicators of the
campaign's impact, these numbers are not trivial
when generalized to the U.S. population, even if a
social desirability fudge factor is aliowed.
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The question remains whether one should expect
lesser or greater perceived effectiveness after so
many years. One argument maintains that these per-

centages should increase over the years if leamning or

other effects are cumulative. On the other hand, long-
term campaigns of any sort are typically expected to
have a fatigue syndrome through which their effec-
tiveness dwindles given repetition and increasing
audience apathy. One problem in assessing what the
expected results should be over time is a lack of both
(a) implicit baseline criteria for spelling out what kinds
of change and how much is expected over given time
periods, and (b) reasonable goals for specific kinds of
change for each phase of the campaign.

More than three-fourths of the public also viewed the
McGruff PSA's as effectively promoting crime preven-
tion to other adults and especially to children. Similar
findings were obtained for the ads’ effectiveness in
drug abuse prevention. These results suggest that the
*periodic emphasis on drug-related issues has been
accepted by the public but apparently not to the detri-
ment of the more traditional crime prevention themes.
Such mixing of message topics can sometimes risk
confusing audiences about what the main themes of a
campaign actually are, watering down its effective-
ness. That clearly does not appear to have been the
case here.

Continuing the trend from 1981, McGruff is far better
known by younger adults, and his familiarity drops
substantially among citizens age 65 and over. People
in their 20’s probably had more opportunity to “grow
up with” McGruff, and those in their 30’s and 40's are
more apt to have school-aged children. Exposure to
McGruff is somewhat less among lower and upper
income groups than for middle income groups, al-
though controlling for age ameliorates this finding to a
degree. One would prefer to see greater awareness
especially among the lower income, more crime-prone
population. These findings hold quite consistently for
Phase XV as well. Both vintage McGruff and the We

Prevent PSA’s appear to be known somewhat more
widely among black adults than white, regardless of
income levels.

The We Prevent PSA’s appear to have had the most
impact on the target audience of caretakers of chil-
dren. Aduits with children in the home were more
attentive to the ads, said they found them more help-
ful'in learning how to better protect children, and were
more prompted to take preventive actions. Women,
regardless of whether they themselves had children,
reported similar effects, as did lower income persons.
Black adults were markedly more attentive to the
Phase XV series, reported greater attitude change,
and were more inclined to act. The audiences most
receptive to the We Prevent messages were aiso
those indicating more neighborhood problems involv-
ing children or teens. The previous McGruff ads had
impact over a somewhat broader audience base, as
one might expect.

The lack of demographic differences in information
gain does not appear to support the classic “knowl-
edge gap” hypothesis, aithough further comparative
analyses are needed to tease this out more fully. As
was found in 1981, behavioral and attitudinal change
seem to occur in some groups without information
gain, providing additional evidence that “hierarchical”
change models of persuasion may not be all that pre-
dictive in cases such as these.

Public assessment of the overall effectiveness of the
McGruff PSA’s suggests they were having relatively
more impact ameng women, the less educated, and
lower income persons. This finding holds for percep-
tions of the ads’ effectiveness in promoting both crime
and drug abuse prevention. Blacks were more in-
clined than whites to rate the PSA's as effective in
making them more aware of crime prevention tech-
niques and were more apt to feel more responsible for
protecting themselves and others.
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SECTION 5: USE OF AND REACTIONS
1O THE CAMPAIGN BY THE MEDIA

Decisions about which public service advertisements
will be placed in commercial media are made by man-
agers often referred to as public service or public
affairs directors, community relations managers, or
similar titles. These individuals serve as gatekeepers
for PSA's, deciding which ads will be disseminated at
all and when and where they will be placed in the
daily, weekly, or monthly media mix. In larger media
organizations or chains, these persons may have
considerable executive authority over pubiic informa-
tion and public relations decisions more generally. In
the smallest companies a.publisher, advertising direc-
tor, or managing editor may allocate PSA placement.

A sample of 163 of these managers was interviewed
to determine their perceptions of and reactions to the
NCCPMC. They were chosen out of the same 100
national sampling points as the citizen respondents to
generalize to some degree. The sample was selected
to represent all such managers nationally, although it
is not a strict probability sample. Rather, respondents
were chosen to act more as local informants regard-
ing the campaign and crime prevention issues in their
communities, and to provide in greater detail an
assessment of how at least certain media personnel
view the McGruff PSA’s. Included were local televi-
sion and radio station and newspaper executives
responsible for selection of PSA’s to be aired or
published. Excluded here are other influential
gatekeepers of McGruff, including decisionmakers
from the broadcast networks, outdoor advertising
companies, and transit organizations.

How Media Gatekeepers View
the National Citizens’ Crime
Prevention Campaign

The media informants were questioned about their
respective organizations’ uses of the McGruff PSA
media campaign, their views as to its local impact,
and other more general issues related {o crime
prevention and the media.

Overall Use of the McGruff PSA’s

Ninety-five percent of the media managers reported
being aware of the McGruff PSA campaign, including
80 percent who said they were “fully aware” of it (14.
percent reported being “somewhat aware,” 1 percent
were “barely aware,” and 4 percent were “not at all
aware”).

One-third of the media organizations (32 percent) had
run a McGruif PSA during the previous 6 months (30
percent reported they had not, with the remainder
being uncertain). Three-fiiths of the managers (59
percent) reported that their organizations had used a
McGruff PSA during the previous 12 months (28 per-
cent reported they had not, with the remainder uncer-
tain). Another 9 percent said their organization had
used McGruff PSA’s at some time previously. In total,
68 percent of the organizations reported using
McGruff PSA’s at some point. Of those who had ever
used McGruft PSA’s, 35 percent had started using
them 10 or more years previously.

For those organizations that had used a McGruff PSA
in the previous year, the median number of times one
was used was 50, with a mean of 124. (The mean can
be seen as inflated due to a relatively small number of
media that used the PSA’s a very large number of
times, the greatest being a radio station in the Seattle/
Tacoma area that reportedly ran the McGruff PSA's
more than 1,000 times.)

Reasons for Not Using McGruff. Those two-fifths of
media informants whose organizations had not (or
were not certain if they had) run a McGruff PSA dur-
ing the previous 12 months were asked a list of pos-
sible reasons why they had not (table 5.1).

The most cited reasons included the following:

m McGruff did not suit their format (37 percent).

W They hadn't received McGruif materials
(34 percent).
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| The PSA's were more appropriate for other media
types (22 percent).

® The ads did not suit their audience (17 percerij.
B They used only local PSA’s (17 percent).

m They believed the McGruif ads would not be effec-
tive in their local communities (15 percent).

W Miscellaneous administrative problems
(11 percent).

There is little indication of any trend here suggesting
serious flaws in the spots themselves. Rather, the
majority of media appear to choose not to use the
McGruff PSA's for individual institutional or community
audience-specific reasons. Although the Advertising
Council reports sending PSA’s to all appropriate me-
dia, one-third of the gatekeepers had no recollection of
receiving them, a considerable number when exirapo-
lated across the country. Materials may have been
sent to the wrong person, or the turnover rate among
such managers may be so high that many have not
been in the position iong enough to recall the ads.

Only 17 percent of the organizations reported that
their running of McGruff had decreased during the
previous 12 months, with 10 percent reporting an in-
crease, and the remainder estimating thie same
amount of usage as in previous years. Reasons given
for an increased use of McGruff were quite idiosyn-
cratic, including the following; local crime was becom-
ing a larger problem, more available space, the
executive personally liked the new ads, and a new
corporate policy required it. Those organizations that
had decreased use of McGruff in the past year said it
was largely because they had not received any new
ads. Additional reasons mentioned more than once
inciuded a higher priority placed on local ads and
increased competition for available space from other
issues.

One-fourth of the media gatekeepers (27 percent) that
had used McGruff in the past year indicated that their
organizations had not done so in the previous 6
months. The most frequent reason given was that they
had not received any in the past 6 months. Other
explanations included: (a) they are now using We
Prevent ads instead (a point clarified later in the inter-
views but noteworthy here), (b) the ads do not meet
local priorities, (c) other issues are in competition for
space, and (d) they have new space restrictions.

We Prevent. In response to specific questions about
the We Prevent PSA’s, one-third of the gatekeepers
(84 percent) recalled having seen or heard at least
one. During the previous 6 months, 20 percent of the
organizations reported having run a We Prevent PSA.
Of these, the median number run was 30, with a
mean of 73. The primary reasons given for not having
run a We Prevent PSA were that they were not local
and that they had not received any.

Newspaper executives were asked if their organiza-
tions had used a new monthly column on crime pre-
vention distributed nationwide by the National
Citizens’ Crime Prevention Campaign and featuring
McGrufi. None recalled this column being used in
their newspapers; however, such materials tradition-
ally have much larger play at weekly or community
newspapers, which were not sampled here.

Law Enforcement Cooperation. Of those 95 percent
of managers aware of the McGruff campaign, 37 per-
cent reported that, during the previous 12 months,
their organizations had worked with at least one local
law enforcement agency ‘1o help get McGruff PSA's
placed, or in other promotional effoits involving
McGrutf.” Of these, one-fourth had worked with their
local police or sheriff's departments “frequently” or
“very frequently.” Executives at organizations that had
not worked with any local law enforcement agency in
the past year were very likely to explain that their

_organizations had never been asked by the local po-

lice or sheritf's department to participate in a joint
venture.

Perceptions of Communitywide
Campaign Dissemination

Total exposure for media managers to McGruff PSA’s
in their own local areas during the previous 12 months
consisted primarily of televised spots (71 percent),
followed by radio (49 percent), posters, billboards,
magazines, and newspapers (approximately 40 per-
cent each), and public transit posters (22 percent)
(table 5.2). Television had by far the greatest fre-
qguency of reporied exposure, although it is not known
whether this is due to greater actual frequency or
greater recall of televised ads or both.

A majority of executives (52 percent) thought that
about the same number of McGruff PSA’s were run-
ning in their markets as in previous years, but
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one-fourth (24 percent) thought there had heen a
decrease, and only 4 percent reported an increase.
Interestingly, 19 percent thought that media in their
own markets were running fewer McGruff PSA’s than
media in other markets across the country, and hardly
any (4 percent) thought more were being run in their
own markets (36 percent said “about the same,” and
the remainder were uncertain).

Perceptions of the McGruff PSA
Media Campaign and Its impact

We Prevent PSA’s were rated quite highly compared
with other PSA’s the media informants had recently
seen or heard. Each gatekeeper aware of the We
Prevent ads was given a list of 10 attributes of PSA’s
and asked to rate We Prevent on a five-point scale,
where 1 was “rates far below average,” 3 was “raies
about equally,” and 5 was “far above average.” The
vast majority of executives rated We Prevent PSA’s
as well above average on each attribute (table 5.3).
On no attribute did more than 10 percent of the ex-
ecutives rate the ads as below average. importance
to the local community, audio quality, and overall pro-
duction quality were the three highest rated factors,
with length/space options, overali viewing appeal, and
appropriateness for the organization’s audience rated
slightly lower than the other factors.

The 95 percent of managers who were aware of the
McGruff campaign were asked to rate the NCCPMC
PSA’s ather than We Prevent that they had heard or
seen over the years on the same list of attributes
(table 5.4). These ratings were slightly lower than
those for We Prevent, but were consistently skewed
{owards “above average” on each of the 10 factors.
Importance to the local community, overall production
quality, and audio quality again were the three highest
rated attributes. Length/space options, overall viewing
appeal, and appropriateness for the organization’s
audience again were rated slightly lower than the
other factors.

A near majority of executives (44 percent) regarded
the McGruff PSA’s “exclusively concerned” with crime
prevention. One-third described them as being con-
cerned equally with the prevention of crime and drug
abuse, and another 23 percent said that although they
were mainly concerned with crime prevention, they
also addressed drug abuse prevention. Thus, a

majority (56 percent) viewed them as including at
least something of a mixed crime and drug abuse
prevention focus.

Perceived Effectiveness of the PSA’s. Two-thirds of
the gatekeepers (65 percent) thought the McGruft
PSA's to be helpful to their local law enforcement
agencies in dealing with crime prevention needs, and
more than one-half (55 percent) said that they were
helpful in local drug abuse prevention efforis (table
5.5). A majority of the executives also thought the
McGruff PSA’s were effective in building crime pre-
vention awareness among adults (64 percent) and,
especially, among children (86 percent) (table 5.6).
Fewer saw the ads as effective in the case of drug
abuse prevention.

When asked to rate the level of awareness of the
McGruff PSA’s among their local citizenry, one-half of
the informants thought that “most” (41 percent) or
“nearly all” (12 percent) of the public was aware of the
campaign. Another 35 percent said that “some” local
citizens were aware, with 8 percent and 5 percent of
executives saying “only a few” or “very few, if any.”

Executives’ perceptions of public opinion about the
McGruff PSA media campaign within their primary
market were very much skewed toward the positive.
Nearly one-fourth (23 percent) viewed their local citi-
zenry as “very positive,” 34 percent said “somewhat
positive,” 25 percent saw it as “neutral or mixed,” and
the remaining 17 percent were uncertain. No one
responded that local opinion toward the campaign
was negative.

Those gatekeepers who perceived local public opin-
ion towards the McGruff PSA's as less than positive
(i.e., neutral or mixed) primarily attributed this to the
following: (a) that they rarely, if ever, heard any local
discussion about the campaign; (b) that there was
little local exposure of the campaign; and (c) that the
campaign was no longer perceived as being effective
by locals or that some locals did not take the cartoon
dog character seriously.

When asked what were the main advantages of the
McGruff PSA’s in helping to prevent crime in their
local areas, nearly all executives who voiced an opin-
ion commented that it increased awareness about
crime prevention and that it was especially effective in
reaching children with its message.
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Interestingly, what was seen as one of its primary
strengths—its appeal to-children—was also named as
its major disadvantage or limitation, and sometimes
by the same executive. That is, some of the media
executives perceived adults and even older teens

as not interested in the ads because of the cartoon
character. Of note, about one-third of the executives
said the campaign had no major limitations or
disadvantages.

Many media managers made suggestions about what
could be done to improve the McGruff PSA’s to make
it more likely that their organizations would dissemi-
nate them, although several said there was no prob-
lem that needed improvement. By far, the most
frequent suggestion was to improve the dissemination
system for the ads so that they would receive them in
the first place and/or get them more regularly. This
suggestion was frequently followed by the suggestion
that a “more local” focus or tone be incorporated.

Media Response to Other Anti-
Crime Programs Versus
McGruff PSA’s

Compared with the two-thirds of media organizations
that had used McGruff PSA’s since the inception of
the program, a slightly higher proportion (75 percent)
had participated in the Parinership for a Drug-Free
America prevention campaign, which deals only with
drug abuse, as opposed to McGruff's broader focus.
Of those media that had used McGruff, 83 percent
had also used the Partnership for a Drug-Free
America. Of those media that had never used
McGruff, 54 percent had used the Partnership for a
Drug-Free America. The gatekeepers perceived the
Partnership for a Drug-Free America ads to be more
helpful than McGruff to local agencies in dealing with
drug abuse prevention (table 5.6). Three-fourths {76
percent) said the Partnership for a Drug-Free America
was helpful, versus 65 percent for McGruff.

One-half of the media organizations (50 percent)
reported participating in a Crime Stoppers program,
compared with a two-thirds participation rate with
McGruff PSA’s. (Crime Stoppers projects are locally
(versus naticnally) organized and are typically part of
news or public affairs programs. Crimes are recreated
with emphasis on asking audience members to pro-
vide information to help solve them or to lead to

arrests of perpetrators.) Of the organizations that had
used McGruff, 51 percent had also done Crime Stop-
pers. Of those media that had never used McGruff, 46
percent had done Crime Stoppers. The informants
from media that had participated in Crime Stoppers
were more positive about the helpfuiness of Crime
Stoppers to local law enforcement agencies’ overall
crime prevention efforts than they were about the
helpfulness of the McGruff PSA’s (table 5.8), with 94
percent saying Crime Stoppers was helpful, versus 65
percent for McGruf.

Of additional note, 28 percent of the media organiza-
tions were reperted to have used McGruif PSA’s, the
Partnership for a Drug-Free America, and Crime Stop-
pers. Executives at these media perceived Crime
Stoppers to be somewhat more helpful to local law
enforcement agencies’ crime prevention efforts than
McGruff PSA’s ard perceived the Partnership for a
Drug-Free America to be somewhat more helpful to
local law enforcement agencies’ drug abuse preven-
tion efforts than McGruif PSA's.

Other lIssues Related to Local
Crime and Drug Abuse Prevention

To provide a broader context within which the specific
findings about the media’s use of and reactions to the
McGruff PSA’s campaign can be understood, informa-
tion was gathered from these managers about the use
of various types of PSA’s by their organizations and
other media within their primary market area.

As shown in tables 5.7 and 5.8, these informants re-
port that media appear to have given the relatively
highest priority to the public services issues of drug
abuse prevention and AIDS awareness, and the rela-
tively lowest priorities to consumer protection and
traffic safety. The priority given to crime prevention
PSA’s was low to moderate relative to other issues.
Seventeen percent of the managers identified drug
abuse as the public service issue-that had been given
priority by their organization in the previous 12
months. Nine percent identified crime prevention as
their organizations’ PSA priority. Drug abuse was
identified by 13 percent of the executives as the issue
that had been given priority by other media in their
primary market, but 11 percent said it was crime pre-
vention in their market. Obviously, such rankings vary
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with the public agenda for issues over time, from
market to market, and likely from medium to medium.

Drug Abuse Prevention Efforts. Nearly one-half of
the gatekeepers (47 percent) thought their organiza-
tions had done more than most other media in their
local areas with respect to drug abuse public service
activity. However, 52 percent said they had done
about the same amount of activity and 2 percent said
“less.” About one-fourth of the executives {28 percent)
thought their organization had done more crime re-
duction public service activities than other media in
their primary market. Meanwhile, 66 percent thought
they had done about the same as other media and 5
percent thought it had been less.

Four-fifths of the media organizations (80 percent)
have engaged in “activities over the past 2 years deal-
ing specifically with drug abuse prevention in [their]
primary market areas.” The most frequently men-
tioned kinds of activities involved increasing the
amount and type of news coverage on the problems
of drug abuse and its prevention, including special
news features or programming. Many also reported
working in partnership with local agencies and pro-
grams, such as Drug Abuse Resistance Education
(DARE), Students Against Drunk Driving (SADD), and
Mothers Against Drunk Driving (MADD), or helping to
sponsor fund-raisers (dances, goif tournaments, bas-
ketball games) and hosting talk shows on the topic.
About one-half of these activities were done in coop-
eration with local law enforcement agencies or other
local organizations, such as health departments, hos-
pitals, schools, business groups, churches, and other
community services organizations.

Crime Prevention Efforts. Three-fifths of the media
organizations (61 percent) had reportedly engaged in
“activities over the past 2 years aimed at reduction of
crime, other than drug abuse, in [their] primary market
area.” The most frequently mentionied of these was
participaticn in a local Crime Stoppers program. Other
examples included prevention campaigns aimed at
specific types of crimes, e.g., rape, burglary, arson,
and family abuse. A few mentioned working to en-
courage the public’'s use of a new local 911 system.
As in their involvement in local drug abuse prevention
efforts, media involvement in other crime prevention
activities was in cooperation with local law enforce-
ment agencies and other local service agencies and
groups:

When asked to assess the quality of the job being

done by local law enforcement agencies in the market
to “[promote] crime prevention awareness among
citizens,” 10 percent thought it was excellent, 55 per-
cent said it was a good job, 32 percent said a fair job,
and 3 percent thought it-a poor job. Those executives
who gave an excellent rating attributed it to their low
rate of crime, a proactive approach taken by the po-
lice, and a cooperative and comprehensive approach,
which often included targeting the schools. Those
who gave a poor rating said there was neither an
effort nor a willingness of law enforcement to promote
awareness.

Law Enforcement Cooperation. In characterizing
the relationship between the media in their primary
market areas and the specific law enforcement
agency that was interviewed as part of the crime pre-
vention practitioners survey, 42 percent of the media
managers characterized the relationship as “highly
cooperative,” 36 percent thought it was “somewhat
cooperative,” and only 5 percent described it as basi-
cally not cooperative. An additional 6 percent of infor-
mants said there was “no” relationship between the
law enforcement agency and the media, and the re-
maining 9 percent were uncertain about the relation-
ship. (Of note, there was no correlation between the
executives’ perception of the level of cooperation
between the specific local law enforcement agency
and the local media and the crime prevention practi-
tioners’ assessment of the level of cooperation.)

Those managers who had described the relationship
between local law enforcement and the local media
as “highly cooperative” were most likely to attribute it
to the very good “communication” between the de-
partment and the media. When the law enforcement
agency and the local media were perceived as not
cooperating to promote crime prevention awareness
among the public, most executives attributed the lack
of cooperation to the “traditional adversarial relation-
ship” that has existed between the media and the
police in many municipalities.

Type of Media and the McGruff
PSA Campaign

As noted above, these interviews were conducted
with managers at three types of media: television
stations, radio stations, and daily newspapers. This
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purposive stratification allowed for a comparison of
reactions {o the McGruff PSA campaign for the three
types of media. Researchers compared responses
among the three groups across a range of campaign-
related measures, controlling (by analysis of covari-
ance) for the potentially intervening factors of the
gender, educational attainment, and years of employ-
ment in current position of the managers; the size of
the media organization; whether or not the organiza-
tion had been recently contacted by the Advertising
Council or the National Crime Prevention Coungil; and
the 1990 crime rate for the local area.

Media organizations proved to be quite similar in most
respects in treatment and responses to the NCCPMC
(table 5.9). However, the following statistically signifi-
cant differences were found:

B Television station gatekeepers reported the great-
est awareness of the McGruff PSA campaign, fol-
lowed by those at radio stations, with newspaper
executives reporting the lowest.

K Consistent with the previous finding, television
stations reportedly were most likely to have used a
McGruff PSA, followed by radio stations and daily
newspapers.

B Furthermore, newspapers were less likely than
radio stations, who were in turn less likely than televi-
sion stations, to have used a McGruff PSA in the pre-
vious 12 months.

B However, radio staticns had, on average, run
more McGruff ads in the past year, compared to tele-
vision and daily newspapers.

® On average, television stations had been using
McGruff PSA’s the greatest number of years, com-
pared to newspapers and radio stations. (The findings
for radio stations may reflect the relatively short life
spans of many radio stations.)

B Executives at radio stations were more positive in
their assessment of the effectiveness of the McGruff
PSA campaign in building awareness about crime
prevention and drug abuse prevention among adults
and children than were executives at television sta-
tions, who in turn were more positive than those at
daily newspapers.

| Finally, radio station executives rated public opin-
jon in their primary market area as more positive to-
ward the McGruff PSA’s than did television station
executives, who again were more positive than those
at daily newspapers.

in sum, where differences were found among the
media types, broadcast media were consistently more
likely to use the McGruff PSA’s and were consistentiy
more positive intheir assessments of the campaign
than were daily newspapers. Furthermore, although
more television stations have used the McGruff
PSA’s, and for a longer period of time, radio stations
appear to run the greatest average number of
McGruff PSA’s within a given time period.

