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I N  T H I S  I S S U E

       The culture around college campuses is one that has been heavily 

affected by the consumption of alcohol. The issue that arises from a 

party culture is how normal it has become for students to delve into 

binge drinking and, most importantly, how they harmfully react when 

they are under the influence. Based on a national survey, an estimated 

40% of college students engage in binge drinking each month, which 

results in thousands of alcohol-related injuries, assaults, and deaths each 

year (“College Drinking”).  Furthermore, college students are more likely 

to engage in binge drinking than their peers who are not in college, 

which indicates that the college environment plays a part in leading 

young adults to binge drink (“Prevalence of Alcohol Use”). Recognizing 

their role in this issue, universities across America, including Penn 

State, are constantly implementing new ways to try and combat this 

social epidemic. 

 

       One tactic that could be better implemented is a PR campaign, which 

could approach the issue from one of a few angles. Binge drinking often 

leads to regrettable decisions that they will not be able to erase the next 

morning. For example, a binge-drinker may lose self-respect, or others 

may lose respect for them, after the embarrassing behavior they partake 

in when partying. Another factor to take into account is why people 

drink, especially since alcohol usage has been negatively linked to 

mental health. We are all aware that college is a stressful environment, 

but turning to alcohol is not an efficient coping method. If you were to 

ask a student here at Penn State why they drink, they may propose that 

it is because “there is nothing else to do.” So the question at hand is how 

should Penn State campaign against binge-drinking so college students 

will actually listen and change their behavior?

How should Penn State campaign against binge-drinking?



Truth Campaign

Many students are either ignorant to the 

consequences of binge-drinking or ambivalent about 

the costs. Although they know the consequences, 

young adults typically think “it won’t happen to me” 

due to the common teenage feeling of invincibility, 

and don’t respond to campaigns about long-term 

risks (Wickman). A “truth-style” campaign would 

focus on the immediate or surprising risks that 

teenagers do care about: wetting the bed or a 

dropping GPA. 

 

Marketing towards what students genuinely fear or 

value, including money, health, and their self-

respect, exposes the reality of binge-drinking 

culture. A PR campaign focused on the negative 

impacts of drinking would force students to consider 

the risks. Students may be more open to changing 

their drinking habits if the embarrassing, 

unhealthy, and financial consequences, risks 

students care most about, are revealed. 

 

Due to message fatigue, a student’s tendency to tune 

out repetitive messages, it is necessary that 

campaigns focus on new information. For example, 

the link between cancer and alcohol is not often 

marketed, but 3.5% of cancer deaths in 2009 were 

alcohol related (National Cancer Institute). 

Researchers from the University at Buffalo, State 

University of New York asked 116 students between 

17 and 24 what they thought the risk was of a 

correlation between binge drinking and cancer, and 

how much they were going to drink. 88% of students 

thought there was a risk of cancer, and the students 

who said the risk was significant reported being less 

likely to binge drink (Poon).
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BENEFITS                DRAWBACKS
The risks are more relatable for college students.

Since this campaign is new, it is more likely to be 

attention-catching.

Pre-college education would be more interesting, 

causing students to actually pay attention to the 

material.

Students may question Penn State’s ethos or not 

take the campaign seriously if the truths are too 

laughable.

The negative tone of the campaign might not be as 

effective as a positive tone.

It may be disregarded by adults as not 

informational enough of the actual life-threatening 

risks of binge drinking.

 

 A “truth-style” campaign, based off of the Truth Campaign, 

would bring attention to the demoralizing acts that people are 

more likely to take part in when they are drunk.  By focusing 

on the behaviors an intoxicated person is more probably to 

perform, students will realize that they will not be likely to be 

acting with respect towards themselves, their reputation, or 

their school. In addition, they will realize that other people will 

be more likely to lose respect for them in this instance. Finally, 

the campaign will mention the monetary loses binge drinking 

accounts for and the negative health consequences it can have.

 

The Truth Campaign, an anti-smoking campaign, helped 

prevent 300,000 young people from starting to smoke. Their 

advertisements often have a mocking tone, focusing on 

relatable consequences of tobacco; pets can get cancer from 

secondhand smoke. They find what young people care about, 

and create entertaining but impactful ads. Penn State should 

have a “truth-style” PR campaign that grosses students out or 

shocks them out of participating in alcohol abuse.



Mental Health Campaign

Alcohol use has been negatively linked to mental 

health. Binge drinking alters the chemistry of the 

brain by decreasing the serotonin levels, and 

increases the likelihood of developing mental 

disorders/symptoms like depression. A recent study 

found that “adolescents who reported binging alcohol 

were more likely to report being always or almost 

always depressed or to feel very anxious,” (Jones et. 

al., 2015). College students, ages 18-24, are more 

likely to drink excess amounts alcohol. It is said that 

“about 20% of college students meet the definition of 

alcohol use disorder (AUD),” (An American Addiction 

Centers Resource). Not only that, but college students 

who practice binge drinking are more likely to be a 

risk for attempting suicide, due to the depression that 

experienced afterwards. 