Other Factors Related to Campaign
Use and Reactions by the Media

To more fully explore differences in gatekeeper views
concerning the McGruff campaign, a wide range of
factors were compared against McGruif-related mea-
sures. These included three types of independent
variables potentially impinging upon gatekeeper
views: (1) census and other community context vari-
ables, (2) media organization measures, and (3) de-
mographic measures of the survey respondents.
These analyses were exploratory, with no formal hy-
potheses. Rather, the intent was to seek relationships
that might provide greater context and meaning for
media gatekeeper decisionmaking. Specific measures
included the following:

Local area contextual factors from the 1980 Cen-
sus and other sources {(median value of the owner-
occupied housing units, percentage of housing units
that were owner occupied, percentage of the popula-
tion that was black, percentage of the population un-
der the age of 18, and an average rate of Part |
crimes per 100,000 population for 1988-90).

B Characteristics of the media organization as re-
ported by the managers (the number of full-time
employees, the size of its audience, the political orien-
tation of its editorials on a conservative-to-liberal con-
tinuum, whether the organization panticipates in the
Partnership for a Drug-Free America, whether the
organization participates in Crime Stoppers, whether
the organization had recently been contacted by the
Advertising Council or the National Crime Prevention
Council regarding the McGruff campaign).

| Personal characteristics of the executives (the
number of years having worked in the field, gender,
educational attainment).

Type of organization was controlied for as well. Over-
all, most of these independent variables were not
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significantly related to the various McGruff campaign
usage and opinion measures (table 5.10). However,
some of the more salient relationships that were
found included the following:

B Managers who had worked longer in their lines of
employment perceived the media in their primary
markets as giving crime prevention PSA’s a relatively
lower priority than other types of PSA’s during the
previous 12 months.

B Not surprisingly, the longer gatekeepers had
worked in this line of employment, the more fully
aware they were of the McGruff PSA campaign;
moreover, those who had worked in this field the long-
est reported their organizations had been running
McGruff PSA’s the greatest number of years.

W Media that had participated in Crime Stoppers
were most likely to have engaged in other activities
dealing with the reduction of crime during the past
2 years.

®m Managers at media that had pariicipated in Crime
Stoppers gave higher ratings to the job that the local
law enforcement agency is doing to promote crime
prevention awareness among the citizenry.

B Organizations that had participated in the Partner-
ship for a Drug-Free America, and those that were
located in areas with homes of relatively low median
value, were most likely to have engaged in activities
dealing with drug abuse prevention during the past

2 years.

B More positive ratings of cooperation between local
law enforcement agencies and local media to promote
citizen crime prevention awareness were associated
with a relatively high black population, a relatively
high rate of owner-occupied homes, participation in
>rime Stoppers, and conservative stances in their
editorials.

m Organizations in areas with relatively low median
housing values reportedly had worked the most fre-
quently with local law enforcement for placement of
McGruff PSA’s or in other McGruif-related promo-
tional efforts during the previous 12 months.

o Media executives in areas with a relatively low
percentage of owner-occupied housing and who had
recently been contacted by the Advertising Council or
the National Crime Prevention Council were most
likely to have seen or heard of the We Prevent PSA’s.

B Participants in the Partnership for a Drug-Free
America were more likely to have run a McGruff PSA

other than We Prevent; nonparticipants were more

likely to have run more We Prevent PSA’s. Nonpar-
ticipants in Crime Stoppers were also more likely to
have run We Prevent PSA's.

H Participation in the Partnership for a Drug-Free
America was associated with more positive views by
managers who thought McGruff did the following:

(a) made people more aware of crime and drug abuse
prevention, (b) helped in aiding prevention efforts, and
(c) was well received by the public.

® The helpfulness of the McGruff PSA’s in aiding
iocal crime and drug abuse prevention efforts, and in
building awareness, was rated most highly by media
managers in areas with a relatively low percentage of
the population who are under 18 years of age, and
who have participated in the Partnership for a Drug-
Free America.

® Higher proportions of owner-occupied housing
showed correlation with greater awareness of
McGruff, use of McGruff, and more favorable ratings
of the PSA's.

Cross-Validation of Community-
Level Campaign Measures

An attempt was made to construct a somewhat novel
index of estimates of actual media dissemination of
NCCPMC materials into each community examined.
These community-level measures could then be cor-
related with other community data (e.g., crime and
census data) to build inferences about what kinds of
communities might be more likely, or less so, to dis-
seminate campaign materials. This index would to
some degree alleviate the common problem in this
kind of research of relying only on respondent reports
of exposure to campaign materials, rather than actual
dissemination by the media. This problem is espe-
cially acute in examining PSA’s because it is ex-
tremely difficult to track when and where messages
are being shown.

The plan called for relying in part on data provided by
the National Crime Prevention Council and the Adver-
tising Council, which tracked actual airing of McGruff
spots on television stations in the larger market areas.
It also calied for combining those data with assess-
ments of the media managers and crime prevention
practitioners in each community to “triangulate”
estimates of gross McGruff campaign dissemination.
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Researchers would then attempt to divide commiuni-
ties into broad dissemination categories on the order
of “low" to “maderate” to “high.”

Executing the plan became problematic almost from
the outset. The Advertising Council very helpfully
provided their television station tracking data for
approximately 6 months preceding the sampie inter-
views. There were iwo sets of data from two compet-
ing spot advertisement tracking services, Broadcast
Advertising Report (BAR) and Broadcast Data System
(BDS), which use computers to monitor all channels in
particular market areas and then, through scan marks
on the spots, identify where and when the spots ran.
For a fee, both services provide convenient summa-
ries of data from particular spots by market area. The
NCCPMC spots were among the first PSA’s to be
measured by this system.

Unfortunately, apparently due to differences in mea-
surement techniques, researchers found littie overlap
between the two services in their reports of the
McGruff spots. Without basic concurrent validation of
the television spots on a market or community level, it
obviously becomes more difficult to relate even less
reliable personal estimates of dissemination rates.
Nonetheless, several efforis were made, with the
results being largely spurious correlations among the
various indicators. (This discussion is not intended to
criticize the BAR or BDS services—that is ciearly
beyond the scope of this report. Each system may
serve the purposes of its users quite adequately. The
difficulty lies in applying such data in a combined form
to assess relative frequency of PSA’s shown across
communities.)

Finally, an effort was made to combine the BAR and
BDS data and all estimates at the community level for
media managers, crime prevention practitioners, and
citizens. Communities were split into a “higher” con-
centration greup (n=33), a “lower” group (n=12), and a
group that belonged to neither. Reliabilities for this
dimension were still quite low. At any rate, research-
ers failed to find any meaningful crime statistics or
census characteristics that discriminated between the
“lower” and “higher” dissemination communities.

The exercise points again to the difficulties of measur-
ing media stimuli that are disseminated with relatively
little central control, i.e., with dependence on donated
time and space. Experience teaches that even
extensive and cost-prohibitive large-scale audits of

community media may yield data with unacceptable
error rates.

Conclusions

As expected, nearly all mass media gatekeepers for
PSA's were aware of the NCCPMC ads and, for the
most part, were quite familiar with them. More than
one-half had run a McGruff PSA during the previous
year, and cne-third had done so within the past 6
months. However, oniy 20 percent had run a Phase
XV We Prevent PSA.

One-third said they had not run McGruff materials
because they had not received any recently. Several
stations reported running fewer McGruff PSA’s than
before because they had not received any new ones.
When asked how the PSA’s could be improved, the
most mentioned suggestion was to improve the
frequency and regularity of their distribution. (Gate-
keepers may not always be aware of the purposive
targeting of certain PSA's—that some may not be
received by all stations so that certain kinds of audi-
ence groups can be targeted, and at a productive cost
saving.)

Most other reasons for not using the PSA's centered
on lack of appropriateness of the PSA's for a given
farmat or audience and not on the quality of the mes-
sages. Lack of local emphasis was another reason
given for not running the We Prevent series.

Media managers consistently rated the McGruff
PSA’s as above average on several production char-
acteristics, and especially high on local community
relevance production and audio quality. Those familiar
with Phase XV PSA's rated them as even slightly
higher than previous NCCPMC efforts. The majority
viewed NCCPMC PSA's overall as being helpful to
law enforcement agencies in terms of both crime and
drug abuse prevention and in informing citizens--—
particularly children—about prevention. Most also
thought local public opinion about the campaign was
positive.

The main assets of PSA’s were seen as increasing
public awareness, and especially that of children.
However, some managers thought the McGruff char-
acter focused on children at the risk of turning off
adults and older teens. Suggestions for improvement
included better distribution and more local focus.
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Media organizations’ involveiment with Partnership for
a Drug-Free America was slightly greater than with
McGruff, but those using one campaign were quite
likely to use the other as well. Involvement with Crime
Stoppers was slightly lower than for McGrufi, with
again a high degree of overlap. We Prevent PSA's
were more likely to have been run by media not in-
voived with either the Partnership for a Drug-Free
America or Crime Stoppers. Gatekeepers generally
gave higher marks to the Partnership for a Drug-Free
America than to McGruff on promoting drug abuse
prevention, and they rated Crime Stoppers as more
helpful than McGruif in crime prevention. These find-
ings are in keeping with the more specific gozis of the
other two programs.

Drug abuse and AIDS shared the highest priority on
the media managers’ public service agenda, with
crime being more toward the middle of the list. How-
ever, high involvement with both issues was found,
with 80 percent reporting specific drug abuse
prevention activities and 61 percent indicating crime
prevention activities, often in cooperation with local
police or sheriff’s offices. Encouragingly, over
one-third of the media organizations reported having

worked with local law enforcement agencies on
McGruff promotions. However, the main raason given
by those who had not done so was that they had never
been approached by the agencies. Gatekeepers’
reviews of the performance of local law enforcement
agencies were mixed, with over one-third rating them
as only fair in crime prevention promgtion efforts.

Television stations represented the medium most
likely to have used McGruff PSA’s; newspapers were
ieast likely. Radio stations ran them more frequently,
and radio managers were more positive about the
impact of the spais.

Media organizations’ usage of McGruff PSA's ap-
pears to be best viewed as complementary, and not.in
competition, with their participation in other anti-crime
prevention efforts such as the Partnership for a Drug-
Free America and Crime Stoppers. Furthermore, me-
dia in areas with relatively fewer renters (e.g., suburbs
and somewhat rural communities) appear to operate
in an environment that is more favorable to the use of
McGruff and has a more positive opinion of the
campaign.
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SECTION 6: USE OF THE MEDIA

CAMPAIGN IN LocAaL CRIME
PREVENTION EFFORTS

This section addresses how and to what extent the
NCCPMCGC has been utilized in local jurisdictional
crime prevention efforts. Previous data suggest posi-
tive responses to the campaign among crime preven-
tion practitioners and media gatekeepers. However,
previous work has focused on either (a) the campaign
as a whole (as viewed by crime prevention practitio-
ners) or (b) the PSA’s as viewed by media specialists.
This study more clearly examines the integration of
these two aspects; for example, what does the media
component contribute to community crime prevention
efforts?

It is also critical to identify variations in use of the
media campaign in different communities. This use is
referred to here specifically as the following: (1) the
extent to which media campaign-related materials,
messages, and themes have been emphasized in
local crime prevention programs; (2) the extent to
which the PSA's have been disseminated through
jocal media channels; and (3) the degree of integra-
tion locally between the media campaign and the
numerous other components of the overall Take a
Bite Out of Crime campaign effort.

It should be noted that an important function of media
information campaigns can be to promote awareness
of and mobilize support for issues among media pro-
fessionals and community leaders, regardless of di-
rect impact of the messages on the public at large.
Therefore, our strategy was to do the following:

B Assess crime prevention practitioner views on
uses and effectiveness of the campaign.

Assess local media gatekeepers’ views on uses
and effectiveness of the campaign.

® Determine the extent of variation in such utilization
across jurisdictions.

®m Describe the types of community-level factors
associated with variation in utilization (e.g., law en-
forcement organizational structure, crime rates, com-
munity geograpitic and demographic structure, media
structure).

In sum, how does the dissemination of McGruff PSA’s
vary across communities? How are the PSA’s tied to
community crime prevention efforts? What differences
in those ties occur across the country? To what can
those differences be attributed?

This section examines these issues from the perspec-
tive of community-level crime prevention agencies
and practitioners.

How Crime Prevention
Practitioners View themCam

Researchers assessed the advantages and disadvan-
tages of the media campaign from the point of view of
118 community crime prevention practitioners through
personal interviews. One hundred of these were the
ranking crime preventicn officers in the communities
from which the citizen sample was drawn.

Overall Use of National Citizens’ Crime
Prevention Campaign Materials

All but two of the practitioners interviewed said they
were familiar with the overall National Citizens’ Crime
Prevention Campaign, and 76 percent indicated they
had used McGruff materials in their local crime pre-
vention activities or programs. Fifty-two percent said
they received at least some of the materials without
charge.

Of those not using McGruff materials, lack of funds
was the most often cited reason (28 percent), along
with preferred use of other programs, whether self-
developed or from other sources (28 percent}. An-
other reason cited was lack of personnel (16 percent).
Nearly two-thirds of these non-users said they had
considered adopting McGruff-related programs.

One-third of McGruff users said they were not spend-
ing any of their own crime prevention budgets on
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McGruff materials, and another 29 percent couid not
say how much they expended. Estimates of amounts
spent on the materials by the remaining agencies
varied considerably, with most being less than 10
percent but a few reporting more than one-haif of their
crime prevention budgets exnended on the materials.
Most agreed they should be spending more on the
materials, with the modal response at 10 percent
more, but with at least a few indicating they should be
spending 50 percent more than currently.

Activities the McGruif materials were used for in-
cluded the following: ‘

B Public information, such as distribution of pam-
phlets or booklets at malls or public events (92 per-
cent of users, with 44 percent indicating frequent
use). 9

@ Public appearances in costume at parades or fairs
(82 percent of users; 40 percent of frequent users).

B Elementary school visits (79 percent of users; 45
percent of frequent users).

B School-based puppet programs (64 percent of
users; 34 percent of frequent users).

B High school visits at assemblies or athletic events
(53 percent of users; 11 percent of frequent users).

Value of National Citizens’ Crime Prevention
Campaign Materials. The practitioners interviewed
generaliy placed high value on the National Citizens’
Crime Prevention Campaign materials. Nineteen per-
cent of users labelied them as essential, 50 percent
said valuable, and 22 percent somewhat valuable
(table 6.1). Ninety-five percent termed the materials at
least somewhat helpful in their overali crime preven-
tion efforts, with 39 percent calling them very helpful
(table 6.2). Three-quarters called the materials at
least somewhat helpful in drug abuse prevention
efforts, with 23 percent terming them very helpful
(table 6.2).

Perceptions of the Media Campaign
and its impact

To clearly distinguish it from the materiais discussed
above, the NCCPMC component was described to
respondents as follows:

“Apart from the McGruff materials used by some
individual law enforcement agencias, the National
Crime Prevention Council and the Advertising

Council distribute McGruff public service advertise-
ments, or PSA’s, nationwide to local television and
radio stations, newspapers and magazines, bill-
board companies and the like. The media involved
run these without charge as a public service. This
is sometimes done independently of local law en-
forcement agencies, and sometimes with their
cooperation.”

Oniy 12 percent of the practitioners indicated they
were unaware of the PSA component as described.
Fifty-three percent said they were “fully aware” of it,
28 percent were “somewhat aware,” with 7 percent
"barely aware.” Regardless of their awareness level,
the respondents were most likely to have seen the
PSA'’s on television, with 92 percent having done so
over the previous 12 months (table 6.3). Poster
sightings were reported by 72 percent, with other
media sources following closely behind. Transit post-
ers were the least mentioned (by 31 percent).

The Phase XV PSA series was introduced to respon-
dents by the statement:

“As you may know, the McGruff media PSA’s
change themes and content every few months.
The newest phase began last October under the
theme “We Prevent,” and is aimed at heiping pro-
tect children and teens from violent crime. It fea-
tures an “800” phone number people can call to
obtain free detailed information.”

Slightly more than 40 percent of practitioners reported
having seen these PSA’s on television, and about
one-fifth said they had seen or heard them in each of
the other media mentioned (table 6.4).

Value of McGruff PSA’s. Generally high vaiue was
ascribed to the McGruff PSA’s overall, with 10 percent
calling them essential to their agency’s crime preven-
tion programs, 32 percent terming them valuable, and
35 percent saying they were somewhat valuable
(table 6.1).

Although a wide range of reasons for these responses
were cited, positive ones tended to focus on the value
of ongoing recognition of the PSA’s and McGruff, and
on the greater exposure mass media offered in pro-
moting crime prevention awareness. More negative
responses suggested that the media channels used
were too limited, or that they duplicated what was
being done with local programs.
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Similarly, 71 percenit of the practitioners said the
PSA's were at least somewhat helpful to overali crime
prevention efforts, with 24 percent calling them very
helpful (table 6.2). These figures are somewhat lower
than those for the locally used McGruff materials dut
can still be viewed as quite positive. Reasons given
as to why the PSA’s were helpful or not closely paral-
leled those given above for the value of the ads.

A strong majority of practitioners believed the McGruff
PSA's were effective in building public awareness in
their jurisdictions about preventing both crime and
drug abuse. They were seen as being more effective
among children than adults. Although more than 85
percent called the PSA’s at least somewhat effective
in making children more aware, closer to 60 percent
said the same for adults (table 6.3). Nearly one-half of
the respondents called them very effective in promot-
ing crime prevention awareness amony children.
Overall, the PSA’s were rated slightly more effective
for crime as compared with drug abuse prevention
amony children and aduits.

Impact of Organizational Factors
on the Use of and Value Placed
on McGruff

One objective of this study is to examine various or-
ganizational and community characteristics that might
influence law enforcement’s use and evaluation of
McGruff materials and their assessment of the na-
tional media campaign. Because of the large number
of survey items involved, several multi-item scales
were developed to help conceptualize the analysis
and to reduce the data set to a manageable level.
Relevant characteristics of the organization and the
community are described in this section and the fol-
lowing one. Law enforcement’s use and evaluation of
McGruff were measured in the following ways:

B Use and evaluation of McGruff materials. As
was noted above, a single survey item was used to
measure whether law enforcement agencies use
McGruff materials in their crime prevention programs.
A three-item scale was created to measure the fre-
quency of McGruff materials use. In addition, a three-
item scaie was created to measure whether law
enfarcement practitioners felt the materials were valu-
able or helpful to crime prevention and drug preven-
tion programs.

B Awareness and frequency of McGruff PSA’s.
As noted, individual survey items were designed to
mesisure the practitioner’'s awareness of the national
meclia campaign, perceived changes in the number of
PSA’s since last year, and the number of PSA’s rela-
tive o other jurisdictions. In addition, a seven-item
scale was created to measure the frequency of see-
ing, hearing, or reading McGruff PSA’s locally during
the past year. Another seven-item scale was created
to achieve the same objective for the We Prevent
PSA’s.

R Evaluation of McGruff helpfulness and effec-
tiveness. A three-item scale was developed t¢ mea-
sure the perceived helpfulness of the McGruff
campaign in supporting the departments’ crime pre-
vention and drug abuse prevention programs. A four-
item scale was needed to measure the perceived
effectiveness of the McGruff campaign at building
awareness among adults and children of crime and
drug akhuse prevention.

W Relationship with local media. One survey item
measured the frequency with which law enforcement
agencies worked with local media to place the
McGruff PSA's. A three-item scale was created to
measure the number of local media organizations that
use McGruff PSA's.

The following analiysis focuses on the relationship
between specific organizational characteristics and
various measures of McGruff use and evaluation as
outlined above.

Number of Crime Prevention Programs. Law en-
forcement agencies reported substantial differences
in their level of invoivement in crime prevention pro-
grams. This disparity provided an opporiunity to ex-
amine the effects of this variation on awareness, use,
and evaluation of McGruff materials and the media
campaign. Crime prevention managers were asked
about 17 different types of programs (ranging from
Crime Stoppers to Neighborhood Watch), and their
responses were combined into a single indicator of
the number of crime prevention programs currently
implemented within their jurisdiction (ranging from 0 to
17). Simple correlational analyses indicate that an
agency's involvement in crime prevention programs
was associated with the manager’s awareness and
evaluation of the McGruff campaign. Specificaily, the
greater the number of crime prevention programs
being used, the more likely the crime prevention
managers were to use McGruff materials in their
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department'’s crime prevention activities (p<.01). Fur-
thermore, the more frequently they used McGruff
materiais (p<.01), the greater their awareness of the
national McGruff media PSA’s (p<.05), and the
greater the total estimatad usage of PSA’s by local
television, radio, and newspaper organizations
{p<.05). Some of these findings are illustrated in table
6.6, in which departments with 10 or fewer crime pre-
vention programs are compared with departments
that have 11 or more such programs. For example, 85
percent of the departments with 11 or more crime
prevention programs reported using McGruff materials
in their crime prevention programs, compared with 64
percent of the departments having 10 or fewer
programs.

These findings, however, may be indicative of
noncausal relationships or causal relationships that
are more complex in nature. When other organiza-
tional variables were included in a multiple regression
analysis, these significant relations did not hold up. In
other words, when controlling for the effects of other
organizational characteristics, the breadth of an
agency’s involvement in crime prevention programs
does not have a significant independent influence on
the use or evaluation of McGruff materials or the na-
tional campaign. In sum, use of the materials appears
dependent on several interrelated factors.

Internal Support for Crime Prevention. A four-item
scale was created to measure the extent of internal
organizational support for crime prevention activities
by police officers (e.g., incentives for doing crime
prevention work, relative prestige associated with
different assignments within the department, and level
of support from command staff). Internal support for
crime prevention was not a good predictor of practi-
tioners’ reactions to McGruff. It was associated with
more frequent use of McGruff materials (p<.05), but
this relationship was not sustained in the multiple
regression analysis which contfolled for other organi-
zational variables.

Partnerships with Other Agencies or Organiza-
tions. A seven-item scaie was created to measure the
strength of working partnerships that the department
has developed with other agencies and organizations
for purposes of anti-drug activities. Crime prevention
managers were asked how frequently their agencies
work with specific organizations: churches, schools,
social service agencies, local businesses, grassroots
organizations, the media, and other government

agencies. The results indicate that the frequency or
intensity of interacting with these agencies is a good
predictor of how often the department will use
McGruff materials. That is, the more fraquently a
department works with other anti-crime partners, the
more often it will use McGruff materials in its crime
prevention programs (p<.01). This relationship was
sustained in the multiple regression analysis.

Priority Given to Citizen Participation. A seven-
item scale was created to measure the exient of de-
partmental support in educating citizens about crime
prevention and encouraging their participation in anti-
crime activities. This scale captures the priority given
to departmental activities such as.disseminating crime
prevention information to all citizens, advising crime
victims on preventative techniques, encouraging citi-
zens to join Neighborhood Watch, and working with
community organizations to build community
cohesion.

The organizational priority given to citizen participa-
tion in crime prevention was a good predictor of the
practitioners’ reactions to McGruff. Specifically, law
enforcement erganizations that placed a priority on
citizen participation were more likely to use McGruff
materials on a frequent basis (p<.01). They found the
materials more valuable or helpful to their crime pre-
vention and drug abuse programs (p<.05). Further-
more, they expressed greater awareness of the
national media campaign (p<.05) and reported work-
ing more frequently with local media to place McGruff
PSA’s (p<.01). Some of these findings are illustrated
in table 6.7. For example, 67 percent of the depart-
ments that placed a high priority on encouraging citi-
zen participation were “fully aware” of the McGruff
PSA's, although only 37 percent of the departments in
the low priority group gave this response. Neverthe-
less, none of these relationships was sustained in the
multiple regression analysis.

Priority Given to Working with Other Organiza-
tions and Agencies. A four-item scale was devel-
oped to measure the level of organizational priority
given to working with other organizations and agen-
cies to prevent crime and drug abuse. The results
indicate that departments that place a high priority on
developing these relationships were more likely to use
McGruff materials on a frequent basis than depart-
ments that place a low priority on partnerships
(p<.01). This relationship was not sustained in the
regression analysis.
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Priority Given to Primary Prevention. A three-item
scale was created to measure the level of organiza-
tional priority given to youth-oriented crime prevention
and other early intervention approaches. Responses
on this scale were not associated with responses to
McGruff materials and the media campaign in any of
the analyses.

Police-Citizen Ratio. The number of law enforce-
ment officers per 1,000 citizens was computed to
reflect the department’s ability to provide police ser-
vice to its jurisdiction. This variable was not related to
practitioners’ use or evaluation of McGruff in any of
the analyses.

Percentage of Civilian Personnel. The percentage
of total personnel that is civilian (as opposed to sworn
officers) was caiculated. This variable was associated
with two factors. Departments with a higher percent-
age of civilian employees were less likely to be aware
of the We Prevent PSA’s (p<.05) and gave more fa-
vorable ratings of the effectiveness of McGruif PSA’s
in building public awareness (p<.05). Neither relation-
ship held up in the regression analysis.

Size of Crime Prevention Budget. The percentage
of the total departmental budget devoted to crime
prevention was requested during the interview. This
figure was correlated with the department'’s use of
McGruff materials but not in the direction that some
mignt expect. The larger the percentage of the total
budget committed to crime prevention, the less likely
the department is to use McGruff materials (p<.01).
This relationship was not sustained in the regression
analysis. Including other programs, such as DARE, in
their budgets could be a factor here.

Presence of Crime Prevention Bureau. Assuming
that the presence of a crime prevention bureau within
the organization reflects a commitment to prevention,
one would expect that departments with such units
would exhibit positive reactions to the McGruff cam-
paign. The results seem to support this hypothesis.
Law enforcement agencies with a designated crime
prevention bureau were more likely (than nonbureau
departments) to use McGruff materials in their crime
prevention activities (p<.05). Also they were more
likely to use McGruff materials on a frequent basis
(p<.01), and they found the materials more valuable
or helpful to their crime prevention and drug abuse
programs {p<.05). In addition, these agencies were
more aware of the national media campaign (p<.01),

they were more likely to see or hear the PSA's locally
(p<.05), and they gave more favorable ratings of the
effectiveness of McGruff in building public awareness
(p<.05). Furthermore, they reported working more
frequently with local media to place McGruff PSA’s
{p<.01). Some of these findings are illustrated in table
6.8. For example, 51 percent of the departments with
a crime prevention bureau frequently use the McGruff
materials, but only 27 percent of the agencies without
a bureau can be characterized as frequent users. This
particular relationship was sustained in the regression
analysis, but the other correlations were no longer
significant.

Size of the Force. Researchers expected to find
some differences between large and smali law en-
forcement agencies, and indeed, the calculations of
the number of sworn personnel confirmed this expec-
tation. Specifically, larger departments were more
likely to use McGruff materials in their crime preven-
tion activities (p<.01). Also these departments were
more likely to use McGruff materials on a frequent
basis (p<.05), were more aware of the national media
campaign (p<.01), were more likely to see or hear the
PSA’s locally (p<.05), and reported working more
frequently with local media to place McGruff PSA’s
(p<.01). These findings are displayed in table 6.9. For
example, 69 percent of the departments with more
than 75 sworn employees were “fully aware” of the
McGruff PSA’s, compared with only 34 percent in
departments with 75 or fewer employees. Only this
relationship was sustained in the regression analysis.

Type of Organization. Approximately one-fifth of law
enforcement agencies in the sample were sheriff's
departments, and the remaining four-fifths were police
departments. Hence, researchers examined whether
the type of law enforcemerit agency—police or
sheriif's department—would influence responses to
the campaign. The results revealed no difference in
responses between the two agency types.

Impact of Community Factors
on the Use of and Value Placed
on McGruff

How a law enforcement agency operated in the com-
munity context was examined as a set of factors that
could influence the agency's use and evaluation of
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McGruff. To explore this possibility, data on commu-
nity characteristics were gleaned from the 1990
census, the FBI's Uniform Crime Reporis, and the
crime prevention practitioner survey. Information on
crime, neighborhood problems, citizen participation
levels, population demographics, and housing charac-
teristics were anralyzed in relationship to the agency’s
use and evaluation of McGruif materials and the
media campaign.

Crime Rate. Using data from the Uniform Crime Re-
ports, the crime rate per 100,000 population for all
Part | crimes was calculated. Overall, the local crime
rate was not a good predictor of responses to the
McGruff campaign. One exception was uncovered in
the regression analyses—the lower the community
crime rate, the higher the practitioners’ assessment of
the value and helpfulness of the McGruff materials to
their crime prevention and drug abuse prevention
programs.

Percelved Violence and Fear Problem. A five-item
scale was constructed to measure the severity of the
community's violence problem and the accompanying
fear of crime as judged by local crime prevention
practitioners. The results indicate that law enforce-
ment agencies serving communities judged to have a
serious violence/fear probiem were more likely to use
McGruff materials in their crime prevention activities
(p<.05). Moreover, the agencies gave more favorable
ratings of the effectiveness of McGruff PSA's in build-
ing public awareness (p<.01), and reported working
more frequently with local media to place McGruff
PSA's (p<.05). The effect of this factor on ratings of
effectiveness was sustained in the regression
analysis.

Perceived Drug Problem. A two-item scale was cre-
ated to measure the perceived severity of the local
illegal drug problem. The results indicate that the per-
ceived drug problem was unrelated to police usage or
evaluation of McGruff.

Percelved Property Crime Problem. A three-item
scale was created to measure the perceived severity
of the local property crime problem. Correlational
analyses reveal that communities with larger per-
ceived property crime problems also had police
departments that are more likely to use McGruft
imaterials in their crime prevention activities (p<.01)
and that give more favorable ratings regarding the
effectiveness of McGruff PSA's in building public

awareness (p<.05). Regression analysis indicates that
the perceived property crime problern continues to be
associated with the use of McGruff materials, but the
favorable ratings effect was no longer significant.

Citizen Participation. A three-item scale was devel-
oped to measure the community’s level of citizen par-
ticipation in drug prevention activities, crime
prevention activities, and grassroots organizations.
The resuits indicate that higher levels of citizen par-
ticipation in these activities (as judged by the crime
prevention practitioners) were associated with a
greater awareness of the McGruff PSA’s ameng prac-
titioners {p<.05), and a tendency to work more fre-
quently with local media to place the PSA’s (p<.05).

Public Support for Community Crime Prevention.
A three-item scaie was developed to measure the
level of public support for citizen involvement in crime
prevention and willingness to work with the police.
The resuits indicate that communities holding favor-
able attitudes about citizens playing a role in crime
prevention were more likely to have police practi-
tioners who were aware of the McGruff PSA’s (p<.05).
Nevertheless, this relationship was not sustained in
the regression analysis.

Total Population. Communities were grouped into
one of four population categories based on their 1990
total populaticn count in the census. The results indi-
cate that communities with larger populations had
police practitioners who were more likely to use
McGruff materials in their crime prevention activities
(p<.01). Aliso these practitioners were more aware of
the national media campaign (p<.01), gave more fa-
vorable ratings of the effectiveness of McGruff in
building public awareness (p<.05), and reported work-
ing more frequently with Iocal media to place McGruff
PSA’s {p<.01). In the regression analysis, population
size was associated only with awareness of the na-
tional media campaign.

Black Population. Data on the percentage of the
total community population that is black were ob-
tained from the 1990 census. Communities with a
higher percentage of biacks had police practitioners
who worked more frequently with local media to place
McGruff PSA’s (p<.05). The regression analysis
showed that communities with a higher percentage of
hlacks had police practitioners vwho found the McGruff
materials more valuablg or helpful to their crime pre-
vention and drug abuse programs (p<.05).
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White Population. Again, the 1990 census was used
to obtain community-level information on the percent-
age of the total population that is white. This race
variable was a good predictor of responses to the
McGruff campaign. The regression analyses showed
the following: Communities with a higher percentage
of whites had police practitioners who were more
likely to describe McGruff materials as valuable or
helpful to their crime prevention and drug abuse pro-
grams. Furthermore, they were more aware of the
national media campaign, were more likely to see or
hear the PSA’s locally, and were more likely to find
McGruff PSA’s valuable or helpful to their crime pre-
vention and drug abuse programs.

Population Under 18. The percentage of the local
population under 18 years of age (as determined by
the 1990 census) did not predict responses to the
McGruff campaign.

Housing Ownership. The percentage of owner-
occupied local housing units versus rentals (as deter-
mined by the 1990 census) was associated with
responses to the McGruff campaign. Communities
with a higher percentage of rental units had police
practitioners who were more likely to use the McGruft
materials {p<.01). These practitioners also gave more
favorable ratings of the effectiveness of McGruff in
building public awareness (p<.05), and reported work-
ing more frequently with local media to place McGruff
PSA’s (p<.05).

Housing Value. Data on the median value of owner-
occupied housing (as determined by the 1990 cen-
sus) were grouped into four categories. The results
indicate that the value of owner-occupied housing in a
given community was unrelated to local law
enforcement'’s use or evaluation of the McGruff
campaign.

Conclusions

Crime prevention practitioners in general reported
fairly positive responses to McGruff materials and
McGruff PSA’s. Their patterns of usage and evalua-
tion of McGruff were sometimes conditioned by the
characteristics of their law enforcement agencies and
by the characteristics of the communities they serve.
Data from crime prevention practitioners, the Bureau

of the Census, and the Uniform Crime Reports
suggest that both organizational and community char-
acteristics play a role in deterrining how local law
enforcement responds to the McGruff materials and
the campaigns.

Organizational Characteristics

Several organizational characteristics were consis-
tently associated with responses to the McGruff pro-
gram. Greater awareness of McGruff programs, more
frequent use of McGruff materials, and more favor-
able evaluations of the helpfulness and effectiveness
of the program were more commonly found in law
enforcement agencies with the following
characteristics:

B Employ a large and diverse group of crime preven-
tion programs.

B Support efforis to educate citizens about crime
prevention and encourage their participation in anti-
crime activities.

B Have a crime prevention bureau.
m Employ a large number of sworn personngl.

Some of these characteristics may be interrelated
(e.g., larger police departments are more likely to
have a crime prevention bureau and employ a large
number of crime prevention programs). The regres-
sion analysis helped to untangie these relationships
but yielded substantially fewer significant findings.
(See table 6.10.) Using the other organizational char-
acteristics as controls (covariants), the multiple re-
gression results suggest that larger law enforcement
agencies are more aware of McGruff PSA’s. Further-
more, the presence of a crime prevention bureau and
more anti-crime partnerships with other organizations
are associated with an increased use of McGruff ma-
terials. Additional predictors may have been identified
in the regression aralysis if the sample size were
larger (n=100), and the number of predictor variables
in each equation were fewer (n=12). Several relation-
ships that were marginally significant are not reported
here.

Community Characteristics

Several community characteristics were associated
with the use and evaluation of the McGruff program
by law enforcement. The following community factors
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were linked to greater use of McGruff materials and
more favorable evaluations of McGruff PSA’s:

B Communities with larger total populations.

m Communities with a higher percentage of rental
units.

® Communities with a larger estimated violence/fear
problem.

Again, some of these relationships may be overlap-
ping (i.e., explaining the same variance in the depen-
dent variable). The regression analysis produced
fewer significant findings (see table 6.11). Neverthe-
less, the findings with regard to population size and
percentage of rental units noted above were con-
firmed in the regression analysis. The pattern of
results for crime-related indicators suggests the fol-
lowing: McGruff materials are used more in communi-
ties judged to have a problem with property crime.
The PSA’s are evaluated more favorably in communi-
ties judged to have a violence/fear problem. However,

communities with higher crime rates judge the
McGruff materials as less helpful to their crime pre-
vention and drug abuse programs. These findings
seem inconsistent, but because they involve different
outcome measures, they are difficult to interpret.

Perhaps the most consistent predictor of law enforce-
ment practitioners’ responses to McGruff in the re-
gression analyses is the percentage of the population
that is white. Practitioners in communities with a
larger proportion of whites tended to respond more
favorably to the McGruff program and report greater
community exposure to the PSA’s, which may be at
least in part a reflection on practitioners’ perceptions.
This is not to suggest that McGruff was adversely
received by law enforcement in communities with a
substantial percentage of minorities. The size of the
African-American population, for example, was gener-
ally unrelated to responses to McGruff, and in fact,
was positively correlated with the perceived heipful-
ness of McGruff materials.
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SECTION 7: THE MEeDIA CAMPAIGN
Costs AND EFFECTIVENESS

What are the costs of the media program in relation-
ship to its estimated benefits and effects on the target
audience? A limited efficiency analysis was con-
ducted to examine program costs, sources of support,
and benefits derived. The basic principle underlying
cost-benefit and cost-effectiveness analyses, as
Rossi and Freeman (1985) note, is to determine
whether the preferred program is one that “produces
the most impact on the most targets for a given level
of expenditure” (p. 325). Because of the nature of the
media campaign, precise and reliable estimates of
program benefits, costs, and effects are not possibie
from this evaluation. The diffuse nature and national
focus of the program, as well as its emphasis on pre-
venting future problems that are multidetermined (i.e.,
drug abuse and crime), further complicate matters.

Another note of caution about cost-benefit analyses is
in order. Although interest in judging the efficiency of
social interventions has grown in recent years, the
“correct” procedures for conducting such analyses are
strongly debated (see Rossi and Freeman, 1985;
Bootman et al., 1979). Above all, evaluators of social
programs are typically faced with imperfect measures
of program costs, benefits, and effects. Consequently,
calculations based on these measures are often open
to several interpretations, and assumptions underlying
them must be carefully weighed.

However, for this evaluation, monetary and non-
monetary estimates have been generated in areas
where data are available and can be connected to the
program in a meaningful way. Researchers perform-
ing this evaluation believe a cost-effectiveness analy-
sis is preferable in this case to a cost-benefit analysis.
The latter would examine the economic efficiericy of
the media campaign in terms of the reiationship be-
tween monetary costs and monetary gains. This ex-
amination would be difficult because of the need to
place rnonetary value on each of the expected ben-
efits. However, a cost-effectiveness analysis com-
pares monetary costs to some standard program
outcomes in terms of units (e.g., percentage increase

in citizens’ knowledge about crime prevention or
change in crime prevention behaviors because of

the media campaign). Therefore, a cost-effectiveness
analysis is more informative for campaign policy
decisions.

Even in a cost-effectiveness analysis, however, the
assumption is that the observed changes can be con-
fidently attributed to the media program and not to
some other competing social forces or programs. To
the extent possible, this evaluation has tried to rule
out some obvious rival hypotheses. Nevertheless,
certair threats to validity cannot be controlled, and
therefore, the inference that changes in outcome units
are the sole result of the media program must be
guarded against.

Nevertheless, the efficiency analysis was employed to
give some general guidance regarding program costs,
benefits, and effects. A full-blown efficiency analysis
is beyond the scope of this evaluation, but some of
the conventional approaches were used. The analysis
begins with a discussion of some potential costs and
benefits at the national level, despite the difficulty of
attributing these outcomes to McGruff and assigning
them precise monetary values. The evaiuation also
inciudes a cost-effectiveness analysis, where program
effects are expressed as standard unit outcomes (and
an outcome-to-cost ratio is calculated). A few ex-
amples are provided. Some discussion of intangibie
benefits is offered for policymakers to evaluate within
their own dimensions.

Components of Cost-Effectiveness

The costs and benefits of the media program can be
examined from different angles. A fundamental ques-
tion is, “who pays and who benefits?” In theory, costs
and benefits can be calculated for individual program
participants (target groups), the program sponsor, and
society at large. Each is discussed on the following
pages.
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The Program Sponsor

The McGruif campaign is sponsored by the Bureau of
Justice Assistance, U.S. Department of Justice, with
voluntary contributions from the Advertising Council,
Saatchi and Saatchi, numerous media organizations,
and the National Crime Prevention Council. The direct
costs of the campaign can be determined fairly easily.
The entire National Citizens’ Crime Prevention Cam-
paign cost the Federal government approximately
$2.7 million in fiscal year 1991 (BJA, 1991). However,
this cost includes all aspects of the campaign, includ-
ing the publication of brochures, posters, and other
crime prevention materials for students of all ages.
Also included are the formation and maintenance of
an information clearinghouse, as well as training
seminars for community, police, and school groups
across the country, etc. The portion of the budget that
was used specifically for producing and disseminating
the PSA’s was approximately $600,000 for fiscal year
1991. Hence, this amount is the cost to the taxpayers
for the media component of the campaign.

This investment in the McGruff campaign yields a
substantial return in volunteer commitments by adver-
tising experts who develop and monitor the campaign,
and above all, donate advertising space. Each year
the Advertising Council and Saatchi and Saatchi do-
nate literally hundreds of hours of staff time to work
with the National Crime Prevention Council to de-
velop, disseminate, and evaluate the McGruff PSA’s.
The most important outcome of this Federal and pri-
vate investment is the amount of donated advertising
space that was produced. According to the Advertis-
ing Councii, the total value of donated advertising
time and space for McGrufi PSA’s during 1991 was
$60.3 million, thus ranking it fifth in the Nation for
advertising doliars. (Note: The top four rankings were
paid advenrtising, with first place going to Cheerio’s
cereals at $68.1 million.) This amount represents a 19
percent increase in donated advertising space from
the previous year.

In sum, the $600,000 support from the Federal Gov-
ernment represents only 1/100 of the $60 million in
media support that makes this campaign fully opera-
tional. The Federal investment can be viewed as seed
money that has stimulated contributions from media
outlets across the Nation for the benefit of crime and
drug prevention.

Societal Impact

The costs and benefits of McGruff for society at large
are difficult to isolate (although this entire report ad-
dresses this question in many different ways). Even
though trends cannot be attributed necessarily to the
program, general patterns of crime and drug abuse in
the United States, as well as the costs associated
with these problems can be explored. The costs of
crime and drug abuse to society have been substan-
tial. The criminal justice system at the Federal, State,
and local levels cost the taxpayers an estimated
$74.2 billion in 1991 (BJS, 1991). In addition, there is
the loss in work productivity because of injury or
death from crime/drugs. Furthermore, property values
are lowered because of uncontrolled crime and local
drug markets. Other factors that exist are difficult to
measure with any precision. The nationai cost of drug
abuse was estimated at $59.7 billion in 1983; this cost
included lost productivity, criminal justice costs, social
welfare expenditures, and health care services (see
BJS, 1988). These costs are often rough estimates
subject to debate.

in response to these problems, throughout the 1980’s,
the McGruff campaign consistently ran PSA’s, as well
as a host of other educational initiatives, to encourage
crime prevention and drug prevention behaviors
among the U.S. population.  Although the impact of
the McGruff campaign on crime and drug abuse can-
not ke established, the national trends are certainly
consistent with the objectives of this national program.
Reliable measures of criminal victimization and illegal
drug use have been captured in several ongoing na-
tional surveys. The National Household Survey on
Drug Abuse, for example, has registered a 46 percent
drop between 1985 and 1921 in the number of Ameri-
cans more than 26 years of age who have used any
illegal drug during the past month (National Institute
on Drug Abuse, 1993). The High School Senior Sur-
vey shows similar declines in illicit drug use among
the Nation’s youth. The percent of high school seniors
who report using at least one illicit drug during the
past year has dropped from a peak of 54 percent in
1979 to 29 percent in 1992 (Johnsten et al., 1992).

The pattern is similar for criminal victimization. The
National Crime Victimization Survey shows that be-
tween 1981 and 1991, the victimization rate (per
1,000 persons) dropped 23.4 percent for personal
crimes and 27.9 percent for household crimes (BJS,
1992; see table 7.1). Note that household burgiary—
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a prirne target of McGruff during the early 1980's—
has declined nearly 40 percent.

To the extent that some portion of the direct costs
cited earlier can be avoided as a result of the declin-
ing rates of crime and drug abuse, they can be
counted as indicators of direct benefits. Direct bene-
fits are “estimations of savings on direct costs”
(Bootman et al., 1979) and include expenditures on
prevention, enforcement, treatment, incarceration
(including capital investments), and other tangible
services that result from the problem. If $74 hillion is
spent to operate a criminal justice system that pro-
cesses 14.5 million known offenses per year, the
average cost per crime to operate the system is more
than $5,000. Any reduction in crime could, conceiv-
ably, save the taxpayers a substantial sum of money,
assuming the size of the criminal justice system was
reduced propottionately.!

National trends are interesting, but smalier units of
analysis are preferred when aitempting to separate
the effects of the McGruff campaign from the vast
number of changes in the country that covary with the
decline in illegal drug use and criminal victimization
during the 1980’s. McGruff exposure was significantly
related to various crime prevention responses as dis-
cussed below.

Individual Impact

At the individual level, the direct costs of society's
failure to prevent crime and drug abuse are certainly
sizeable but are not always rmeasurable. The direct
costs to the individual and family members can in-
clude victims' medical expenses resulting from inju-
ries, time lost from work, property damage, and
increased expenditures on private security. The loss
of property from the commission of an offense can be
substantial by itself. For example, FBI data on known
offenses in 1990 indicate that the average property
loss (in dollars) was $783 per robbery, $1,133 per
household burglary, $480 per larceny-theft, $5,032
per motor vehicle theft, and $13,078 per arson (FBlI,
1990). Using specific reporting rates for each type of
Part | crime (Flanagan and Maguire, 1992), the 34.4
million offenses in 1990 (reported and unreported)
cost an estimated total of $30.6 billion in property loss
alone. Again, for each offense prevented, individual

1. Unfortunately, the cost of uperating the criminal justice system
during the 1980's did not decline (but rather increased) in response
to a reduced leva! of criminal activity.

victims of crime will save hundreds (and sometimes
thousands) of dollars.