 

By pursuing a PR campaign focused on mental 

health, Penn State will work to raise awareness 

about the mental causes behind binge drinking and 

its role in further eroding mental health. 

Incorporating this campaign into Penn State’s 

current actions will help provide a problem-focused 

approach that will help to shift the culture of binge 

drinking.
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BENEFITS                DRAWBACKS
Gets to root cause of why students are binge 

drinking

Improves awareness about potential triggers

Can help reduce the existing stigma of mental 

illness

Stigma against mental health might prevent 

people from coming forward / getting help

Strain on existing mental health resources

People may deny they have a problem / realize 

they need help

One of the many argued aspects of drinking is the mental 

consequences that are caused by and a result of binge drinking. 

Drinking, for the most part, is considered a part of our culture. 

People have used drinking as an “escape” or for the fun of it. When 

one chooses to drink, they tend to ignore the consequences to their 

mental health. Thus, this approach focuses on forming a mental 

health campaign to inform the public about both sides to the 

problem.

 

College students are reporting higher levels of stress than ever 

before. According to a study published in the medical journal Stress 

and Anxiety, 3 out of 4 college students reported experiencing stress 

at some point in the last week. 1 in 5 students considered suicide in 

the past year, while 1 in 10 actually attempted it (Brown). While 

students report many different types of coping mechanisms for 

stress, one of the most prominent is drinking. 

 

According to a study by the National Institute on Alcohol Abuse and 

Alcoholism, both women and men who reported higher levels of 

stress tended to drink more (Alcohol Alert). While reasons vary, it 

can be assumed that many people turn to alcohol for the seemingly 

calming effects it has on the brain. By depressing the body’s central 

nervous system, alcohol produces a sedative effect, creating a sense 

of euphoria and decreased inhibitions which appears to provide 

relief from stress and anxiety (Thus the more one drinks, the more 

the body becomes dependent on this feeling, eventually leading to 

binge drinking.)

 

 



Community-Focused 
Campaign

On-campus events do garner some traction, but do not 

satisfy some students who want to get off campus. A 

PR campaign promoting off-campus businesses 

offering non-alcohol related activities would further 

reduce the number of students involved in binge 

drinking.  For some, the allure of doing something not 

directly related to Penn State will encourage them to 

attend these activities. Many students drink because 

they think that there is nothing to do off campus; 

however, from annual community events to everyday 

businesses, State College offers a wide variety of ways 

for students to spend their time ("Things to Do"). 

Beyond pre-organized activities, a community-focused 

campaign could also suggest unorganized activities for 

students to do. The downtown area of State College 

consists of a variety of business that offer distinct 

services to their customers. Whether it’s food, clothes, 

or entertainment, these businesses give students 

alternatives to drinking. Additionally, the area offers 

access to many outdoor activities throughout the year, 

which could be better promoted to students. 

 

The drinking culture at Penn State is very prominent, 

and one solution to reducing the amount of alcohol 

students consume is the promotion of services and 

activities available through the university and the local 

area.
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BENEFITS                DRAWBACKS
The university receives additional revenue from 

athletic activity attendance and other Penn State 

programs. 

Students would not suffer from unhealthy 

consequences as a result of partaking in activities 

off campus.

Businesses also earn more money as a result of 

college students taking interests in the services 

they provide.

Promotion of off-campus activities may deter 

traction from campus activities. 

Off-campus activities and transportation may be 

expensive for students.

Penn State already offers a multitude of alternative 

activities, so it's possible that students who often 

binge-drink are going to do so regardless of the 

activities offered.

Whether it's an unexpected snow day or a regular weekend, many 

students choose to spend their free time drinking and partying. A 

common reason for this is students are not aware of other ways to 

spend their time. Penn State and State College both offer a variety 

of alternatives to partying. Unfortunately, many students are not 

aware of these activities. Through a campaign that promotes both 

on and off-campus activities, the university could dissuade 

students from binge drinking to fill their free time.

 

According to Penn State’s Annual Assessment Report, 70% of 

students who drink go out on Friday nights to drink; however, 

Friday nights are not the only nights young adults drink. Drinking 

often starts Thursday night and doesn’t stop until Saturday night. 

To offer students an alternative option to drinking, the Student 

Programming Association (SPA) has programs planned for these 

nights, such as speakers, movies, and concerns by popular 

musicians (Hill). While these events are advertised on campus, 

there are many students who remain unaware of their existence.  

Other on-campus activities include athletic events and concerts 

and performances by student groups ("Penn State Info").  A PR 

campaign that brings more attention to these activities could help 

lower the number of students who drink and attend parties by 

bringing them to these events instead.
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