But preventing crime can also be expensive. Accord-
ing to media reports, the cost of private security,
such as the purchase of guns, alarm systems, and
deadbolt locks, has increased dramatically in recent
years as the market continues to expand, but sales
figures are not available by community. The total ex-
penditures in the private sector for products and ser-
vices for 1980 was estirated at $21.7 billion, but the
portion atiributable to private citizens (versus busi-
nesses) was unknown, and the reliabifity of such
estimates is suspect (see Cunningham and Tayler,
1985). Finally, although some aspects of the cost for
citizens are quantifiable, the emotional pain and suf-
fering that is inflicted on victims and their families by
crime and drug abuse cannot be easily measured. On
the positive side, the survey research methods allow
guantification of some of the positive effects of expo-
sure to prevention programs designed to reduce the
risk of criminal victimization. The McGruff program is
no exception.

Cost-Effectiveness Analysis

Researchers prepared a cost-effectiveness analysis
that focuses on key attitudinal and behavicral out-
comes of the McGruff campaign. Using the survey
data collected in this evaluation and data on cam-
paign costs, they were able to compare monetary
costs to some standard program outcome units. Using
survey data focused on the McGruff campaign, citi-
zens’ reports about their own knowledge and behavior
can be related to the PSA’s with some degree of con-
fidence. Furthermore, the direct costs of the media
campaign are unambiguous.

The impact of the McGruff PSA’s was examined by
looking at whether the campaign influenced the crime
and drug prevention competencies of the target audi-
ence. As noted earlier in this report, evidence of
campaign effectiveness is indicated by citizens' self-
reports about changes in their knowledge, perceived
responsibility, feeling of efficacy, and personal actions
in crime prevention. Some specific examples are used
here for a cost-effectiveness analysis of the We Pre-
vent and other McGruff PSA’s.
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We Prevent

Respondents exposed to the We Prevent campaign
were asked whether the PSA’s showed or told them
anything they had not known about before or re-
minded them of things they had known but forgotten.
Thirty-one percent answered-yes to this question.
When transiated to the Nation as a whole, this means
that approximately 15 percent (plus or minus 2 per-
cent sampling error) of the adult population 18 years
or older (or about 27 million people) learned some-
thing new from the We Prevent ads.

By dividing the total direct costs of the McGruff media
campaign ($600,000) by the estimated number of
Americans who learned something from the PSA’s
(about 27 million), researchers computed a cost-
effectiveness ratio of 2.2 cents per person educated.
A ratio of cost-to-percentage points was also calcu-
lated. This ratio suggests that every 1 percent in-
crease in the number of American adults who learn
something about crime prevention from the PSA’s
costs approximately $40,000.

In terms of behavioral outcomes, 21 percent of those
exposed to We Prevent PSA’s reported that they had
done things they probably would not have if they had
not seen the ads. In national terms, this means that
approximately 11 percent of the adult population has
taken some type of action or changed their behavior

as a result of exposure to the We Prevent information.

Again, by dividing the total direct costs of the media
campaign ($600,000) by the estimated number of
Americans who reported behavioral change as a re-
sult of the PSA’s (20.3 million), a cost-effectiveness
ratio of 2.9 cents for each person who changed their
behavior can be computed. A ratio of cost to percent-
age points was also calculated. This ratio suggests
that every 1 percent increase in the number of Ameri-
can adults who changed their crime prevention be-
havior costs approximately $54,545.

Other McGruff PSA’s

Cost-effectiveness ratios were calculated for changes
attributable to McGruff PSA’s other than We Prevent.
For those citizens who reported exposure to other
McGruff PSA’s, 42 percent stated they had learned
something new or were reminded of things they had
kriown earlier. When extrapolated to the Nation as a
whole, approximately 18 percent of the adult popula-
tion 18 or older (i.e., 33.3 miliion people) learned

something new from other McGruff ads. The cost-
effectiveness ratio ($600,000 divided by 33.3 million)
indicates that the McGruff campaign cost 1.8 cents
per educated person. A ratio of cost to percentage
indicates that every 1 percent increase in the number
of American adults who changed their crime preven-
tion behavior cost approximately $33,333.

In terms of behavioral change, 18 percent of the ex-
posed group claimad they had changed their behavior
as a result of the ads. This number constitutes ap-
proximately 11 percent of the adult population in the
United States (or 20.3 miltion people). The cost-
effectiveness ratio indicates that the campaign cost
2.9 cents for each person who reported a change in
crime prevention behavior. This corresponds to a ratio
of $54,545 for each percentage point increase in the
adult population.

In sum, the cost-effectiveness analyses suggest that
the We Prevent and other McGruff PSA’s were
equally effective and cost-effective in stimulating
changes in crime prevention behavior. The present
analysis also suggests that the other McGruff PSA’s
were more effective and cost-effective than We Pre-
vent in the area of increasing citizens' knowledge
about crime prevention. This should not be unex-
pected, since We Prevent was aimed more at getting
citizens to seek more information from other sources.
These results should be viewed with extreme caution
because they assume that the two campaigns were
equally costly. This assumption is unlikely to be true,
yet separate cost figures were not available when this
report was prepared.

Analysis of the Efficiency
of Program Delivery

The efficiency of program delivery is another impor-
tant area that may affect program costs for the spon-
sor and may influence program impact. The interface
between the national campaign team and local media
outlets (e.g., whether the PSA's are produced, distrib-
uted, and used in a timely and regular manner) and
the selection of media outlets for PSA’s are examples
of processes that could have a large effect on the
efficiency of the McGruif program. - Although this is
not a process or implementation evaluation, a few
observations about process efficiency and related
decision-making at the national level are in order.
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One way of framing the question is to ask, “Have the
National Crime Prevention Council, the Advertising
Council, and Saatchi and Saatchi done a good job of
getting the maximum bang for the buck?” Although
the process of developing and executing the cam-
paign was not studied in detail, limited cbservations
suggest that considerable effort is made each year to
identify the best media markets for the McGrufi
PSA’s. The $60 million in donated advertising space
speaks for itself, but it does not answer the question
of whether the spots are effective or are the best that
can be achieved with the budget available.

In addition to the relevant survey results presented
throughout this report, the examination of memoranda
and other documents suggests that budget con-
straints have served to facilitate a concern for effi-
ciency among the Crime Prevention Campaign Team.
This group is concerned not simply with finding adver-
tising space but with where and how to achieve the
largest and most appropriate audience for the
McGruff campaign. For example, the memos suggest
that the following information is regularly shared
regarding such topics:

W What types of ads will receive the most “play,”
e.9., how the size and color of the ad wiil affect space.

® What response rate wili be achieved with targeting
versus mass mailings.

R How expenses can be lowered on television, ra-
dio, and print mailing kits by using new packaging.

How to identify new media sources to reach minor-
ity groups or other segments of the market, such as
children.

m How and why local stations select PSA'’s.

B How stations differ from networks in their approach
to PSA's.

B What advantages and disadvantages are associ-
ated with using different types of media for McGruft
(e.g., radio versus television versus print).

These efforts suggest that the campaign team has
sought to minimize program cost while at the same
time maximizing coverage and impact within selected
markets. Clearly, some degree of efficiency has been
achieved by these efforts, and the Federal funds have
been invested with considerable planning.
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SECTION 8: CONCLUSIONS AND

RECOMMENDATIONS

The purpose of this study has been to evaluate the
public impact and cost effectiveness of the National
Citizens’ Crime Prevention Media Campaign. Previ-
ous sections have identified the scope: of study and
the research objectives, described the campaign and
its message themes, and presented findings regard-
ing its impact gathered from media galekeepers,
crime prevention practitioners, and the public at large.
This final section summarizes those findings and of-
fers conclusions and recommendations based upon
them.

Summary of Findings

The findings are summarized in the context of the
initial research questions:

1. How and to what extent has the media cam-
paign been utitized in local jurisdictional crime
prevention efforis?

A national survey of media gatekeeners found the
following:

B Ninety-five percerit of media managers were
aware of the National Citizens’ Crime Prevention
Campaign PSA’s, and more than one-half of them
had run at least one within the past year.

M Gatekeepers rated the PSA’s high in quality and
relevance.

B They regarded the PSA’s as effective and influen-
tial within their communities.

M Managers not using them reported the reasons as
inappropriateness to their particular media formats or
audience groups and/or lack of regular deiivery.

m The McGruff ads appeared to.complement related
media programs, such as Parinership for a Drug-Free
America and Crime Stoppers.

Data gathered from a national survey of community
crime prevention practitioners indicated that:

m Ninety-eight percent of prevention practitioners
were familiar with the National Citizens’ Crime Pre-
vention Campaign overall, 76 percent had used its
materials, and most users said they were of high
value.

B Eighty-eight percent of practitioners were aware of
the McGruff PSA’s.

B Seventy-seven percent of those aware of the
PSA's called them valuable in providing more public
exposure and awareness of crime preverition issues.

® Seventy-one percent of those aware of the PSA’s
called the PSA’s helpful to local efforts.

B Eighty-five percent of those aware of the PSA’s
called them effective for children, and 60 percent said
they were effective for adults in building prevention
awareness.

B Those crime prevention programs most receptive
to the materials tended to have the following charac-
teristics:

(3 Be in larger communities.
(0 Face more crime problems.

d Have larger, more diverse prevention
programs.

3 Be more supportive of citizen prevention
overall.

2. To what extent are audiences (a) exposed to
the media campaign, (b) attentive to it, and (c)
responsive to it?

Results from a national probability sample survey of
1,500 adults indicated that:

B Eighty percent of U.S. adults recalled having seen
or heard McGruff PSA’s in general, and 49 percent
recalled the 1991 anti-violence PSA's.

® Most were familiar with them from television,
followed by print and radio.
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B People generally were attentive to the PSA's; 86
percent of citizens interviewed reported high attention
to the anti-violence ads.

W Most people familiar with the PSA’s could name
something specific they liked about them; only 11
percent named something they disliked.

Citizens more familiar with the PSA’s shared the
foliowing characteristics:

1 Relatively young with children in the home.
More attentive to media overall.

More interested in crime prevention.

More needful of prevention information.

More aware of neighborhood crime problems.

g0 o d

More prevention responsible, confident.
21 More likely o take preventive actions.

®m Black adults appeared slightly more familiar with
the PSA’s than did white, and middle income groups
were slightly more familiar with them than other in-
come groups.

3. To what extent does the media campaign infiu-
ence the crime and drug prevention competencies
of targeted audiences?

The survey of citizens indicated that of those familiar
with the Nationai Citizens’ Crime Prevention
Campaign:

m Nearly one-third said they had learned from the
PSA’s.

B About one-fifth said they took specific actions as a
result of the PSA's.

m Fifty-four percent reported becoming more con-
cerned about crime.

B Thirty-six percent said they felt more confident in
protecting themselves.

M Forty-seven percent felt more personally respon-
sible for prevention.

B Most citizens said PSA's were effective in increas-
ing the following:

O Their own crime prevention awareness
(70 percent).

0 Their awareness of drug abuse prevention
{90 percent).

Q Children's awareness of crime prevention
(90 percent).

@ Children’s awareness of drug abuse prevention
(88 percent).

B The following groups were more likely to repont
being influenced by the PSA’s:

I Woman.

[ Less educated, lower income citizens.
[ Black citizens.

@ Parents with children in the home.

These findings were compared with those of a similar
1981 citizen survey. Awareness of the McGruff cam-
paign had increased over the decade by more than 50
percent, and evaluations of its overall appeal and
perceived impact have generally remained constant.
In addition, comparisons of the 1981 versus 1992
studies indicate shifts in citizen responses to crime
overall. Generally, the public was taking more preven-
tive actions in 1992 than in 1981, including ones in
cooperation with neighbors. Fear of crime was down
on some indicators. Aithough these changes cannot
be attributed necessarily to this particular campaign,
they do suggest that the collection of crime and drug
abuse policy measures introduced over the decade
are contributing differences.

4. What are the costs of the media program, and
how can its impact be addressed in terms of ben-
efits and eificiencies for ctime and crug abuse
prevention?

The Federal investment in the McGrufi campaign
appears to have vielded a substantial return in the
way of voluriteer commitments for advertising produc-
tion and public dissemiriation. In effect, a $600,000
investment for fiscal year 1991 generated donated
media time and space estimated at $60.3 million
nationwide. In 1991 McGruif was the fifth-ranked
advertising campaign in dollar value in the Nation,
commercial product campaigns inciuded.

Results of a cost-efiectiveness analysis suggest that
the anti-violence and other McGruff PSA’s were cost-
effective in stimulating changes in citizen knowledge
and behaviors in crime prevention. Findings also indi-
cate that the program is extremely efficient because it
encompasses considerable planning efforts aimed at
minimizing program costs while maximizing campaign
coverage and impact within markets.
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Conclusions

The overall conclusion, with some caveats, is that a
substantial majority of the public, media, and law en-
forcement community has accepted McGruff, Take

a Bite Out of Crime, and the message themes tied to
the NCCPMC as positive symbols of crime preven-
tion. These symbols have also become associated
with drug abuse prevention, although to a lesser ex-
tent. Also, there is no indication that public attention to
or involvement with the campaign messages has de-
creased over the years; on the contrary, the campaign
appears to have continued o gain in popularity and
impact over the past decade.

This continued increase in impact is due to two inter-
twined factors. One is that recurrent uses of these
symbols have been carafully controlled, leaving little
room for the unexpected in terms of who McGruff is
each time he appears or of what he advocates. The
second factor is that with each new campaign phase,
distinct and novel PSA’s are incorporated into the
familiar theme, maintaining audience interest. These
factors are common to successful advertising cam-
paigns overall (as well as to situation comedies, soap
operas, professional sports, etc.).

Nevertheless, knowing this textbook approach to
campaign design and heing able to impiement it suc-
cessfully are two different things. Many campaigns fail
because the initial hook—McGruff in this case—does
not catch on. Or, given successful adoption of the
main theme, producers may wander too far afield from
the basic concept as the campaign progresses,
breaking the tie of association for the audience and
resulting in confusion and lack of reinforcement of the
initial symbol. Once that tie is disassociated, each
new segment or phase has to begin anew to gain
recognition and credibility. Other long-term campaigns
fail because producers steer too close to the initial
concept, resulting in early audience boredom at see-
ing little variation in the basic theme. Producers of the
NCCPMC seem to have navigated a careful course
between these extremes.

Same risk may have been involved in fransferring
McGruit to duty on the drug abuse prevention beat.
Although drawing attention—-particularly among chil-
dren—to drug-related issues, it could have diminished
his credibility as a ctime specialist. That does not
appear to have happened, possibly in part because
audiences already associated drug abuse quite

closely with crime. it may have seemed quite appro-
priate for McGruff to make the association as well,
perhaps even reinforcing it.

The handling of the anti-violence Phase XV PSA's
also could have been problematic. However, minimiz-
ing McGruff's role in those may have kept him clear of
a darker connotation involving violence, and tempo-
rarily removing him from the field does not appear to
have had deleterious consequences.

More generally, the findings indicate that such a
media campaign can be a productive approach for
influencing public understanding and behavior with
respect to the prevention and control of crime and
drug abuse. However, it must be emphasized that the
claim cannot be made that this media campaign alone
has been responsible for such impact. Rather, it is
more likely that the PSA campaign and extensive
National Citizens’ Crime Prevention Campaign promo-
tional efforts hased on more directed and interper-
sonal communications at the community level work
together, mutually reinforcing social change. Gener-
ally, media messages are more effective at promoting
awareness, and group-level or interpersonal commui-
nications more directly affect behavioral change. The
more careful the linking between the two, presumably
the greater the impact on, in this case, overall crime
prevention competence.

This linkage or “systems” effect has been found to be
the case in related campaign studies (noted in section
1) dealing with public health, environmental safety,
and related issues. Among the singular contributions
of this study to such research is demonstration of the
persistence of such campaign effectiveness over
more than a decade, the national scope of the find-
ings, and the general consistency of impact on target
population groups.

Previous research also suggests several propositions
about what makes some information campaigns more
successful (Rogers and Story, 1987; O’'Keefe and
Reid, 1990; Backer et al., 1992). This campaign has
included many ingredients tied to more effective
programs. Those ingredients reviewed should be to
provide a broader context for the findings. More suc-
cessful PSA campaigns, including this one, have
inciuded the following:

W Use of commercial advertising research and
planning strategies in PSA design and execution,
including precampaign focus groups, copy testing,
and campaign tracking.
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E . Segmenting of the public into target audience
groups with messages tailored specifically for them.

K Use of coordinated efforts across media (televi-
sion, radio, newspapers, magazines, outdoor, etc.).

it Fopetition of messages and themes over time and
across media.

® Relatively high levels of dissemination across all
media (often a problem for PSA’s in particular).

M High creative and production quality, leading to
both greater media play and public acceptance.

m Use of entertaining characters, story lines, or visu-
als to convey information in an interesting way.

® Sponsorship by recognized, reputable organiza-
fions (Bureau of Justice Assistance, U.S. Department
of Justice; Advertising Council; National Crime Pre-
verition Council).

B Tying of PSA’s to community issues and prob-
lemns, enlisting local advocacy for disseminating
PBA's.

B Emphasis on providing information to help remedy
problems citizens already agree are important (e.g.,
relating PSA'’s 1o specific types of crime problems as
they gain prominence).

B Emphasis on the positive rewards to be gained in
the recommended actions, versus negative threats or
fear arousal.

Other elements tied to more influential campaigns
overali—PSA-related or not—have included use of
specific principles or models of persuasive communi-
cation in campaign design. it is likely that all of these
elements come together as a result of the cumuiative
experiences of the Advertising Council and ihrough
member agency skills at advertising message design
in general.

Another such element that is less apparent is the
setting of specific, measurable yoals for the desired
level of audience impact across successive stages of
the campaign. These goals are commonplace in cam-
paigns for commercial products, where such indica-
tors as sales figures and consumer preferences are
easier o monitor. The setting of such criteria for “so-
cial marketing,” however, is obviously more difficult
and costly. Nevertheless, evaluations such as this
one would brenefit from some previous projections by
campaign sponsors and planners as to what levels of
impact they would term “successful” in judging

campaign performance. Assessing what results one
should expect of the McGruff PSA’s over time would
call for (a) establishing implicit baseline criteria for
spelling out the kinds and amount of changes ex-
pected over given time periods, and (b) setting rea-
sonable gwals for specific kinds of change for each
phase of the campaign.

The findings comparing citizen response to crime in
1992 versus 1981 are supportive of a long-term
change in the crime prevention attitudes and behav-
iors of the U.S. public. Generally, people were taking
more preventive actions in 1992 than in 1981, includ-
ing ones in cooperation with their neighbors. Fear of
crime was down on certain indicators. Aithough these
changes cannot be attributed to this particular cam-
paign, they do suggest a difference is being made by
the collection of various crime and drug abuse pre-
vention policy measures introduced over that decade.

Recommendations

The following recommendations are based on the
findings of this study. They begin with overalt cam-
paign theme design, then move to audience and spe-
cific message considerations and finally address
general strategy issues.

Recommendation A

Keep the main themes, with continuing innovation
in speeific concepts and approaches for creation,
execution, and dissemination of the campaign.

The campaign’s visibility and effectiveness are due in
large part to the creative and technical quality of the
PSA's, as attested to by media professionals and
audiences alike. There is no reason tr expect that
quality to diminishk, assuming continued cooperation
among the current sponsors and producers. As was
noted in the preceding section, the process has ele-
ments of both effectiveness and efficiency.

This recommendation is not a call simply for the me-
dia campaign to remain as is, but for it to continue
creatively coping with emerging crime and drug abuse
issues, and with changing public policy and response
to those issues. Many of the recommendations that
follow include possible strategies for helping bring
about such deliberate variations.
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Recommendation B

Maintain the distinct 5ind credibie identities the
campaign has nurtured with the public, and con-
tinue to ensure against potentially detrimental
uses of these.

In the 1981 campaign evaluation, it was suggested
that McGruff could well approach the popularity of
Smokey the Bear as a campaign symboi. That clearly
has happened, and among younger, more urban gen-
erations McGruff may be even better known than
Smokey the Bear. Camp=ign plunners should con-
tinue to take advantage of this high acceptance.

Maintaining the credibitity of campaign sponsorship
and the campaign theme and logo is extremely criti-
cal. The Advertising Council can be assumed to have
long-term sponsor credibility, and the National Crime
Prevention Council has gained in recognition over the
years. The Advertising Council may contribute trust-
worthiness or honesty to the messages, while {he
National Crime Prevention Council may deliver per-
ceived expertise on crime prevention. Uses of the
campaign theme and logo by other sources—whether
public, not-for-profit, or commercial—need to be care-
fully controlied. This includes not only misuses of
them in messages that may provide inaccurate infor-
mation, but in ones of poor production quality as well.
Such uses can only diminish the well-nurtured attrac-
tiveness and credibility of McGruff and the central
themes.

Recommendation C

Examine new strategies for reaching peopie who
remain unaffected by the media campaign.

It must be kept in mind that media campaigns have
their limits. Even those that are termed successful in
the aggregate cannot be expected to reach ail groups
of the public. Although these findings indicate a broad
reach for the NCCPMC, there are groups who remain
unexposed to the campaign, who are not informed by
it, or who are unable or unwilling to act upon its rec-
ommendations. These subgroups were difficutt to
identify specifically. The lower incomsa and education
levels of those less exposed suggest that, for ex-
ample, they may include inner-city residents and per-
haps the rural poor. Of note is that among the lower
income and education groups who were exposed,
impact was in many cases greater, making reaching

these groups all the more productive. Many older
adults are less inclined to respond. It may be benefi-
cial to more closely examine, perhaps more through
local resources, how the needs of such groups may
be more fruitfully addressed by either modified media
strategies or concerted community-based, and possi-
bly more interpersonal, efforts.

Also, although media campaigns can be effective in
informing people about issues or courses of action,
they may remain less so in consistently promoting
changes in behavior. The McGruff PSA’s are clearly
no exception. Therefore, it would be worthwhile to
explore other avenues, including interpersonal ones,
for continuing to increase the number of citizens ac-
tively participating in crime and drug abuse prevention
activities. However, the ability of the media camnpaign
to reinforce positive dispositions to prevent crime can
help establish such actions as normative in this
society.

Recommendation D

Comntinue to strive to identify distinct audience
segments and to attempt to reach them. Such
efforts are likely to increase both the efficiency
and the impact of media materiais.

Phase XV activities targeted audiences identifiable as
caretakers of children. Thus, these audiences were
more exposed to the McGruff PSA’s, and they re-
ported having been affected by them to a greater
extent. Audience segmentation or targeting is highly
desirable in campaign design because it helps plan-
ners choose specific message and media sirategies
most likely to affect the identified group. Such seg-
mentation is often difficult when PSA’s are used, be-
cause access to the most appropriate media channels
for reaching the targeted audiences may not be avail-
able. It is clear from this study, however, that with
appropriately designed messages and some selectiv-
ity of the media for ads distribution, broadly outlined
target populations can be reached through PSA's.

On another level, audience segmentation can also
involve aiming messages at particular groups on the
basis of more psychological than demographic or
structural characteristics. The NCCPMC team might
consider, for.example, identifying citizen groups on
the basis of knowledge of crime and drug abuse
prevention techniques, attitudes toward them, and
existing behaviors. The present research, as well as
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previous works, may supply adecuate background
material for determining existing opportunities and
constraints in increasing prevention competence
according to fairly specific dimensions. For example,
persons who are low in information, but high in moti-
vation and need for information, might be reached
more effectively by one strategy, whereas citizens
informed and motivated, yet inactive, might call for
another strategy. It may also be of value to try to iden-
tify and reduce constraints on behavior for those per-
sons who may be informed and motivated, but still
inactive. The focus in this case is more on designing
messages that would more directly address the
specific needs of such groups.

Several more specific recommendations follow
from this:

Recommendation D.1. Continue the kinds of focus
group and copy testing research used to pretest cam-
paign concepts and materials. When appropriate and
possible, identify and segment audience groups for
various message and channel combinations. Audi-
ence-directed formative research can present profiles
of the mass and interpersonal communication pat-
terns of specific target groups and can identify their
needs regarding information about crime and drug
abuse prevention. The volatility and personal nature
of crime and drug abuse pose special problems in this
regard, particularly given the wide variation in citizen
response to it. Previous examples of this kind of re-
search include focus group studies conducted among
Hispanic audiences, or on a larger scale, the NiJ-
sponsored work on ways of meeting the crime preven-
tion information needs of elderly persons. Elements
such as source credibility, fear appeals, use of humor,
message design, and the information capacities of
various channels all have been the subject of consid-
erable research. The NCCPMC team more than likely
is aware of such research.

Recommendation D.2. Continue the emphasis on
television as the main dissemination mode, but aim to
target specific audience segments with supplemental
media such as radio, magazines, and outdoor adver-
tising. Television is clearly the main mass audience
purveyor of the NCCPMC messages, and it arguably
has the greatest audience potential. It provides the
most complete picture of McGruff and can dynami-
cally portray the sometimes complex and emotional
messages needed to promote crime prevention. The
campaign should continue to depend upon television
to carry the main themes of the campaign. As was

noted in section 5, it will also be useful tc continue
aiming for local McGruff-related coverage on televi-
sion news programming.

This recommendation is not intended to understate
the importance of the other media—some of which
have received only slight atiention in this study. Ra-
dio, magazines, newspapers, and outdoor media are
highly important in contributing in separate ways to-
ward reaching more specialized audiences for specific
purposes. These other media may be quite effective
at reaching audiences who remain unaffected by the
campaign. The use of radio to reach particular audi-
ence segments should continue to be emphasized.

Recommendation D.3. Monitor the acceptance of the
campaign by racial and ethnic groups, particularly if
messages emphasize or highlight minority characters
or issues. It is notable that the campaign has been as
effe,ctive in reaching the significant minority population
of black citizens as in reaching whites, perhaps even
more effective. Unfortunately, the relatively small
sample of blacks in the survey did not allow for more
detailed analysis of its appeal among demographic
and other subgroups within the black community. The
campaign overall appears to have maintained a racial
and ethnic, as well as economic, neutrality in the audi-
ences it reaches. This finding becomes even more
important in light of the findings from section 5 that
biack citizens indicate a higher need for information
about crime prevention. Again, there is a need to
learn what particular characteristics within the black
audience call for more attention, and what kinds of
existing attitudes, behaviors, and situations should be
addressed. Only then can more productive com-
munication strategies be designed.

Continuous caution and careful prior copy testing are
needed in dealing with such themes. For example, the
McGruff PSA’s aimed at Hispanic citizens appear to
have besn carefully researched before dissemination.
Post-evaluation of that phase to determine accep-
tance of the PSA’s would be beneficial.

Recommendation D.4. Consider the special informa-
tional needs of a growing elderly population, whether
in the context of the NCCPMC or through other av-
enues. This suggestion goes beyond the realm of the
media campaign; however, the 1981 evaluation noted
that elderly citizens reported a distinct lack of expo-
sure to, interest in, and impact from the McGruff
campaign. Subsequent research identified particular
nweds of the elderly for crime prevention information
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and recommended ways to reach them more effec-
tively (O'Keefe and Reid, 1987). Among those rec-
ommendations was the need for materials that ars
specifically directed at elderly groups but that do not
identify them as a homogenous mass because their
crime-related viewpoints, experiences, and behaviors
were found to be—as expected—highly diverse.

The data from this current study indicate little relative
gain in the impact of NCCPMC efforts on the elderly.
it is uncertain if special efforts have been made by the
campaign to do so. Although the McGruff campaign
should be used to reach alil groups as effectively as
possible, it remains an open question as to whether
the central campaign themes could be incorporated in
ways directed more toward an older aduit audience.
The findings here clearly suggest that McGruff simply
has less appeal to the audience age 60 and over. (On
the other hand, the results also indicate a genera-
tional maturation with McGruff, with middle-aged
adults far more attuned to the PSA’s in 1992 than a
decade earlier. Within not too many years, the elderly
segment will doubtless be more familiar with McGruff.)

Recommendation E

Be cautious about using promotions that em-
phasize citizens’ fear of crime or that attempt to
generate action by increasing such fear.

The Phase XV PSA’s had the greatest potential for
evoking emative reactions to violence as any in the
NCCPMC series. They appear to have generated
greater concern about crime and possibly generated
some fear among audiences. However, there were no
indications of citizens tuning out the messages be-
cause of too much fear. Continued caution is urged,
however, if the campaign chooses to use similar tech-
niques. Careful pretesting to determine already exisi-
ing anxiety levels regarding a particular content area
can do much to allow more effective channeling of
information.

As noted in the 1981 study, any discussion of crime is
apt to raise at least some anxieties among audience
members, and there may be no need o go further. A
large body of research on appeals to fear indicates
that they work best when a moderate amount of anxi-
ety is generated. However, these appeals also have
to be coupled with information that shows the audi-
ence how anxiety can be reduced through productive
action. For instance, a message raising the specter of
a child being kidnapped on the way home from school

may invoke fear in parents and children, but ending
the same message with specific actions the child can
take to minimize such risk will presumably alleviate
the fear. The hypothetically aroused fear leads to
increased attention to and retention of the message.

Such appeals to fear may be more useful when the
threat is unknown or new to the audience, for ex-
ample, in the early stages of a new health epidernic
such as AIDS, or at the beginning of a new type of
crime wave unfamiliar to a given population, such as,
carjackings. Fear techniques may be effective in get-
ting audiences to pay closer attention to messages.
When fear is deliberately invoked, however, there is
always the risk that citizens will tune out information
they find uncomfortable or do not want to confront.

This study is unable to clearly determine the causal
direction of increased concern or fear arousal. It can-
not identify (a) whether persons who were already
more concerned or fearful were more apt to be ex-
posed to, or more attentive to, the PSA’s, or (b)
whether being exposed to the PSA’s made persons
more concerned or fearful. It is possible that persons
somewhat concemed may have become more con-
cerned by seeing or hearing the messages. A quasi-
experimental before-and-after measurement design is
needed to distinguish among these options.

Recommendation F

Strive for greater specificity and concreteness in
the messages to achieve an increased sense of
efficacy and empowerment among citizens.

The existing credibility of the McGruff messages can
be used to increase public education about crime and
drug abuse prevention by inserting more detailed
information about specific actions and tools. One
strategy recommended by the 1981 study is the use
of more concrete evidence demonstrating the ability
of citizen-based preventive measures to reduce the
risk and severity of crime.

Demonstrating such actions may form a basis for
teachable moments for some citizens, making them
more responsive to other crime prevention messages
as well. These messages may be even more produc-
tive now, and they could include use of validated sta-
tistics showing how specific techniques can reduce
crime rates, or fear of crime. Attempting to tie these
techniques to local situations could be even more
productive. Innovative strategies through cooperative
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community partnerships aimed at crime and drug
abuse prevention may be one productive strategy.

The finding that certain preventive actions, including
cooperative ones, have increased over the decade
can be a firm basis for providing specific information
to reinforce those trends. The ability to provide such
information would be greatly enhanced by further
research to determine in which populations such
shifts occurred.

Recommendation G

Experiment further with more direct access
avenues such as 800 numbers and related
technologies.

The direct response offered by the 800 number in
Phase XV was a worthwhile experiment. The ability
for audiences fo take some form of immediate action
following a message can heighten opportunity for
more involvement. Although the cost of this approach
is clearly a factor, options similar to the national
Cancer Information Service het line could be explored
or, preferably, more localized information telephone
services for individual communities could be
investigated.

Recommendation H

Encourage greater collaboration among campaign
planners and local media and law enforcement
authorities to achieve increased efficiencies and
effectiveness of crime and drug abuse promotion.

Overall, the media are quite positive about the cam-
paign materials, especially the Phase XV PSA’s. They
perceive the messages as being effective in promot-
ing crime and drug abuse prevention in their commu-
nities. Prevention practitioners were even more
positive in these respects.

Other anti-crime and anti-drug abuse programs, such
as Crime Stoppers and Partnership for a Drug-Free
America, appear to complement the McGrufi cam-
paign rather than to compete with it or supplement it.
There may be situations or communities in which
greater coordination between McGruff and related
programs could be attempted. This coordination could
include more planned phasing together of related
campaign themes or scheduling of PSA distribution to
avoid overloading media by the different campaigns

simultaneously. However, such coordination needs {o
be done cauticusly: it may not be in the best interest
of prevention programs overall to have their identities
confused in citizens’ minds.

Giving McGruff a local focus provides the potential for
even greater PSA placement, particularly if the local
thrust is directly linked to the PSA’s. it would also be
beneficial to remind prevention practitioners and local
recipients of NCCPMC materials of the need to work
with their local media organizations to keep McGruff
in the spotlight. Cormmunity crime prevention practitio-
ners appear highly appreciative of national media
efforts; therefore, increasing their involvement through
regular receipt of PSA materials, press kits, etc.,
could be of great service to them.

A collaborative suggestion for crime prevention pro-
motion in general is that feaders in the field examine
opportunities for reaching the public through a variely
of mass media channels. Obviously, crime is already
a popular topic of the entertainment media, including
“infotainment” and “docudramas,” especiaily on televi-
sion. To what extent can crime and drug prevention
abuse specialists work more closely with the produc-
ers of such programs? For example, how can this
collaboration promote topics such as the value of
citizen involvemient in prevention and specific, valid
prevention techniques that can be adopted?

Moreover, corporate-sponsored public issues adver-
tising has greatly increased recently, particularly as
related to health and environmental issues. The Part-
nership for a Drug-Free America serves as one large-
scale example of this increased interest. Individual
corporations also have “adopted” particular causes,
such as Anheuser Busch’s alcohol and traffic safety
advertisements. Can any such corporate linkages be
useful for crime prevention?

Recommendation |

Set more concretely defined and measurable
objectives for future campaign efforts.

Campaign planners should specify more precisely
the outcomes being sought in particular campaign
phases. It is known that McGruff has “reached” 80
percent of the public, and that more than one-third
reported having learned something, and that about
one-fifth reported having taken some form of action.
However, no criteria exist for measuring the relative
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“success” indicated by such numbers. This is a key
problem across public information campaigns more
generally. Comparable data for similar public informa-
tion efforts do not yet exist, and there are no “sales”
or “profit” figures that can be matched here.

Too often in public information programs overall, such
terms as “awareness gain” or “motivation” are used as
audience goals, without adequate specification of
what is meant by these terms, or of the kind of audi-
ence, or proportion of audience members, in which
one hopes to bring about the change. The compe-
tence model imposed on this evaluation was done so
out of necessity: to provide more objective baselines.

These baselines could include estimating, for ex-
ample, what levels of citizen participation in various
activities are optimal for crime reduction in given cat-
egories. This information would allow more exact
targeting of the campaign toward inducing more ap-
propriate citizen activities within certain groups. Fur-
thermore, it would provide baseline indicators for later
comparison purposes. Presumably, such strategies
could lead to far more efficient and effective use of
media strategies in crime and drug abuse reduction
efforts.

ideally, campaign managers should already have
criteria in place. They should attempt to define more
clearly the extent to which campaign objectives in-
clude simple awareness, information gain, attitude
change, motivation, and taking of action. For ex-
ample, given the kinds of data provided in this and
previous evaluations, what proportion of citizens
should be encouraged to adopt what kinds of addi-
tional preventive behaviors? What kinds of target
audiences should receive greater priority? What kinds
of audiences particularly need to be made aware of a
practice? Among what types of audiences might

attempts be made at changing an attitude toward,
say, citizen responsibility for preventing crime?

it's important to stress that criteria for campaign suc-
cess not be limited to how well it brings about change
in the form of increases in desirable knowledge, atti-
tudes, and behaviors. The effectiveness of the cam-
paign can be determined also by the extent to which it
reinforces existing positive dispositions in citizens.
Everyone needs to be reminded and prodded to stay
on track as situations change, as new options be-
come available, and as simple boredom with routine
ocecurs. Mass media have long proven to be highly
effective at such reinforcement, whether it involves
loyalty to consumer brands or political candidates, or
long-term cultural norms.

New issues and causes come to the forefront regu-
larly in the media. Since McGruff’s inception alone,
the number of significant new issues has included the
rise of AIDS, abortion rights, global warming, and a
Middle East war, to name but a few. Public service
campaigns can make a strong contribution merely by
keeping an issue such as crime relatively high on the
public agenda in the face of highly serious but com-
peting perils. Unfortunately, measuring such rein-
forcement from particular media messages is typicaily
more difficult than documenting change because the
results are less tangible.

With respect to setting goals and criteria overall, at
the very least sponsors can continue building on the
data provided by the two naticnal evaluations of the
campaign to date. In addition to the NCCPMC evalua-
tive findings, these studies can provide substantial
information on changing public views of activity
concerning crime and drug abuse. This information
can, in turn, provide the context for public policy in
that area.
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APPENDIX A
TABLES NUMBERED BY SECTION




Table 3.1
Crime Concerns 1981 vs. 1992

Responss 1981 1992
(n=1,188) {n=1,500)
How safe do you feel, or would you fesl, being out Very safe 25 } 70% 41 } 83%
alone in your neighborhood at night? Reasonably safe 45 42 °
Somewhat unsafe 16 10
Very unsafe 13 6
How likely do you think it is that your home will be Very likely 9 } 43% 6 } 34%
broken into or burglarized during the next year? Somewhat likely 34 ° 28 °
Not very likely 45 62
Uncertain/Don't know 12 4
Is having your home burglarized or broken into A great deal 18 } 56% 11 } 51%
something that you worry about? Somewhat 38 ° 40 °
Hardly worry 44 49
Uncertain 1 0
How likely do you think it is that you perscnally will be Very likely 4 } 38% 5 } 32%
attacked or robbed within the next year? Somewhat likely 34 ° 27 °
Not very likely 48 63
Uncertain 16 4
Is being attacked or robbed something that A great deal 11 11
you worry about? Somewhat 34 } 45% 32 } 43%
Hardly at ali 54 57
Uncertain 1 1
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Table 3.2

Regression Analysis for Crime Orientations by Demographics

(n=1,570)
Neighborhood Burglary Burglary Violence Violence

Safety Probability Worry Probability Worry
Age -.0ge -.02 -.09° -,08? —.08°
Gender -.30° .06® .05 A3 .22¢
(Male=0)
Race -.09¢ .0ge .08t .04 .02
(White=0)
Education .0gP -.07¢ -.02 -.04 .00
Income .078 .00 —-.01 .00 .00
Marital status .06 —-.04 .01 -.05 .00
{Single=0)
Children .05 ~.01 .03 -.01 .00
Residence -.07° .02 -.02 .02 .04
(Own=0)
Community size L g2 A3 A2 J15°
Adj. R? 19 .04 .04 .05 10

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 3.3

Neighborhood Crime Problems

I'm going to list some crime-related problems that may or may not be a concern in your neighborhood. For each
one, please tell me whether you personally think it is a big problem, some problem, or no problem at all in your

neighborhood. What about . ..

(n=1,500)

Big Problem Some Problem No Problam Uncertain
People breaking in and illegally 10% 48% 41% 2%
antering homes?
Violent crime involving children 6 25 66 3
and teenagers?
Gang violence? 5 12 82 1
Theft or damage to cars? 12 45 42 2
People salling or buying drugs? 12 29 53 7
Crime in and around schools? 8 34 48 11
Tesnagers hanging out? 13 33 51 3
Garbage or litter in the street? 6 23 7 1
Allowing property to become rundown? 7 25 68 1
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Table 3.4

Crime Prevention Competence: 1981 vs. 1992

Response 1981 1992
(n=1,188) (n=1,500)
Overall, would you say you are very interested, or Very interested 57 95% 53 } 93%
hardly at all interested in crime prevention? Fairly 38’ 40 °
Hardly at all 4 7
Uncertain 1 1

When it comes to helping prevent crimes in a neigh-
borhood like yours, do you believe that individual
citizens have. . .

How confident do you feel that you as an individual
c¢an do things to help protect yourself from crime?

How much do you think you know about how to make
yourself and your home less likely to be victimized by
criminals?

if ordinary citizens took more precautions to protect
themselves, do you think that would help reduce the
crime rate a great deal, somewhat, or hardly at all?

More responsibility
Equal responsibility
Less responsibility

Uncertain

Very confident
Somewhat confidaent
Mot very confideni
Uncertain

Know a great deal
Know some things
Don't know much at all
Uncertain

A great deal
Somewhat
Hardly at all
Uncertain

26
5o } 85%
12

3

32
55 } 88%
11

2

23
68} 91%
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Table 3.5

Regression Analysis for Prevention Competence by Demographics
(n=1,570)

Demographics Knowledge Interest Responsibility Confidence Effectiveness Discussion Leadership

Age -.02 REL .03 -.07° -.01 .03 -.03
Gender -.0g° A1 -.072 -17¢ -.03 .oge -.03
(Male=0)
Race -.02 .07° .05 -.03 .062 .ngr 100
{White=0)
Education 072 .00 .00 .00 -.03 .01 A4°
Income 00 .01 .02 .03 —.04 -.04 .01
Marital status .05 .03 .03 .04 .02 ~,03 .04
(Single=0) ,
Children -.02 .00 .01 .01 .01 .05 .03
Residence ~.01 .072 .04 -.01 -.04 -.01 -.01
(Own=0)
Community size -.04 .05 .05 ~.08° -.06° 13 .01
Adj. R? .03 .03 .01 .04 .01 .03 .03
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 3.6

Crime Prevention Measures: 1981 vs. 1992

I'm going to read you a list of some things people sometimes do to protect their homes against burglary. Pleass tell
me which of them, if any, you have ever done in your present housshold.

Percentage Responding "Yes"

19861 1992
(n=1,188) (n=1,500)

Havs you ever had your property engraved with an |.D. number? 18% 27%
Have you had your local police do a security check of your home? 10 16
Have you had special locks put on your doors or windows? 44 64
Do you have autdoor lights for security? 43 88
Do you have an operating burglar alarm system? 6 19
Do you have a dog at least partly for security? 35 42
Do you have ma:e of tear gas for self-pratection? 20
Do you own a gun for self-protection? 80* 39

‘In 1981, tea; gas and guns were included in the same question.
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Table 3.7

Crime Prevention Practices: 1981 vs. 1992

I'm going to read you some other things that people sometimes do to protect themselves and their property from

crime. For each one would you please tell ma whether it's something that you do always, most of the time, sometimes,

or never:

Resporise 1981 1982
(n=1,188) (n=1,500)
L ocking the doors to your home, even when leaving Always 72% 86%
for a short time? Most of the time 15 *
Sometimes 6 11
Naver 6 3
Refused 1 1
Keeping the doors locked, sven when at home? Always 61% 58%
Most of the time 22 *
Sometimes 9 %0
Never 8 i1
Refused 1 1
Locking windows and screens, even when leaving Always 63% 69%
for only a short time? Most of the time 17 *
Once in while/Sometimes 9 19
Never 10 11
Refused 1 1
indoor  outdoor
L.eaving on indoor or outdoor lights whan away from Always 52% 41% 76%
home at night? Most of the time 21 18 *
Sometimes 16 17 15
Never 11 23 7
Refused 1 1 1
Keeping a helpful watch on neighbors and their Always 43% 61%
property in an attempt to redtice crime in your Most of the time 26 *
neighborhood? Sometimes 22 31
Never 8 7
Refused 1 1
When away for mors than a day or so, having a Always 55% 74%
neighbor watch your residence? Most of the time 17 *
Sometimes 14 12
Never 13 12
Refused 1 1
When away from your home for more than a day or Always 46% 69%
so, stopping delivery of things like newspapers or Most of the time 11 *
mail or asking someone to bring them in? Sometimes 9 12
Never 33 15
Refused 1 1

* “Most of the time” was not an option in the 1992 survey.
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Table 3.7

Crime Prevention Practices: 1981 vs. 1992
(continued)

I'm going to read you some other things that people sometimes do to protect themselves and their property from
crime. For each one would you please tell me whether it's something that you do always, most of the time, sometimes,

or never:
Response 1981 1992
(n=1,188) {n=1,500)
When away for more than a day or so, using a timer Always 18% 32%
to turn on lights or a radio? Most of the time 6 *
Sometimes 6 12
Never 69 53
Refused 2 2
When going out after dark, going with someone else Always 18% 22%
because of crime? Most of the time 21 *
Sometimes 28 25
Never 32 51
Refused 2 1
When going out, taking something along with you that Always — 23%
couid be used as protection against being attacked? Most of the time —_ *
Sometimes —_ 17
Never — 58
Refused — 1
Avoiding certain places in your neighborhood at Always 23% 33%
night? Most of the time 13 "
Sometimes 18 16
Never 46 48
Refused 1 1
Getting together with neighbors to discuss steps to Always 9% 5%
take against crime? Most of the time 8 *
Sometimes 30 25
Never 51 70
Refused 2 0
Getting together with people in your neighborhood Always — 3%
for various activities aimed at preventing drug abuse? Most of the time — *
Sometimes — 15
Never — 81
Refused — 0

*“Most of the time” was not an option in the 1992 survey,
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Table 3.8

Factor Analysis of Crime Prevention Practices (1992)

(n=1,500)
Target-
Hardening Watch Cooperation  Precaution
Lock doors when gone .87368 —.02448 .00770 ~.08155
Lock dooss when home .70880 -.01959 .01937 .15609
Lock windows and screens when gone .82108 .06961 .05041 ~-.07552
Leave on indoor/outdoor lights when gone .06570 .45390 -.16666 .26410
Watch neighbors home and property -.07768 .66120 .19093 -.02327
Have neighbor watch home when gone —.03660 .76641 .08236 —-.08214
Stop deliveries when gone .03614 72874 -.06227 ~.10447
Timer on lights/radio when gone .110686 .44793 -.01085 .10357
Out after dark with someone else .01390 .09519 -.00834 .73839
Take something for protection —-.07514 .06122 .11918 .61897
Avoid places in neighborhood at night .09608 —-.19937 .00737 .75178
Discuss crime prevention with neighbors .06358 .08400 .7936¢ .10522
Neighborhood drug-abuse prevention activites .02824 -.02197 .84761 .01283
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Table 3.9
Regression Analysis for Crime Prevention Practice Factors by Demographics

(n=1,500)
Target-

Demographics Hardening Watch Cooperation Precaution
Age .09® A2 01 -.18°
Gender -.08 .07° -.06* .39¢
(Male=0)
Race a1 - 12¢ A% .08°
(White=0)
Education -.01 .03 .01 .00
Income .01 .05 -.07 ~.06
Marital status .04 .oge 01 -05
(Single=0)
Children -.06 .04 072 -.05
Residence .072 -.21¢ -.08 .04
(Own=0)
Community size e -.01 . .00 .07°
Total Adj. R? .06 13 .02 22
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 3.10

Correlations for Crimes Concern With Crime Prevention Competence

(n=1,500)
Prevs-niit-in Neighborhood Burglary Burglary Viclence Violence
Competance Safety Probabiliity Worry Probabllity Worry
Knowledge A4 —-.04 -.03 -.04 -.03
Interest -.14¢ g2 .21° .16° .24°
Responsibility -.01 .0g* g 04 .08®
Confidence .25° -10¢ - 12¢ ~32 ~17¢
Effectiveness .01 .02 .C5 .03 .03
Discussion -.18° 150 25 Je 24°
Leadership .00 .06* .0e® .06* .08°

Significancs values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 3.11

Correlations for Prevention Practice Factors With Crime Concerns

Significance values: a = p<.05, b = p«.01, ¢ = p<.001

(n=1,500)
Target-

Concerns Hardening Watch Cooperation Precaution
Neighborhood safety -.12¢ 14¢ .03 -.39°
Burglary probability 16 -.04 .05 A7°
Burglary worry .18 -.04 .06? .i56°
Violence probability .0g® -.03 .05 .26°
Violence worry 3¢ -.08° .05? .31°
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 3.12

Correlations for Prevention Practice Factors With Prevention Competence

(n=1,500)
Prevention Target-
Competence Hardening Watch Cooperation Precaution
Knowledge -.03 g .07* .02
Interest .03 10° .10° .14¢
Responsibility -.07° .08b .062 .00
Confidence -.05 A1e .08° -.08°
Effectiveness .04 10° A3 .02
Discussion .05 10 .29° .20°
Leadership .00 .072 .30° .04

84




Table 3.13

Evaluations of Police-Neighborhood Relationships

(n=1,500)
Response
How good of a job are your local police doing in working Very good job 27%
together with the residents of your neighborhood to solve A good job 37
local problems? A fair job 21
A poor job 9
Uncertain 6
How would you describe the overall relationship between Very good 31
the police and the citizens in your neighborhood? Gogd 41
Fair 17
Poor 6
Uncertain 5

Table 3.14

Evaluations of Crime Prevention Performance: 1981 vs, 1992

How good of a job of preventing crime would you say . . .

Response 1981 1992
(n=1,185) (n=1,500)
Your local police are doing? Very goad job 15% 21%
Good job 41 43
Fair job 30 26
Poor job 9 6
Uncertain 5 4
What about the other peogle in your neighborhood? Very goed job 10% 16%
Good job 39 40
Fair job 28 26
Poor job 8 5
Uncertain 16 13
The local newspapers, TV, and radio stations? Very good job 5% 13%
Good job 37 39
Fair job 36 30
Poor job 12 8
Uncertain 11 8
Local volunteer organizations, clubs, and groups? Very good job 5% 13%
Good job 30 33
Fair job 21 22
Poor job 8 6
Uncertain 36 22
How good a job are you personally doing? Very good job — 15%
Good job — 38
Fair job — 32
Poor job — 9
Uncertain — 4
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Table 3.15

Crime Prevention Communication: 1981 vs. 1992

Response 1981 1992
{n=1,188) (n=1,500)
Turning now to all other sources of information— Often 25% —
mass media, other people, and the rest, but not QOccasionally 57 —
including those particular ads—how often in the Never 15 -—
past 12 months have you come across information Don't know 4 —
on how to pratect yourself and your household
against crime?
Turning row to all sources of information, including Oiten — 34%
the mass media, McGruff ads, other people, and Occasionally — 56
the rest—how often in the past 12 months have Never — 8
you cume across information on how to protect Uncertain — 1
yourself and your household against crime?
Do you pay a lot of attention to this kind of informa- Alot 27% —
tion when you come across it, some attention, or Some 43 —
not much attention at all? Not much 12 —_
Don't know 19 —
Do you generally pay a lot of attention to this kind _ Alot of attention — 29%
of information when you come across it, some Some attention — 46
attention {o it, or not much attention at all? Not much attention —_ 15
Uncertain — 0
Overall, how much of a need do you have at this Great need 29 } 70% 19 } 0%
time for crime prevention information? Smail need 41 ° 41 °

Hardly any need

Don't know

35
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Table 3.16

Crime Prevention Infoermation Orientation by Demographics

(n=1,500)
Exposed to Pay a Lot of
information Attention to Great Need for
Often Information Information

Total Peycent 34% 32% 20%
Age

18-24 36 278 24¢

25-34 36 33 23

35-54 37 31 21

55-64 33 25 21

85+ 3i 38 14
Gender

Female 3g¢ 37 25°

Male 28 25 15
Race

Black 55¢ 49¢ 43¢

White 36 30 17
Education

0-11 years 24° 36 21

High school diploma 37 34 20

Some college 36 32 19

College degree 36 28 22
Income

< $20,000 33 38 228

$20,001-40,000 37 31 21

$40,001-60,000 35 33 21

> $60,000 34 26 14
Marital Status

Married 33 32 19

Single 37 32 22
Children

Yes 37 33 24°

No 34 31 18
Residence

Own 35 290 18¢

Rent 35 39 27
Community Size

> 1,000,000 43 34 39¢

250,000-999,999 39 36 25

10,000~ 249,999 33 32 20

2,500-8,999 34 30 13

< 2,500 29 28 12

Significance values: a = p<.05, b = p<.01, ¢ =p<.001
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Table 3.17
Correlations for Informaticn Orientations With Crime Orientations

(n=1,570)
Information Neighborhood Burglary Burglary Violence Viclence
Orientations Safety Probability Worry Probability Worry
Exposure -.06° REY A3 .09° .15°
Attention -11¢ 13 .22 .18 27°
Need -.28° .26¢ REY- .27° 34°
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 3.18

Correlations for Prevention Information Orientations With Prevention
Competence (n=1,500)

Information
Orientations Knowledge Interest Responsibility Confidence Effectiveness Discussion Leadership
Exposure A2 .22° .0g° .02 J2e .24¢ .21¢
Attention .04 .40° .06° -02 Jde° 31¢ 190
Need -.072 30¢ .0g® -10° .06? .23° A7¢
Significance values: a = p<.05, b = p<.01, ¢ = p<.001
Table 3.19
Correlations for Information Orientations With Prevention Practice Factors
(n=1,500)
information Target-
Orientations Hardening Watch Cooperation Precaution
Exposure -.01 a1¢ A4 15
Attention .07 .09° A2 .18¢°
Need a2 -.04 .09° .24°

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 3.20

Sources of Learning About Crime Prevention

(n=1,500)

Think about all the things you do to be safe from crime. How much have you learned about those from. ..

A Lot Some Nothing Uncertain
Televised news about crime? 30% 58% 11% 1%
What about newspaper crime stories? 22 55 22 1
The McGruff public service ads? 14 50 33 3
Other crime prevention public service ads? 12 62 23 3
Crime prevention groups in your neighborhood? 8 24 66 3
Advice from your local police or sheriff's department? 14 44 41 1
Your own personal experience with crime? 27 36 35 2
Table 3.21
Correlations for Demographics by Prevention Information Sources
(n=1,500)
McGruff Other Newspaper = Neighborhood  Police Personal
Demographics PSA's PSA’s TV News News Groups Advice  Experience
Age -27° ~.12¢ -.a3 .00 -.01 052 -.16°
Gender .062 40 13 13 A1 .0ge -.10°
(Female=0)
Race a4e A1e 140 15¢ Jee J10¢ ee
{White=0)
Education -.04 .02 —11¢ -.01 .01 .05° .0g°
Income —-.04 -2 -.06? .01 -.03 .01 .07°
Marital status -.01 .01 -.01 .01 .02 .03 -.03
{Single=0}
Children 16° .09¢ .062 .07° .05 .04 .08®°
Residence .04 .05 01 .01 -.04 -.01 .06°
(Own:=0)
Tommunity size -.02 .01 03 .05 .ogP .03 .18

Significance valuss: a = p<.05, b = p<.01, ¢ = p<.001




Table 4.1
Citizen Exposure to We Prevent PSA’s by Medium

(n=791)
Television Radio Print
Total Exposure 26% 15% 36%
Magazines  Newspapers ~Billboards  Transit Posters
Number of times
tor2 10% 7% 17% 13% 11% 5% 7%
upto 10 11 5 8 7 5 3 5
up to 20 3 1 2 2 1 1 1
21+ o 1 4 1 1 1 1
uncertain 1 1 2 3 3 1 2
Table 4.2
“Like” vs. “Dislike” Responses to We Prevent
(n=791)
Is there anything about the We Prevent ads that you liked?
Builds awareness 4%
Straightforward: 4
General creative appeal 3
McGruff recognition 3
Reach target 2
General recognition 2
General credibility 1
General creative kids 1
Is there anything about the We Prevent ads that you particularly disliked?
Tao morbid 1%
Too graphic 1
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Table 4.3 ,
Citizen Exposure to McGruff Ads Other Than We Prevent by Medium

(n=1,011)
Television Radio Magazines Newspapers Billboards  Transit Pasters
Total Exposure 57% 31% 38% 31% 30% 14% 25%
Number of Times
1or2 19 16 26 19 19 8 13
upto 10 24 10 10 10 8 4
upto 20 9 3 1 1 1 1
21+ 5 2 1 1 2 1
Table 4.4
“Likes” vs. “Dislikes” of Other McGruff PSA’s
(n=1,011)
Is there anything about the (cther McGruff) ads that you particularly liked?
General creativ 3 appeal 7%
McGruff recognition 4
Awareness 3
Reach target 3
Straightforward 3
McGruff creative appeal 2
Creative appeal for kids 2
General recognition 2
Builds iearning 2
Is there anything about the (other McGruff) ads that you particularly disliked?
Dog inappropriate 1%
Not true, tells lies 1
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Camipaign Exposure by Demographic Characteristics

Table 4.5

Overall McGruff Overall McGruff We Prevent
Exposure (1981) Exposure (1992) Exposure (1992)
{n=1,888) (n=1,245) (n=791)

Total Percent 51.7% 79.5% 50.4%
Age

18-24 72.4¢ 94.1¢ 65.5°

25-34 66.7 94.9 62.2

35-54 445 85.6 52.7

5564 37.4 71.2 43.1

65+ 33.3 47.6 29.2
Gender

Female 49,1 7710 485

Male 547 82.5 52.8
Race 2

White 52.1 79.4 50.4

Minority 48.8 83.3 52.7
Race

White — 79.4° 50.4

Black — 89.0 54.1

Other — 70.7 47.5
Education

0-11 years 456.8 68.3° 42.0

High School Diploma 52.8 80.8 50.0

Some College 56.2 84.5 53.8

College Degree 50.5 80.0 51.9
Income

(1981) (1992)

< $10,000 < $20,000 47.9 72.5¢ 4528

$10-$19,999 $20-$40,000 53.3 86.8 54.9

$20-$29,999 $40-$60,000 55.3 86.5 56.0

> $30,000 > $60,000 47.6 81.3 B3.5
Marital status

Married 50.1 80.2 51.3

Single 55.1 80.0 49.8
Chiidren in household

None 40.2° 73.7¢ 47.6°

1 57.9 86.1 58.0

2 62.6 90.8 53.2

3+ 54.8 93.8 545
Chiidren

None 73.7¢ 47.6° —

Any 89.5 554 —
Residence .

Own 47.5¢ 78.9 49.5

Rent 60.3 83.6 54.0
Length of residence

< 1 year 66.9° 80.0¢ 42.2°

14 years 61.2 86.1 56.3

5-—12 years 50.0 83.4 50.8

13+ years 41.9 72.6 46.6

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.6

We Prevent Exposure Channels by Demographics

Significance values: a = p<.05, b = p<.01, ¢ = p<.001

(n=791)
Demegraphics Television Radio Magazine Newspaper TransitSigns Billboards Posters
Age -11¢ —12¢ —-.18° -2 —16° -.16° -.18¢
Gender .00 -.03 ~.05 -.03 -.04 -.08° -.04
{Male=0)
Race .03 .04 .03 .02 .08° .05 .01
(White=0)
Education -.06? -.052 .0g® o7 ~.01 .03 .01
Income -.04 -.03 .04 .03 -.02 .04 -.02
Marital Status .01 -.07° =01 -.04 -.05 -.05 .00
(Single=0)
Children .05 .01 .0ge .05 .05 .05 .07°
Residence .03 .06° .03 .02 .08° .05 .07
(Qwn=0)
Community Size -.01 .02 .03 .04 .09 070 .00
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Table 4.7

Crime Prevention Information Orientation by McGruff Exposure

(n=1,245)
Response Total McGruff We Prevent

Information Prevention Exposure
Turning now to all other sources of information Often 85%° 58%°
including the mass media, McGruff ads, other Occasionally 78 49
people, and the rest—how often in the past 72 Never 66 32
months have you come across information on
how to protect yourself and your household
against crime?
Information Prevention Attention
Do you generally pay a lot of attention to this kind A lot of attention 81¢ 54¢
of information when you come across it, some Some attention 83 54
attention to it, or not much attention at all? Not much attention 71 41
Prevention Information Need
Overall, how much of a need do you have at this Great need 83¢ 56°
time for crime prevention information? [protecting Small need 84 55
self and household against crime] Hardly any need 74 43
Crime News Attention
When you watch the news on television and news  Close attention 83" 55¢
stories about crime, do you usually pay close Some attention 78 47
attention to thern, some attention to them, or not Not much attention 66 35
much attention at all to them? Never watch TV 65 35

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.8

Campaign Exposure by Mass Media Exposure

Overall McGruff Overall McGruff

We Prevent

Exposure (181) Exposure (1992) Exposure (1992)
(n=1,888) {n=1,245) (n=791)
Daily TV Exposure
< 2 hours 43.8%° 74.9%° 46.6%
2-4 hours 51.9 83.0 51.1
4+ hours 59.7 78.9 53.6
Daily Radio Exposure
< 2 hours 47.8¢ 75.2¢ 44.5¢
2—-4 hours 50.0 83.4 54.7
44 hours 60.6 85.0 57.4
Daily Newspaper Exposure
0-20 minutes 51.8 82.6° 48.8
21-40 minutes 51.6 81.3 52.6
41-60 minutes 47.6 83.3 52.4
60+ minutes 471 74.2 50.3
Significance values: a = p<.05, b = p<.01, ¢ = p<.001
Table 4.9
Campaign Exposure by PSA Attention
Overall McGruff Overall McGruff We Prevent
Exposure (1981) Exposure (1992) Exposure (1992)
(n=1,888) (n=1,245) (n=791)
TV PSA Attention
Low 40.9%° 70.7%° 39.5%°
Moderate 55.7 85.9 55.6
High 56.7 81.8 58.7
Radio PSA Attention
Low 48.7° 74.3° 43.5°
Moderate 54,5 86.1 58.6
High 55.2 85.4 61.5
Newspaper PSA Attention
Low 52.6 77.6 44.8°
Moderate 50.5 81.6 56.8
High 55.3 81.3 56.6

Significancs values: a = p<.05, b =

p<.01, ¢ = p<.001
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Table'4.10

Learning “A Lot” About Prevention by Exposure to We Prevent and McGruff

McGruff  Other TV Newspaper Neighborhood Police Personal
PSAs PSAs News News Groups Advice Experience
Exposed to
We Prevent 21%° 15%° 32%3 24%: 10%° 16%° 31%°
(n=791)
Exposed to
McGruff 18¢ 12¢ 30° 22¢ 8 14¢ 29¢
{n=1,245)
Significance values: a = p<.05, b = p<.01, ¢ = p<.001
Table 4.11
Crime Orientations by Exposure to McGruff and We Prevent
Response Total McGruff We Prevent
(n=1,245) (n=791)
Neighborhood Safety
How safe do you feel, or would you feel, being out Very safe 82% 51%
alone in your neighborhood at night? Reasonably safe 80 51
Somewhat unsafe 78 438
Very unsafe 71 47
Burglary Probability
How likely do you think it is that your home will be Very likely 79 55
broken into or burglarized during the next year? Somewhat likely 81 52
Not very likely 81 51
Burglary Worry
Is having your home burglarized or broken into A great deal a7e 592
something that you worry about a great deal, Somewhat 81 50
something you worry about somewhat, or some- Hardly worry 77 48
thing that you hardly worry about at all?
Violence Probability
How likely do vou think it is that you personally will Very likely 742 59
be attacked or robbed within the next year? Somewhat likely 85 52
Not very likely 79 50
Violence Worry
is being attacked or robbed something that you A great deal 84 52
worry about a great deal, somewhat, or something Somewhat 81 52
that you hardly worry about at all? Hardly at all 78 49

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.12

Perceived Neighborhood Problems by Exposure to McGruff and We Prevent

i'm going to list some crime-related problems that may or may not be a concern in your neighborhood. For each one,
please tell me whether you personally think it is a big problem, some problem, or no problem at all in your neighbor-

hood. What about:

Response Total McGruff We Prevent
{n=1,245) {n=791)
People breaking in and illegally entering homes? Big problem 80% 51%
Some problem 82 54
No problem 79 48
Violent crime involving children and teenagers? Big problem 85 652
Some problem 8z 54
No problem 80 49
Gang violence? Big problem 83 58
Some problem 83 57
No problem 80 50
Theft or damage to cars? Big problem 85° 61°
Some problem 82 53
No problem 77 46
People selling or buying drugs? Big problem 88¢ 5gP
Some problem 87 56
No problam 77 48
Crime in and around schools? Big problem 82v 52¢
Some problem 86 60
No problem 79 47
Teenagers hanging out? Big problem 89¢ 61¢
Some problem 84 55
No problem 77 47
Garbage or litter on the strest? Big problem 83 57
Some problem 84 54
No problem 79 49
Allowing property to become rundown? Big problem 872 57
Some problem 83 54
No problem 78 49

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.13
Crime Victimization by Exposure to McGruff and We Prevent

Response Total McGruif  We Prevent
(n=1,245) (n=791)
Property Victim
In the past year, has anyone stolen or damaged any Yes 85% 55%
of your property in your neighborhood, including things No 79 49
in your car or houss, or even tried to steal your property?
Violence Victim
In the past year, have you been attacked or had Yes g72 65
something taken from you by force in your neighborhood, No 80 50
or has anyone tried to attack or rob you?
Neighberhood Victim
Do you personally know anyone, other than yourself, Yes 858 57¢
who has been attacked, robbed, or had his/her property No 78 48
stolen or damaged in the past year in your neighborhood?
Significance values: a = p<.05, b = p<.01, c =p<.001
Table 4.14

Prevention Competence by Exposure to McGruff and We Prevent

Resporise Total McGruff  We Prevent
(n=1,245) (n=791)

Prevention Interest
Overall, would you say you are interested, fairly Very interested 78 51
interested, or hardly at all interested in crime Fairly interested 82 51
prevention? Hardly at all interested 75 44
Prevention Responsibility
When it comes to helping prevent crimes in a More responsibility 8s° 54
neighborhood like yours, do you believe that individual Equal responsibility 79 51
citizens have more responsibility, less responsibility, Less responsibility 71 41
or equal responsibility with the police?
Prevention Confidence
How confident do you feel that you as an individual can ~ Very confidant 80° 522
do things to help protect yourself from crime? Somewhat confident 83 52

Not very confident 61 39
Prevention Knowledge
How much do you think you know about how to make Know a great deal gz° 56°
yourself and your home less likely to be victimized by Know some things 81 50
criminals? Don't know much at ali 66 39

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.15
McGruff Exposure by Prevention Competence

Prevention Prevention Prevention
Effectivenass Discussion Leadership
Exposed to 49%"° 10%° 40%°
We Prevent )
{n=791)
Exposed to McGruff 47 9 35¢
(n=1,245)

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.16
McGruff Exposure by Prevention Practices

I'm going to read to you some other things that people sometimes do to protect themselves and their property from
crime. For each one, would you please tell me whether it's something that you do always, sometimes, or never?

Response Total McGruff We Prevent
n=1,245 =791
Locking the doors to your home, even when leaving for Always 80% 50%
a short time? Sometimes 80 54
Never 71 43
Keeping the doors lacked, even when at home? Always 79 492
Sometimes 84 56
Never 75 44
Locking windows and screens, even when leaving Always 80 50
for only a short time? Sometimes 83 55
Never 75 45
Leaving on indoor or outdoor lights when away Always 82¢ 54¢
from home at night? Sometimes 80 40
Never 61 38
Keeping a helpful watch on neighbors and their Always 8z¢ 53¢
property in an attempt to reduce crime in your Sometimes 81 50
neighborhood? Never 61 31
When away from home for more than a day or so, Always 81 530
having a neighbor watch your residence? Sometimes 83 46
Never 75 40
When away from home for more thar a day or so, Always 80 52
stopping delivery of things like newspapers or mail, Sometimes 85 51
or asking someone to bring them in? Never 80 46
When away for more than a day or so, using a timer Always 78 52
to turn on lights or a radio? Sometimes 83 51
Never 81 51
When going out after dark, going with someone Always 78° 53¢
else because of crime? Sometimes 86 55
Never 80 49
When going out, taking something along with you Always 86° 56°
that could be used as protection against being attacked? Sometimes 88 56
Never 76 47
Avoiding certain places in your neighborhood at night? Always 83 55¢
Sometimes 85 55
Never 79 48
Getting together with naighbors to discuss steps to Always 87 51b
take against crime? Sometimes 81 38
Never 79 30
Getting together with the people in your neighborhood Always 89 64°
for various activities aimed at preventing drug abuse? Sometimes 85 42
Never 79 30

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.17

McGruff Exposure by Other Prevention Programs

I'm now going to ask you about what types of crime prevention programs, if any, have been implemented in your
neighborhood, either by yourself or other groups. What about:

Rezponse Total McGruff  We Prevent
(n=1,245) (n=791)
Neighborhood Watch? Very extensively 86% 62%
Somewhat extensively 88 60
Not too extensively 82 55
Citizen patrols? Very extensively 83 60
Somewhat extensively 88 63
Not too extensivaly 87 81
Crime Stoppers, the program whersby the media Very extensively 86 61
publicize unsolved crimes and citizens receive Somewhat extensively 89 58
cash rewards for anonymous tips? Not too extensively 84 58
Police foot patrols? Very extensively 73 57
Somewhat extensively 86 65
Not toc extensively 72 61
Community anti-crime newsletters? Very extensively 76 58
Somewhat extensively 81 57
Not too extensively 82 59
Community anti-drug rallies, marches, or forums? Very extensively 80 57
Somewhat extensivaly 85 64
Not too extensively 76 53
Drug-Free School Zones, the program whersby Very extensively 84® 60
those caught selling drugs near the school are Somewhat extensively 90 61
given stricter penalties for the offense? Not too extensively 80 53
Closing drug or crack houses? Very extensively 92 39
Somewhat extensively 90 37
Not too extensively 88 41

Significance valuss: a = p<.05, b = p<.81, ¢ = p<.001
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Table 4.18

information Gains From We Prevent

(n=791)

Did these ads show or tell you anything that you did not already know befors, or remind you of any things you had
known but forgotten about? What was that?

Reinforced what was already known: a reminder 4%
Awareness of crimes 2
Motivation: focused attention to the crime problem 1
Reminder about drug abuse 1
Table 4.19
Behavior Changes From We Prevent
(n=791)
Behavior Change
As a result of these ads, did you do anything Yes 21%
that you probably would not have done if you No 76
hadn't seen or heard them? Uncertain 3
What was that?
More cautious: lock doors, leave light on, etc. 15%
More aware of crime and drug problems 13
Teaching children about safety and crime prevention 11
Reinforce messages to children 9
Watch out for and talk to each other
Making children more aware of crime in community 5
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Table 4.20

Crime Prevention-Related Reactions te McGruff PSA’s Overall
(n=1,245)

Crime Prevention Awareness

How effective have you personally found them in making
you more aware of how to help prevent crime in your
neighborhood? Would you say...

Children’s Awareness of Crime Prevention

In your opinion, how effective have the McGruff ads been
in building children’s awareness about crime prevention in
your neighborhood? Have they been...

Adults’ Awareness of Crime Prevention

How effective have the McGruif ads been in building
adults’ awareness about crime prevention in your
neighborhood? Have they been...

Crime Concern

Allin all, did those Take a Bite Out of Crime ads make you
any more concerned about crime than you were before, any
less concerned, or didn't they make a difference at all in your
concern about crime?

Crime Prevention Responsibility

Did they make you feel more of a sense of personal
responsibility for working with others to prevent crime, less

of a sense of responsibility, or didn't they make any difference
in terms of your sense of responsibility?

Crime Prevention Confidence

Did they make you personally feel any more confident

about being able to protect yourself from crime, any less

confident, or didn't they make any difference at all in your
" confidence about protecting yourself from crime?

Very effective
Somewhat effective
Not very effective
Not effective at all

Very effective
Somewhat effective
Not very effective
Not effective at all

Very effective
Somewhat effective
Not very effective
Not effective at all

More concerned
No difference
Less concerned
Uncertain

More responsibility
Less responsibility
Made no difference
Uncertain

More confident
No difference
Less confident
Uncertain

17%
53
15
16

41
49

16
60

11

54
44

47

49

36
59
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Table 4.21

(n=1,245)

Drug Abuse Prevention Awareness

How effective have you personally found them in making
you more aware of how to help prevent drug abuse in
your neighborhood? Would you say...

Children’s Awareness of Drug Abuse Prevention

In your opinion, hew effective have the McGruff ads
been in building children’s awareness about drug abuse
prevention in your neighborhood? Have they been...

Adults’ Awarsness of Drug Abuse Prevention

How effective have the McGruff ads been in building
adults’ awareness about drug abuse prevention in your
‘neighborhood? Have they been...

Drug Abuse Concern

Now, considering all of the Take a Bite Out of Crime

ads you've ever seen, have these ads made you any
more concerned about drug abuse than you were before,
any less concerned, or haven't they made any difference
in your concern about drug abuse?

Drug Abuse Prevention Responsibility

Did they make you feel more of a sense of personal
responsibility for working with others to help prevent drug
abuse, less of a sense of responsibility, or didn't they

make any difference in terms of your sense of responsibility ?

Very effective
Somewhat effective
Not very effective
Not effective at ail

Very effective
Somewhat effective
Not very effective
Not effective at all

Very effective
Scmewhat effective
Not very effsctive
Not effective at all

More concerned
No difference
Less concerned
Uncertain

More responsibility
Less responsibility
Made no difference
Uncertain

Drug Abuse-Related Reactions to McGruff PSA’s Overall

48

51
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Table 4.22

Reported Prevention Activity and Exposure and Response to McGruff PSA’s

Prevention Actioris
Over 12 Months

Prevention Actions
Over 10 Years

We Prevent Exposture
(n=791)

Other McGruff Exposure
{n=1,011)

(n=1,245)

Personal Awareness
Children's Awareness
Adults' Awareness
Concern
Responsibility
Confidence

Significance values: a = p<.05, b = p<.01, ¢ = p<.001

.o8e

J2e

A7°
3¢
J15¢
A7
21¢
e

Jee

13°

.00
J6°
.06
.13¢
10
.02

105



| Table 4.23
Public Response to We Prevent PSA’s by Demographics

Significance values: a = p<.05, b = p<.01, ¢ = p<.001

(n=791)
High Gained More More Very Took
Attention Information Concern Confident Helpful Action

Total Percent 32% 32% 60% 46% 23% 22%
Age

18-24 26° 37 57 49 172 25

25-34 36 35 63 49 26 24

35-54 33 32 59 42 20 22

55-64 38 23 59 41 24 17

65 + 21 25 57 53 19 14
Gender

Female 38° 34 67¢ 52¢ 28¢ 260

Male 25 29 51 39 18 17
Race

Black 58° 37 81> 65° 44¢ 332

White 29 30 56 43 20 20
Education

0-11 years 352 24 60 54¢ 33¢ 20

High school diploma 32 28 62 54 28 19

Some coliege 35 38 59 50 23 28

College degree 28 32 58 33 15 20
Income

< $20,000 40 35 682 61¢ 37¢ 25

$20,001-~$40,000 30 34 57 48 ‘ 23 25

$40,001-$60,000 28 30 60 40 17 22

> $60,000 26 28 54 32 15 17
Maritel status

Married 32 32 60° 44 21 22

Single 32 32 60 49 22 22
Children

Yas 39¢ 35 63 48 24° 252

No 27 29 58 45 21 19
Residence

Own 31¢ 32 58¢ 44 20° 22

Rent 35 30 63 47 26 20
Community size

> 1,000,000 54 41 77 550 37 32

250,000-999,999 31 33 62 42 23 27

10,000~248,999 32 31 58 42 21 20

2,500-~9,999 27 32 58 - 57 26 21

< 2,600 30 22 54 60 23 16
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Table 4.24
Correlations for We Prevent Response by Crime Concerns

(n=791)
Crime Information Took
Concerns Attention Gain Concern Coniidence  Helpfulness  Action
Neighborhood safety -11° .01 =13¢ -.06 —-13° -.08
Burglary probability .07 .08 .06 .07 20 AR
Burglary worry 150 .06 43¢ .09° .15° 18
Violence probabiity A7¢ .04 A3 110 A7 40
Violence worry 21¢ .02 Jge .082 .18¢ 20
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.25

Correlations for We Prevent Response by Perceived Neighborhood Problems

(n=791)
Perceived
Neighborhood information Took
Problems Attention Gain Concern Confidence  Helpfulness Action
Break-ins 140 .08 .05 .03 .08? a3
Violent crime (child) J6e .02 A0 .01 .082 12¢
Gang violence Jd6e .03 .06 .05 130 .07
Car theft .08? .01 .02 -.01 .05 .06
Selling drugs A7¢ .07 .05 .07 .07 20
Crime in '
schools AAL .04 .06 .01 .05 10
Teenagers
hanging out 3¢ .03 .05 00 .0g? 110
Garbage on street AL .03 .01 .02 .08 .06
Rundown property Jg2b .05 .08 .00 .06 .04

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.26
We Prevent Response by Prevention Competence

(n=791)

Prevention Information ' Took
Competence Attention Gain Concern Confidence  Helpfulness Action
Knowledge -.01 -.04 -.08? .01 -02 -.01
Interest .30° .05 22° 0P .26° 00
Responsibility .07 .06 .02 -.04 .03 .05
Confidence ~.01 .01 -07 A1 .05 .02
Effectivenass 100 -.03 .06 20 A3 -.01
Discussion .21¢ .06 .1oP J15¢ .20° 8¢
Leadership A3 ~.01 Joe .07 .05 .04

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.27
Public Response to McGruff Ads Other Than We Prevent

PSA’s by Demographics

(n=1,011)
Great Gained Took
Attention Information Action

Total Percent 22% 27% 18%
Age

18-24 20¢ 24 18

25-34 22 30 19

35-54 23 29 19

55-64 22 21 11

65+ 14 31 15
Gender

Female 26° 322 21

Male 16 25 15
Race

Black 36¢ 31 27°

White 20 28 17
Education

0~11 years 262 23 20

High school diploma 20 26 16

Some college 23 32 23

College degree 20 28 15
Income

< $20,000 26 32 22

$20,001-$40,000 21 32 18

$40,001-$60,000 22 29 20

> $60,000 18 23 12
Marital status

Married 21 30 17

Single 22 27 20
Children

Yes 25¢ 28 21

No 18 29 16
Residenre

Own 20° 28 18

Rent 25 28 18
Community size

> 1,000,000 29 26 13

250,000-999,999 22 25 23

10,000-249,999 20 30 16

2,500-~9,999 25 28 22

< 2,500 16 17 15

Significance values: a = p<.05, b = p<.01, ¢ =p<.001
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Table 4.28
Correlations for Other McGruff Response by Crime Orientation

(n=1,011)
Crime Information Took
Orientation Attention Gain Action
Neighborhood safety -10° -.08? -.04
Burglary probability A1e .04 .02
Burglary worry e 1 0P
"Violence probability A7° 1 .o7®
Violence worry 190 .08d .08?
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.29

Correlations for Other McGruff Response by Perceived
Neighborhood Problems

{n=1,011)
Perceived
Neighborhood Information Took
Problems Attention Gain Action
Break-ins .os® 00 .05
Violent crime (child) .06 .06 .0ge
Gang violence .02 .08® .06
Car theft .01 078 .04
Selling drugs .0ge .078 a2
Crime in schools .ogr A1e 108
Teenagers hanging out 100 .0gb .04
Garbage on street .082 .05 .05
Rundown property 072 .oge .082

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.30

Correlations for Other McGruff Response by Prevention Competence

(n=1,011)
Prevention Infermation Took
Compstence Attention Gain Action
Knowledge .01 01 .01
Interest 298¢ .oge A2
Responsibility .03 .01 .05
Confidence .01 -.03 .03
Effectiveness 20 .03 .06
Discussion .26° g2 100
Leadership .13 .03 .03
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.31

Regression Analysis for Public Response on Crime Prevention to McGruff
PSA’s by Demographics

(n=1,245)
Personal Adults’ Children’s
Demographics Awareness Awareness  Awareness Concein Confidence Responsibility
Beta Beta Beta Beta Beta Beta
Age -.05 .01 -~.07 -04 -.02 .00
Gender (Male=0) .0gb 100 A4 .08 AL 10
Race (White=0) .082 .05 =01 .08 .07 .0g®
Education -.09° .02 .02 -.03 -.01 .01
Income -.09? =11° .04 -12b -.08 -.08?
Marital status (Single=0) -.04 ~.06 ~.08 ~-.03 -.02 -.02
Children .05 -.01 .04 .03 -.02 .01
Residence (Own=0) .02 -.02 -.05 ~.01 -.04 -.01
Community size -.04 .03 ~02 .00 -.05 -.02
R¥adj)=.04 = R%adj)=.02 R%adj)=.02 R*adj)=.03 R?(adj)=.02 R?(adj) =.02

Significancs values: a =p<.05, b = p<.01, ¢ = p<.001

111




Table 4.32

Regression Analysis for Public Response en Drug Abuse to McGruff
PSA’s by Demographics

(n=1,245)
Personal Adults’ Children’s

Demographics Awareness Awaraness Awareness Concern Responsibility

Beta Beta Beta Beta Beta
Age .00 -.02 -10° .00 .01
Gender (Male=0) .08 .08e 00 Joe .0g
Race (White=0) .06 .01 -.04 00 .0g°
Education =10 -.05 -.03 -.08° .04
Income —.14¢ -13° .01 -.14° -.12°
Marital status (Single=0) -.02 -.02 —.08 .05 .01
Children .05 -.02 .07 .02 .03
Residence (Own=0) .00 -.04 —-.05 .00 .00
Community size -.02 .02 .01 -.02 .01

Significance values: a = p<.05, b = p<.01, ¢ = p<.001

R(adj)=.05  RZadj)=.02  Radj)=02  R%ad)=.05  Radj)=.02

Table 4.33
Correlations for Crime Prevention by Crime Orientation
(n=1,245)
Crime Crime Crime Crime

Crime Prevention Prevention Prevention Prevention  Children’s Adults’
Orientation Concern Confidence Responsibility Awareness Awareness Awareness
Neighborhood safety -.10° -.05 —-11¢ -.01 .03 .04
Burglary probability A1e .072 .0gP .072 .03 .03
Burglary worry S5 .ogv .18° RAL .01 -.01
Violence probability Jge A8 40 NE 160 J40
Violence worry J16° .13 A7¢ 40 .08 .06

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.34
Correlations for Drug Abuse Prevention by Crime Orientation

(n=1,245)
Drug Drug Drug

Crime Abuse Abuse Abuse Chiildren’s Adults’
Orientation Concern Awarsness  Responsibility =~ Awareness Awarensess
Neighborhood safety -~.09° -.03 -.09° .04 .03
Burglary probability J0e .08 A1° .04 .06
Burglary worry .14¢ 070 108 .03 .04
Violence probability A4 J00 0P g2 18
Violence worry A4 .0ge A1e Q0 Rl
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.35

Correlations for Crime Prevention by Perceived Neighborhood Problems

(n=1,245)
Perceived Crime Crime Crime Crime
Neighborhood Prevention Prevention Prevention Prevention Children’s Adults’
Problems Concern Confidence Responsibility . Awareness  Awareness Awareness
Break-ins .06 .01 .06 .00 -.02 ~-.05
Violent crime {child) .06 .03 .072 .03 -.078 ~-.06
Gang violence .08 .06 .0g® .03 —-.06 -.05
Car theft .04 -.06 .01 -.03 -12° -10°
Selling drugs .06 .08a 108 .03 -.02 -.03
Crime in schools .04 .01 .092 .03 ~.06 ~.05
Teenagers hanging out .05 .02 .06 .05 -.02 -.04
Garbage on street .04 -.01 .01 -.04 —10° -.06
Rundown property .06 .04 .05 -.01 -.09? -.05

Significance values: a = p<.05, b = p<.01, ¢ = p<.001




Table 4.36

Neighborhood Problems

Correlations for Drug Abuse Prevention by Perceived

Significance values: a = p<.05§, b = p<.01, ¢ = p<.001

(n=1,245)
Perceived Drug Drug Drug
Neighborhocd Abuse Abuss Abuse Children’s Adults’
Probiems Concern Awareness Responsibility Awareness Awareness
Break-ins .04 .01 .03 -.05 -~.06
Violent crime (child) .0gb .04 .07 -.02 -.04
Gang violence .08¢ .05 .04 -.02 .00
Car theft .00 -.05 .01 -.08% —.06
Selling drugs a1e .08? A1e .03 -03
Crime in schools .05 -.03 .06 ~.06 -.02
Teenagers hanging out .06 .06 .07¢8 —.04 -.01
Garbage on street .06 .01 .04 -10b -.08?
Rundown property .06 -.03 .02 -.06 -11®
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.37

Correlations for Crime Prevention Reactions by Prevention Competence
(n=1,245)
Crime Crime Crime Crime

Crime Prevention Prevention Prevention Prevention  Children's Adults’
Orientation Concern  Confidence Responsibility Awareness = Awareness Awareness
Knowledge .. -.08® -.02 .04 -.02 .07 -.04
Interest .23¢ 21¢ 31¢ .30¢ 24¢ 23°
Responsibility .03 -.01 .05 .01 .01 .05
Confidence -.072 .06 -.03 .04 .07¢8 .05
Effectiveness 143 Job A1e 13 J2e .08
Discussion .18° .15° .21¢ Jee .15° 156
Leadership 07?2 A1e .16° 14 .18¢ .15°
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Correlations for Drug Abuse Prevention by Prevention Competence

Table 4.38

(n=1,245)
Drug Drug Drug

Prevention Abuse Abuse Abuse Children’s Aduits’
Competence Concern Awareness Responsibility Awareness Awareness
Knowledge - 1ob -.06 .01 .03 .00
Interest g9 21¢ .20¢ g0 i8¢
Responsibility .02 .03 .0g® .04 .02
Confidence -.0g" -.01 -.03 .05 .05
Effectiveness Joe .16¢ J2e A7¢ A3
Discussion A7 .1e° .20° A7° 8
Leadership .o7e .09 .19¢ .15¢ .1e°
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

Table 4.39

Expos:re to McGruff Materials and We Prevent PSA’s

(n=1,245)
McGruff is also used as a symbol of crime and drug abuse prevention in places other than ads. Have you ever come
across:

Response Total McGruff We Prevent
{n=1,245) (n=791)
Talks or lectures on crime or drugs with McGruff pamphlets, Yes 94%:° 65%¢
brochures, or other materials? No 75 72
Shopping mall or other kinds of displays featuring Yes g7° 73°
McGruff materiais? No 73 43
Other pamphlets or brochures on crime or drugs featuring Yes 95¢ 70°
McGruff? No 75 44
Public appearances by McGruff in costume? Yes 97¢ 67¢
No 76 48
Toys, Halloween bags, or the like featuring McGruff? Yes g7¢ 74
No 74 43

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.40

Exposure to McGruff Materials by Demographics

(n=1,245)
Talks, Brint
Leclures Displays Material Appeararnices Toys

Total Percent 21% 22% 23% 14% 23%
Age

18-24 4i¢ 46° 41¢ 25¢ 45¢

25-34 29 34 35 22 36

35-54 24 22 25 15 22

55-64 13 16 15 5 21

65 + 6 7 6 4 6
Gender

Female 23 22 22 16 25

Male 20 24 26 13 22
Race

Black 33¢ 3g¢ 3g¢ 21 350

White 21 22 22 14 23
Education

0-11 years 170 20 21 g0 20°

High school diploma 18 22 21 12 23

Some college 28 27 30 19 32

College degree 23 22 25 15 21
Income

< $20,000 192 24 22 10° 24

$20,001-$40,000 24 28 28 20 27

$40,001-$60,000 28 26 28 17 26

> $60,000 18 19 23 12 21
Marital status

Married 21 22 23 14 25

Single 23 25 27 15 23
Chitdren

Yes 30¢ 29¢ 33¢ 21¢ 34¢

No 17 20 18 10 17
Residence

Own 212 22° 23 14 23

Rent 26 29 27 17 28
Community size

> 1,000,000 28 28 29 10 25

250,000-999,999 21 24 20 14 22

10,000-249,999 22 22 24 14 23

2,500-9,999 21 25 25 14 27

< 2,500 20 26 22 20 25

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 4.41

Regression Analysis for Locaiized Uses of McGruff by Demographics

Talks, Print

Lectures Displays Material Appearances Toys

Beta Beta Beta Beta Beta

Age ~.18¢° -22° —17¢ —17° -27°
Gender (Male=0) .04 -.02 -.03 .04 078
Race (Black=2) .06° .05 .07 -.01 .01
Education .04 .00 .03 .03 .00
Income -.02 -.06 .00 .01 =01
Marital status (Single=0) -.18° -.02 -.06° ~.04 .03
Children A0p 05 13 A0 0g°
Residence .02 .01 .00 .03 -.01
Community size .01 -.01 -.03 -.06° -.04

R?(adj)=.06 R#(adj)=.06 R*(adj)=.07 R¥(adj)=.05 R¥{adj)=.10

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 5.1

Media Gatekeeper Reasons for Not Using McGruff PSA’s

During Previous Year

(n=59)
Reascon Percentage
The McGruff PSA's don't suit your format 37
Your organization has never been asked to participate and/or
never received any McGruff PSA's 34
McGruff PSA’s are more appropriate for other media types than yours 22
The McGruff PSA’s don't suit your audience 17
It's too costly to replace paid spots 17
Organization uses only local PSA’s (volunteered) 17
You don't believe they woulid be an effective anti-crime program
in your community 15
There are administrative problems in cocrdinating participation 15
McGruff PSA's are beyond the scope of what & media organization
such as yours should be doing 7
The McGruff program is identified with another local
media organization 3
Poor quality of the PSA's 3
Another media organization has an exclusive arrangement with
the program that preempts yeur participation 2
Participation on your part might interfere with your efforts
to provide objective coverage of police and crime news 2
You have a basic disagresment with the philosophy underlying
the McGruff PSA’s 0
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Table 5.2

Media Gatekeeper Exposure to McGruff Ads in Local Area by Medium

Note: Rating Scale: 1 = “Rates Far Below Average,” 3 = “Rates About Equally,” 5 = “Rates Far Above Average.”

Uncertain responses are not included in these statistics.

(n=155)
Television Radio Posters  Billboards Magazines = Newspapers Transit

Exposure 71% 49% 43% 41% 40% 40% 22%
Number of Times

Never 15 30 39 37 39 40 49

tor2 17 15 23 25 23 20 12

Upto 10 30 22 14 13 16 15 14

Up to 20 10 5 3 1 1 2 2

21+ 14 7 3 2 1 3 1

Table 5.3
Media Gatekeeper Ratings of We Prevent PSA’s Compared to Other PSA’s
(n=55)
Attribute Méan Rating % Below Average % Average % Above Average
Length/space aptions provided 3.9 0 39 61
Quality of visuals 4.1 5 17 78
Audio quality 43 0 18 82
Quality of script/copy/storyline 4.0 2 31 67
Overall production quality 4.1 4 14 82
Overall viewing appeal 3.9 5 27 68
" Qverall creativity 4.0 6 22 72

Appropriateness to your audience 3.8 10 21 69
Importance toc your community 43 0 0 83
Your personal interest in this issue 4.1 6 22 72
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Table 5.4
Media Gatekeeper Ratings of Other McGruff PSA’s Compared to Other PSA’s

(n=155)
Attribute Mean Rating % Below Average % Average % Above Average
Length/space options provided 3.6 2 53 45
Quality of visuals 3.8 4 35 61
Audio quality 4.0 1 34 65
Quality of script/copy/storyline 3.9 3 34 63
Overall production quality 4.0 3 30 67
Overall viewing appeal 3.8 3 41 56
Qverall creativity 3.8 4 33 63
Apprapriateness to your audience 37 10 34 56
Importance to your community 4.1 5 25 70
Your personal interest in this issue 4.0 6 28 64

Note: Rating Scale: 1 = “Rates Far Below Average,” 3 = “Rates About Equally,” & = “Rates FFar Above Average.”
Uncertain responses are not included in these statistics. .

Table 5.5

Media Gatekeeper Perceptions of Helpfuiness of McGruff
PSA’s to Local Prevention Efforts

(n=155)
Perception Crime Prevention Drug Abuse Prevention
Very helpful 14% 10%
Somewhat helpful 51 45
Not very helpful 10 14
Not helpful at all 4 8
Uncertain 21 24
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in Building Awareness Among Local Adults and Children
(n=155)

Table 5.6
Media Gatekeeper Perceptions of Effectiveness of McGruff PSA’s

Crime Prevention

Drug Abuse Prevention

Perception Adults Children Aduits Children

Very effective 14% 48% 3% 22%

Somewhat effective 50 38 41 46

Not very effective 14 3 22 12

Not effective at all 8 3 14 5

Uncertain 15 8 24 20
Table 5.7

Media Gatekeeper Ratings of Priority Given by Own Media Organization
to Various Types of PSA’s

(n=160)
Type of Public Service Issue Mean Rating % Low % Average % High
Drug abuse 4.1 4 24 72
AIDS awareness 3.9 10 21 71
Environmental protection 3.9 5 26 69
Personal health 3.7 10 27 63
Alcohol abuse 3.7 11 35 54
Crime prevention 35 13 41 47
Consumer protection 3.1 28 38 34
Traific safety 3.0 28 43 29

Note: Rating Scale: 1 = “Very Low Priority,” 2 = “Low Priority,” 3 = “Average Priority,” 4 = “High Priority,” 5 = *Very High Priority.”

Uncertain responses are not included in these statistics.
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Table 5.8

Media Gatekeeper Ratings of Priority Given by Other Media Organizations
in Primary Market Area to Various Types of PSA’s

(n=125)
Type of Public Seivice Issue Mean Rating % Low % Average % High
Drug abuse 3.8 6 29 65
AIDS awareness 3.7 13 26 61
Alcohol abuse 3.4 16 39 45
Environmental protsction 3.4 15 40 45
Crime prevention 3.2 23 40 37
Personal health 3.2 21 43 37
Consumer protection 2.9 24 83 23
Traffic safety 2.8 38 44 19

Note: Rating Scale: 1 = “Very Low Priority,” 2 = “Low Priority,” 3 = “Average Pricrity,” 4 = “High Priority,” 5 = “Very High Priority.”

Uncertain responses are not included in these statistics.,
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Table 5.9

Adjusted Means and Percentages for Media Type Comparisons

(Covariance Analyses)

Measures Newspaper Radio Television
Priority given by organization to crime prevention .01 ~.01 -37
PSA's compared to average priority given to

other PSA’s

Organization has engaged in drug abuse 78% 82% 86%
prevention activities in past 2 years

Estimate of organization’s emphasis of drug 2.50 2.38 2.45
abuse prevention compared to other local media

Organization has engaged in other crime 61% 69% 55%
reduction activities in past 2 years

Rating of local law enforcement agency efforts to 2.7% 270 2.72
promote public crime prevention awareness

Estimate of organization’s emphasis of crime 2.32 2.21 2.16
reduction compared to other local media

Degree of cooperation between local law 3.37 3.44 3.01
enforcement agency and local media in promoting :

crime prevention awareness

Executive's own awareness of McGruff PSA’s 3.53 3.71 3,92
Organization has used McGruff in past year 47% 64% 75%*
Times run McGruff PSA’s in past year 4.8 140.3 88.8°

Note: The set of covariants used in these analyses includad the 1930 local crims rate; the percentage of the local population that
was black; whether or not the media organization had recently been contacted by National Crime Prevention Council or the
Advertising Council; the executive’'s gender and years of employment in the current position; and the number of full-time employees

at the prganization,
Significance valuss: a = p<.05, b = p<.01, ¢ = p<.001
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Table 5.9

Adjusted Means and Percentages for Media Type Comparisons
(Covariance Analyses)

PSA's

at the organization.
Significance values: a = p<.05, b = p<.01, ¢ = p<.001

(continued)
Measures Newspaper Radic Television
Change in usage of McGruff in past year 2.1 1.95 2.14
Executive has seen/heard We Prevent PSA’s 27% 33% 46%
Rating of We Prevent PSA quality compared to 417 4.19 3.92
other recent PSA’s
Organization has run We Prevent in past 6 56% 47% 71%
months (of those aware of We Prevent)
Number of years organization has used McGruff 6.6 5.1 8.5°
PSA’s
Organization has ever used McGruff PSA's 51% 73% 82%°
Rating of McGruff PSA quality compared to other 3.75 3.94 3.88
~-PSAs . o
-} How often organization has worked with local law————— - 1.53 - - 187 o o g T T
_enforcement agency to promote McGruff PSA’sin._ R R
past year L
Rating of helpfulness of McGruif PSA's to local 2.89 3.01 2.96
law enforcement agencies’ crime prevention
efforts
Rating of effectiveness of McGruff PSA’s in 2.72 3.17 3.00°
building public awareness about drug abuse
prevention and crime prevention
Awareness of local citizenry of McGruff PSA’s 3.14 3.77 3.522
Rating of local public opinion towards McGruff 4.07 4.04 3.86

Note: The set of covariants used in these analyses included the 1890 local crime rate; the percentage of the local population that
was black; whether or not the media organization had recently been contacted by National Crime Prevention Council or the
Advertising Council; the executive's gender and years of employment in the current position; and the number of full-time employees
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Tablte 5.10

Multiple Regression Analyses for Contextual, Organizational, and Personal Variables

(Standardized Betas and Adjusted R?)

Measures

%BLK

%<18 MED$ CRIM %OCC CONT EDIT PART STOP SIZE EMPL GEND EDUC WORK ADJ-R?

Priority given by organization to Crime
Prevention PSA’s compared with
average priority given to other PSA's

Organization has engaged in drug abuse
prevention activities in past 2 years

Estimate of organization's emphasis
of drug abuse prevention compared
to other local media

Organization has engaged in other crime
reduction activities in past 2 years

Estimate of organization’s emphasis
of crime reduction compared to other
local media

Rate job local law erforcement
agencies doing to promote public
crime prevention awareness

Degree of cooperation between local
law enforcement agency and local
media in promoting crime prevention
awareness

Executive's own awareness
of McGruff PSA's

12

.02

-13

.08

~.01

-04

200

.16

-14 .05 .07 —-05 01 -.04 12 -1 02 -0t -06 04 -—17° .06

.04 240 .03 .00 -.04 -07 212 .09 .02 .03 13 - 06 .02 .04

09 100 03 -04 -01 .09 08 - -11 -13 05 11 .09 11 .04
.07 .06 .01 .05 -06 .04 .08 | 200 12 A0 04 .00 .00 .00
.00 .02 o1 -02 .06 a2 03 -16 -~10 -08 -01 .04 .13 .00
=10 .01 01 -85 .07 15 -16 -8 -09 -03 -0t .07 .07 .00
65 =11 .01 SAEY —09 18 —12 18 09 .00 04 —-10  -07 a1e

.10 .00 .03 02 -10 13 =13 .05 .06 05 -14  -03 -36° 140

Note: Predictor variables used in the analyses included two dummy vectors to control for type of media (not shown in table). Those independent variables shown in the
table are %BLK (1990 percentage of local population black), %<18 (1990 percentage of local populatio:: less than 18 years old), MED$ {1990 median value of local owner
occupied residences), CRIM (local Part | crime rate per 100,000), %0OCGC (1880 percentage of local housing units owner occupied), CONT (whether or not organization was
recently contacted by NGPC or Advertising Council), EDIT (liberal/conservative editorial policy), PART (whether organization participates in Partnership for a Drug-Free
America), STOP (whether organization participates in Crime Stoppers), SIZE (number of local readers/listeners/iviewers), EMPL (number of full-time employees), GEND
{executive's gender), EDUC (executive’s educational attainment), and WORK (years executive worked in present field).

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 5.10
Multiple Regression Analyses for Contextual, Organizational, and Personal Variables
(Standardized Betas and Adjusted R?)
(continued)
Measures %BLK %<18 MED$ CRIM %CCC CONT EDIT PART STOP SIZE EMPL GEND EDUC WORK ADJ-R?
Organization has used McGruff in -01 -01 -06 02 25t 150 .06 .19 .01 13 06 -G0S .04 07 a1
past year
Times run McGruff PSA’s in pastyear 01 -04 -06 -05 .03 .1 -0 -02 -1 -08 -02 .06 04 -08 .02
Change in usage of McGruff in past -14 -04 -10 -02 .03 -09 .04 .03 -06 07  -02 03 .08 .05 .00
year
Executive has seen or heard We Prevent -02 -05 02 -06 23 24° 07 01 10 .01 .07 14 .06 -13 070
PSA's
Rating of We Prevent PSA quality 1 .06 .03 o1 -0t .05 -04 -05 A1 -13 -05 01 —-13 .04 .00
compared with other recent PSA's
Organization has run We Preventin -22* -08 03 -10 13 .04 -11 -02 -16 04 -02 -08 10 -2 .02
past 6 months
Number of imes organization has run 228 06 -02 - .00 =01 -.10 A7¢ =05 -07 .03 .01 08 =01 .04
We Freventin past 6 months
Number of imes organization has run -.06 .03 .01 A7 -01 .00 .09 200 ~06 -1t -07 01 -01 .09 .04
other McGruff in past 6 months
Number of years organization has -12 03 -14 07 10 -04 .01 .00 .06 -—.05 .08 -0t .04 A7 .05
used McGruff PSA's
Organization has ever used McGruff -03 -09 01 -02 23 11 .04 -19  -10 10 .04 .02 .00 -08 4b
PSA's
Note: Predictor variables used in the analyses included two dummy vectors to control for type of media (not shown in table). Those independent variables shown in the
table are %BLK (1990 percentage of iocal population black), %<18 (1890 percentage of local population less than 18 years old), MED$ (1990 median valus of local owner
occupied residencas), CRIM (local Part | crime rate per 100,000), %OCC (1990 percentage of local housing units owner occupied), CONT (whether or not organization was
recently contacted by NCPC or Advertising Councif), EDIT (liberal/conservative editorial policy), PART (whether organization participates in Partnership for a Drug-Free
America), STOP (whether organization participates in Crime Stoppers), SIZE (number of local readers/listenersiviewers}), EMPL (number of full-time employees), GEND
{executive’s gender), EDUC (executive's educational attainment), and WORK (years executive worked in present field).
Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 5.10

Multiple Regression Analyses for Contextual, Organizational, and Personal Variables
(Standardized Betas and Adjusted R?)
(continued)

Measures %BLK %<18 MED$ CRIM %OCC CONT EDIT PART STOP SIZE EMPL GEND EDUC WORK ADJ-R?

Rating of McGruff PSA quality .04 -06 -10 -01 e 140 .07 -5 -11 -06 -15 .06 -10 .02 100
compared with other PSA’s

How often organization has worked -04 =02 —i7* .04 .08 -03 .00 -0 =10 =10 -01. -07 .04 N .01
with local law enforcement agency to

promote McGruff PSA’s in the past

year

Rating of helpfulness of McGruff J2 2% 14 09 10 -0t -01 -—-24* -07 -03 05 05 24> 02 15¢
PSA’s to local law enforcement
agencies’ crime prevention efforts

Rating of effectiveness of McGruft -09 -20¢ -02 -08 00 -01 -0t 160 -05 -22¢ 10 1 =228 03 REY
PSA’s in building public awareness

about drug abuse prevention and

crime prevention

Awareness of local citizenry of .07 04 -13 -04 28 .05 12 -07 -09 -07 .15 -08 -04 10 J1®
McGruff PSA's

Rating of local public opinion towards -04 -03 -12 -25* .05 -12 .07 -i6* -1t -07 -03 .06 ~09 07 .078
McGruff PSA's

Note: Predictor variables used in the analyses included two dummy vectors to control for type of media (not shown in table). Those independent variables shown in the
table are %BLK (1990 percentage of local population black), %<18 (1990 percentage of local population less than 18 years old), MED$ (1990 median value of local owner
occupied residences), CRIM (local Part i crime rate per 100,000), %0OCGC (1999 percentage of Jocal housing units owner occupied), CONT (whether or not organization was
recently contacted by NGPC or Advertising Council), EDIT (liberal/conservative editorial policy), PART (whether organization participates in Partnership for a Drug-Free
America), STOP (whether organization participates in Crime Stoppers), SIZE (number of local readers/listeners/viewers), EMPL {number of full-time employees), GEND
(executive's gender), EDUC (executive’s educational attainment}, and WORK (years executive worked in present field).

Significance values: a = p<.05, b = p<.01, ¢ = p<.001




Table 6.1
Practitioners’ Perceptions of Value of McGruff Campaign
tc Crime Prevention Efforts
(n=100)
Locai McGruff Materials McGruff PSA’s
(n=91)* (n=115)

Essential 19% 10%
Valuable 50 32
Somewhat valuable 22 35
Limited value 8 14
Little use, if any 2 10
* Users of local materials only

Table 6.2

Practitioners’ Perceptions of the Helpfulness of McGruff Campaigns
to Crime/Drug Abuse Prevention Efforts

(n=100)
Locai McGruif Materials McGruff PSA’s
(n=91)* (n=116)
Crime Drug Abuse Crime Drug Abuss
Very helpful 39% 23% 24% 13%
Somewhat helpful 56 52 47 48
Not very helpful 4 18 15 17
Not helpful at all 1 7 11 14

* Users of iocal materials only
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Table 6.3

Practitioner Perceptions of McGruff PSA Effectiveness

(n=100)

Adults' Awareness of Crime Prevention

Very effective 11%
Somewhat effective 55
Not very effective 26
Not effective at all 4
Uncertain 4
Children's Awareness of Crime Prevention
Very effective 49%
Somewhat eifective 39
Not very effective 6
Not effective at all 3
Uncertain 4
Adults' Awaraness of Drug Prevention
Very effective 4%
Somewhat effective 50
Not very effactive 34
Not effective at all 9
Uncertain 4

Children’s Awareness of Drug Prevention

Very effective
Somewhat effective
Not very effective
Not affective at all
Uncertain

44%
41
10

3

4
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Table 6.4

Crime Prevention Practitioner Exposure to McGruff Ads by Medium
(n=100)

Television Radio  Magazines Newspapers Billboards Transit Posters

Total Exposure 94% 63% €69% 56% 65% 31% 72%
Number of Timas
tor2 28 23 30 31 36 15 20
Upto 10 30 23 26 17 20 11 24
Up to 20 19 3 17
21+ 17 8 4 2 3 2 11
Table 6.5
Crime Prevention Practitioner Exposure to We Prevent PSA’s by Medium
(n=100)

Television Radio Megazines Newspapers  Hillboards Transit Posters

Total Exposure 42% 21% 19% 15% 15% 6% 20%
Number of Times
for2 17 10 10 10 7
Upto 10 14 7 7 5 5 g
Upto 20 7 4 2 — 1 — 3
21+ 4 — — — — —_— 1
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Table 6.6

Organizational Influences on McGruff Use and Evaiuation:
Number of Crime Prevention Programs

Number of Crime Prevention Programs
Implemented in the Agsncy’s Jurisdiction

Msasures 10 or Less 11 or More

Agency uses McGruff materials
in crime prevention programs

No 36% 15%
Yes 64 85

Fraquency of using McGruff materials
in crime prevention programs

infrequently 77 47

Frequently 23 53
Awareness of McGruff PSA’s

Not very aware 85 38

Fully aware 35 62

McGruff effective at building awareness
with adults and kids in crime prevention
and drug abuse prevention

Not very effective 47 32
Effective 53 67

Frequency of agency working with local
media on McGruff

Never 74 47
Sometimes 26 53
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Table 6.7

Organizational Influences on McGruff Use and Evaluation:
Priority Placed on Citizen Education and Involvement in Crime Prevention

Priority Placed on Citizen Education and
involvement in Crime Prevention

Measures Low Priority High Priority

Agency uses McGruff materials
in crime prevention programs

No 36% 16%
Yes 70 84

Frequency of uging McGrufi materials
in crime prevention programs

Infrequently 68 47

Fraquently 32 53
Awarenass of McGruif PSA's

Not very aware 63 33

Fully aware 37 67

McGruif effective at building awareness
with adults and kids in crime prevention
and drug abuse prevention

Not very effective 42 33
Effective 58 67
Frequency r- % ency working with local
media on M uff
Never 65 49
Sometimes 35 51
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Table 6.8

Organizational Influences on McGruff Use and Evaluation:
Presence of a2 Crime Prevention Bureau

Agency Has a Crime Prevention Bureau
Measures No Yes

Agency uses McGruff materials
in crime pravention programs

No 36% 15%
Yes 64 e5

Frequency of using McGruff materiails
in crime prevention programs

Infrequently 73 48

Frequently 27 51
Awareness of McGruff PSA's

Not very aware 71 35

Fully aware 29 65

McCGruff effective at building awareness
with adults and kids in crime prevention
and drug abuse prevention

Not very sffective 50 31
Effective 50 69
Frequency of agency working with local
media on McGruff
Never 84 43
Sometimes 16 57
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Table 6.9

Organizational Influences on McGruff Use and Evaluatmn*

Number of Sworn Personne!

Number of Sworn Personnel

Measures 75 or Less 76 cr More
Agency uses McGruff materials
in crime prevention programs
No 34% 12%
Yes 68 88
Frequency of using McGruff materials
in crime prevention programs
Infrequently 66 49
Frequently 34 51
Awareness of McGruff PSA's
Not very aware 66 31
Fully aware 34 69
McGruff effective at building awareness
with adults and kids in crime prevention
and drug abuse prevention
Not very eifective 45 31
Effective 55 69
Frequency of agency working with lacal
media on McGruff
Never 73 42
Sometimes - 27 58
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Table 6.10

Muitiple Regression Analysis: Organizational Factors That Predict Use
and Perceived Value of the McGruff Media Campaign Among Practitioners
(Standardized Regression Coefficients and Adjusted R?)

Measures Program  Internal Partner Citizens Agency Prev Force  Civil %$ Unit Size Type Adj-R?
Agency uses McGruff in crime 09 22 -16 22 -28 05 02 -14 -14 .05 .26 -02 1
prevention programs

Frequency of using McGruff 15 12 27° -.05 .06 —.09 .07 .08 09 -29* -09 —.04 14
materials in ¢rime prevention

Materials valuable or helpful to -.04 -03 .15 .19 -01 ~.09 .01 -.05 -.01 -19 07 —06 .03
crime prevention or drug abuse

pregrams

Aware of McGruff PSA's -04 .08 -.03 .09 .08 -02 .02 -12 -07 03 390 -.06 .10
Frequency of seeing or hearing 10 .05 .06 -18 A1 =07 -8 -13 -03 -1 .19 16 .01
McGruff PSA's locally

Number of focal PSA's increased -12 .02 12 22 -12 =21 .16 .04 -11 03 04 .00 05
cver past year :

Number of local PSA's more than -04 .09 .05 -06 -06 —-14 .16 .06 .00 =21 -12 =21 04
other jurisdictions

Frequency of seeing or hearing a7 A3 -.16 =07 10 -.01 =01 -.18 .09 .07 .04 -02 .05
We Prevent PSA's

McGruff helpful to agency's crime .06 -17 .02 .23 —05 -.18 -01 -20 -15 -.09 -17 .08 .00
prevention or drug abuse

programs

McGruff effective building a7 -01 10 —-01 -01 .01 -07 -.18 -04 -23 -07 12 .04
swareness with adults and kids in

crime and drug abuse prevention

Frequency of agency working with 07 .10 07 .16 -01 -.09 -07 .03 —.06 —26 -.01 ~-.05 .06
local media an McGruff

Total use of McGruff by local .26 .01 .09 (01 .03 -.16 .01 -1 00 .16 06 —04 02

media organizations

Significance values: a = p<.05, b = p<.01, ¢ = p<.001
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Table 6.11

Multiple Regression Analysis: Community Factors That Predict Use
and Perceived Value of the McGruff Media Campaign Among Practitioners
{Standardized Regression Coefficients and Adjusted R?)

Mesasures Program Internal Partner Citizens Agency Prev Force Civil %$  Unit Size Type  Adj-R?
Agency uses McGruif in crime ~08 .15 ~.05 .30b -14 07 .16 33 12 .03 -33° .08 14
prevention programs

Frequency of using McGruff -.18 15 -10 -07 -01 D .05 42 .39 -02 -24 21 01
matarials in ¢rima prevention

Materials valuable or helpful to ~-32¢ .23 -11 -.03 -.16 -01 42 51» A4 .02 -21 12 .01
crime prevention or drug abuse

programs

Aware of McGruff PSA’s -.03 .02 .00 -12 .09 .14 A2b 48 .30 .06 -08 .08 A1
Frequency of sesing or hearing -.19 .10 .05 11 -11 .03 .23 512 .38 09 -.16 .06 .01
MeGruff PSA's locally

Number of local PSA's increased -15 .02 .05 .01 .01 -1 -01 1 12 -18 -15 - =15 .03
over past year

Number of local PSA's more than 06 -06 A7 -13 a7 .03 11 07 -19 .00 .10 A1 .03
other jurisdictions

Frequency of seeing or hearing -.20 .18 -.01 07 .06 04 .07 39 A2 -.01 -14  -09 .06
We Prevent PSA's

McGruff helpful to agency's crime -10 .19 .07 .06 -28 .09 16 57 24 .08 -.28¢ .10 06
prevention or drug abuse

programs

McGruff effective building -.18 .38 -05 .15 -08 12 .01 .33 .18 14 -29* 02 .06
awareness with adults and kids in

crime and drug abuse prevention

Frequency of agency working with -02 .06 -04 —.01 .18 .00 .01 28 .39 -02 -14 22 .04
local media on McGruff

Total use of McGruff by local -17 ~03 .05 ~06 .04 .03 15 25 25 -03 -.19 .08 .06
media organizations

Significance values: a = p<.05, b = p<.01, ¢ = p<.001




Table 7.1

Changes in Victimization Rates From 1981 to 1991:
Data From the National Crime Victimization Survey

Type of Crime

Change in Rate (%)

Personal Crimes
Crimes of violence
Rape
Robbery
Assault
Aggravated
Simple

Crimes of Theft

Personal larceny
With contact
Without contact
Household crimes
Household burglary
Household larceny
Motor vehicle theft

Source: Bureau of Justice Statistics (1992). Criminal Victimization in 1991: A National Crime Victimization Survey Report.

NCJ 136947, Washington, D.C.

~23.4
-11.4
-11.6
-24.7

~7.8
-18.8

-1.7

~28.3

-27.7
-28.3
—27.9
-39.6
-27.3

275
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APPENDIX
SOURCES FOR FURTHER INFORMATION

. For additional information on the National Citizens'
Crime Prevention Campaign contact;

Crime Prevention Branch
Discretionary Grant Program Division
Bureau of Justice Assistance

633 Indiana Avenue NW.
Washington, DC 20531
202-307-1430

National Crime Prevention Council
1700 K Street NW., Second Floor
Washington, DC 20006-3817
202-466-6270

For additional information on the National Citizens'
Crime Prevention Media Campaign Evaluation
contact:

Evaluations Branch
Special Programs Division
Bureau of Justice Assistance
633 Indiana Avenue NW.,
Washington, DC 20531
202-307-1065

For additional copies of this document or a copy of
the accompanying technical report contact:

Bureau of Justice Assistance Clearinghotise
Box 6000

Rockville, MD 20850

800-688—-4252

*U.S. G.P.0.:1993-301-177:80022 139
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